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Abstract 
 
 
 

Dette studie tager sit udgangspunkt i en hypotese om, at følelsen skam, som opfattet af det 

moralske sentiment; et term der af Adam Smith (1759) defineres som menneskets kognitive 

moralske vurderingsevne, kan fungere som et ledelsesredskab til lydighed1 i et organisatorisk 

Principal-Agent forhold. Denne hypotese får blandt andet sin relevans, i forbindelse med at 

grænsen mellem arbejds- og privatliv i det moderne vestlige samfund er blevet udvisket og 

individer i højere grad identificerer sig selv med deres professionelle erhverv, hvilket potentielt 

gør dem mere sensitive i forhold til at blive påvirket af det moralske sentiment på 

arbejdspladsen. 

 
I litteraturen bliver skam betragtet som en af de mere udslagsgivende negative følelser, der 

potentielt kan have alvorlige konsekvenser for menneskets velbefindende på lang sigt. På trods 

af dette har en række kvantitative studier forsøgt at undersøge, om der findes konstruktive 

effekter forbundet med brugen af skam i sociale og organisatoriske kontekster. I forlængelse af 

disse studier vil den nærværende afhandling undersøge, om der eksisterer en korrelation 

mellem skam og organisatorisk lydighed ved brug af adfærdsmæssige forskningsmetoder, 

herunder et Factorial Survey eksperiment som gennemføres med en gruppe salgspersoner, der 

arbejder i den danske trælastbranche. 

 
Resultaterne viser, at skam korrelerer positivt med organisatorisk lydighed i 

belsutningssituationer under visse omstændigheder. Der kan således argumenteres for, at skam, 

som opfattet af det moralske sentiment, har evnen til at øge den organisatoriske lydighed, når 

der tages højde for individets tilbøjelighed til at føle skam. På trods af dette er man i litteraturen 

enig om, at skam, som ledelsesværktøj, er forbundet med væsentlige negative konsekvenser - 

som mindreværd, depression og indadvendthed - for individet på lang sigt. 

 

 
Keywords: shame, compliance, bias, moral sentiments 

                                                
1 “Lydighed” is translated from the more suitable English term “compliance”. 





Table of Contents 

 1 

 Table of Contents  
1	 Introduction	............................................................................................................	4	
1.1	 The	structure	of	the	thesis	.................................................................................................	7	

2	 Scientific	Theory	....................................................................................................	9	
2.1	 Critical	rationalism	..............................................................................................................	9	
2.2	 Bounded	rationality	as	part	of	human	nature	.........................................................	10	
2.3	 A	hypothetico-deductive	method	.................................................................................	12	

3	 Studying	Shame	...................................................................................................	13	
3.1	 A	definition	of	shame	........................................................................................................	17	
3.2	 The	different	effects	of	shame	.......................................................................................	18	
3.2.1	 The	effect	on	performance	......................................................................................................	18	
3.2.2	 The	effect	on	prosocial	behaviour	.......................................................................................	19	
3.2.3	 The	effect	on	reputation	...........................................................................................................	19	

3.3	 Shaming	for	compliance	..................................................................................................	20	
3.4	 Important	distinctions	and	limitations	......................................................................	22	

4	 Defining	the	industry	.........................................................................................	23	
4.1	 Background	information	about	XL	Byg	......................................................................	25	
4.2	 What	are	institutions	and	norms?	...............................................................................	25	

5	 The	Hypothesis	....................................................................................................	26	

6	 The	Circumstances	of	Being	............................................................................	29	
6.1	 The	historic	development	...............................................................................................	29	
6.2	 Heuristics	and	biases	........................................................................................................	30	
6.3	 The	biases	.............................................................................................................................	32	
6.3.1	 (1)	Hyperbolic	discounting	.....................................................................................................	33	
6.3.2	 (2)	Loss	aversion	.........................................................................................................................	34	
6.3.3	 (3)	PA	opportunism	...................................................................................................................	37	
6.3.4	 (4)	Endowment	effect	...............................................................................................................	37	

7	 Methodology	.........................................................................................................	38	
7.1	 Introduction	to	behavioural	research	methods	......................................................	38	
7.2	 An	experimental	research	study	..................................................................................	40	
7.2.1	 Factorial	Survey	Method	..........................................................................................................	40	
7.2.1.1	 The	vignette	setup	........................................................................................................................................	42	
7.2.1.2	 The	vignette	dimensions	............................................................................................................................	45	
7.2.1.3	 The	introduction	before	the	vignette	completion	..........................................................................	46	
7.2.1.4	 Preparing	the	data	........................................................................................................................................	47	
7.2.1.5	 Regression	analysis	......................................................................................................................................	48	



Table of Contents 

 2 

7.2.2	 The	Test	of	Self-Conscious	Affect	.........................................................................................	48	
7.2.3	 Qualitative	interviews	...............................................................................................................	50	
7.2.4	 Limitations	of	the	method	.......................................................................................................	50	
7.2.4.1	 Triangulating	the	data	................................................................................................................................	52	

7.3	 Developing	the	research	design	...................................................................................	53	
7.3.1	 Shame	as	the	field	of	interest	.................................................................................................	53	
7.3.1.1	 A	collaborative	design	.................................................................................................................................	54	
7.3.1.2	 Defining	the	sentences	with	Johannes	Fog	and	Stark	...................................................................	54	
7.3.1.2.1	 (0)	The	shame	sentence	......................................................................................................................	55	
7.3.1.2.2	 (1)	Hyperbolic	discounting	................................................................................................................	58	
7.3.1.2.3	 (2)	Loss	aversion	....................................................................................................................................	59	
7.3.1.2.4	 (3)	PA	opportunism	..............................................................................................................................	60	
7.3.1.2.5	 (4)	Endowment	effect	...........................................................................................................................	60	
7.3.1.2.6	 Summing	up	the	empirical	validation	of	the	bias	sentences	...............................................	62	

7.3.1.3	 Examination	of	the	final	vignette	in	the	Factorial	Survey	...........................................................	62	
7.3.1.4	 Collecting	participants	with	XL	Byg	......................................................................................................	64	

7.3.2	 Completing	the	study	................................................................................................................	66	
7.3.2.1	 Completion	of	the	Factorial	Survey	.......................................................................................................	66	
7.3.2.2	 Filling	out	the	TOSCA	..................................................................................................................................	66	
7.3.2.3	 Conducting	the	interviews	........................................................................................................................	67	

8	 Analysis	..................................................................................................................	67	
8.1	 Verifying	the	regression	..................................................................................................	69	
8.1.1	 R-squared	.......................................................................................................................................	70	
8.1.2	 Normal	distribution	...................................................................................................................	70	
8.1.3	 Test	for	heteroskedasticity	.....................................................................................................	72	
8.1.4	 VIF	test	.............................................................................................................................................	73	
8.1.5	 Robustness	.....................................................................................................................................	74	

8.2	 Analysing	shame	................................................................................................................	74	
8.2.1	 Shame	and	the	dependent	variable	.....................................................................................	75	
8.2.2	 Hyperbolic	discounting	and	shame	.....................................................................................	77	
8.2.3	 Loss	aversion	and	shame	.........................................................................................................	78	
8.2.4	 PA	opportunism	and	shame	...................................................................................................	80	
8.2.5	 Endowment	effect	and	shame	...............................................................................................	81	
8.2.6	 Summing	up	the	biases	.............................................................................................................	82	
8.2.7	 Demographic	output	..................................................................................................................	82	
8.2.7.1	 TOSCA	responses	..........................................................................................................................................	83	

8.2.8	 Results	from	the	interviews	...................................................................................................	84	
8.2.9	 Boundary	conditions	.................................................................................................................	88	

8.3	 The	results	of	the	analysis	..............................................................................................	90	
8.4	 Moral	sentiments	in	organisations	..............................................................................	91	

9	 Implications	for	Practitioners	........................................................................	92	
9.1	 The	shame	heuristic	.........................................................................................................	92	



Table of Contents 

 3 

9.2	 An	alternative	to	shame	...................................................................................................	94	

10	 Implications	for	Future	Research	..............................................................	94	
10.1	 Disseminating	unsuccessful	studies	............................................................................	95	
10.2	 More	observations	.............................................................................................................	96	
10.3	 Context-delineating	variables	.......................................................................................	97	

11	 Conclusion	.........................................................................................................	98	

12	 References	.........................................................................................................	99	

13	 Appendix	..........................................................................................................	104	
 



Introduction 

 4 

1 Introduction 
The sales office was completely silent. Some of the salesmen looked down, others 

into their computer, but nobody dared to say anything. It was right before lunch 

and the General Manager (GM) had just given the Logistics Manager (LM) a 

scolding in front of them all. The GM clearly recalls the event that took place 

recently. It was unpleasant to everybody, but at the time, for some reason, it 

seemed like the best solution for solving the problem. However, after having 

seen the emotional reaction of the LM in his office later the same day, the GM 

assured himself that he would never do it again.1 But is he really in control of 

whether or not it will happen again? If it previously worked, could the GM be 

inclined to use the same shameful approach when he has to make a split-second 

decision? 

 

Companies are commonly seen as legal entities with a raison d’être of creating value to 

shareholders while serving the interests of various stakeholders (Knudsen, 2012). They consist 

of individuals from top to bottom. Leaders and managers are put in place in order to monitor 

and motivate the employees and make sure their goals and interests are aligned with those 

anticipated by the organisation. This notion describes some of the potential motivations of the 

GM in the opening story. A story that also illustrates a number of the complications associated 

with Agency Theory, which revolves around the relationship between a Principal (delegating the 

work) and an Agent (performing the work) (Eisenhardt, 1989); in this case demonstrated in the 

relationship between a leader and a subordinate from the same department. According to 

Eisenhardt (1989), the metaphorical contract is the best tool for accommodating the agency 

problem that is inherent in the relationship between the Principal and the Agent. This contract 

takes a big part in setting the boundaries of future actions that the Agent can be expected to 

obey orders within, commonly referred to as the zone of acceptance, as he, ceteris paribus, is 

expected to act opportunistically (Williamson, 1971). However, the contract often fails to cover 

the possible need for employees to take initiative themselves (Simon, 1991). Herbert Simon 

remarks that “Even if the employees were robots, whose loyalty could be guaranteed, the 

problem would not be solved. For giving each robot complete discretion would surrender large 

efficiencies usually attainable from specialization in decision-making work.” (Ibid.:32). In this 

case, it is not simply a question of getting the employees to follow the commands stated in the 

employment contract; it becomes a question of affecting the thought processes and decision 
                                                
1 From a conversation with the GM. 
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premises of the employees (Ibid.). This need for on-going alignment naturally calls for various 

degrees of explicit and implicit interventions from the perspective of the leaders and managers 

(as Principals), sometimes potentially pushing the means necessary when seeking to fulfil the 

goals of the company, as exemplified in the opening story.  

 

On the other side of the table, companies are made up of employees - Agents - who, from a pure 

headcount, make up the vast majority of actors in a modern economy (Simon, 1991). The 

primary job of these Agents is to perform the work as requested by the Principal and go home 

when the bell rings, but in today’s Western society, identity has become a more integrated part 

of the individual’s working life, and the classic work-life balance can best be characterised as 

increasingly obscured as a result hereof. Individuals arguably identify themselves with their field 

of employment and bring their work home after leaving the office (Lewis, 2003; Cousins & Tang, 

2004; Roberts, 2007). This could have the potential to make the Agent more vulnerable in an 

organisational setting, as he can be considered increasingly susceptible to the influence of the 

Principal appealing to his moral sentiments; a term that is first presented by Adam Smith (1759) 

and can be defined as the individual’s cognitive moral judgment guided by sympathetic reason. 

In the case of this thesis we find the feeling shame relevant to examine in an organisational 

setting, as it is considered among the more severe feelings, why we suspect that the sentiments 

of shame can potentially have a significant effect on the compliant behaviour of the 

organisational Agent. 

 

Even though the majority of the literature agrees that shame, or shaming, is considered an 

inherently negative feeling, is it possible that the utilisation of this feeling can have a 

constructive outcome? Certain research papers, included in a more elaborate literature 

overview, claim to have found a correlation between the feeling shame and more positive 

behaviour. One example is Ilona de Hooge et al. (2008) who hypothesise that shame has a 

prosocial interpersonal function. They argue that “As ugly and negative as shame experiences 

can be, feeling this emotion can have clear positive consequences for interpersonal behaviour. 

Shame can act as a commitment device, motivating people to act prosocially and thereby 

committing them to long-term strategies. This prosocial behaviour benefits other’s well-being 

and improves social relationships. Thus, shame does have a constructive interpersonal 

function.” (De Hooge et al., 2008:940). This argument calls for further exploration of the 

possible ability to use shame as an applicable tool for managing employees in current Western 

organisations, given that the employees of the companies are considered bounded rational 

Agents, who are susceptible to the influence of heuristics and their own moral sentiments. 
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As a result of this overall research problem, the research question of the current thesis is defined 

as: 

 

Is shame an applicable management tool? 

 

The primary assumption backing the above mentioned research problem is the fact that 

individuals are fundamentally viewed as being bounded rational, which includes the 

interrelated dimensions of processing capacity, cognitive economising and cognitive biases 

(Foss & Weber, 2016). In their article, Nicolai Foss & Libby Weber (2016) argue that 

Williamson’s (1971) transaction cost economics needs to be augmented. Instead of opportunism, 

they put bounded rationality in the front seat as the primary reason for potential contracting 

issues, as this behavioural assumption “... prevents parties from including all relevant 

contingencies in their contracts...” (Foss & Weber, 2016:62), which can then lead to the 

potential opportunistic behaviour of the Agent. The assumption of bounded rationality has 

evolved from the two previous, mainline (classical) and mainstream (neoclassical), economic 

schools, which Friedrich Hayek distinguishes between as “... a view which in general rates 

rather low the place which reason plays in human affairs, which contends that man has 

achieved what he has in spite of the fact that he is only partly guided by reason, and that his 

individual reason is very limited and imperfect, and a view which assumes that Reason, with a 

capital R, is always fully and equally available to all humans and that everything which man 

achieves is the direct result of, and therefore subject to, the control of individual reason.” 

(Hayek, 1948:8). During the 20th century mainline and mainstream economics are 

accompanied by a third branch of economic thinking that is coined behavioural economics, by 

which a reunification of psychology and economics is sought (Camerer, 1999). According to 

Conlisk (1996) this development has happened due to a number of factors, some of the most 

significant being that the vast majority of empirical evidence points to the importance of 

bounded rationality and that the standard justifications of unbounded rationality are simply not 

considered sufficient. As Camerer (1999) states, “Moving from rational principles to 

behavioural alternatives means moving from theorizing about how people should behave to 

theorizing about how they do behave” (Camerer, 1999:10577). Today, most behavioural 

economists agree that individuals are prone to utilise mental shortcuts called decision 

heuristics, often leading to systematic errors, biases, as they naturally fail to cover every aspect 

of the decision at hand (Kahneman & Tversky, 1979; Conlisk, 1996). 

 

Preceding this agreement, Simon is generally recognised as one of the founding fathers of 

behavioural economics as he first succeeded in bringing the idea of satisficing to the table as an 
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alternative to the popular idea of individuals being able to maximise utility (Simon, 1979; 1997). 

According to Simon, Agents seek to maximise, but only until they are satisfied. Thus, the 

individual has every intention of acting rational, but fail to do so due to factors such as limited 

cognitive ability, time and available information; in other words, due to bounded rationality. As 

a response to the mainstream idea of the individual possessing all information in the world as 

well as an unlimited cognitive ability, Simon further argues that ”Maximizing utility bears no 

resemblance whatsoever to what we human beings actually do. The idea that we even have a 

conception of what would be optimal behaviour in the complex situations of life is 

unbelievable” (Simon, 1993:396-397). 

 

We argue that the basic thoughts of behavioural economics can be traced all the way back to 

Smith (1759) and his work The Theory of Moral Sentiments, in which he observes a possible link 

between feelings perceived by moral sentiments and our conduct. Smith notes that “[Man] 

dreads, not only blame, but blame-worthiness; or to be that thing which, though it should be 

blamed by nobody, is, however, the natural and proper object of blame.” (Smith, 1759:137). 

New and refined methods have enabled the advancement of Smith’s thoughts through the help 

of measurable research. As a consequence hereof, we are able to delineate the effects of 

appealing to the Agent’s sentiments of shame and hopefully create more transparency revolving 

its potential use in modern organisations. For the purpose of this thesis we have teamed up with 

collaborators from the Danish construction hardware industry to have a baseline for measuring 

the potential effects and answering the research question: is shame an applicable management 

tool? In our case, we consider the feeling shame “applicable” if it works for the benefit of the 

company. To be able to answer this question, we wish to answer the following subquestions: 

 

1. Can shame be linked to increased levels of compliance? 

2. Does shame have the ability to make bounded rational Agents less bounded rational? 

3. What are the possible side effects of using shame as a management tool? 

1.1 The structure of the thesis 

The purpose of this section is to guide the reader by providing an overview of the structure of the 

thesis. The thesis is structured around a chronicle principle, meaning that each chapter, with its 

included sections, is presented consecutively in an order that represents the same process that 

we as authors have been through from defining the base of the study, in the form of the scientific 

theory and reviewing the literature, to analysing the data that has been collected. We consider 

this structure important to outline, as the current thesis utilises a relatively new method known 
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as the Factorial Research method (Auspurg & Hinz, 2015), which combines the forces of survey 

and experimental research (Ibid.). This combination can potentially make the structure 

confusing to a reader with limited (or no) previous knowledge about the specific method. In 

order to prevent any confusion we have outlined and illustrated the structure in the following 

figure. 

 

 
Figure 1: Overview of the thesis structure. 

 

The introductory part of the thesis will introduce the reader to the concepts of behavioural 

economics as well as the topic shame. Furthermore, the reader will be introduced to the research 

question and the subquestions of our study.  

 

The theoretical part includes an outlining of the scientific theory of the thesis, followed by a 

review and a definition of shame as the field of interest. This leads to the primary hypothesis 

that we seek to examine in the study and an explanation of bounded rationality put in the 

context of our study. 

 

The methodology part is structured in a way that first explains the general approach of 

behavioural research methods. After this we examine the specific methods that are used in this 

thesis and finishes by explaining the process of developing the research design of the study. 

 

In the analysis we begin by testing the regression by making use of three different verification 

tests. After this, we analyse the results from the conducted experiment, including the 

correlations between shame, compliance and the other independent variables. To support the 

results we triangulate them with data from qualitative interviews. 

 

In the final part we begin by explaining the implications of the study in the context of 

practitioners and present some potential assumptions concerning shame in organisations. In 

addition, we point out what future research is found relevant to reinforce the study. Lastly, at 

the end of the thesis, we will present the final conclusion. 
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2 Scientific Theory 
This chapter is devoted to a presentation of the scientific theory applied in the current thesis. As 

Thomas Kuhn argues, “There must also be rules that limit both the nature of acceptable 

solutions and the steps by which they are to be obtained.” (Kuhn, 1970:38). In order to 

establish and enact these rules and steps, it is important to be aware of the concepts of ontology, 

the philosophical nature of being, and epistemology, which concerns the theory and study of 

knowledge itself. Before the journey of creating valid knowledge can begin, the perception of 

truth, belief and justification of the thesis must be made clear; which criteria are going to be 

applied to assess what constitutes objective truthfulness and what does not (Egholm, 2014). 

 

The current study is built on the methods and perspectives of critical rationalism - a position 

that will be elaborated in the following section. The critical rationalist understanding of ontology 

and epistemology, as well as the interpretation of data, will be presented, followed by a review of 

the thesis’ theory of human nature containing arguments for the links between behavioural 

economics and critical rationalism, and lastly, the methodological approach of the thesis will be 

examined. 

2.1 Critical rationalism 

In the following sections we will present the underlying ontology and epistemology as well as the 

interpretation of data in the context of critical rationalism, which is the perspective that will be 

used throughout the study. 

 

According to the critical rationalist point of view there exists an objective reality that can be 

experienced and measured, thus describing the ontological standpoint of this position. 

Epistemologically, empirical exploration plays a vital role within the boundaries of critical 

rationalism as phenomena can only exist in the world if they can be observed empirically 

(Egholm, 2014). This brings us to the first point that separates positivism and critical 

rationalism, as the former is based on inductive observations that need verification, while the 

latter is based on deductive observations following logical hypotheses that are exposed to 

meticulous scrutinising (Ibid.). Causal links exist independent of the researcher and it is up to 

the researcher to uncover these links as well as their true nature (Ibid.:71). 

 

Kuhn argues that “In learning a paradigm the scientist acquires theory, methods, and 

standards together, usually in an inextricable mixture.” (Kuhn, 1970:109). Within the 



Scientific Theory 

 10 

paradigmatic borders of critical rationalism, scientific findings are considered universal and the 

quantitative method of collecting data is recognised as the most valid and therefore the 

preferred approach. Using quantitative methods for collecting data will make it easier to 

conduct a value-free analysis and, as a result hereof, create more objective scientific knowledge 

(Egholm, 2014). In the case of this study, this will be achieved through the help of an experiment 

that is going to examine the correlation between shame and compliance. After finishing the 

design of the experiment, value-freedom will be assured both during and after the completion of 

the experiment thanks to fixed methodical procedures that are in no need of on-going subjective 

interpretation (Ibid.). Correspondingly, we will examine the results by the help of a statistical 

regression analysis, which ensures that our possible subjectivity is minimised when analysing 

the results. 

2.2 Bounded rationality as part of human nature 

In continuation of the above explanation of our paradigmatic approach, we are going to explain 

our view on human nature by arguing for a link between the concepts of behavioural economics 

and critical rationalism. 

 

Conceptually, our view on human nature is inspired by Buchanan & Tullock’s (1962) economic-

individualist methodology, in which collective action is understood as being made up of 

individual actions. By choosing this approach the assumption naturally follows that the 

researcher is able to reach conclusions at the collective level by observing the individuals 

(Buchanan & Tullock, 1962:6). This does not mean that individuals are assumed to have the 

same interests, motivation or purpose. The approach merely assumes that separate individuals 

are separate and that their interests will differ for varying reasons, as they probably have each 

their idea of the optimal results for collective action. Nonetheless, as presented in the 

introduction, it is the assumption that the individual Agent seeks to maximise his or hers utility 

within the given bounded circumstances (Ibid.). Thus, the economic-individualist methodology 

does not intend to explain the structure of individualistic choices sufficiently to enable the 

professional economist to predict the precise composition of any actions or products that will 

have universal use. However, according to Buchanan & Tullock, it can “... allow us to make some 

very rudimentary predictions concerning the structural characteristics of group decisions.” 

(Ibid.:7). 

 

In accordance with the methodology of Buchanan & Tullock, critical rationalism describes the 

preferable theory of human nature as being individual reduction, meaning that society can be 
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understood as an aggregation of its individuals. However, from the perspective of critical 

rationalism individuals are generally viewed as completely rational and constantly seeking to 

maximise their utility (Egholm, 2014). This perspective on human nature is similar to the one 

assigned by economists from the neoclassical school of economics, where man is considered 

fully rational with access to unlimited information and all the cognitive processing power 

needed. Simon labelled this caricature of man the Economic Man (Simon, 1997). As explained 

earlier, Simon (1979) also argued that this rational view of man was unrealistic and even calls 

the idea itself “unbelievable”, as the real life individual does not come close to the capabilities 

assumed by neoclassical economists. Instead, he formulated the theory of bounded rationality 

and presented the alternative view of man as an Administrator instead of an Economic Man 

(Simon, 1997). Simon illustrates the difference between the two by stating: 

 
“(1) Whereas economic man supposedly maximizes - selects the best alternative 
from among all those available to him - his cousin, the administrator, satisfices - 
looks for a course of action that is satisfactory or "good enough". 

 
[...] (2) Economic man purports to deal with the "real world" in all its complexity. 
The administrator recognizes that the perceived world is a drastically simplified 
model of the buzzing, blooming confusion that constitutes the real world. The 
administrator treats situations as only loosely connected with each other.” (Simon, 
1997:119) 

 

Due to this conceptual development of man and his nature, the next sections will focus on 

combining the characteristics of critical rationalism with Herbert Simon’s nuanced view on 

(bounded) rationality. 

 

Simon explains that “To anyone who has observed organizations, it seems obvious enough that 

human behavior in them is, if not wholly rational, at least in good part intendedly so.” (Simon, 

1997:88) - the keyword in this sentence being “intendedly”, as Simon stresses the fact that 

individuals intend to act rational within the circumstances of reality. Individuals wish to be 

rational but fail miserably due to cognitive constraints. The Administrator is only able to 

satisfice (Ibid.). 

 

Using the perspective of Simon’s Administrator as the archetype of human nature - with a lack 

of information and limited time and cognitive capacity - is found fitting in the case of this thesis, 

as we consider it applicable within the boundaries of the critical rationalist paradigm. One 

argument for its legitimate application stems from the recent development within the field of 

behavioural research methods that has advanced well into the domain of quantitative research 
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(Leary, 2001) allowing for the creation of a hypothesis that is closely aligned with Popper’s 

(1959) demand for falsifiability, which will be reviewed further in the following. 

 

Thus, man is considered a bounded rational Agent, who is trying his best to make rational 

decisions. These are some of the thoughts that have set the scene for the creation of the study, in 

which we question if shame perceived by moral sentiments works as an efficient instrument 

when trying to control the autonomous decision making of organisational Agents and therefore 

makes up an applicable management tool. 

2.3 A hypothetico-deductive method 

In the following section we will briefly touch upon the methodological approach of the thesis in 

light of the critical rationalist paradigm. Within the framework of critical rationalism, it is 

necessary to expose any given theory to as much critique as possible, which makes it crucial that 

the theory is constructed in such a way that we are able to disprove it (Langergaard et al., 2006). 

According to Karl Popper (1959), this was the primary problem concerning the logical positivist 

way of doing research, as he simply did not acknowledge the use of induction to gather 

observations and create general statements based solely on these observations. He dubbed it the 

induction problem (Egholm, 2014:81). The problem was illustrated by claiming that “... no 

matter how many instances of white swans we may have observed, this does not justify the 

conclusion that all swans are white.” (Popper, 1959:4). The researcher can only conclude that 

he is yet to falsify the theory of all swans being white. In Popper’s words, good theories can only 

be acknowledged if they are falsifiable, and they will only withstand as long as they have not 

been falsified (Egholm, 2014). Researchers put forward theories and hypotheses with the 

purpose of testing, and retesting, them, and if it is not possible to reject a given hypothesis, there 

is a good chance it can be seen as credible - for now. Popper (1959) illustrates this fittingly by 

explaining that “Theories are nets cast to catch what we call ‘the world’: to rationalize, to 

explain, and to master it. We endeavour to make the mesh ever finer and finer.” (Popper, 

1959:37-38). Accordingly, it is the purpose of this study to test a defined hypothesis in order to 

strive for its rejection by examining it deductively and trying to falsify it through empirical 

observations in an industry that will be described in more detail later in the thesis. The 

phenomenon that is going to be studied in the case of this thesis, shame as an applicable 

management tool, can be considered relatively new within the field of experimental research. As 

a result, “the mesh” in our case must still be considered rather large as we have only taken the 

first step of, what can be described as, a long journey through uncharted territory. 
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3 Studying Shame 
In order to answer the research question from the introduction, it is found necessary to identify 

and elaborate on the field of interest that this thesis revolves around; the feeling known as 

shame. The primary purpose of this chapter is to define shame, as this specific feeling will be 

essential throughout the remainder of the thesis. This will first be achieved through a thorough 

literature review of selected articles and other pieces of literature that are related to the topic of 

shame (and other feelings) in organisations. As a summary of this, we will put forward the 

definition that will be used in the thesis. Second, the possible effects of shame from the reviewed 

literature will be explained. Third, it will be described how this study seeks to make a 

contribution to the theoretical field of shame, adding to the relatively poor amount of 

quantitative contributions that have been made on the topic; especially when narrowed down to 

the influence in organisational situations of decision making. Fourth, the most important 

distinctions and limitations will be drawn from the literature, and lastly, a brief introduction will 

be given to our view on institutions and norms. 

 

Before reviewing the literature, we find it relevant to briefly explain the selection process of the 

articles that are used to define the feeling shame. In our search for literature we have used 

Google Scholar and Ebscohost as the primary search tools. As the term shame is a broadly used 

term, we have included other suitably related keywords in the search strategy. Many of the 

keywords have also been used conjointly by making use of quotation marks and the AND 

command in between. The following table indicates the primary keywords that we have made 

use of to find relevant articles that can help by shedding more light on the topic. 
 

Table 1: Primary keywords used in the literature search. 

Keywords 

- Shame 

- Shaming 

- Organisation 
- Moral emotions 

- Guilt 

- Feelings 

 

When locating a relevant article, we have also looked through the article’s bibliography to check 

for further relevant pieces of literature. This search process has provided us with a substantial 

amount of hits, and therefore we also consider it relevant to explain our criteria of inclusion and 
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exclusion when choosing among the articles. We define the inclusion criteria as predetermined 

elements of the articles that must be present in order for us to include the study in the literature 

review. As opposed to this, we define the exclusion criteria as elements that disqualify articles 

from being included in our literature review. Our inclusion and exclusion criteria are found in 

table 2 below. 

 
Table 2: Inclusion and exclusion criteria for literature. 

Categories Inclusion criteria Exclusion criteria 

Field of interest Studies that refer to shame in connection 
with behaviour. 
Studies that include a definition of shame. 

Studies that focus on subjects that we are not able to link to 
an organisational context. 
Studies that only include other feelings or theorise on 
feelings in general. 

Population of 
interest 

Studies that investigate shame in the 
context of working adults in Western 
society. 

Studies that examine shame in the context of elderly 
(retired) people, children (<18) or people that are mentally 
ill. 

Study types and 
designs 

Studies that make use of quantitative, 
qualitative or publication research 
methods. 

Studies that are not considered sufficiently academic or 
overly opinionated. 

Publications date 1988 - Today < 1988 

Publication language Included studies are published in English.  

 

Much of the literature that we uncovered on the topic of shame focuses on several other feelings 

at the same time (Ketelaar & Au, 2003; Fessler & Haley, 2003; Pham, 2007; Stearns & Parrott, 

2012; Voronov & Weber, 2016), arguably making it harder to distinguish between the influence 

of the individual feelings as a result hereof. Ketelaar & Au (2003) acknowledge this point in their 

paper as they state that “Although the current findings are consistent with the view that it was 

the negative affect component of guilt that lead to increased cooperation, one cannot rule out 

the possibility that another negative emotion, such as “shame”, rather than guilt per se, gave 

rise to the “negative affect” that lead to increases in cooperative behaviour.” (Ketelaar & Au, 

2003:439). Accordingly, other sources advocate for the presence of a significant difference in 

the effects and characteristics, whether you are doing research on shame, guilt, embarrassment, 

pride etc. (Tangney, 1990; Bohns & Flynn, 2013). This is also one of the primary reasons why we 

have chosen shame as our main focal point throughout the study; to acknowledge the significant 

difference between the various feelings and be able to find results with a relatively high degree of 

validity and reliability. That being said, certain pieces of literature about guilt has been 

included, as the feeling of guilt is considered significantly close to shame (Tangney, 1990; 

Ketelaar & Au, 2003; Bohns & Flynn, 2013). Therefore, we have found it relevant to briefly 
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cover, among other, the aspects of guilt, including its resemblance with and differences from 

shame. 

 

The available literature on the topic that supports the theoretical field of shame - and feelings in 

general - is primarily based on qualitative studies and publication research in which the 

researchers seek to examine and question the role and influence of feelings in organisations 

(Bohns & Flynn, 2013; Creed et al., 2014; Moisander et al., 2016; Voronov & Weber, 2016; 

Zeelenberg et al., 2008). This arguably leaves a gap open for more quantitative contributions 

within the field of shame. However, to a large degree it also reflects the complicated nature of 

the topic, as feelings in general can be seen as difficult to define and work with, if not within a 

constructivist paradigm that permits the subjective interpretation of the individual (Egholm, 

2014). Nonetheless, our choice of methodology should far from be seen as a disapproval of the 

qualitative method, but rather as the result of an inherent curiosity revolving the generalisability 

of the topic shame, as it is our ambition to test for results that can be applied to settings other 

than the one they have been tested in. 

 

The articles that have been selected specifically for defining shame in the context of this study 

have all gone through an elimination process that includes an assessment of the publishing 

journals and a consideration of the amount of quotations that each paper has gotten. The latter 

is reviewed primarily by the help of the abstract and citation database Scopus2, in which it is 

found that the selected articles range from 1 and up to 297 quotations; the only article with 1 

quotation is from 2017 and therefore has arguably not had a fair chance of being cited yet. For 

comparison, these articles are laid out in the table below, in which their definition of shame is 

also included, as they all share a focus on this specific feeling. 

                                                
2 www.scopus.com/freelookup/form/author.uri 
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Table 3: Definitions of “shame” in selected articles. 

Author(s) Title Journal Field of Research Methodology Definition of shame 

Bohns, V.K. 
and Flynn, F.J. 
(15 quotes) 

Guilt by Design: 
Structuring Organizations 
to Elicit Guilt as an 
Affective Reaction to 
Failure 

OSC 
(2013) 

Guilt and shame, and 
their influence on 
employees’ affective 
reactions to failure 

Publication 
research 

Shame tends to be associated with 
destructive actions, such as 
withdrawal, hostility, and 
resistance. […] the affective 
experience of shame correlates with 
negative social functioning. Shame 
can debilitate individuals by making 
them feel powerless and worthless. 
(p. 1157) 

Creed, D.W.E.; 
Hudson, B.A.; 
Okhuysen, G.A. 
and Smith-
Crowe, K. (53 
quotes) 

Swimming in a Sea of 
Shame: Incorporating 
Emotion into 
Explanations of 
Institutional 
Reproduction and Change 

AMR 
(2014) 

Shame, and the “shame 
nexus” - a set of shame-
related constructs: felt 
shame, systemic shame, 
sense of shame and 
episodic shaming 

Publication 
research 

As a discrete emotion, felt shame 
signals to a person that a social 
bond is at risk, and it catalyzes a 
fundamental motivation to preserve 
valued bonds. Systemic shame we 
conceptualize as a form of 
disciplinary power, animated by 
person’s sense of shame—a 
mechanism of ongoing 
intersubjective surveillance and self-
regulation. [...] We conceptualize 
episodic shaming as a form of 
juridical power used by institutional 
guardians to elicit renewed 
conformity and reassert 
institutional prescriptions. (p. 275) 

De Hooge, I.; 
Breugelmans, 
S.M., and 
Zeelenberg, M. 
(122 quotes) 

Not So Ugly After All: 
When Shame Acts as a 
Commitment Device 

JPSP 
(2008) 

Shame, and its effects on 
prosocial behaviour 

Quantitative 
empirical 
research 

Shame is an overwhelming and 
unpleasant emotion associated with 
feelings of worthlessness, 
inferiority, and a damaged self-
image. Experiences of shame are 
characterized by confusion in 
thought, inability to speak, and 
rumination. The primary tendency 
associated with this emotion is to 
withdraw from the situation that 
elicited the shame and to hide from 
other people. (p. 933) 

Ketelaar, T. and 
Au, W.T. 
(192 quotes) 

The effects of feelings of 
guilt on the behaviour of 
uncooperative individuals 
in repeated social 
bargaining games: An 
affect-as-information 
interpretation of the role 
of emotion in social 
interaction  

CE (2003) Guilt, and its effects in 
social interactions 

Quantitative 
empirical 
research 

Shame tends to focus more on the 
global appraisal of the self as a bad 
person[...] (p. 439) 

Moisander, 
J.K.; Hirsto, H. 
and Fahy, K.M. 
(12 quotes) 

Emotions in Institutional 
Work: A Discursive 
Perspective 

OS (2016) Emotions, and the 
“rhetorical strategies” of 
emotion work 

Qualitative 
empirical 
research 

[…] the mobilization of shame 
invokes the understanding that a 
promise or commitment has been 
made and must be kept. (p. 978) 

Murphy, S.A. 
and Kiffin-
Petersen, S. (1 
quote) 

The Exposed Self: A 
Multilevel Model of 
Shame and Ethical 
Behavior 

JBE (2017) Shame and ethical 
behaviour, and their 
behavioural implications 

Publication 
research 

Refers to Kaufman's (1989) def.: 
Sudden, unexpected exposure 
coupled with blinding inner 
scrutiny. (p. 658) 

Tangney, J.P. 
(297 quotes) 

Assessing Individual 
Differences in Proneness 
to Shame and Guilt: 
Development of the Self-

JPSP 
(1990) 

Shame and guilt - how 
assess individual 
proneness 

Quantitative 
empirical 
research 

Shame arises from the self's 
negative evaluation of the self (an 
evaluation that may or may not 
have been instigated by actual 
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Conscious Affect and 
Attribution Inventory  

public exposure). [...] Shame—in its 
focus on the entire self—can be 
viewed as an affective state 
stemming from internal, global, 
uncontrollable, and presumably 
stable attributions. [...] Shame 
involves less of a focus on specific 
behaviors and more of a focus on 
the entire self. (p. 102) 

Verbeke, W. 
and Bagozzi, 
R.P. 
(39 quotes) 

A Situational Analysis on 
How Salespeople 
Experience and Cope with 
Shame and 
Embarrassment 

PM (2002) Shame and 
embarrassment, and their 
effect on performance 

Quantitative 
empirical 
research 

Shame is an emotion that reflects a 
person's realization that his or her 
own intentional way of behaving 
during an interaction goes against 
the core self {i.e., "What kind of 
person do I want to be in [this] 
environment?") […] both shame and 
embarrassment can be conceived as 
unpleasant and avoidance-inducing 
emotions. (p. 717) 

 
Note: PM = Psychology & Marketing; JPSP = Journal of Personality and Social Psychology; JBE = Journal of Business Ethics; OS = Organization 

Studies; CE = Cognition and Emotion; AMR = Academy of Management Review; OSC = Organization Science 

3.1 A definition of shame 

By reviewing the articles laid out in table 3 it quickly becomes evident that shame is viewed as 

one of the more severe feelings, and there seems to be a general coherence across the literature 

regarding the general aspects of the definition and limitations of shame. It makes the affected 

individual function worse socially, feel worthless and generally feel bad about himself.  

 

The elements that are included in this definition are generally agreed upon across the pieces of 

literature that we have included in the review. For example, Verbeke & Bagozzi (2002), De 

Hooge et al. (2008) and Bohns & Flynn (2013) specifically mention withdrawal, or avoidance, 

as an important characteristic. Furthermore, Tangney (1990), De Hooge et al. (2008) and Bohns 

& Flynn (2013) emphasise worthlessness and inferiority. Lastly, Tangney (1990), Verbeke & 

Bagozzi (2002), Ketelaar & Au (2003), De Hooge et al. (2008) and Bohns & Flynn (2013) all 

highlight the global negative self-image as an inherent consequence. While the articles by Creed 

et al. (2014), Moisander et al. (2016) and Murphy & Kiffin-Petersen (2017) have made it through 

to the overview, they are not included in our definition of shame, as their respective definitions 

do not correspond with those provided by the other pieces of literature. For example, Creed et 

al. (2014) have chosen to split shame into four different definitions that are used for the purpose 

of their study. As a result of these considerations, for the purpose of this thesis, shame will be 

defined as: 

 



Studying Shame 

 18 

An unpleasant feeling that is associated with feelings of withdrawal, worthlessness, inferiority 

and a global image of the self as being a bad person. 

 

The above definition is to be seen in accordance with the thoughts of Smith’s (1759) work, in 

which he considers moral sentiments cognitive by nature, as they require the individual to 

contemplate his own motives and character traits by imagining himself in the shoes of an 

“impartial spectator”, from where he observes his own behaviour and appraises it accordingly. 

In continuation of this, the outcome of shame perceived by moral sentiments can vary between 

Agents due to potential variations in norms and institutional circumstances (Creed et al., 2014). 

Furthermore, it is argued that the feeling can be triggered without anyone else actually being 

present, as Smith further states that “Whatever judgment we can form concerning them, 

accordingly, must always bear some secret reference, either to what are, or to what, upon a 

certain condition, would be, or to what, we imagine, ought to be the judgment of others.” 

(Smith, 1759:133).  

 

When going through the literature on shame, we have come across Tangney’s (1990) Test of 

Self-Conscious Affect (TOSCA), which is a test that allows for the researcher to quantitatively 

measure the shame proneness of the individual. We consider this test relevant in connection 

with the abovementioned points regarding the potential variations in the cognitive schemata of 

the individual, why we will include it in the later design of the study. 

3.2 The different effects of shame 

From the literature overview we find that the general literature agrees that shame takes a toll on 

its victims in the long run. Nonetheless, some studies have tried to test if shame can be linked to 

more specific (positive and negative) effects on the individuals who are influenced by this 

feeling. We consider these studies particularly relevant because they are among the few that 

have made use of quantitative methods to investigate the effects of shame. In the following 

sections we will briefly present each of these effects - the effect on performance, prosocial 

tendencies and person perception respectively. 

3.2.1 The effect on performance 

Verbeke & Bagozzi (2002) are the first among the three selected studies who have tried to 

measure the effects of, what they define as, self-conscious (SC) feelings on the performance of 

salespeople. They found that experiences of shame and embarrassment in personal selling 

situations can lead to protective actions, which, as a result hereof, leads to a worse performance 
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- especially for salespeople who are engaged primarily in the pursuit of new customers (Verbeke 

& Bagozzi, 2002). The researchers argue that there are different ways to accommodate the 

effects of these SC feelings, either by the salesperson going through training and practice, or by 

the sales managers assigning salespeople to customers with the same set of values as them 

hereby decreasing the possibility of misunderstandings (Ibid.). Even though the tools proposed 

by the researchers - especially the latter - can be questioned, they present an interesting case in 

the fact that the selected feelings, shame being one of them, actually have a negative effect on 

the performance of the salespeople included in the study. This is primarily reflected in the 

participants’ increased feelings of concern about the upcoming sales calls after having felt either 

ashamed or embarrassed. The study by Verbeke & Bagozzi (2002) potentially poses an 

important input when examining the phenomenon of shame as an applicable management tool, 

as their findings indicate a negative correlation between shame and performance. 

3.2.2 The effect on prosocial behaviour 

In the study by de Hooge et al. (2008), the goal is to explore the effects of shame on prosocial 

behaviour. As the title of the article illustrates, shame might not be as “ugly” as one is inclined to 

think. Building on one of their earlier articles, de Hooge et al. have found the need for a link 

between the shame being induced and the decision at hand, if shame is to work as a prosocial 

commitment tool; a condition the researchers have dubbed endogenous shame (de Hooge et al., 

2008:935). By including endogenous shame in the experiment, the researchers find that “As 

ugly and negative as shame experiences can be, feeling this emotion can have clear positive 

consequences for interpersonal behavior.” (Ibid.:940). According to the article, shame has the 

potential to improve social relationships, as individuals affected by it naturally becomes more 

committed to acting prosocially due to a raise in the “costs of selfish behavior” (Ibid.). This 

raises an interesting point, as shame - in this thesis defined as an unpleasant emotion that is 

associated with feelings of worthlessness, inferiority and a negative global image of the self - 

suddenly becomes directly linked with positive outcomes. To some degree, it even becomes 

plausible to argue for the active utilisation of shame in a social setting. Nonetheless, de Hooge et 

al. still emphasise that one does not rule out the other, as their results “... are not at variance 

with the view of shame as an ugly emotion. If anything, we believe that the two views can 

easily be reconciled.” (Ibid.). 

3.2.3 The effect on reputation 

Stearns & Parrott (2012) hypothesise that expressions of guilt and shame affect the way 

individuals think about someone in the aftermath of the individual doing something wrong. By 
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the help of a vignette study they find that publicly displaying feelings of shame and/or guilt in 

situations of wrongdoing makes others think better of you and feel more positively about your 

moral motivation (Stearns & Parrott, 2012). Even though these findings potentially open up to 

problems with counterfeit feelings, as it is relatively easy to verbally claim that you are ashamed 

or feel guilty, Stearns & Parrott do not find this as problematic, as the individual is still 

admitting to the wrongdoing and “... any public expression of emotion, even if utterly 

inauthentic, carries with it a social commitment to certain norms, rights, obligations, and 

appraisals associated with the emotion displayed.” (Ibid.:409). Thus, it will rarely be without 

consequences if the individual in question chooses to lie about his feelings of guilt or shame. 

 

The study by Stearns & Parrott is interesting as it paints a rather Machiavellian picture of shame 

(and guilt) as having the potential to change the way individuals think about each other in social 

settings of wrongdoing. Nonetheless, acknowledging the same dilemma described earlier, 

Stearns & Parrott (2012) also problematise the complicated nature of shame and guilt as being 

indistinguishable from each other to the participants, hereby rendering the distinct effects of 

each feeling unclear in the study. This contemplation emphasises the importance of being able 

to distinguish between the different feelings when designing a study that, in our case, includes 

the specific feeling shame. 

3.3 Shaming for compliance 

The three studies above have all made use of quantitative methods to elucidate the effects of 

shame, which is adding to the argument that it is possible to hypothesise about and measure the 

effects of feelings quantitatively, although they have chosen to focus on different research 

questions and environments in their studies. While Verbeke & Bagozzi found a negative link 

between shame and performance in (sales) organisations, de Hooge et al. and Stearns & Parrott 

managed to find positive connections between shame and, respectively, prosocial behaviour and 

social reputation, thus also leaving the organisational point of view in favour of a more general 

social viewpoint. 

 

A detail that became apparent when doing a literature review on the topic of shame, and feelings 

in general, was the fact that a lot of the articles point towards compliance as potentially being 

heavily influenced by feelings. Some of the articles point towards feelings in general as possibly 

having an effect on compliance. As an example, Zeelenberg et al. explain that “... emotions 

commit decision makers to certain courses of action by providing control precedence (Frijda, 

1986), which means that the experience of an emotion brings forward an associated goal that 
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may overrule other goals.” (Zeelenberg et al., 2008:19), thus arguing for the potential influence 

of feelings as an intuitive framework allowing for quick decision making. Fessler & Haley further 

argue that “Emotions play critical roles [...] both by promoting prosocial behavior and by 

raising the costs of antisocial behavior.” (Fessler & Haley, 2003:27), speaking to the point made 

earlier by de Hooge et al. (2008) and furthermore promoting the idea that a cost is inherent 

when dealing with feelings. 

 

It is not our wish to mix several feelings into the same study, as each feeling has different 

characteristics and effects on the individual being influenced by them, which is also one of the 

reasons why shame is the only feeling that we have chosen for the purpose of this study. As 

presented in the ‘Introduction’ chapter, de Hooge et al. advocate that “Shame can act as a 

commitment device, motivating people to act prosocially and thereby committing them to 

long-term strategies.” (de Hooge et al., 2008:940), a point that speaks to the basic problem 

inherent in the Principal-Agent relationship: committing the Agent to the interests of the 

Principal (Eisenhardt, 1989). As a supplement to this, Creed et al. acknowledge that shame 

specifically plays an important role in an institutional setting as scholars have found it likely to 

provide “... powerful inducements to compliance with prevailing norms.” (Creed et al., 

2014:279). Further, Moisander et al. agree that shame can be mobilised as “... a form of power 

that drives compliance.” (Moisander et al., 2016:979). Both texts argue that shame has the 

potential to drive compliance, speaking to the curiosity of the current study, as it seeks to 

explore the possible ability to use shame as an efficient compliance instrument. Compliance, in 

the context of this thesis, is defined as the degree to which the agency problem, inherent in the 

relationship between the Principal and the Agent, is being accommodated. Though, as explained 

in the ‘Introduction’, it is not simply a question of getting the Agent to follow the commands 

stated in an employment contract as much as a question of affecting the thought processes and 

decision premises of the Agent, leaving more room for flexibility and interventions after having 

signed the contract. When the latter becomes necessary, one can imagine that the Principal has 

to think beyond the more formal framework of the contract and make use of alternative, more 

informal, tools when seeking to change the thoughts and actions of the Agent. 

 

As a result of the abovementioned, we assume that the selected phenomenon is yet to be fully 

covered in the literature, and a correlation between shame and compliance is yet to be 

quantitatively examined. Therefore, it is the goal of the current thesis to return to Verbeke & 

Bagozzi’s organisational point of view and examine if it is possible to find a positive correlation 

between shame and compliance in an organisational Principal-Agent setting. 
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3.4 Important distinctions and limitations 

When trying to examine the potential correlation between shame and compliance, it is 

important to take into account the various theoretical circumstances revolving the topic of 

shame in order to increase the theoretical validity of the feeling, before it is going to be included 

in an experiment. Further specifications of the methods used in this study will be elaborated 

later in the ‘Methodological’ chapter of the thesis. 

 

First of all, it is important to be able to distinguish between shame and guilt; two types of 

feelings that are very close to each other. Whereas shame has been defined as An unpleasant 

feeling that is associated with feelings of withdrawal, worthlessness, inferiority and a global 

image of the self as being a bad person, guilt is defined in the literature as the individual’s 

negative self-evaluations of more specific behaviours or actions (Tangney, 1990). Furthermore, 

“... guilt tends to inspire more constructive actions [Ed. than shame], such as engagement, 

apologizing, and reparation.” (Bohns & Flynn, 2013:1157). Therefore, one can argue that guilt is 

more easily ignored or brushed off than shame, as the individual attributes guilt to isolated 

situations, while shame is attributed to the individual’s entire persona. Second, de Hooge et al. 

found a significant difference in their results when distinguishing between, what has been 

formulated, endogenous and exogenous shame. In the case of the former, the added shame is 

directly linked to the decision at hand, while the latter represents a disconnection between the 

felt shame and the following decision (de Hooge et al., 2008). This is an important point when 

including the feeling in a study, as a failure to connect the shame to the decision at hand could 

give a very different outcome, as de Hooge et al. found in their study. Third, Creed et al. has 

theorised what they call the shame nexus, explaining the different levels that shame is created 

and has an influence on, “... from the macrolevel systems of meaning that underpin 

prescriptions of what constitutes shameful behavior to the microlevel internalization of those 

prescriptions in ways that animate persons’ intersubjective surveillance and self-regulation.” 

(Creed et al., 2014:276). This solidifies the point that shame is multifaceted and complex, not 

only in terms of its definition but also when it comes to its creation and the effect it has on 

individuals. Creed et al.’s argument serves as an important reminder that it is important to 

understand the institutional environment when including shame in a potential experiment. 

Fourth, Murphy & Kiffin-Petersen advocate for a distinction between felt and anticipatory 

shame. Felt shame is defined as the direct consequence of a stimulus-affect-response pattern, 

while anticipatory shame informs the self about future shameful behaviour and its possible 

consequences (Murphy & Kiffin-Petersen, 2017). Further, it is important to note that 

anticipatory shame largely depends on earlier experiences of the individual, whereas felt shame 
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can affect any individual as it appeals to his general moral sentiments. Instead, it becomes a 

question of the individual’s proneness to feeling shame (Tangney, 1990). Thus, felt shame is 

arguably the favoured among the two in the case of this study. Lastly, Leach & Cidam argue that 

the constructive outcome of a shameful event is dependent on the circumstance that failure and 

social image is somewhat reparable (Leach & Cidam, 2015). As a result hereof, the experimental 

setup must give leeway to some degree of reparability in terms of the harshness of the felt shame 

that is going to be induced in the study if the outcome is hypothesised as engaging compliance, 

as Leach & Cidam (2015) argue that the opposite situation would instead lead to defiance. 

 

After having taken into account these theoretical circumstances revolving the topic of shame, we 

find it relevant to describe the industry, as well as the specific organisation, that we have 

collaborated with, which will be done in the following chapter. 

4 Defining the industry 
The purpose of this chapter is, first, to provide the reader with an elaborate understanding of the 

industry that this study will be based on. Second, we will give a more detailed description of the 

organisation XL Byg that has been the primary collaborator. Finally, we will clarify how we 

consider the influence of institutions and norms throughout the study. 

 

In this study we collaborate with three of the biggest competing companies in the Danish 

construction hardware industry, Johannes Fog, STARK and XL Byg. We are concentrating on 

this specific industry due to previous knowledge about its characteristics and their relevance to 

our study. The information provided below is primarily from conversations with several senior 

members of the Johannes Fog organisation, one of which has been recorded for this purpose. 

Furthermore, it is a result of ongoing observations and informal conversations with several 

employees and managers from the three companies during the process of preparing and 

completing the study. The Danish construction hardware industry can be considered unique, 

because the employees have almost unlimited freedom to act as independent merchants. As one 

senior member from Johannes Fog puts it: “... the way I see it, it [Ed. the industry] is one of 

those few places where you are your own independent merchant. Of course there are budgets, 

but you get to decide the prices.” (JF1). One of the reasons for this autonomous behaviour can 

be linked to the fact that there are no IT systems or general principles that prevent the salesman 

from acting opportunistically. The manager receives the sales numbers on a regular basis and 

will of course react to any major deviations, but in the short run the responsibility lies on the 
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shoulders of the salesman and his or hers ability to get orders from the clients while still earning 

money to the company. 

 

The construction hardware industry builds its primary business around the relationship 

between the salesmen and their client base, which consists primarily of independent craftsmen. 

This relationship is considered strong, sometimes to such a degree that it can be difficult to tell 

if the salesman's primary loyalty lies with the company or with the clients. The salesman has the 

possibility to sell products at a price where the company actually loses money. Of course this is 

mostly done in the hopes of earning money on the various supplementary products that are sold 

on the side, and it is not an uncommon scenario. 

 

The organisations in the industry are generally under heavy pressure due to the tough 

competition in the market. As a result, the salesmen who are assigned with the big construction 

companies as clients often sell with a very low profit margin in order to earn money through 

larger scales. The senior member comments that “The competition is extremely rough. It may 

be a market that’s growing, but we are fighting for the same clients and we essentially have 

the same goods and we are all able to deliver the goods. So what you’re looking for is the price. 

It often happens that the prices are lowered to such a degree that it becomes difficult to make 

any money.” (JF1). 

 

As a result of this tough market condition, and the fact that it is ultimately the responsibility of 

the salesman to determine the profit margin, it becomes an important job for the managers to 

keep the salesmen aligned with the goals and interests of the company in a way that brings up 

the profit margin. However, with the degree of autonomy that the salesmen have it can be 

considered difficult to keep up with this inherent agency problem while still leaving room for the 

flexibility that is arguably needed for the salesmen to do their job. As Simon (1991) argues, it 

becomes a question of affecting the thought processes and decision premises of the employees 

rather than the metaphorical contract between the Principal and the Agent. The 

abovementioned problem is one of the primary factors that contribute to our interest in the 

environment as a relevant context to conduct an experiment in. 

 

Another thing that characterises the industry is its inherent toughness. As the senior member 

describes it: “... people don’t talk very nice to each other, both internally and externally. [...] I 

have seen colleagues who have worked much more than reasonable, and it affects them 

mentally. But you don’t talk about it, because it is considered a weakness. [...] it is a male 

dominated business. There is not much left over for the emotional part. It is more that cynical 
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notion of “it just has to succeed”.” (JF1). This description has generally been confirmed through 

the observations and informal conversations that we have had throughout the completion of the 

study, and as a result we consider it a tough and predominantly male industry, in which the 

topic of feelings is not something that is brought up on a daily basis. 

4.1 Background information about XL Byg 

XL Byg has been the primary collaborator in the completion of the experiment, which is why we 

find it essential to provide the reader with some background information of the company. XL 

Byg is a limited company with 250 departments spread around Scandinavia. The company has a 

total revenue of around 11 billion DKK and is the biggest construction hardware company in 

Denmark. In 2009, XL Byg expanded to also include Sweden and Norway, which quickly made 

it Scandinavia's largest construction hardware company3. The departments of XL Byg are owned 

by local businessmen, and the closest collaboration across the departments is the marketing 

platform, which they all make use of. Nonetheless, some of the departments collaborate even 

closer by sharing logistical solutions and having joint purchasing agreements as a result of this. 

Most stores can therefore be considered independently owned4. 

 

We assume that the industry is not known for its level of research and development, and 

generally we are not under the impression that there has been conducted a lot of research on it. 

Correspondingly, these types of professionals, as well as other specific types of blue-collar 

workers, are not usually the ones getting recruited to perform lab experiments (Auspurg & Hinz, 

2015). Nonetheless, due to the methodological approach chosen by this study, a collaboration 

with selected companies from the construction hardware industry has been made possible. The 

specifics of the methods chosen will be elaborated in the following chapter. 

4.2 What are institutions and norms? 

Before moving on, it is important for us to clarify how institutions and norms will be viewed 

throughout the remainder of the thesis. The influence of institutions and norms is acknowledged 

when it comes to the shaping of moral sentiments of shame and, as a result hereof, the 

individual’s space for taking action - exemplified when citing the theory of Creed et al. (2014) as 

an important distinction in the last section. Vernon Smith argues that “... most of our operating 

knowledge, and ability to decide and perform is nondeliberative. Our brains conserve 

                                                
3 www.wood-supply.dk 
4 www.xl-byg.dk 
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attentional, conceptual, and symbolic thought resources because they are scarce, and proceeds 

to delegate most decision-making to autonomic processes...” (Smith, 2003:499). The rules of 

action, traditions and moral principles are considered home- and socially grown and observable 

through the examination of human culture and institutions. Institutions and norms can often be 

considered the natural determinants of right, wrong and morally justifiable, as they are the 

result of human evolution and the cultural and biological inheritance that is created through 

trial-and-error and ultimately passed on through the help of human interaction (Ibid.). As 

institutions are socially constructed - and thus a result of the circumstances - they naturally vary 

in their view of right and wrong (Ibid.). However, it is not the purpose of the thesis to delineate 

these differences of what constitutes truth. Instead, we acknowledge the institutional influence 

as being present and significant but it is considered constant in the context of this thesis. 

5 The Hypothesis 
Following the introduction to the thesis in which the research question is formulated, the 

presentation of the scientific theory applied in the thesis and an examination of the 

characteristics of shame, we are going to put together the main hypothesis of the study. 

Therefore, the following sections will first include a brief introduction to what constitutes a 

hypothesis. Second, we will give a presentation of the hypothesis that is used in the context of 

this study. Finally, definitions and elaborations on the contents of the presented hypothesis will 

be explained. 

 

As explained through the theory of Popper (1959) in the ‘Scientific Theory’ chapter, hypotheses 

exist to be put forward and sought falsified through testing and further retesting, which is 

exactly the goal of this study - to test a specific hypothesis. This method stems from the critical 

rationalist perspective and the accompanying deductive approach. Mark Leary defines a 

hypothesis as “... a specific proposition that logically follows from the theory. Deriving 

hypotheses from a theory involves deduction, a process of reasoning from a general 

proposition (the theory) to specific implications of that proposition (the hypotheses).” (Leary, 

2001:15). In the case of this study, the theoretical field of interest is concerned with shame, its 

implications on the individual and the possibilities of measuring this effect - a topic that has 

been covered in the previous chapter ‘Studying Shame’. As a result of reviewing the current 

literature on the field, this thesis wishes to examine if it is possible to find a positive correlation 

between shame and compliance; the latter being defined as the degree to which the agency 

problem, inherent in the relationship between the Principal and the Agent, is being 
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accommodated. In continuation of this, as we view human nature as inherently bounded 

rational, we further consider it relevant to examine if shame has the ability to make the bounded 

rational agent less bounded rational. Therefore, the hypothesis of the current study is defined as 

follows: 

 
Hypothesis:    Shame perceived by moral sentiments has the ability to increase compliance and

  make bounded rational Agents less bounded rational when making decisions on the 

  behalf of the organisation. 
 

This hypothesis refers to the original issue put forward by agency theory, in which conflicts of 

goals and interest between the Principal and the Agent are sought to be aligned primarily 

through the use of incentives (Eisenhardt, 1989). By adding shame to the equation this study 

speculates if the goals and interests of the Agent will become more aligned with those of the 

Principal - a speculation that is simplified in the illustration below. 

 

 
Figure 2: An illustration of the decision making process. 

 

In figure 2 a classic (imagined) scenario of an order being given by a Principal to an Agent is 

illustrated. However, an extra factor has been added to this illustration in the form of the 

Principal’s use of shame. Even though the goals and self-interest of the Agent might be unique, 

this does not mean that it is impossible for us to generalise when collecting empirical 

observations, as it is not the intention of this study to predict the precise composition of any 

specific individual actions that will have universal use. Instead, as explained earlier through the 

arguments of Buchanan & Tullock (1962), it is our goal to make rudimentary predictions on a 

more general level when taking into account the influence of shame perceived by moral 

sentiments. 
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In continuation of the definition we consider it necessary to further break down the hypothesis 

in order to make sure that all of our distinctions and assumptions are made as transparent as 

possible in the hopes of facilitating the reader’s understanding of the premise. A good example 

in the abovementioned hypothesis is the phrase “when making decisions on the behalf of the 

organisation”, which is assumed to represent the situations wherein compliance is considered 

necessary, as these situations are out of the direct control of the management. In such instances, 

as presented in the introduction of the thesis, it instead becomes a question of affecting the 

thought processes and decision premises of the Agent, leaving room open for shame as a 

potential influencer. 

 

Another elaboration that is considered relevant in the case of the abovementioned hypothesis is 

the phrase “... to make bounded rational Agents less bounded rational...”, with a specific 

emphasis on less bounded rational. As explained in the previous chapter, the study is built 

on the idea of bounded rationality as an inherent part of human nature, with Simon’s 

Administrator, who lacks information and only has limited time and cognitive capacity at hand, 

constituting the archetype of this perspective. For the purpose of this elaboration, it is necessary 

to supplement the ideas initially put forward by Simon with some of the newer theories by 

Daniel Kahneman & Amos Tversky, which includes their heuristics and biases program 

(Kahneman & Tversky, 1979). The term heuristics basically translates into rules of thumb that 

the Agent utilises when making decisions, which makes him increasingly exposed to making 

mistakes (biases). Thus, the bounded rational Agent is considered susceptible to the influence of 

various heuristics and biases, which arguably makes the behaviour of the Agent increasingly 

short sighted and impulsive by nature (Knudsen, 2011). Heuristics and biases are thus equalised 

with the concepts of bounded rationality. Therefore, when it is hypothesised that shame has the 

ability to make bounded rational Agents less bounded rational, we essentially have an idea of 

shame working as a tool for debiasing the organisational Agent in favour of the Principal (and 

the entire organisation), as the biases and heuristics are overruled to ensure more long-term and 

compliant behaviour. To uncover this second part of the hypothesis, and be able to answer the 

second subquestion that is put forward in the ‘Introduction’, we find it relevant in the following 

chapter to select and examine a selected amount of biases that will be representing the concept 

of bounded rationality as an inherent circumstance of being human. This will enable us to 

examine the potential of shame working as tool for debiasing the Agent. 
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6 The Circumstances of Being 
The purpose of this chapter is to unfold the theories on heuristics and biases, which are viewed 

as fundamental elements of bounded rationality. However, we must first take a step back and 

briefly go through the historic development of the scientific field of economics, in order to 

understand the emergence of the behavioural branch and its accompanying methods for 

measuring anomalies. Second, we will outline the characteristics of heuristics and biases more 

specifically in order to explain how we are going to select and examine the biases that will be 

representing the concept of bounded rationality later in the study. 

6.1 The historic development 

Compared to other social scientific disciplines, the science of neoclassical economics is 

characterised by making an effort in forming and defining the distinctive characteristics of a 

specific human archetype - the homo economicus - who is included in most of the models 

authored by neoclassical economists (Knudsen, 2011). This imagined persona differs radically 

from the one used by the behavioural discipline as well as from what can only be defined as the 

real life homo sapien, and the image is still under development today (Ibid.). As briefly 

explained in the introduction to the current thesis, the mainstream economics have been 

through a movement that has lead to a more behavioural direction (Conlisk, 1996). This includes 

a development from a comprehension of humans as being subject to rational principles, to a 

realisation of the importance of bounded rationality when considering the perception of 

individuals. The most important reason for this development is the fact that unbounded 

rationality is found insufficient when it comes to depicting reality (Camerer, 1999). 

 

Up until the 1970s the neoclassical researchers were not fond of the idea of bringing 

psychological elements into the equation in order to create (what was later accepted as) a more 

realistic picture of the scientific discipline. Even though Simon can easily be considered one of 

the first to introduce the theories of bounded rationality and try to open up the economic society 

to a more psychological understanding, the real behavioural breakthrough did not take off until 

Kahneman and Tversky entered the scientific field with their heuristics and biases program in 

1974, followed by the Prospect Theory, which was published in the highly distinguished journal 

Econometrica in 1979 (Knudsen, 2011; Kahneman & Tversky, 1979). Kahneman et. al (1991) 

explain that most traditional economists believe “... that most (all?) behavior can be explained 

by assuming that Agents have stable, well-defined preferences and make rational choices 

consistent with those preferences in markets that (eventually) clear.” (Kahneman et al., 1991:1), 
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followed by a description of how empirical results that differ from this theoretical understanding 

are known as anomalies. We find the concept of anomalies interesting in this context, as they are 

made measurable and therefore fit the purpose of the current thesis. The biases that are 

presented in the upcoming sections are considered representations of these anomalies. 

6.2 Heuristics and biases 

With their heuristics and biases program Kahneman and Tversky seek to understand how the 

brain works when it is faced with cognitively challenging tasks in the situation of decision 

making (Kahneman & Tversky, 1974). The thoughts and circumstances revolving the Prospect 

Theory arguably date all the way back to Smith’s The Theory of Moral Sentiments, in which he 

notes that “Pain, I have already had occasion to observe, is, in almost all cases, a more 

pungent sensation than the opposite and correspondent pleasure. The one, almost always, 

depresses us much more below the ordinary [...] than the other ever raises us above it.” (Smith, 

1759:145). In his book, Smith portrays the characteristics and importance of sentiments as 

constituting a possible moral governance structure inherent in the mindset of the individual, 

thus inspiring to the hypothesis put forward by this thesis. 

 

The world can per definition be considered significantly complex, and humans have very limited 

time and cognitive capacity available in their daily lives, why they do not have the time to 

acquire and analyse every single piece of information, alternative and its possible consequences 

(Knudsen, 2011). As a result hereof, individuals are often forced to rely on rules and estimates - 

these are roughly what make up the content of Kahneman and Tversky’s heuristics, which, are 

considered innate rules of thumb usually associated with a number of errors (biases). According 

to Kahneman and Tversky, these systematic errors can have significant impact on the quality of 

the individual’s decision making process (Ibid.). They recognise that individuals, as autonomous 

decision makers, operate between two integrated parts of the mind; a fast and intuitive part 

(system 1), and a more reflective part (system 2). The intuitive system 1 is linked with the limbic 

system in the brain, whereas the more reflective system 2 is linked with the prefrontal cortex 

(Ibid.). Some of the characteristics typically associated with the two systems are shown in the 

figure below. 
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Figure 3: The dual process model by Evans and Frankish (2009:34). 

 

System 1 functions automatically and unconsciously. Factors like our reflexes, body language 

and feelings are commonly controlled by this system. There are several benefits to making use of 

system 1. For example it does not require much energy, it is fast and able to multitask. Some of 

these benefits are innate while others are learned throughout the life of the individual as they 

are often context-sensitive. This also means that some rules or behavioural patterns are only 

activated when a specific situation occurs or the individual acts in a specific context (Knudsen, 

2011). 

 

System 2 works in direct opposition to system 1, as system 2 is more conscious by nature. It 

requires a lot more effort from the individual to utilise this system and the resulting outcome 

can therefore be considered slower. This resource dependency is also the primary reason why 

the system is only able to process sequential challenges. System 2 is substantially better when 

trying to solve complex problems and it is what makes the individual able to accommodate the 

effects of the biases that are a result of the input from the intuitive system 1 (Ibid.).  

 

Kahneman and Tversky (1979) generally advocate that system 1 can be considered unconscious, 

malfunctioning and irrational by nature, while system 2 is seen as the more rational system. 

Marewski et al. (2010) on the other hand, extending on Kahneman and Tversky's understanding 

of heuristics, believe that heuristics can have a positive influence on the decision making process 

while requiring only minimal cognitive effort. They point out that heuristics generally work well 

under the right circumstances and argue that “Simple cognitive mechanisms can outperform 

more complex cognitive machinery, which is prone to overfit irrelevant, noisy, and 

meaningless information in a fundamentally uncertain world.” (Marewski et al., 2010:117). 

Conlisk supplements this view, as he comments that “Heuristics are rational in the sense that 

they appeal to intuition and avoid deliberation cost, but boundedly rational in the sense that 
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they often lead to biased choices” (Conlisk, 1996:676). Conlisk both recognises that heuristics 

“cost” less effort to make use of, but also that they often lead to biases. This leads to a 

refinement of the use of heuristics in decision making, as Conlisk argues that “... a tradeoff 

exists between cognitive effort and judgmental accuracy.” (Pitz & Sachs (1984) in Conlisk, 

1996:671). 

 

The above discussed trade-off, and the general thoughts concerning heuristics and biases, can be 

considered inherent circumstances in our portrayal of human nature, as individuals do not act 

fully rational, because they are subject to the cognitive constraints of bounded rationality. This 

nuanced understanding of human nature opens up to a more realistic approach to the science 

behind decision making processes and at the same time makes room for a revival of the early 

arguments put forward by Smith in his The Theory of Moral Sentiments. 

 

In the early work of Smith, he considers moral sentiments, and more specifically the sentiments 

of sympathy and sorrow, as “... sufficient for the harmony of society” (Smith, 1759:28), thus 

making up essential factors to the way humans organise in society. Although it is not our 

ambition with this thesis to examine moral sentiments, or shame more specifically, at the 

societal level, the ambition is nevertheless to bring Smith’s theory to an organisational level and 

empirically seek to lend credibility to his arguments by examining the possible connection 

between shame perceived by moral sentiments and the decision making process of the Agent. 

 

In order to examine shame under the abovementioned circumstances of bounded rationality, we 

find it relevant to include a selected amount of biases that are selected from their level of 

relevance to this study. These biases are going to represent situations that appeal to the bounded 

rational nature of the Agent, and they will each be defined and examined closer in the following 

sections. 

6.3 The biases 

According to Foss & Weber (2016), when seeking to understand the primary reasons for 

contracting issues, the assumption of bounded rationality should at least be equalised with the 

influence of Agent opportunism. Therefore it is our goal to include both of these behavioural 

assumptions when selecting the biases for the current study. The latter of the two will be 

included in its opportunistic form and be represented as a PA opportunism bias. When further 

unfolding the concept of bounded rationality, or cognitive constraints, we recognise a need for 

including conditions such as constraints over time and constraints within the individual (Berns 
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et al., 2007; Kahneman & Tversky, 1979; Kahneman et al., 1991). These specific constraints can 

be linked back to Smith’s (1759) The Theory of Moral Sentiments, in which he (implicitly) 

presents the ideas of loss aversion, fairness and hyperbolic discounting as constituting relevant 

factors when trying to understand the conduct of the individual. 

 

As a result of the considerations in the section above, the bounded rational nature of the Agent 

will be represented by the following biases: (1) hyperbolic discounting, (2) loss aversion, (3) PA 

opportunism and (4) the endowment effect. They share a certain set of characteristics, as they 

all arguably make up so-called behavioural principles. In the following these four biases will be 

explained and placed in the context of our study. 

6.3.1 (1) Hyperbolic discounting 

Hyperbolic discounting makes up the first of the biases that we have found relevant for the 

study. This behavioural principle, as Camerer (1999) coins it, is best known for its short-sighted 

temptation in regards of making intertemporal decisions that include a type of reward or 

consequence - quasi-hyperbolic discounting being the more extreme of the two (Berns et al., 

2007). It is often associated with concepts such as addiction, procrastination and impulsive 

behaviour due to its short-term nature (Ibid.). The more rational way of weighing future choices 

is through the use of exponential discounting, in which the individual, as the name suggests, 

follows an exponentially declining function. In figure 4 below, the different types of discount 

functions are illustrated showing a significant difference in the initial drop of discounted value, 

with the quasi-hyperbolic function showing a significant instant drop followed by a more stable 

discounting function. 

 
Figure 4: Discount functions as described in Berns et al. (2007:483). 
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Even though this fallacy has been empirically proven in humans (Berns et al., 2007), the results 

are far superior to some of our nearest evolutionary relatives, which is speculated to be the case 

due to our ability to form mental images about future outcomes and to generally care about 

them. Further, the fact that humans have large prefrontal cortexes is also argued to be a 

determining factor in the case of resisting the temptations of (quasi-)hyperbolic discounting 

(Berns et al., 2007). A recognised way to debias this hyperbolical tendency is to set up 

mandatory “cooling off” periods in order to allow for system 2 to take charge (Camerer, 1999; 

Knudsen, 2011). 

 

This temporal bias is found relevant in the case of the study, as the participants - salesmen 

dealing with business accounts in the construction hardware sector - often find themselves in 

situations where they have to deal with quick autonomous decision making and forming bonds 

with clients. This arguably makes the salesmen more exposed to the pitfalls of (quasi-

)hyperbolic discounting, as they wish to create close bonds with the business clients but there is 

not much time available to make a decision - both due to the industry as well as the 

circumstances of bounded rationality. 

6.3.2 (2) Loss aversion 

Loss aversion has its origin from Kahneman and Tversky's (1979) ground-breaking Prospect 

Theory. Before this article was published, the traditional neoclassical economists worked under 

the assumption of rational choice theory in which all individuals are assumed to have a single 

static point of reference when making decisions; a point of reference that could be determined 

through the help of unlimited access to information. According to the neoclassical school of 

thought, the individual is able to accurately and concisely detect the optimal alternative in all 

cases of decision making. 

 

As a critique to this view, Kahneman (2003) argues that “... it is quite surprising that in 

standard economic analyses the utility of decision outcomes is assumed to be determined 

entirely by the final state of endowment, and is therefore reference-independent.” (Kahneman, 

2003:1455). Instead, Kahneman and Tversky (1979) argue that individuals cannot be considered 

entirely rational and therefore are not able to know which option ultimately has the highest 

utility. Instead, the individual subjectively considers which option seems like it will cost less 

than the alternatives, as the point of reference can be influenced by the way the situation is 

framed (Knudsen, 2011). As a result hereof, the assessment of the various effects is distorted to a 
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significant degree, which ultimately has consequences for the preferences and consistency. 

Summed up, with their Prospect Theory Kahneman & Tversky are more interested in finding out 

where the individual Agent starts from, and what it will have to shift from that particular point 

of view (Kahneman & Tversky, 1979). 

 

In general, Kahneman and Tversky‘s (1979) research suggests that when an Agent is exposed to 

a certain point of reference, the Agent's perception of this point is formed according to the way 

the subject is framed. One of their interest is to find out whether decision makers, in a business 

context, are considered prone to this same effect. One example of this effect, which is based on a 

situation in which a decision must be made, can be found in Knudsen’s (2011) book, in which he 

explains: 

 

“A large car-manufacturer is affected by the latest cyclical fluctuations, and the manufacturer 

is being forced to shut down 3 factories and fire 6000 employees. Meanwhile, the production 

manager investigates the different options to avoid this scenario and figures out two different 

plans, A and B: 

 

PLAN A: In this plan you will save 1 out of the 3 factories and save 2000 jobs as a result 

hereof. 

PLAN B: In this plan there is a ⅓ probability of saving all of the 3 factories and all of the 6000 

jobs, but there is also a ⅔ probability of losing all 3 factories and all 6000 jobs.   

 

Which plan would you choose in this situation? 

 

Now assume that the two plans was rephrased, and you were asked to choose between the 

following two plans: 

 

PLAN C: In this plan you will lose 2 out of the 3 factories and therefore lose 4000 jobs. 

PLAN D: In this plan there is a ⅔ probability of losing all 3 factories and all 6000 jobs, 

whereas there is a ⅓ probability of not losing any factories or jobs. 

 

Which plan would you choose now?”5 (Knudsen, 2011:55). 

 

                                                
5 Translated from Danish. 
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If we carefully examine the example above we find that the options in the two rounds of 

questions are actually identical (A=C and B=D). However, empirical evidence has proven that 

80% of the respondents who are given this experiment prefer plan A over plan B in the first 

round, but in the second round 80% instead prefer plan D over plan C (Ibid.). 

 

Kahneman and Tversky (1979) suggest that the reason why individuals behave inconsistently in 

experiments such as the abovementioned is that humans are generally considered risk averse 

and therefore tend to assess potential losses as significantly worse than potential gains. This 

tendency is illustrated in the function below, in which it becomes clear how losses affect the 

perceived value significantly more than gains. 

 

 
Figure 5: An illustration of the value function (Kahneman & Tversky, 1979:279). 

 

The primary idea behind the Prospect Theory is that the way the situation is framed is essential 

when it comes to the actual decision being made. If the decision alternative is framed with an 

emphasis on loss or risk, the respondent will be more prone to have an aversion against it. 

 

In the context of this study the inclusion of loss aversion can be linked to the daily work of the 

salesmen, as they often find themselves in situations that require immediate consideration in 

terms of deciding whether they should sell a product at a lower or higher price. These situations 

can arguably be framed in two different ways: the possibility of (1) losing or (2) winning the 

order. According to Kahneman & Tversky (1979), by framing the scenario negatively, and 

thereby shifting the perception of the sale into a risky situation, the participant will have a 

natural aversion against the situation in which the potential loss or inherent risk is emphasised. 
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6.3.3 (3) PA opportunism 

This opportunistic bias makes up one of the central problems of the PA theory, as the Agent is 

assumed to act opportunistically, in the case of this thesis, in order to satisfice (cf. our view on 

human nature). Meanwhile, it is considered the primary job of the Principal to provide the 

Agent with incentives that produce an alignment of goals and interests (Eisenhardt, 1989). Thus, 

the classic unit of analysis is focused on the interpersonal relations, or the metaphorical 

contract, between the Principal and the Agent given a number of assumptions about the 

individual, such as bounded rationality and self-interest (Ibid.:58). 

 

“In agency theory, information is regarded as a commodity” (Ibid.:64), making the point about 

the salesmen being autonomous an important factor when it comes to alignment of goals and 

interests between the Principal (the GM) and the Agent (the salesman). This is primarily a result 

of the agency problem, which Eisenhardt argues “... arises because (a) the principal and the 

agent have different goals and (b) the principal cannot determine if the agent has behaved 

appropriately.” (Ibid.:61). In this case, the goals of the Principal and the Agent often differ due 

to the Agent’s wish to form close bonds with the clients. Furthermore, the Principal has very 

little live information on what is going on in the department; he can only get a glimpse through 

looking at budgets and reports. This arguably has the potential to lead to moral hazard, which is 

defined as “... lack of effort on the part of the agent.” (Ibid.), or, as used in the current study, 

opportunistic behaviour. In continuation of this, we consider it relevant to include PA 

opportunism as a variable in the study in order to examine how the feeling shame perceived by 

moral sentiments can work as a possible governance system, thus leaving behind the 

metaphorical contract in favour of the moral sentiments as constituting the new unit of analysis. 

6.3.4 (4) Endowment effect 

The endowment effect is an example of the asymmetry of value of a specific good when its status 

in ownership is changed. Inspired by Richard Thaler, Kahneman et al. (1991) define the 

endowment effect as the behaviour “... that people often demand much more to give up an 

object than they would be willing to pay to acquire it...” (Thaler (1980) in Kahneman et al., 

1991:2). The “object” that is referred to is traditionally considered a tangible good, and most of 

the experiments that have been conducted on this effect are based on this fact (Kahneman et al., 

1990, 1991; List, 2003). According to the theory, the endowment effect will not apply to goods 

purchased for resale rather than use (Kahneman et al., 1991), why it is not considered beneficial 

for our research to apply the endowment effect to the turnover of company products. As a result 

of this theoretical argument, our use of the endowment effect will differ from the more 
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traditional use. Instead, we will investigate the possible effect associated with being deprived of 

an earlier permission - in this case a permission to sell with a low profit margin that has 

previously been given by the Principal, which can be argued to clash with our perception of 

fairness. As we argue, Smith (1759) is one of the first to delineate the idea of fairness playing a 

role in our conduct. Kahneman et al. further theorise that “Foregone gains are less painful than 

perceived losses. This perception is strongly manifested in people's judgments about fair 

behavior.” (Kahneman et al., 1991:203). In continuation of these theoretical input, we consider 

it relevant to include the endowment effect. 

7 Methodology 
The purpose of this chapter is to outline the overall methodology used in the study. First, we will 

explain the behavioural research methodology, including a justification of the quantitative 

method as an ideal investigational platform for our study. Second, we will describe the specific 

methods used in the study, and, lastly, we will explain the research design and how it has been 

developed. 

7.1 Introduction to behavioural research methods 

The applied methods of the study belong to, what Leary (2001) defines as, Behavioural 

Research Methods. Behavioural science differs from research in the natural sciences, as the 

topics that behavioural science addresses are often topics regarding personal experiences that 

are familiar to most of us, for example “... although few of us would claim to have personal 

knowledge of subatomic particles, cellular structure, or chloroplasts, we all have a great deal 

of experience with memory, prejudice, sleep, and emotion.” (Leary, 2001:10). In general, 

individuals have natural experiences with the topics that are studied in the behavioural sciences, 

which is why the results are often considered more or less obvious. Nonetheless, when the 

researcher sees that a large part of the population believes something, of which no proof exists 

whatsoever, this opens up the opportunity to examine the topic closer. This further sheds light 

on one of the differences between regular people and researchers, as the researcher does not 

take results or ideas for granted but instead seeks to systematically question and test popular 

beliefs to demystify and either confirm or disprove the idea (Leary, 2001). However, this is 

considered a double-edged sword, as “Social and behavioral scientists rely heavily on 

commonsense notions regarding behavior, thought, and emotion. When these notions are 

correct, they guide us in fruitful directions, but when they are wrong, they prevent us from 

understanding how psychological processes actually operate. Scientists are, after all, just 
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ordinary people who, like everyone else, are subject to bias that is influenced by culture and 

personal experience.” (Ibid.:11). Thus, the commonsense ideas and notions can very well lead to 

interesting hypotheses and theories, as in the case of the current thesis, but, as Leary comments, 

it becomes essential that the researchers “... question their commonsense assumptions and try 

to minimize the impact of those assumptions on their work.” (Ibid.:11). 

 

One of the first methodological steps as a behavioural researcher is to select a strategy that best 

addresses the research question. During this process the researcher needs to be aware of the 

practical limitations imposed by the circumstances (Ibid.). Some of the limitations related to our 

experiment have been practical concerns about the time and available resources in general. As 

the thesis had a fixed deadline, and therefore could be considered a time limited project, the 

questions of how much data to collect becomes a practical concern as well as a trade-off in terms 

of the quality of the study. Furthermore, the complicated nature of feelings, and shame more 

specifically, is important to include when considering the limitations of the study. An example 

hereof is the general issue with being able to distinguish between the effects of different feelings, 

as we have described in the ‘Studying Shame’ chapter. 

 

Given the critical rationalist approach of this thesis, the experimental design is quantitative with 

a deductive connection between theory and research and an objective conception of what makes 

up social reality (Bryman & Bell, 2011). In line with this, to create a more convincing test of 

theory, we have made a specific research hypothesis before designing the study and collecting 

the data. This is done to “... avoid the pitfalls associated with purely post hoc explanations.” 

(Leary, 2001:16). Further, as mentioned earlier in the thesis, Popper (1959) describes a general 

error of the inductive method, as good theories can only be acknowledged if they are considered 

falsifiable. There are several benefits when utilising quantitative research tools. Quantitative 

measurement helps the researcher distinguish and delineate small differences in the social 

reality. In the context of our study, this allows for a quantitative investigation of the association 

between a specific psychological concept and the Agent’s decision making process. 

Measurements work as a consistent tool for increasing the transparency of the study and 

facilitate the replicability of the study. Last but not least, by utilising quantitative 

measurements, the study provides us with the possibility of evaluating the connection between 

the examined phenomenon and the outcome, through the help of correlation analysis (Bryman 

& Bell, 2011). 
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7.2 An experimental research study 

The following sections will explain the method’s sub-elements in more detail. The sub-elements 

are presented in an order that reflects their placement in the actual study. The goal of this 

chapter is to give a practical, as well as theoretical, overview of the whole study design - from 

choosing the method to analysing the extracted data. This structure provides the reader with a 

better understanding of the study’s setup and thus maximises the transparency necessary for 

future research on the phenomenon or repetition of the study itself. The chapter begins with an 

introduction to the Factorial Survey method, followed by a more specific design of the 

experiment used in this study. Second, the Test of Self-Conscious Affect (TOSCA) will be 

assessed and put into context, and finally, the qualitative interview method is briefly reviewed as 

a supplement to the quantitative contributions. 

7.2.1 Factorial Survey Method 

The pros and cons of several research methods have been considered for the purpose of this 

thesis. Some of these considerations have revolved around the potential use of non-

experimental designs such as interviews and/or observations for this study, the latter of which 

being distinguished by contributing to a high level of external validity, as the participant is 

observed in his or hers own environment (Bryman & Bell, 2011; Auspurg & Hinz, 2015). 

However, a choice of this method would affect the internal validity significantly as it would be 

impossible to control potential distractions and, as a result hereof, to isolate specific factors that 

could have an impact on the decision making process of the participants (Auspurg & Hinz, 

2015). An experimental lab design would provide the possibility to manipulate variables, but 

this type of method is often criticised for being too far from reality, thus decreasing the 

generalisability of the study (Bryman & Bell, 2011). With this in mind, the Factorial Survey 

method is chosen as the primary research design for the study, as this approach is based on 

theoretically substantiated factors that are tested against different combinations in realistic 

scenarios, also known as vignettes (Aguinis & Bradley, 2014). This provides us with the 

possibility of controlling individual factors while maintaining a relatively high external validity 

(Auspurg & Hinz, 2015). 

 

The Factorial Survey method combines the advantages of experimental and survey research and 

hence allows the researcher to overcome the obstacle of understanding what potential personal 

factors that underlie certain behaviours (Auspurg & Hinz, 2015:9). This understanding would 

otherwise be difficult to reach from pure observations, single-item questions or interviews, as 

individuals generally do not like to talk about why they act in certain ways, they are affected by 
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social norms or because the knowledge is tacit by nature and therefore impossible for the 

participants to recall (Ibid.). By making use of the Factorial Survey method it is possible to 

investigate how shame, as an external influence, affects the Agent’s perception (internal 

attributes) in order to change behaviour, which is ultimately observed by looking at the surface 

attributes (Tucker & McCallum, 1997:11). Figure 6 below shows the connections between the 

different factors as well as the role they all play in influencing the so-called surface attributes. 

 

 
Figure 6: Model over the common Factor Theory (Tucker & McCallum, 1997:11). 

 

By presenting the participants with a series of stimuli incorporated in different but realistic 

decision making scenarios - the vignettes - it is possible for us to analyse variations in the 

answers to the different situations and, as a result hereof, find a possible connection between 

specific influences, underlying attributes and the behaviour of the Agent. Furthermore, the 

Factorial Survey method makes use of hypothetical descriptions, which creates the opportunity 

to “... overcome the problem of highly correlated dimensions in reality and allow examinations 

of situations that rarely or never occur in reality.” (Auspurg & Hinz, 2015:13). 

 

The usual way of investigating the factors that have an influence on the individual’s perception 

is by asking the participants a series of single-item questions or asking a list of questions on a 

Likert scale (Ibid.:1). According to Auspurg & Hinz (2015) though, because the nature of the 

questions is so abstract - exemplified by this study’s field of research - the answers can be 

heavily influenced by social norms, making it “... unclear whether the results obtained by 

posing direct-item questions reveal respondents’ true opinions or only those opinions that are 

socially acceptable.” (Ibid.:4). 
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The Factorial Survey method, with its use of vignettes, differs from these single-item surveys by 

utilising a multidimensional design and the abovementioned hypothetical descriptions, by 

which it incorporates the internal validity from the experimental and the survey methods, but 

without compromising the generalisability of the results. Therefore, this kind of vignette 

research is popular among researchers who are interested in understanding the individual’s 

decision making process. Another factor that attracts a lot of attention is the fact that the 

method can produce large amounts of data points with a relatively small number of participants 

(Aguinis & Bradley, 2014). By utilising the Factorial Survey method, it enables us to examine if 

shame, as an external attribute, is able to impact the internal attributes of the Agent and, as a 

result hereof, change the behaviour of the Agent. 

7.2.1.1 The vignette setup 

The Factorial Survey follows the principles of regular experimental research, which means that 

it is possible to manipulate stimuli in an intentional way through the design and causally relate 

the participants’ answers to the manipulation. This means that the design of the vignette itself 

makes up a crucial part of the experimental setup. In the following sections we will elaborate on 

the details of this method and explain the setup of our study. 

 

A vignette is a short story typically containing an event, a specific behaviour and/or people. 

More specifically, Christiane Atzmüller & Peter Steiner explain how “A vignette is a short, 

carefully constructed description of a person, object, or situation, representing a systematic 

combination of characteristics.” (Atzmüller & Steiner, 2010:128). Herman Aguinis & Kyle 

Bradley supplements this definition with the notion that the vignette “... allows researchers to 

manipulate and control independent variables...” (Aguinis & Bradley, 2014:351). This method is 

usually used in sociological or psychological experiments to examine behaviour while controlled 

input is provided to the participant. A vignette consists of several smaller story elements that 

work as factors put up for examination. These factors are also called dimensions and can vary in 

numerous ways, which is known as the levels of the dimensions. When all possible combinations 

of the dimensions and levels are represented this is known as the full factorial (Auspurg & Hinz, 

2015). This specific Factorial Survey setup makes use of a vignette setup with five dimensions, 

each of which consisting of two levels - either the factor being present (1), or not (0). This results 

in a full factorial of 2 ∗ 2 ∗ 2 ∗ 2 ∗ 2 = 2$ = 32	vignettes, which is also known as a 2$	design. By 

only using two levels throughout the setup the chances of getting a more statistically efficient 

design, as well as avoiding number-of-levels effects, are substantially increased (Ibid.). Auspurg 

& Hinz recommend that the number of dimensions should be around seven - plus or minus two 
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- depending on the participants’ age, educational background and knowledge about the content 

of the vignette study (Ibid.:48). In this thesis, only five dimensions have been chosen for the 

experiment, as these dimensions have been found relevant to the study’s hypothesis earlier in 

the thesis and have been carefully defined from a theoretical and empirical point of view. The 

choice of dimensions will be further described in an upcoming section of this chapter. 

 

As the full factorial of this study consists of 32 different variations of the vignette we find it 

necessary to divide the vignette into decks, which means that none of the participants will be 

presented to the full vignette universe (Auspurg & Hinz, 2015), and therefore it is necessary to 

assess how many different vignettes each participant should be presented with. Auspurg & Hinz 

state that “Methodological research has suggested that with vignettes that contain the ideal 

number of seven (plus or minus two) variable dimensions, one should use no more than 

approximately 10 vignettes per respondent. When more vignettes were used, signs of 

respondents’ fatigue and the use of simplifying heuristics were found.” (Ibid.:48). As the age of 

the participants varies from 24-62 years, most of the sample can be defined as relatively fit and 

as having the necessary cognitive capabilities to process the given information, albeit some of 

the older participants potentially have decreased cognitive abilities. The content of the vignette 

has been specifically designed to fit the reality of the participants, meaning they should all have 

substantial knowledge about the situations they are presented with, which leads to an increase 

in measurement reliability (Ibid.). However, the industry chosen for this study consists of very 

pragmatic individuals who are not used to participate in experiments, arguably making them 

more impatient when confronted with surveys and hypothetical situations. As a result of this 

input, we find it fitting to present each participant with eight variations of the vignette. As all of 

the dimensions are binary, with a given sample of 16 participants, it is possible to get all the 

compositions of the vignette tested four times total, making it possible to assess the influence of 

each of the dimensions with a relatively high statistical efficiency. If each variation of the 

vignette had only been covered by one participant, the experimental conditions would be 

difficult to separate from the characteristics of that individual participant (Ibid.). 

 

Based on Auspurg & Hinz’ (2015) recommendations for orthogonality, the experiment has been 

designed with a D-efficiency of 100 (see app. 1), which covers an experimental design where 

both the dimensions and levels are perfectly statistically independent (orthogonal) and 

represented an equal amount of times (balanced), all of which is made possible through the help 

of computer algorithms. As this study uses a relatively small group of participants who are only 

presented with 8 vignettes each, the D-efficient design has been chosen over a random design, 
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as this ensures a comparatively higher design efficiency, illustrated in the figure below, in which 

the deck size increases from left to right. 

 
Figure 7: D-efficient vs. random design (Auspurg & Hinz, 2015:34). 

 

The only statistical argument for using random sampling is that “... the employed levels and 

their combinations can be interpreted as being representative of the larger universe of all 

possible level combinations [...] hence enabling the researcher to arrive at more general 

conclusions.” (Auspurg & Hinz, 2015:33), but even Auspurg & Hinz themselves do not find this 

argument convincing enough. They put it perfectly when they explain that “... more efficient 

designs imply that one needs fewer vignette judgments [...] to achieve the same amount of 

statistical power as less efficient designs.” (Ibid.:29). Thus, the statistical power of the study can 

be maximised, albeit having a relatively small group of participants, by utilising the D-efficient 

design. By using the statistical software program SAS it is possible to ensure perfect balance and 

hereby generate all of the decks based on equally represented levels (Ibid.). In practice this 

means that each participant is presented with an equal amount of vignette variations but are 

also exposed to each of the dimensions the same amount of times, which makes it possible to 

minimise covariance. The algorithm that is employed in this case is the %Mktex macro, which is 

created by Warren Kuhfeld in 2010 for the software program SAS (Ibid.). This is accompanied 

by a selected seed value of 815, which ensures the possibility of future research to replicate the 

sampling. This procedure leads to a second possible motivation for using random sampling, as 

the D-efficient design requires certain skills and knowledge, which has also been a time-

consuming factor in the case of the current study, as we did not have any previous experience 
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with these programs. Nonetheless, we consider it time well spent, as it resulted in the creation of 

a highly efficient design. 

 

All of the abovementioned considerations concerning dimensions, levels, sample sizes and full 

population is illustrated in figure 8 below. 

 

 
Figure 8: Modified version of sample sizes for vignettes, decks and participants for this study (Auspurg & Hinz, 2015:43). 

 

Auspurg & Hinz have created a thorough checklist that goes through the most important points 

to have in mind when creating a Factorial Survey design (Auspurg & Hinz, 2015:56-59), which 

we have sought to follow during the entire process of sampling and designing the experiment. 

7.2.1.2 The vignette dimensions 

A total of five dimensions have been included in the vignette. Choosing an excessive amount of 

dimensions obviously has the possibility of overburdening the participant or making the 

experiment increasingly expensive due to the need of more participants, but there are also 

dangers inherent with using only a limited amount of dimensions, as the evaluation of the exact 

same vignettes might lead to boredom and fatigue, or even to the participants becoming aware 

of the study’s manipulations (Auspurg & Hinz, 2015). We find this specific amount of 
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dimensions acceptable when considering the prescriptions laid out by Auspurg & Hinz (2015). 

Later in the chapter all of the dimensions will be put together to form an illustration of the final 

vignette, including the introductory part of the story. This serves as a practical overview of the 

sentences that vary and how they work together. 

 

The survey was implemented as a computer-assisted personal interview (CAPI) in Qualtrics, 

which is a software program that has been designed for collecting and analysing data and is very 

useful for presenting vignettes in a structured and manageable way6 (see app. 2). The vignettes 

are presented as running text, which means that they are made up of entire coherent stores. An 

alternative is the tabular format (Auspurg & Hinz, 2015), but we do not consider this format 

suitable for the current experiment, as the variables are made up of whole sentences instead of 

just keywords. Furthermore, the written stories arguably make it easier for the participant to 

imagine the hypothetical situation, although we have to be careful when putting together the 

sentences, as “... the dimensions must be combined such that the flow of the text is as natural 

and smooth as possible.” (Ibid.:71). In order to minimise the possibility of human errors when 

designing and implementing the vignettes into Qualtrics, we have made use of a mail-merge 

function. 

7.2.1.3 The introduction before the vignette completion 

Auspurg & Hinz argue that “Regardless of which survey mode is chosen, it is important to 

provide respondents with a set of initial instructions explaining the nature of the task and the 

response scales. These instructions should be uniformly administered to all respondents to 

avoid discrepancies in their understanding” (Auspurg & Hinz, 2015:81), thus emphasising the 

importance of standardising the possible framing and interpretation that will inevitably take 

place within the participants. As a way of meeting this demand a manuscript was constructed for 

communication and actions during the completion of the experiment (see app. 3). This involves 

everything from an introduction to our backgrounds as well as the experiment itself, but only on 

a need-to-know basis. Nothing in regard to the phenomenon in question or the specific 

hypothesis of the experiment is revealed until the very end of the round, where a debriefing is 

conducted. The participants are told to imagine the scenarios and respond accordingly to how 

they would have reacted in the given situation. A redacted version of the setup in Qualtrics, 

which is used for collecting the responses, is shown in a printed out version to the participants 

in order to prepare them for the process (see app. 2). From the very beginning it is stressed that 

this is not a test ordered by their employer or anyone else from the organisation, and they are 

                                                
6 www.qualtrics.com 
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promised full anonymity throughout the process of the study. We are present during the entire 

experiment, even though the participants are considered fully capable of administering the test 

themselves. This is done to make sure that any questions or doubts that could arise during the 

process are answered or clarified immediately, allowing for a smooth continuation of the 

experiment. 

7.2.1.4 Preparing the data 

By using the CAPI format, and implementing the vignettes in Qualtrics, the preparation of the 

dataset is facilitated significantly, as it involves only minor manual work of arranging the 

numbers after the experiment has been completed. All of the data can be exported to an Excel 

spreadsheet in which we are able to arrange it in the so-called long format, where the answers 

are sorted through the help of unique identifiers (IDs) that are assigned to each participant 

(Auspurg & Hinz, 2015). As previously mentioned, we have generally followed the prescriptions 

of Auspurg & Hinz (2015), who further describe the importance of arranging the data in rows 

that each contain the vignette variables (L1) together with the outcome, followed by the 

characteristics of the participants (L2). The unique IDs make the answers anonymous 

throughout but also make the general handling of the dataset a lot easier. The participants are 

named resp1, resp2 … resp16, while the decks are assigned a natural number according to the 

order they are sorted into (1-16). Furthermore, the independent (L1) variables are changed from 

their original sentence form to ones (1) and zeros (0), while the numerical variables, such as age, 

seniority and the TOSCA answers, are not changed. All of these modifications are ultimately 

made to be able to run a regression analysis. 

 

When preparing the data it becomes apparent to us that the D-efficient sampling of the vignettes 

has resulted in the shame variable being shuffled in the same way throughout the 16 decks. Even 

though this is considered statistically D-efficient, it can possibly become the source of a so-called 

order error (Auspurg & Jäckle, 2017). As a result, this is important to be aware of when 

preparing and analysing the dataset. However, we do not consider the possible consequences of 

this issue substantial enough to dismiss the entire study. Furthermore, the participants are 

asked to write down their age and seniority themselves, which has resulted in one of the 34 year 

old participants noting that he has 25 years of experience. When asking him about this he 

explains that he has been working alongside his dad, an experienced salesman who owns his 

own business in the construction hardware industry, since he was approximately 9 years old. As 

a result, we have decided to approve the stated level of seniority of this participant. 
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7.2.1.5 Regression analysis 

According to Auspurg & Hinz (2015) the type of regression model we should choose for 

analysing the data depends, among other factors, on the design of the scale used for measuring. 

In this study a metric scale is used for collecting responses from the participants, and therefore a 

multivariate analysis, in the form of the conventional Ordinary Least Squares (OLS) regression 

model, is the preferred choice when examining possible correlations by the help of a linear 

regression (Auspurg & Hinz, 2015). By conducting the multivariate analysis by making use of 

Stata, which is a statistical software tool for data analysis7, it is possible to compare the binary 

dimensions in the vignette with the outcome of the experiment, and hereby examine the 

covariation between the dimensions and the dependent variable as well as possible interaction 

effects between the various dimensions (Ibid.). The covariation between these factors, as well as 

the possible influence of participant characteristics, will be analysed in the upcoming chapter. In 

the beginning of the chapter, it will be tested if the regression analysis can be verified by 

checking a number of conditions that must be met in order for the analysis to be considered 

relevant. First of all, the dependent variable will be checked for normal distribution through the 

use of the Shapiro-Wilk W test for normally distributed data. If non-normalities and outliers are 

severe, the OLS model can be considered biased (Shapiro & Wilk, 1965). Second, variance 

inflation factors (VIFs) will be examined across the dimensions included in the vignette in order 

to check for multicollinearity in the effects (Craney & Surles, 2002). The vif command in Stata 

will be used to check for multicollinearity. Further, homoscedasticity of errors is assumed to be a 

criteria, meaning that errors have constant variance across observations. If conditional variation 

is present it is almost certain that there is a omitted variable bias. This possible problem will be 

tested by the help of the Breusch-Pagan test (Breusch & Pagan, 1979). 

 

In advance of the study, we reserve the right to reject the null hypothesis, and assume that an 

alternative hypothesis can be accepted, if the P-value reaches a significance level of P≤0.1. 

7.2.2 The Test of Self-Conscious Affect 

When defining shame we find that the strength of this feeling can potentially be affected by 

differences in the moral sentiments of individual Agents. As the variations in the Agents’ 

cognitive schemata are considered measurable (cf. our view on human nature), we find it 

relevant to include a test that can measure these potential variations. 

 

                                                
7 www.stata.com 
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Tangney (1990) has been the primary contributor to the development of, what first became 

known as, the Self-Conscious Affect and Attribution Inventory (SCAAI), which is a test that 

enables reliable and valid measurement of individuals’ proneness to shame and guilt among 

other feelings (Tangney, 1990). It was originally designed to target a young population (college 

level) by presenting them with a range of scenarios they would be likely to encounter in their 

daily lives. The test consists of a questionnaire that has been further developed throughout the 

years and is now known as the TOSCA; TOSCA-3 being the latest version (Tangney & Dearing, 

2002). It contains a total of 16 scenarios that have been created from written accounts of 

individuals feeling shame, guilt and other feelings such as externalisation and pride. The 

TOSCA-3 consists of 11 negative scenarios and 5 positive scenarios, providing us with the option 

of using a shorter version of the test by leaving out the positive scenarios, as Tangney & Dearing 

have found that the shame and guilt scales still correlate at a level of 0.94 and 0.93 with their 

respective full-length versions (Ibid.). This shortened version is found relevant in the case of this 

study, as the TOSCA-3 is only one part of a larger experimental setup, which can be considered 

rather time-consuming and exhausting to the participants having already gone through the 

Factorial Survey experiment at this point. 

 

According to Tangney, “Everyone has experienced shame and guilt at various points in day-to-

day life, that is, we each have the capacity to experience both emotions. But some people are 

apparently more prone to one than the other.” (Tangney, 1990:103), which makes it relevant to 

check for this possible proneness among the participants of the experiment. In the case of this 

study, the TOSCA-3 is primarily used as a control variable to measure the participants’ 

proneness to feeling shame and guilt - shame being the primary field of interest. As explained 

earlier in the thesis, these two feelings are considered significantly close to each other, why we 

find it relevant to check for the proneness of them both when provided with an opportunity that 

is made possible through the help of the TOSCA-3. The test has been translated to Danish for 

the purpose of the current study, as the participants do not all understand the English language. 

A copy of the test that we have used in the study, as well as the original test by Tangney & 

Dearing (2002), can be found in the appendix (see app. 4a-b). In regard to potential questions 

regarding copyright issues of the test, we have been in contact with Dr. Tangney who has given 

us her personal permission to make use of the TOSCA in our study (see app. 5 for e-mail 

correspondence). 
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7.2.3 Qualitative interviews 

As a supplement to the quantitative contributions, we have chosen to conduct brief interviews 

with the participants before ending each individual round of the experiment - given that the 

participant agrees to it. Usually, as Bryman & Bell comment, qualitative research is 

characterised by “... an inductive view of the relationship between theory and research, 

whereby the former is generated out of the latter” (Bryman & Bell, 2011:402), but in the case of 

this study the interviews are completed and analysed from a hypothetico-deductive point of view 

(Popper, 1959). The primary reason for this change of approach is the hypothetical nature of the 

current study, which is built on a theoretically and empirically motivated hypothesis that has 

been deemed falsifiable in an earlier chapter. Hence, the primary goal of these interviews is not 

to generate new theories on the basis of the conversations, but rather to supplement the 

quantitative data with qualitative backing when seeking to falsify the research hypothesis. 

 

All 16 participants agreed to answer the questions in an interview that can best be described as 

brief and structured (Bryman & Bell, 2011). The interviews are brief with only a handful of pre-

defined questions to ask the participants (see app. 6). The interview is characterised as relatively 

structured, as the same questions are asked to all of the participants, allowing for minor detours 

during some of the interviews when something comes up that is deemed worthy of further 

exploration. By making the interviews relatively structured the possible variation in the replies 

of the participants can be considered more valid, as the answer is less influenced by the context 

of the interview (Ibid.). Only selected quotes and points from the interviews have been included 

in the study in order to back (or counter) the arguments drawn from the rest of the study. All of 

the included quotes from the interviews, as well as any other conversations we have had with 

collaborating individuals, have been translated from Danish to English for the purpose of the 

thesis. Transcriptions of the sound files for all the interviews are available upon request, as the 

participants have been promised full anonymity. 

7.2.4 Limitations of the method 

According to Auspurg & Hinz (2015), some of the most significant limitations to the Factorial 

Survey is the fact that it can only measure hypothetical situations and that we can never be 

completely sure if it is the true opinions of the participants that are represented in the results. 

Furthermore, questions can be raised about the construct validity of this type of experimental 

design, as we can only “... attempt to measure hypothetical decisions, beliefs, and intentions as 

validly as possible.” (Auspurg & Hinz, 2015:114). We have tried to accommodate this problem 

by theoretically and empirically validating the five sentences used in the experiment - a process 
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that will be elaborated later in the current chapter. In terms of external validity, an important 

factor to keep in mind is the psychological realism, meaning “... the extent to which the 

psychological processes that occur in experiments are the same as those that occur in real life.” 

(Ibid.:115). If the psychological realism of the designed vignette is considered high, the chances 

of generalisability are significantly improved. The best way to check for generalisability of the 

study is to conduct the experiment with different sample populations (Ibid.) - a potentially 

important point for further research on the phenomenon of this thesis. 

 

It is argued that the accuracy of the TOSCA is limited if its respondents are within the range of 

childhood to adolescence, as these stages are considered more developmental (Watson et al., 

2016). However, the sample that is utilised in this thesis is not distributed across the period of 

the development from childhood to adolescence, why it should not be a concern. If the test has 

to be used on a group of children or adolescents, the TOSCA-Adolescent (TOSCA-A) works as a 

good alternative to the regular test. Furthermore, it is important to evaluate the sample of the 

TOSCA in order to guarantee the level of verbal skills and upper socioeconomic status that is 

necessary to fill out the TOSCA. Although the participants of this study do not have long 

academic degrees, we assume that they possess an essential level of knowledge to understand, 

interpret and assess the concepts that they are presented with (Tangney, 1990). The TOSCA has 

also been translated to Danish for the purpose of the study, as the participants do not all 

understand the English language to an extend that is satisfactory for the experiment to be 

conducted using this language. As a result hereof, we have risked a potential loss of validity, as 

you can never guarantee a full translation of meaning and content. Lastly, it is worth noting that 

the TOSCA, as well as most other scenario-based measures (Tangney, 2007), try to utilise 

ambiguous feelings such as shame and guilt. This will to some extend create correlations 

between the factors (Tangney, 1990). Nonetheless, the TOSCA is considered valid and reliable to 

a degree that we consider significant in the context of this study (Ibid.). 

 

In regard to the qualitative method that is also utilised in this study in the form of interviews, 

there are some limitations that we consider relevant to explain before moving on with the 

analysis. First of all, qualitative research is generally criticised for being too subjective, as the 

researcher often has his own opinions about what is important and where to look for it, which 

can ultimately influence the results to a certain degree (Bryman & Bell, 2011). This also means 

that studies based on qualitative research can be very difficult to replicate, as the outcome of the 

interview primarily has to do with the ingenuity of the interviewer and the participant who is 

being interviewed. Furthermore, it is almost impossible to generalise findings beyond the group 

of individuals that have been interviewed, as “A case study is not a sample of one drawn from a 
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known population.” (Ibid.:424). Lastly, the transparency is often very low in qualitative research 

as a result of not knowing exactly how the researchers actually conducted the interviews or 

arrived at the given conclusions, as it is often unclear “... what the researcher was actually 

doing when the data were analysed...” (Ibid.:424). 

 

Many of the limitations that have been described for each of the methods separately above are 

accommodated by making use of triangulation, which allows us to utilise the advantages of both 

quantitative and qualitative research methods - a point that will be elaborated in the following 

section. 

7.2.4.1 Triangulating the data 

As mentioned above, the interviews work as a supplement to the quantitative research strategy, 

allowing for, what Bryman & Bell (2011) describes as, a triangulation of the results. Through 

triangulation the study results are enhanced to provide confidence in the quantitative findings, 

as it becomes possible to “... combine the specificity and accuracy of quantitative data with the 

ability to interpret idiosyncrasies and complex perceptions, provided by qualitative analysis.” 

(Bryman & Bell, 2011:646). Morten Frederiksen illustrates this possible enhancement by 

explaining that “In geometry triangulating means determining the exact position of a point 

through the help of the directions from two known points to the unknown point.”8 

(Frederiksen, 2013:26), drawing on geometrical points to explain how the quantitative and the 

qualitative approaches together can help discover the exact “position”, or characteristics, of a 

third point - the phenomenon in question. The amount of qualitative data that has been 

gathered is relatively scarce though, which is also one of the reasons why we have decided to 

give it a more supplementary spot in the methodological setup of this study. Nonetheless, this 

data has the potential to give unique, albeit normative, insights into a topic that has been 

described several times in this study as significantly complex by nature (Bryman & Bell, 2011). 

 

Even though the primary goal of the qualitative research input is not to generate new theories, 

the interviews nonetheless work as a good means of reflecting over the entire experiment 

together with the participant who is in the unique position of having just been through the 

whole procedure whilst still not knowing about the specific field of research. This poses a great 

opportunity to get insights that could be utilised for further research or follow-up improvements 

to the current study. These reflections will be included later in the thesis under implications for 

future research. 

                                                
8 Translated from Danish. 
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7.3 Developing the research design 

In this section the process of developing the research design is explained in details. The overall 

process of this study can be divided into four general headlines. First, the process of choosing 

the field of interest is outlined, from the initial broad interest in the topic shame to the 

pragmatic design of the experiment. This includes our motivation for investigating this unique 

topic, the reason for choosing the construction hardware industry and information about the 

collaboration with XL Byg, who is the primary contributor to the study, as well as the other 

contributors. Furthermore, the practical completion of the experiment will be explained, from 

where the experiment is conducted to how it is completed. This is done in order to make the 

study as transparent as possible and facilitate any future replication of the experiment. 

7.3.1 Shame as the field of interest 

The field of interest of this thesis originates from a general interest in how feelings can 

potentially affect the decision making of the Agent and, in continuation hereof, if a “cost” can be 

attributed to the specific feeling of shame perceived by our moral sentiments. Although the 

curiosity was initially raised at a macro-level, primarily concerned with the Danish populations’ 

likeliness to receive welfare payments, our natural interest in organisations, and the meso- and 

micro-levels of analysis, quickly narrowed down the scope of research to a more relevant intra-

organisational level. Nonetheless, the interest in the sentiments of shame remained unaffected 

and was translated into an issue that modern organisations could potentially be dealing with 

today. As explained when reviewing the literature, we quickly realised that the literature on the 

topic of shame was scarce, especially concerning the issue of organisational governance that this 

study is dealing with, which only fuelled the motivation to continue down the road. It was at this 

point in the process that shame became linked with the ideas and notions of Agency Theory 

(which has been elaborated earlier in the thesis), and the following hypothesis started to take 

shape: Shame has the ability to increase the compliance of the Agent and make the bounded 

rational Agents less bounded rational when making decisions on behalf of the organisation. In 

order to test this hypothesis as objectively as possible, and after having reviewed a number of 

different methods, a quantitative experimental approach, in the form of the Factorial Survey 

method, was selected as the primary method for collecting empirical data. 

 

After having decided upon the abovementioned experimental method, we began setting up 

conditions for the sample unit that were going to be used in the experiment. We had an idea that 

salesmen could make up an interesting sample as they are characterised by a high degree of 

autonomy and pressure in terms of closing sales with potential clients. This idea stems primarily 
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from one of us having previously been a trainee in the construction hardware industry, which is 

also the primary reason why this industry was chosen in the first place - although it should be 

noted that the organisation who took part in the completion of the actual experiment is not the 

one that one of us previously worked in. 

 

Parallel to finding the sample unit, we started reviewing the literature on the topic of shame, 

with the chosen experimental design in mind, in the hopes of finding studies that have made use 

of the same methodological approach or simply examined the field of shame quantitatively. The 

ambition with this literature review is to define the first, and arguably most important, of the 

independent variables that are going to be included in the experiment - shame. This part of the 

process ended up taking most of the Fall semester with the results being described in the earlier 

‘Studying Shame’ chapter. 

 

While going through the shame literature, Tangney’s TOSCA appeared several times as a valid 

instrument for examining primarily the shame and guilt proneness of individuals (Tangney & 

Dearing, 2002; Tangney, 1990). As a result hereof, we found it relevant to include the TOSCA as 

a supplementing tool for gathering empirical data, although it was not allowed to interfere with 

the Factorial Survey, which resulted in the TOSCA being conducted after the Factorial Survey. 

As a finishing touch, in order to gather information that is perhaps not covered in the 

quantitative tests, we found it relevant to finish off the study with an interview, in which the 

participant gets a chance to elaborate on thoughts and concerns relating to the topic at hand. 

7.3.1.1 A collaborative design 

In regard to our field of interest, it is considered relevant to elaborate on the earlier mentioned 

multidimensional vignette that has been chosen as the experimental setup. In the context of this 

study, we have worked together with three different, and highly competitive, companies from 

the Danish construction hardware industry - Johannes Fog, Stark and XL Byg. Each of these 

companies have contributed to the project in different ways, which will be described in the 

following sections. 

7.3.1.2 Defining the sentences with Johannes Fog and Stark 

First, a meeting with a senior member of Johannes Fog was arranged, during which the project 

was described along with the experiment that we had in mind. The primary goal of this meeting 

was to learn more about the everyday life of a salesman working in the construction hardware 

industry, as seen from a managerial point of view. The senior member provided us with usable 

insights regarding the industry that helped us better understand the what potential issues that 
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would be relevant to include in the vignette and how to approach them. We consider these 

insights valuable, as the degree of realism in the vignette can largely be considered dependent 

on information gathered from members close to the industry. Therefore, the collaboration with 

Johannes Fog is considered a useful first step in the process of empirically validating our ideas 

for the variables that are going to be included in the final vignette. 

7.3.1.2.1 (0) The shame sentence 

In order to find a possible correlation between shame and compliance, we have designed a 

sentence for the vignette that is going to represent a situation, where shame is being induced. 

After having determined the methodological approach of the study, and reviewed the general 

literature in the chapter ‘Studying Shame’, in which the most important distinctions and 

limitations are identified, the sentence representing shame in the vignette experiment is defined 

as: 

 
The director enters the office and addresses you directly. He loudly exclaims that 
you are selling too cheaply compared to your co-workers, all of whom can hear 
him. 

 

In the sentence above the blame is addressed to the individual’s general ability to sell, and 

therefore his ability to do his job properly, why we argue that shame is present instead of guilt, 

as it hits the entire persona instead of an isolated situation. Furthermore, the induced shame 

can be seen as directly linked to the following decision, as the participant is asked to assess how 

prone he would be to raise his margin on a subsequent sale, appealing to de Hooge et al.’s 

(2008) point regarding endogenous shame. In accordance with Murphy & Kiffin-Petersen 

(2017), the shame is felt, as the individual in question is being scolded by the director for having 

sold too cheaply. We have sought to follow the points made by Creed et al., as the shame 

sentence, as well as the rest of the vignette, is designed to be as recognisable as possible to the 

participants of the experiment, who works with business accounts in the construction hardware 

industry, thus making sure that the same “macrolevel systems of meaning” are applied by the 

participants in the experiment. Lastly, the sentence arguably leaves room open for redemption, 

as the individual has not been fired or in other ways sealed off from future compensating 

actions. He is merely told to improve his margin, speaking to the abovementioned argument by 

Leach & Cidam (2015) regarding the need for reparability. As a result of the above, we consider 

the shame sentence theoretically valid. 
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After having defined the sentence that is going to represent shame in the vignette, we turn our 

focus to the measurement validity and determine if the experiment is actually going to measure, 

what is intended with the study (Bryman & Bell, 2011; Auspurg & Hinz, 2015). To empirically 

validate the vignette, we have contacted Stark, one of the two biggest competitors in the 

construction hardware industry, and asked 10 randomly selected company salesmen about their 

thoughts on the shame sentence that is going to be used in the vignette. No introduction is 

provided to the salesmen concerning the field of research or intentions behind the sentence until 

they have answered the following question: “What do you think and feel when you hear this 

sentence?” 

 

The results of the validating test are quite interesting, as the salesmen find it very difficult to talk 

about feelings in general, and most of them - 8 out of 10 - instead change the topic of the 

conversation to be about market and price mechanisms and thus distance themselves from the 

original theme of the question. One participant comments,”I don’t really care about that [Ed. 

shame], I’m just interested in winning the order [...] It primarily has to do with the market 

price. If that is the price, that is the price.” (Stark3), essentially meaning that he, allegedly, 

would not be affected by the shame sentence and that it depended entirely on the prices in the 

market. 

 

This information leads to a number of questions being raised by us concerning the study design 

as well as the industry selected for the study. Two possible assumptions were raised; (1) either 

the shame sentence is out of scope and cannot be considered valid, (2) or the industry that is 

chosen for the experiment does not allow for its employees to talk openly about feelings - 

especially feelings such as shame and guilt. As a result hereof, we find it necessary to examine 

these assumptions, which is why the same small empirical validation test is set up, only this time 

with 10 random individuals from the street. The same procedure is used, but the results are 

quite different. 9 out of 10 individuals claim that they feel uncomfortable in the imagined setting 

and express the presence of negative associations, when presented with the shame sentence 

from the vignette. This means that we to a fairly certain degree are able to reject that the 

sentence is out of scope. However, we are not able to reject the idea of a general reluctance to 

speak about feelings among salesmen in the chosen industry. Even though one can assume that 

the participants are not fond of speaking openly about feelings, this is accommodated by the 

vignette design itself, which will not reveal the true emotional nature of the experiment but 

instead enables us to bypass this possible reluctance. 
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The gender distribution of the random sample can be considered a bit skewed, as the sample 

consists of seven male and three female respondents. Nonetheless, this is arguably one of the 

circumstances of making use of a relatively small sample that is randomly collected. After 

getting a short presentation of our background and the study at hand, the random individual is 

handed the printed out sentence, including the introduction. Following this, one of us reads the 

sentence out loud. The individual is asked how he or she would feel in the given situation. The 

following comments make up a good representation of the general impressions provided by the 

random sample: 

 
- “I think that I would feel some sort of guilt [...] that it would be a tough balance of 

standing between [Ed. the clients] and [Ed. the director] and try to keep them 
both satisfied.” (Random1) 

- “It creates a feeling of wanting to do as good as my coworkers and that it can’t be 
me who is holding the company back.” (Random2) 

- “I think that I would find it really embarrassing.” (Random3) 
- “It is unprofessional. It sets a lot of thought in motion [...] why does it have to take 

place like this, and why should a bunch of other people hear it?” (Random7) 
- “I would feel humiliated, [...] I would feel displayed and very uncomfortable.” 

(Random8) 
 

Most of the comments above arguably fall within the lines of our definition of shame: An 

unpleasant feeling that is associated with feelings of withdrawal, worthlessness, 

inferiority and a global image of the self as being a bad person. However, as mentioned 

earlier, 9 out of the 10 random individuals say that they feel uncomfortable and express 

the presence of negative associations in the hypothetical scenario. Coincidentally, the one 

individual from this random sample, who did not feel negatively about the sentence, told 

us afterwards that he worked in the construction hardware industry. When asking him to 

comment on the sentence, his answer is that “... I would not be able to do much about it, 

as I am not able to affect the cost price of the product.” (Random9), thus speaking to the 

same “distancing narrative” as the employees from the Stark sample arguably do. 

 

As a result of the findings above, the shame sentence, which represents a situation in which the 

feeling of shame has been induced, can be considered empirically, as well as theoretically, valid 

to a degree that we find satisfying for the purpose of the current study. The empirical results 

from the conversations with both the salesmen from Stark and the randomly selected 

individuals from the street are illustrated in figure 9 below, in which the difference between the 

two groups immediately becomes visible. 
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Figure 9: An overview of the empirical validation of the shame sentence. 

 

In continuation of defining the shame sentence, the selected biases that are presented earlier in 

the thesis are also included in the vignette in the form of individual sentences representing 

situations that are supposed to appeal to the bounded rational nature of the participants in the 

experiment. This is done in the hopes of identifying a correlation between shame and the 

individual biases to check if shame has the ability to make bounded rational Agents less 

bounded rational by being able to equalise the theorised negative effect of the biases. 

7.3.1.2.2 (1) Hyperbolic discounting 

When examining the hyperbolic discounting bias, this bias is considered relevant primarily due 

to its inclusion of cognitive constraints over time aspect. This is put in connection with the 

autonomous nature of the salesman, as we argue that he or she is constantly exposed to this 

specific bias. As a result of these theoretical and practical arguments, the sentence that will be 

representing hyperbolic discounting in the experiment is defined as: 

 
The client guarantees that he is going to need the same quantity of goods next 
month, so you are free to choose whether you want to raise the prices now or wait 
until the next month. 

 

In continuation of this definition, we have sought to validate the sentence empirically, as 

presented earlier, through the help of salesmen from a competing organisation in the same 

industry as the primary collaborator XL Byg. During these conversations the vast majority of the 

comments revolved around the conditions in the market, the suppliers and the general client-

salesman relationship. Some of these comments were: 

 

- “You would not touch the prices [Ed. the second time]. [...] only if something 
completely insane happened in the market; if the supplier suddenly raises his 
prices. If not, you have a gentlemen's agreement that this is the case.” (Stark1) 

- “I will give him the same price that we have agreed upon now. He will get the 
same thing next month. [...] Otherwise something extraordinary would have to 
happen, for example that the supplier prices keep going up.” (Stark2) 

- “I will raise the price immediately. Alternatively I will explain the situation to the 
client that we can’t sell at the price he’s asking, and I’ll make sure to cc my boss.” 
(Stark4) 
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Only one of the salesmen expressed, what can best be described as, an implicit 

acknowledgement of the hyperbolic discounting bias being present, as he stated that: 

 
- “It is tough to just raise the price immediately, [...] instead, it must be done over a 

longer period of time.” (Stark9) 
 

As a result of these comments by the Stark salesmen, we are not able to empirically 

validate the sentence that is supposed to represent hyperbolic discounting. 

7.3.1.2.3 (2) Loss aversion 

When examining the loss aversion bias, it is considered relevant in the context of this study 

primarily due to the connection between Kahneman & Tversky’s (1979) Prospect Theory and the 

inherent risk of losing an order as a salesman in the industry that is selected for this study. As a 

result of these considerations, the sentence that will be representing loss aversion is defined as: 

 
If the price is increased, there is a risk of losing the order. 

 

This sentence can be considered an intentional negative framing of the two possible alternatives 

the salesman is faced with every time a sale is about to be completed; to win or lose the order. 

During the empirical validation a salesman explains that “Basically, the attitude should be that 

we [Ed. the salesmen] once in a while just say no thanks [Ed. to sell with a low margin]...” 

(Stark5). As a follow-up, one of the interviewers asks “... what do you intuitively want to do, 

when you get told that there is a risk of losing the sale associated with raising the price?” 

(Ibid.), to which the salesman answers that he “... want[s] to go along with it - and that forces 

me to go down in price and hope that I’m able to earn some money on something else.” (Ibid.). 

This is an interesting example, because even though the salesman initially sees through the bias 

and recognises that they often sell with a margin that is too low, he still acknowledges the typical 

behaviour of selling too cheap as he arguably is risk averse in terms of potentially losing the 

order. Other examples of comments from the salesmen from Stark are: 

 
- “That’s the case with all order, it’s the risk you take [...] it’s something you get 

used to.” (Stark1) 
- “The risk is there. There is always a competitor who is ready to sell at a cheaper 

price, which is why it’s tough to raise the prices in this business.” (Stark3) 
- “There is an inherent danger of losing the order [...] I would probably try to win 

back the money in another way...” (Stark8) 
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These highlighted statements represent a general acknowledgement of the loss aversion 

sentence, as most of the salesmen easily recognise the presented risk averse scenario. As a 

result, we consider the sentence empirically validated. 

7.3.1.2.4 (3) PA opportunism 

Based on our knowledge about the opportunistic tendencies of the organisational Agent from 

the previous examination of the biases, the sentence that is theorised to encourage opportunism 

in the vignette is defined as: 

 
There is no way your boss can fire you or use any other sanctions, if you choose to 
not increase the prices for this customer. 

 

During the process of empirically validating this sentence only two of the salesmen acknowledge 

the opportunistic encouragement, as they comment that: 

 
- “He can’t do that [...] so I would simply do it [Ed. sell cheap].” (Stark8) 
- “I would give him [the boss] an explanation to why I sell at the price levels that I 

do [...] that I know it’s going to be a good deal in the end. I also think my boss 
would understand that.” (Stark9) 

 

In opposition to this, the rest of the salesmen comment that: 

 
- “That’s not something I would think about. It doesn’t really have an effect on 

you.” (Stark1) 
- “I mean if my boss tells me to raise the prices for this client, I have to do it. [...] 

because in the end he does have the ability to fire me if I don’t cooperate.” (Stark3) 
- “... he can’t do that, but he can say that we need to raise the margin, and in that 

case that is what we do.” (Stark10) 
 

As a result of the comments above, we are not able to empirically validate the sentence 

that is supposed to encourage the Agent to act opportunistically. 

7.3.1.2.5 (4) Endowment effect 

When examining the endowment effect, an alternative version of the effect was found relevant, 

as the effect does not apply to goods that are purchased for resale. Instead, we focus on a 

previous permission given by the Principal. As a result of these considerations, we have come up 

with the following sentence to represent a situation that appeals to the endowment effect of the 

Agent: 
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Your manager has earlier given you specific permission to sell cheaper to this 
customer. 

 

It happens that the salesmen occasionally sell at prices with little to no (sometimes even 

negative) profit involved with the sale. Such low profit margins are of concern to the GM, which 

is why the salesmen often get in contact with the manager in order to get permission to sell at a 

price that will win over the client. By observing behaviour, we hypothesise that such permissions 

are often considered a highly valued “good” to the salesman - an example is illustrated in the 

comments by one of the salesmen, who states that “... If he [Ed. the GM] has given me the 

permission, I am just going to CC him on the sale. It is all about shifting the responsibility in 

my world.” (Stark4). The salesman recognises that he has only been given the permission by the 

GM to sell with a low profit margin once, but from there on he considers the permission 

universal, and as a result hereof, the salesman arguably values the previous permission higher 

than the manager’s more recent orders about increasing the profit margin. 

 

Only a few of the Stark salesmen commented against the endowment effect, as one individual 

explains that: 

 
- “I would not continue doing it [...] as you want to see if you are able to raise the 

margin.” (Stark1) 
 

Even though the abovementioned comment does not acknowledge the endowment effect in the 

way it is presented in this study, the rest of the salesmen confirmed the expected behaviour of 

the effect and claim that they would continue to sell cheap, as they note: 

 
- “In that case I will CC him [Ed. the General manager] on the old mail, in which he 

earlier gave me permission to sell cheaply. It is all about shifting the responsibility.” 
(Stark4)  

- “If he had said it, then I would just continue.” (Stark5) 
- “That is a good thing - in that case i will continue to sell with a low profit margin.” 

(Stark7). The interviewer further asks: “Even if he sends out an official e-mail, in which 
he asks you to lower the prices?” (Ibid.), to which the salesman responds with a brief: 
“Yes” (Ibid.) 

 

These comments indicate that the sentence can be considered empirically valid in the 

context of our study, as the salesmen generally agree that they would stick to the old order 

given by the manager. 
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7.3.1.2.6 Summing up the empirical validation of the bias sentences 

The empirical results from the conversations with the Stark salesmen regarding the biases are 

illustrated in figure 10 below. 

 

 
Figure 10: Overview of the empirical validation of the bias sentences. 

 

From this figure, it quickly becomes clear whether a bias is deemed empirically valid or not, as 

the hyperbolic discounting and PA opportunism sentences for example are only acknowledged 

by one and two salesmen respectively. Meanwhile, the loss aversion bias and the endowment 

effect are acknowledged by respectively nine and eight salesmen from the group. 

 

Even though two of the sentences, representing hyperbolic discounting and PA opportunism, 

cannot be empirically validated, this does not necessarily equal an exclusion or replacement of 

the sentences in question. We argue for their significant theoretical strength, which is elaborated 

in the chapter ‘The Circumstances of Being’. In continuation of this, we assume that the 

presentation of the sentences during the validating process with Stark was too transparent and, 

as a result hereof, gave leeway to more rational contemplations regarding the described 

scenarios (system 2 reflections). This should be considered in the context of the bounded 

rational biases that have been chosen, as they work at an unconscious level and are - as the 

name suggests - bounded rational by nature. Furthermore, the setup of the vignette itself 

arguably makes the meaning behind the individual sentences less transparent to the participants 

of the experiment and thus allows for more intuitive responses. As a result of these 

considerations, the sentences that have been defined in the sections above are all going to make 

up the variables of the final vignette, which will be examined closer in the following. 

7.3.1.3 Examination of the final vignette in the Factorial Survey 

In this section the introduction, dimensions and levels will be put together to present the 

vignette in its final form, as it is introduced to the participants of the experiment. The variable 

sentences are labelled (1-5) and will have [tags] added at the end filled with each of the 

characteristic titles from the induction of shame to the selected biases. Each participant will be 

presented eight times with the introduction, a mix of the sentences as being present or not, and 
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finally a question at the end of the vignette. This question is defined as How likely is it that you 

are going to sell with a higher profit margin than usually? The question works as an 

assessment of the individual participant’s likeliness to follow the director’s request in the 

introduction of the vignette. The participant is asked to rate his or hers likeliness on a Likert 

scale from 1-7, which is the scale proposed by Auspurg & Hinz (2015). This specific question, as 

well as the answer scale, has been chosen in order for us to be able to assess through regression 

analysis if shame - or the interaction between shame and any of the selected biases - has an 

effect on the outcome, which has been defined earlier as representing the level of compliance. 

The variable sentences, and the remaining constant parts of the vignette, have been translated to 

Danish, as some of the participants do not understand the English language to a degree that 

would be satisfactory for the purpose of this study. It is considered crucial that no information - 

or as little as possible - is misunderstood (Auspurg & Hinz, 2015). The translation of the 

sentences is completed as a two-step process, in which one of us is in charge of translating the 

sentences and the other verifies the translation. The final vignette used in the study is illustrated 

in the following: 

__________________________________________________________________ 

 

It is 3 PM on a Friday at the end of the month and you are off work soon. The department just 

received its sales numbers. The director lets everyone know in an e-mail that people are selling 

with a profit margin that is too low. 
 
(0) The director enters the office and addresses you directly. He loudly exclaims that you are 

selling too cheaply compared to your co-workers, all of whom can hear him [Shame]. 
 
One of your good clients calls you a few minutes after and asks for a cheap price on some 

rafter. 

 

(1) The client guarantees that he is going to need the same quantity of goods next month, so 

you are free to choose whether you want to raise the prices now or wait until the next month 

[Hyperbolic discounting]. (2) If the price is increased, there is a risk of losing the order 
[Loss aversion]. (3) There is no way your boss can fire you or use any other sanctions, if you 

choose to not increase the price for this customer [PA - Opportunism]. (4) Your manager 

has earlier given you specific permission to sell cheaper to this customer [Endowment bias]. 

 

Question: How likely is it that you are going to sell with a higher profit margin than usually? 

(1: Not at all - 7: Very likely) 
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__________________________________________________________________ 

 

7.3.1.4 Collecting participants with XL Byg 

XL Byg has been the main contributor in delivering participants to the experiment. The 

following section provides an overview of the criteria that we have found important for the 

collection of the sample. One of the most important criterias regarding the sample is the fact 

that the entire group of participants is made up of salesmen working with business accounts in 

the construction hardware industry. The sample has been selected from two different XL Byg 

departments. From a total of 16 participants, six of the participants come from the department 

in Alleroed, while the remaining 10 are from the department in Koege. As the departments are 

the only factors that have been actively selected by us - not having any previous knowledge 

about any of the departments and their employees - the presence of a selective bias has arguably 

been avoided. This means that age, seniority and gender is randomly represented. Nonetheless, 

information about the age and seniority of the participants is still considered important for the 

study, as these parameters can contribute to the understanding of other factors that might have 

an influence on the outcome of the study. These pieces of information will work as control 

variables in the dataset. In the following, these control variables will be descriptively examined, 

after which a figure containing all of the demographic data will be presented. This is done to 

clarify the nature and weight of the sample, but also to provide a greater transparency to the 

reader. 

 

The participants’ age is rounded in whole numbers, why months are not included. The seniority 

represents the rounded amount of years the participant has been working in the construction 

hardware industry. The number includes all positions or roles the participant has had in his or 

her career in the industry. The final control variable that deserves to be illustrated is gender. 

The study includes only two females, while the remaining 14 participants are male. 

 

All participants have been promised full anonymity in the study, and no further references will 

be made to individuals other than the three abovementioned demographic characteristics. 

Quotes from the interviews will be used in the study, but they will be anonymised rendering 

them untraceable to any specific participant in the study. 
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Figure 11: Distribution of age, seniority and gender among the participants. 

 

Figure 11 shows the age distribution that ranges from 24 to 62 years old, with an average age of 

42. The standard deviation is calculated to be 14, which means that the age variation is rather 

large and the sample can be considered representable for different age intervals. An equal 

distribution of participants in age intervals is positive for the study, as it causes the results to be 

uniform and constant for all participants, and age can to some extent be omitted as a 

moderating factor. This phenomenon will be examined closer in the upcoming analysis. 

 

The seniority of the individuals in the sample is spread in the range between 3 and 45 years, 

with an average of 19 years of experience. The standard deviation is 14 and likewise reveals a 

decent spread of seniority in the sample, which is considered good as the sample is represented 

by individuals with both high and low experience from the industry. 

 

As the reader has probably recognised the gender distribution in the sample is predominantly 

male, which accounts for 87,5% of the sample. This unequal distribution in favour of the male 

gender is not considered unusual in the construction hardware industry. Actually, a 12,5% 

female representation is considered relatively low compared to the real numbers of the 

population in the industry of 24% (see app. 7) why this distribution cannot be considered 

perfectly representable. 
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Overall, we can conclude that in regards of age and seniority the sample has a substantial 

variation, which provides the sample with weight and means that it can be considered 

representative. This increases the external validity and therefore the possibility of generalising 

the results beyond the specific context of this study. 

7.3.2 Completing the study 

It is arranged for the study to take place in a neutral room in the departments, where the 

participants work. We arrive early in order to make coffee and prepare some simple snacks for 

the participants. Inside the room two computers are placed at each their table facing the 

opposite way with the chargers plugged in to avoid any loss of power or screens going dark. We 

bring our own wifi connection, as we are told that the departments’ wifi is not be trusted 

sufficiently to allow for an experiment without any potential issues, as the Factorial Survey is 

filled out in Qualtrics, which is an online service. Two participants from the sample unit are in 

the room at the same time as us. The participants are given a general introduction to our 

background and the practicalities of the study that they are about to go through. They are 

assured that their responses are going to be completely anonymous throughout the study and 

that they can end the experiment at any time if they do not feel comfortable. As explained earlier 

in the current chapter, we have designed an elaborate manuscript for the entire process of the 

experiment (see app. 3). 

7.3.2.1 Completion of the Factorial Survey 

After the introduction to the study, the participants are placed at each their computer and asked 

to fill in the Factorial Survey. As also explained earlier, they are shown a blurred out version of 

the setup in Qualtrics, from which we are able to explain in detail where they can find the 

relevant text, how they can answer and how to move on to the next vignette. The contents of the 

vignettes as well as the designed variation has already been explained in elaborate details earlier 

in the thesis. From here we give the participants some space, but stay in the room in order to 

answer any questions that might come up during the completion of the experiment. The 

completion of the Factorial Survey takes approximately 10 minutes for each of the participants. 

The first one to finish the survey is asked to take a quiet break while the other participant 

finishes his or hers questions. 

7.3.2.2 Filling out the TOSCA 

After both of the participants have finished the Factorial Survey they are handed the TOSCA, 

which has been printed out prior to the study. We make use of the printed out format, as this 
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allows us to secure the data as fast as possible, while also providing the participants with some 

variation instead of having to fill out another test on the computer. The TOSCA includes a page 

per default that introduces the test and how it should be filled out. We go through the 

introduction verbally together with the participants, who, after confirming their successful 

understanding of the instructions, are handed a pencil and an eraser each and asked to begin the 

test. The tests take approximately 14 minutes on average for the participants to fill out. Again, 

when the first participant finishes the TOSCA he or she is asked to take a quiet break until the 

other participant has filled out the test. 

7.3.2.3 Conducting the interviews 

After completing the TOSCA, both of the participants are asked if they are interested in doing a 

short interview as the final part of the study. The interviews are conducted in separate rooms, 

which is made possible because we have secured one extra room in advance of the beginning of 

the experiment. The interviews are brief and structured but nonetheless allow for some detours 

to be made, if the participant feels like supplementing with something relevant. The interviews 

are estimated to take approximately 10 minutes on average, depending on the amount of 

information that is provided by the participant. 

8 Analysis 
A total of 16 participants have completed the experiment that is reviewed in the ‘Methodology’ 

chapter. All of the participants are presented with 8 vignettes describing a situation in which 

they are asked to raise the margin on an order from a client. We use Qualtrics to complete the 

Factorial Survey. For the purpose of asking the question, we make use of a 7-point Likert-scale 

(0 = not at all to 7 = very). The vignette is characterised by five different binary dimensions, the 

first of which represents a situation in which the feeling shame is being induced, while the 

remainder of the dimensions represent situations that are meant to trigger four different biases. 

The entire vignette has been illustrated in the previous chapter, however, from this point in the 

thesis, when analysing the data, the five dimensions will be known as x1-x5. By making use of 

programming in SAS, we were able to create a D-efficient sample of 16 different decks including 

8 vignettes each, providing a total of 128 observations from the Factorial Survey. As all of the 

dimensions are binary the design automatically becomes perfectly orthogonal and as a result 

hereof we were able to achieve a D-efficiency of 100. The decks are randomly distributed among 

the participants, and the data is collected using the CAPI format through the help of Qualtrics. 

After having introduced the participants to the format of the Factorial Survey and the setup in 
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Qualtrics, the questions are answered independently by the participants. In the following, the 

results from the OLS regression will be explained and examined closer for us to be able to 

answer the research question put forward in the thesis: is shame an applicable management 

tool? 

 

However, before being able to examine the results, we are going to argue for the choice of 

regression model based on the data that have been collected in the experiment - including both 

the Factorial Survey and the TOSCA. By making use of the corr command in Stata we are able to 

get a quick overview of the degree to which all the included independent variables correlate with 

each other. The results are shown in table 4 below. 
 
Table 4: Correlation between the independent variables. 

 
 

From this table it becomes clear that two of the TOSCA variables, TOSCAE (proneness to 

externalisation) and TOSCAD (proneness to detachment), correlate with a handful of the other 

independent variables, as well as each other, to an extent that is found significant enough to 

omit them from the study. In the case of TOSCAE, it correlates with age, seniority, TOSCAS and 

TOSCAD at a level of respectively 0.38, 0.25, 0.36 and 0.41. Other than correlating significantly 

with TOSCAE, TOSCAD also correlates with TOSCAG at a level of 0.66. Both TOSCAS and 

TOSCAG are kept in the model as the feelings they represent a proneness towards - shame and 

guilt - are considered significantly close to each other (see the chapter ‘Studying Shame’), why it 

is found relevant to be able to distinguish between the proneness towards the two. Furthermore, 

TOSCAS and TOSCAG only correlate at a level of 0.08, which is considered acceptable in the 

context of this study. Even though the seniority variable correlates with age at a very significant 

level (0.86) this can be considered an expected outcome, as the two numerical values arguably 

follow each other naturally. 

 

As mentioned in the ‘Methodology’ chapter we have included the TOSCA in the experiment as 

empirical evidence shows that the proneness of individuals to feeling shame, among other 
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feelings, vary at a significant level. As a result hereof, we argue that the potential interaction 

effect between the shame proneness of the participants (TOSCAS) and the situations in which 

shame is being induced (x1) should be included in the regression model. The regression is made 

by using the reg command in Stata. The interaction effect between TOSCAS and x1 is included 

by making use of the i.x1##c.TOSCAS command. Furthermore, as a result of each participant 

assessing 8 vignettes total, the vce(cluster clustvar) option is utilised and sorted by the Block 

variable - a choice that will be elaborated later in the current chapter. 

 

As a result of the abovementioned considerations regarding the independent variables, we have 

chosen the regression model shown in table 5 for further analysis. 

 
Table 5: The linear regression output of the experiment. 

 

 

8.1 Verifying the regression 

The design of the Factorial Survey method has been the primary influence in our choice to make 

use of common econometric estimation techniques for the analysis in the form of the OLS 

regression. According to Auspurg & Hinz (2015), the OLS regression provides the best linear 
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unbiased estimator as long as the necessary conditions are met. This is the primary reason why 

it is considered important to go through the relevant conditions and examine if they are being 

violated in the following sections. 

8.1.1 R-squared 

R-squared, or the coefficient of determination, is a number that statistically measures how close 

the data points are to the linear regression line. R-squared is the percentage of the response 

variable variation that is explained by the regression model (R-squared = percent of variance 

that can be explained). The R-squared value of this study is 0.11 (11%), which is considered in 

the lower end of the recommended R-squared values ranging from 0 to 1. However, three 

conditions must be taken into consideration: First, this study examines human behaviour, which 

is a field that typically has R-squared values in the lower end. Jacob Cohen argues that “As the 

behavioral scientist moves from his theoretical constructs, among which there are 

hypothetically strong relationships, to their operational realizations in measurement and 

subject manipulation, very much “noise” [...] is likely to accompany the variables.” (Cohen, 

1977:79). In regard to predicting human behaviour accurately, linear predictions can often 

simply not be considered adequate. To a large extent, for the purpose of our study, we rely on 

Cohen’s (1990) statement that “An essential ingredient in the research process is the judgment 

of the scientist. He or she must decide by how much a theoretical proposition has been 

advanced by the data, just as he or she decided what to study, what data to get, and how to get 

it.” (Cohen, 1990:1311). Second, because this study has statistically significant levels, it is 

possible for us to find relevant correlations in regard to the field of interest. Lastly, only TOSCAS 

and TOSCAG are included in the study because of their relevance to the field of interest. By also 

including TOSCAE and TOSCAD, we can find a R-squared value of 0.33 (33%), which arguably 

can be considered a more reasonable level within the scientific field of economics. Even if we 

add TOSCAE and TOSCAD to our regression, all of the significant results from the analysis 

remain robust, indicating that the variables do not influence the results, but only the R-squared 

value. However, TOSCE and TOSCAD are still left out due to their significant amount of 

correlation with many of the other variables 

8.1.2 Normal distribution 

In order to understand how the output is distributed we will examine the normal distribution of 

the output from the experiment in the following section. When using the OLS regression it is 

important to note that the model assumes a normally distributed output, which can be 

illustrated by the classic bell curve. The output can be tested for normal distribution by making 
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use of the Shapiro-Wilk W test, which is considered one of the most powerful tests for all types 

of distribution and sample sizes (Razali & Wah, 2011). By running the estat hettest command in 

Stata, the following table appears. 

 
Table 6: The Shapiro-Wilk W test in Stata. 

 
The null hypothesis of the Shapiro-Wilk W test assumes that the sample is normally distributed 

(Shapiro & Wilk, 1965). However, the Shapiro-Wilk W test shows that the significance level of the 
test is lower than the alpha level of P≤0.1, which means that the null hypothesis, assuming a normal 

distribution of the data, can be rejected. This indicates either that there are outliers in the data or 
that the sample is not big enough to achieve normality in the distribution of the dependent variable. 

For further examination of the apparent non-normal distribution of the output, an analysis of the 
levels of skewness and kurtosis is completed by applying the summarize command in Stata. By 

running the command the following table appears. 

 
Table 7: The output of the summarize Answer command in Stata. 

 
 

The test shows a skewness value of -0.08, indicating that the left part of the tail in the distribution is 
longer, or that the mass of the distribution is more concentrated on the right side of the curve. At a 

kurtosis level of 3, any distribution is considered normally distributed. However, with a kurtosis 

value of 2.17, the previous observation is extended as it indicates the presence of a light-tailed 
(platykurtic) distribution, compared to a normal distribution of af kurtosis value 3 (DeCarlo, 1997). 

Even though the idea of the dependent variable being normally distributed can be rejected, both 

of the two values are within acceptable levels (Ibid.). 
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8.1.3 Test for heteroskedasticity 

One decisive condition for the OLS regression to be verified is that of homoskedasticity, 

meaning that the variance of the error term is constant across observations - which is 

considered a preferable circumstance. When the variance of the error term is constant across 

observations, it indicates that the data with some probability includes the most essential 

variables, which serves as a verification of the regression model that is used for analysing the 

data. Heteroskedasticity can simply be defined as the absence of homoskedasticity, which would 

be cause for concern (White, 1980). To test for heteroskedasticity the Breusch-Pagan test is 

used. With this test we are able to analyse if the variance of the error term from the linear 

regression is dependent on the values of the independent variables (Breusch & Pagan, 1979). 
 
Table 8: The Breusch-Pagan test in Stata. 

 
In the test above, we are not able to reject the null hypothesis of the standard errors being 

homoskedastic. Thus, the evidence indicates that the variance of the error term is considered 

constant across observations. However, as the research method that is used for the purpose of 

this experiment - the Factorial Survey method - utilises individuals for answering several 

questions (8 in total), the assumption of independent errors will often naturally be violated 

(Moulton, 1986). However, by making use of the vce(cluster clustvar) command this issue is solved 

allowing for a valid inference by relaxing the requirement that each observation needs to be 

independent (Ibid.). This addresses the issues that could potentially occur when dealing with 

only 16 unique observations of the control variables. As a result of these considerations, and as 

explained earlier in the chapter, the vce(cluster Block) command is used in the final regression 

model. 
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8.1.4 VIF test 

By making use of the vif command in Stata it is possible for us to check for multicollinearity. The 

results from the test is shown in the following table 9. 

 
Table 9: VIF levels of the independent variables. 

 
Although no formal criteria exist, a rule of thumb is that if the VIF value of the variable is 

greater than 10 when running the test, it should be put up for reconsideration and further 

examinations (Craney & Surles, 2002). From the table above two main points of attention 

should be considered: (1) The variables x1 and x1#c.TOSCAS are both presented with a VIF 

value greater than 10. However, the reason for this inflation is due to the fact that the authors 

have purposely included the interaction effect between two independent variables, which 

naturally creates a correlation between the interaction effect and the x1 variable. As a result, this 

is not considered an issue. (2) All the bias variables (x2-x5) are equal, or near equal, to the value 

1, which understandably might catch the attention of the reader. The primary reason for these 

levels is that the biases figurate as binary dummy variables, why they will naturally appear with 

low VIF values. 

 

By making use of a relatively small amount of control variables in the regression model, the 

chance of multicollinearity is lowered significantly (Craney & Surles, 2002). The only significant 

VIF scores are the direct results of our intentional combination of two of the control variables. 

This is not considered problematic in the further analysis of the regression model. The 

remaining multicollinearity values indicate no collinearity of problematic proportions with the 

largest correlation coefficient being 4.46. 
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8.1.5 Robustness 

The final model has been thoroughly tested for robustness by keeping the interaction effect 

(i.x1##c.TOSCAS) constant while changing the other independent variables by omitting them 

and including various other interaction effects. This results in only minor changes in the P-

values of x1 and the interaction effect with TOSCAS, and both variables consistently stay at a 

level of P<0.05, which means that the correlation is considered significant and robust. 

 

Summing up, we consider the selected regression model verified to an extent that is acceptable 

for the purpose of the study. The statistically significant levels found in the study make it 

possible to indicate important findings about the phenomenon in question. These findings will 

be thoroughly analysed in the following sections. 

8.2 Analysing shame 

After having verified the regression model the primary aim of the following sections is to 

interpret the data to be able to answer the first two subquestions that we have put forward in the 

introduction of the thesis: 

 

1. Can shame be linked to increased levels of compliance? 

2. Does shame have the ability to make bounded rational Agents less bounded rational? 

 

These subquestions are relevant in the context of this study, as they help us examine closer the 

phenomenon of shame as an applicable management tool. For the purpose of answering these 

specific questions, we have used a quantitative approach to collecting data in the form of the 

abovementioned Factorial Survey and the TOSCA, which has resulted in the regression model 

shown in table 5. However, before interpreting this quantitative data, it is considered important 

to highlight what the independent variables from the vignette specifically represent in the 

situations that are described. For example, x1 does not represent shame per se, but instead: 

 

x1: represents a situation, where shame is induced. 

x2: represents a situation that appeals to the Agent’s tendency to discount hyperbolically. 

x3: represents a situation that appeals to the natural loss aversion of the Agent. 

x4: represents a situation that appeals to the opportunistic nature of the Agent. 

x5: represents a situation that appeals to the endowment effect on the Agent. 
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However, when mentioning the variables (x1-x5) in the following sections we will refer to them 

synonymously as “shame” (x1), “hyperbolic discounting” (x2), “loss aversion” (x3), “PA 

opportunism” (x4), “the endowment effect” (x5) or “the biases” (x2-x5). 

 

Furthermore, some of the important distinctions that are defined earlier in the thesis are 

considered relevant to highlight once more. First of all, compliance, in the context of this thesis, 

we define as the degree to which the agency problem, inherent in the relationship between the 

Principal and the Agent, is being accommodated. Second, when asking if shame has the ability 

to make bounded rational Agents less bounded rational, we theorise that shame works as a tool 

for debiasing the Agent in favour of the Principal, as the situations that appeal to the selected 

biases (x2-x5) are overruled to ensure more long-term and compliant behaviour. 

 

In the following sections we are first going to answer subquestion 1 by examining the results of 

x1 when taking into account the interaction effect between x1 and TOSCAS. Second, subquestion 

2 will be answered by taking a closer look at the x2-x5 variables independently as well as their 

potential interaction effect with x1. Third, the demographic data (age and seniority) will be 

analysed followed closely by an analysis of the responses to the TOSCA. Fourth, the results from 

the interviews will be examined closer in order to triangulate the findings from the quantitative 

analysis. Lastly, we will touch upon essential points regarding the boundary conditions of the 

theory that we put forward. 

8.2.1 Shame and the dependent variable 

As mentioned above, one of the central questions in the study revolves around shame and its 

potential to increase the level of compliance in the PA relationship between a GM and his 

employee. In this study we seek to test this by making use of the Factorial Survey, in which the 

participant is presented with 8 different vignettes that contain each of the abovementioned 

sentences (x1-x5) four times total (due to the D-efficient design). After having presented the 

vignettes to all 16 participants and collected the data, we are able to check the findings for a 

possible correlation between shame and compliance by, first of all, focusing on the x1 variable 

concerning a situation in which shame is induced. 

 

In the regression model that is shown in table 5, x1 reaches a significance level of P<0.05, which 

is considerably lower than what has earlier been described as the critical level (P≤0.1), and 

therefore x1 is considered significant. Furthermore, x1 has a coefficient of 1.13, which translates 

into a positive linear function in terms of the participants’ likeliness to raise the margin. As a 
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result hereof, we are able to reject the null hypothesis in favour of the alternative hypothesis and 

thus accept that shame can be linked to increased levels of compliance. 

 

Nonetheless, this result only becomes apparent when including the interaction effect between x1 

and TOSCAS (i.x1##c.TOSCAS) in the model; an effect that reaches a significance level of 

P<0.01 and therefore is also considered significant to a degree that is found satisfying for the 

purpose of the study. As a consequence, the null hypothesis is rejected in favour of the 

alternative hypothesis arguing that the shame proneness of the Agent has a significant effect on 

the degree to which shame enables increased levels of compliance. However, the development in 

the interaction effect takes the form of a rather fat parabola, which is illustrated in figure 12 

below by making use of the twoway scatter command in Stata. 

 

 
Figure 12: Scatterplot of the interaction between x1 and TOSCAS. 

 

The figure shows a parabola that opens upward, indicating that the participants who are least 

prone to feeling shame - in this case with a score of 15 (on a 11-55 scale) - are more inclined to be 

affected by the induced shame. The subsequent decline indicates that a relative increase in 

shame proneness has a negative effect on the participants’ levels of compliance as a result of 

shame being induced. However, the graph reaches a turning point, after which the increased 

shame proneness of the participants starts having a more positive effect on the level of 

compliance when shame is induced. 

 

Earlier in the thesis, we have described the construction hardware industry in general as a tough 

male-dominated business in which feelings are not necessarily put on the agenda or even 
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brought up by the salesmen when asked directly during the interviews that were conducted with 

the salesmen from Stark. In continuation of this point, we argue that the general proneness to 

feeling shame is relatively low in the industry that has been selected for the purpose of this 

study, as the full TOSCAS scale ranges from 11-55 possible points, but the participants of the 

experiment only reach a maximum level of 39. By selecting an industry that is arguably not very 

prone to be affected by feelings, we have utilised, what Busse et al. (2017) call, an exploration of 

the boundary conditions of the theory - a point that will be elaborated later in this chapter. 

Nonetheless, as a result of the abovementioned points regarding the industry, we argue that 

there is a need for more observations to include the full range of proneness to feeling shame in 

the sample, as there is a beginning tendency in the data illustrated in figure 12; a tendency that 

indicates an increase in the level of compliance when shame is induced and the participants’ 

shame proneness increase above the turning point of the graph. Furthermore, by including more 

observations in the study, we are able to balance out the effects of potential outliers, which can 

be assumed to be the cause of the high initial outcome of the interaction effect between x1 and 

TOSCAS (see figure 12).  

 

By summing up the analysis of shame and the dependent variable, we are able to answer the 

first subquestion regarding whether shame can be linked to increased levels of compliance. 

According to the analysis, the evidence indicates that the hypothesis of shame being linked to 

increased levels of compliance can be accepted, as the level of x1 is significant (P<0.05). 

However, this hypothesis can only be accepted when taking into consideration the shame 

proneness of the individual Agent, which is done by including the interaction effect between x1 

and TOSCAS in the regression; an interaction effect that reaches a significance level of P<0.01. 

 

After having provided an answer to the first subquestion, we will turn to the next, which revolves 

around the ability of shame to make bounded rational Agents less bounded rational. This 

question will be examined in the following sections by the help of the four biases that have 

previously been selected for the study. 

8.2.2 Hyperbolic discounting and shame 

The first of the biases that is going to be examined is hyperbolic discounting, which is named x2 

in the regression model illustrated in table 5. As mentioned above, x2 represents a situation that 

appeals to the Agent’s natural tendency to discount hyperbolically. We have argued that x2 is 

considered theoretically valid after having gone through the literature on the topic. However, we 

are not able to empirically validate x2, as the respondents from Stark do not agree with the 
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hyperbolic discounting tendency. Nonetheless, we argue that the theoretical strength of this 

sentence is considered sufficient due to the bounded rational (and unconscious) nature of the 

biases. 

 

When including the interaction effect between x1 - shame being induced - and x2 - appealing to 

hyperbolic discounting - in the regression model (i.x1##i.x2), the result of the interaction 

reaches a significance level of P>0.1 (see app. 8). As a result hereof, the interaction effect 

between x1 and x2 is not considered significant, as the significance level is above the value that 

has been deemed acceptable for the purpose of the study. Thus, we are not able to reject the null 

hypothesis and therefore cannot accept the hypothesis that shame is able to counteract the 

effects of hyperbolic discounting. 

 

The abovementioned hypothesis stems from our hypothesis that the presence of the x2 sentence 

should make the participant less likely to raise the margin on the order, as he is provided with 

the alternative of raising the margin on a later order that is guaranteed by the client. As 

individuals are not capable of discounting value rationally, but instead discount (quasi-

)hyperbolically, the participant should prefer raising the margin at a later point in time. 

However, in the regression model x2 reaches a significance level of P>0.1, meaning that the null 

hypothesis cannot be rejected in favour of the alternative hypothesis, as this is not considered a 

significant result. Thus, the evidence suggests that the sentence did not have the anticipated 

effect on the participants. This could potentially be explained by the lack of empirical validation, 

as the Stark salesmen did not find the sentence to have an effect on them. Although the 

empirical validation took place under more transparent conditions than the experiment itself, it 

is possible that we have overestimated the theoretical strength of the sentence. 

 

Lastly, to analyse for potential cannibalism on the effects of x2, we have tried to omit the other 

biases (x3-x5) from the regression model, while keeping x2 (and the other variables) constant. 

When omitting x3, x4 and x5, the P-value of x2 remains at a level of P>0.1 and therefore the 

evidence suggests that none of the other bias sentences cannibalise any potential influence of 

the x2 variable. 

8.2.3 Loss aversion and shame 

The second bias that we are going to examine, to answer if shame has the ability to make Agents 

less bounded rational, is loss aversion, which is known as x3 in the regression model. x3 

represents a situation that appeals to the natural loss aversion of the Agent. In the 
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‘Methodology’ chapter of the thesis, we argue that the x3 sentence is considered theoretically 

valid, as it is based on the original theories of Kahneman & Tversky’s (1979) Prospect Theory. 

Furthermore, in contrast to the previous bias, x3 is also considered empirically valid, as the far 

majority of representatives from Stark (9/10) agree that they would be affected by the 

circumstance put forward by the sentence. 

 

When examining the interaction effect between x1 and x3 - appealing to the Agent’s loss 

aversion - in the model (i.x1##i.x3), the P-value of the interaction is on a significance level of 

P>0.1 (see app. 9), which is higher than the study's critical level. As a result, the interaction 

effect between x1 and x3 is not considered significant in the context of this study. This further 

means that we are unable to reject the null hypothesis and therefore cannot accept the 

hypothesis that shame has the ability to counteract the effects of loss aversion to a significant 

degree and hereby make the bounded rational Agent less bounded rational. 

 

This hypothesis has its origin from the hypothesis that we put forward earlier when explaining 

the selected biases. We theorise that the presence of the x3 sentence would make the participant 

less likely to raise the margin on the order, as he is made aware of the risk of losing the order to 

a competitor, if he raises the margin. The rational alternative from here would be to not let the 

sentence have any effect on the final decision, but, as we have explained earlier, Kahneman & 

Tversky (1979) have found that individuals have a tendency to weight potential losses heavier 

than an equal amount of potential gains and therefore possess an inherent aversion against 

losing. Accordingly, in the regression model, x3 has a significance level of P<0.1. x3’s coefficient 

is -0.60, which translates into a negative linear function in terms of the participants’ likeliness 

to raise the margin. As a result, the null hypothesis can be rejected in favour of the alternative 

hypothesis, and therefore we accept that the sentence has the anticipated negative effect on the 

participants’ likeliness to act in compliance with the orders given by the Principal. 

 

Finally, to analyse for potential cannibalism on the effects of x3 from the other biases, we have 

omitted the biases x2, x4 and x5 from the regression model, while keeping all else constant. The 

findings show that omitting x2 and x5 results in a loss of significance, as the P-values of x3 

increase to levels of P>0.1. However, when omitting the x4 variable, x3 reaches a significance 

level of P<0.01, making it more significant than in the original model. This finding indicates that 

there could potentially be some degree of cannibalism between the variables x3 and x4. 

However, the difference does not change the fact that x3 is considered significant to a degree 

that is found satisfying for the purpose of the study. 
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8.2.4 PA opportunism and shame 

Even though PA opportunism, which is named x4 in the regression model, is not a classic bias, it 

is considered a relevant bounded rational pitfall that has to do with the assumption of the 

salesman as an opportunistic Agent, who wishes to satisfice. As mentioned earlier in this 

chapter, x4 represents a situation that appeals to the opportunistic nature of the Agent, as the 

formal power of the Principal is taken away in the situation. x4 is considered theoretically valid, 

as the sentence is anchored in the literature on the topic. However, we have not been able to 

empirically validate x4 when talking to the Stark salesmen. Nonetheless, as we argued when 

approving the valid usage of x2 (the hyperbolic discounting sentence), x4 is also considered 

theoretically strong to a sufficient degree, as the goal is to appeal to the bounded rational nature 

of the participants. 

 

By including the interaction effect between x1 and x4 - appealing to the opportunistic nature of 

the Agent - in the regression model (i.x1##i.x4), the interaction results in a significance level of 

P>0.1 (see app. 10). As a result hereof, the interaction effect between x1 and x4 is not considered 

significant, as the P-value does not fit within the alpha level that is deemed acceptable for the 

study (P≤0.1). Hence we are not able to reject the null hypothesis and therefore cannot accept 

the alternative hypothesis of shame being able to counteract the effects of PA opportunism. 

 

The hypothesis of PA opportunism comes from the idea that by inducing x4 in the experimental 

situation, the participant should be less likely to raise the margin after having received the 

command from his manager, as the salesman considers the situation risk-free, due to the 

manager having lost his formal power over him. However, when inducing x4 in the vignette the 

result is a significance level of P>0.1, why the null hypothesis cannot be rejected in favour of the 

alternative hypothesis, as this value is not considered a significant result in regard to the alpha 

level of P≤0.1. Therefore, the evidence indicates that the x4 sentence does not have the effect 

that is anticipated by us when it is presented to the participants. A possible explanation of this 

result can be the lack of empirical validation, as most of the Stark salesmen are not able to 

identify the effect during the validating interviews. This indicates that we have overestimated 

the aforementioned theoretical strength of the sentence. By looking at the lack of empirical 

validation for both x2 and x4 a pattern emerges, as none of these two variables have the effect 

that we anticipate, and therefore further research is needed in order to check if this assumption 

can be considered correct. 
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To check for potential cannibalism from the other biases on the effects of x4, several tests were 

run with the other biases (x2, x3 and x5) omitted while keeping everything else constant. When 

omitting x2, x3 and x5, the P-value of x4 remained at a relatively insignificant level of P>0.1 in 

all three cases, meaning that none of the other biases are cannibalising the x4 variable to a 

degree that we find significant in the context of the study. 

8.2.5 Endowment effect and shame 

The last of the biases that will be examined is the endowment effect, which is known as x5 in the 

regression model. x5 more specifically represents a situation that appeals to the endowment 

effect on the Agent, meaning that the salesmen are assumed to ascribe more value to a specific 

permission that has been given earlier to sell with a low margin. After having reviewed the 

theoretical literature on this particular bias we have come up with a sentence that is considered 

theoretically valid. Furthermore, parallel to the loss aversion bias, x5 is considered empirically 

valid, as the majority of the Stark salesmen agree that they would act as we have anticipated 

when examining the bias. 

 

When analysing the interaction effect between x1 and x5 - appealing to the endowment effect on 

the Agent - in the regression model (i.x1##i.x5), the P-value of this interaction reaches a 

significance level of P>0.1 (see app. 11), which is not considered significant in connection to the 

alpha level of the study. This means that the interaction effect between x1 and x5 is not 

considered significant and we are unable to reject the null hypothesis. Therefore, the alternative 

hypothesis, claiming that shame has the ability to debias the endowment effect presented in the 

experiment, cannot be accepted. 

 

The abovementioned hypothesis concerning the endowment effect originates from the 

theoretical contributions that are examined earlier in the thesis. We put forward the idea that 

the presence of the x5 sentence would make the participant less likely to raise the profit margin 

on the most recent order, as the manager has previously provided him with the permission to 

sell with a lower profit margin to this specific client. As a result hereof, in theory, the salesman 

should consider this previous permission as more valuable to him than the new order he has 

been given, why he will be reluctant to give it up. As already mentioned, this effect is confirmed 

as being valid by the salesmen from Stark, and correspondingly it does have the effect that we 

have anticipated, as x5 reaches a P-value of P<0.1, which can be considered significant in the 

context of this study. The coefficient of x5 is -0.48, which is illustrated by a negative linear 

function representing a decline in the participants’ likeliness to raise the margin, when x5 is 
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present in the vignette. As a result hereof, the null hypothesis can be rejected in favour of 

accepting the alternative hypothesis of the endowment effect having a negative influence on the 

Agents’ likeliness to raise the margin and thus act in compliance with the order of the manager. 

 

Lastly, to analyse for cases of cannibalism on the effects of x5, the biases x2, x3 and x4 have been 

alternately omitted from the regression model, while all the other variables have been kept 

constant. The findings show that omitting x2 and x3 alternately results in a loss of significance, 

especially the latter, as the P-values of x5 increase to significance levels of P>0.1. Another 

change occurs when we omit x2 and x4 at the same time, which results in x5 having a P-value of 

P<0.1 and a steeper coefficient of -0.94. Nonetheless, this difference does not change the fact 

that x5 is considered significant, and no significant cases of cannibalism have been identified in 

the process. 

8.2.6 Summing up the biases 

As a result of analysing the variables x2-x5 that are supposed to appeal to the four previously 

selected biases, as well as their potential interaction effects with x1, we are able to answer the 

second subquestion regarding the ability of shame to make bounded rational Agents less 

bounded rational when making decisions on behalf of the organisation. The evidence indicates 

that only two of the four selected biases can be considered useful in terms of their anticipated 

negative effect on the participants’ likeliness to raise the profit margin. As a result hereof, only 

loss aversion and the endowment effect will be taken into consideration when deducing if shame 

has the ability to counteract the effect of these biases and thus make the bounded rational Agent 

less bounded rational. The findings show that neither the interaction effect between shame and 

loss aversion (i.x1##i.x3), nor the effect between shame and the endowment effect (i.x1##i.x5), 

reaches a level that is considered significant enough to accept the alternative hypothesis. 

Therefore, the results do not indicate that shame has the ability to make bounded rational 

Agents less bounded rational when making decisions on behalf of the organisation. 

8.2.7 Demographic output 

Following the above analysis of the answers regarding shame and its influence as a potential tool 

for debiasing the Agent, it is found relevant to look closer at the participants of the experiment 

and their demographics in terms of analysing the possible correlations in the regression model 

that we have chosen earlier (see table 5). Auspurg & Hinz state that “The effects of vignette 

variables represent a shared social understanding of how the vignettes’ dimensions affect the 

respondents’ judgments, whereas the effects of the respondents’ variables and cross-level 
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interactions indicate subgroup differences among the respondents.” (Auspurg & Hinz, 

2015:91). While the vignette variables have been thoroughly analysed above, the respondents’ 

variables (age, seniority and participant proneness) are yet to be put into context and analysed - 

this is the goal of the following sections. 

 

As we have explained in the ‘Methodology’ chapter, the distribution of both age and seniority 

among the participants is considered significantly spread and therefore representable, as age 

ranges from 24 to 62 years old, with every five-year interval in between being represented, and 

seniority ranges from 3 to 45 years of experience from the construction hardware industry, 

which includes previous employments in other organisations than XL Byg, who is the primary 

collaborator in the context of this experiment (see figure 11). From the regression model in table 

5 it becomes clear that we are not able to find a significant correlation between the dependent 

variable and the respondent variables age or seniority, as they both have P-values of P>0.1, 

which is above the critical level of significance. However, when taking into consideration the 

interaction effect between TOSCAS and age (c.TOSCAS##c.Age), the interaction effect reaches a 

significance level of P<0.1 (see app. 12), which is considered significant in the context of the 

study. As a result hereof, we accept that there is a correlation between the age and the shame 

proneness of the Agent when making decisions on behalf of the Principal. Furthermore, when 

including this interaction effect, the age variable itself has reached a significance level of P<0.1. 

With a coefficient of -0.25 the evidence indicates that an increase in the age of the participant 

decreases the likeliness of the participant to act in compliance with the Principal - but only when 

taking into consideration the shame proneness of the participant. While including this 

interaction effect in the regression, the original regression model is held constant, and the 

results from the earlier analyses are still significant, lending to the earlier point that the model is 

considered robust. 

 

However, in general we will argue that there is a need for more observations if we are to find 

significant correlations between the participant demographics and the phenomenon that is 

being examined, as the number of observations (n) in terms of the respondents’ variables is only 

16 in the study. 

8.2.7.1 TOSCA responses 

When introducing the TOSCA in this thesis, Tangney (1990) is cited for stating that “Everyone 

has experienced shame and guilt at various points in day-to-day life, that is, we each have the 

capacity to experience both emotions.” (Tangney, 1990:103). This statement constitutes one of 

the main reasons for including the test in the study; to check for the proneness among the 
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participants of the experiment and see if it correlates with the outcome or any of the other 

variables to a significant extent. As we explain in the introduction to the analysis, when 

determining the final regression model, two of the TOSCA factors, TOSCAE and TOSCAD, are 

excluded from the analysis as they correlate with several of the other independent variables, as 

well as each other, to a degree that is considered significant enough to omit them from the 

study. As a result hereof, only the shame and the guilt proneness of the participants (TOSCAS 

and TOSCAG) will be examined in the context of the study, which is the primary aim of the 

following sections. 

 

First of all, when looking at the answers of the TOSCAS and the TOSCAG, it becomes apparent 

that the participants are far more prone to feeling guilt than they are to feeling shame. In 

appendix 13a-d the frequency, mean and percentiles of the answers to both of the proneness 

scales are laid out by making use of the tab and summarize commands in Stata. This 

information clearly indicates a higher general proneness towards guilt, compared to shame 

proneness, among the salesmen who participated in the experiment, as the mean of the 

TOSCAG answers is 43.2, while the TOSCAS mean is only 25.5, on a scale that ranges from 11 to 

55. This arguably speaks to the point that is made earlier about the employees of the industry 

being less prone to feeling shame, although other feelings, such as guilt, could still have a high 

impact on the Agents of XL Byg. 

 

However, it is not the primary purpose of this study to delineate the effects of guilt, as the 

phenomenon that we examine in this experiment revolves around shame’s potential as an 

applicable management tool. In the regression model TOSCAG has a P-value of P>0.1, which is 

not considered significant and therefore we are not able to accept the idea of guilt proneness 

being correlated with the participants’ likeliness to raise the profit margin. While the interaction 

effect between x1 and TOSCAS was previously found to be significant, the standalone effect of 

TOSCAS is not considered significant, as its P-value is on a level of 0.485, which is not within 

the critical level (P≤0.1). 

8.2.8 Results from the interviews 

In this section the results from the interviews will be examined closer in order to triangulate the 

findings from the quantitative analysis. Therefore our goal with the qualitative interviews is not 

to reveal any new findings but rather to question and expand and support the results that are 

provided by the quantitative parts of the study. Lastly, we wish to answer the third subquestion 

that is put forward in the introduction of the thesis: 
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3. What are the possible side effects of using shame as a management tool? 

 

As the 16 participants from XL Byg have been promised full anonymity throughout the study, 

they have instead been randomly provided with the IDs “XL1-16”, which are referred to when 

examining the interviews in the following sections. 

 

Earlier in the analysis, we have found a significant P-value (P<0.05) when investigating the 

correlation between shame and compliance, and therefore the evidence indicates that shame can 

be linked to increased levels of compliance. Nonetheless, when we tried to empirically validate 

the shame sentence (x1) together with the Stark salesmen, they were not able to recognise the 

feeling. This pattern reproduces itself when the salesmen, who are participants in the 

experiment, are interviewed. The majority of the 16 participants do not recognise that the feeling 

shame should have any influence on their behaviour, exemplified by one participant who 

comments that “I have been in the market for many years now and have never really felt 

ashamed in any way.” (XL4). The few who actually recognise that they have been influenced by 

shame in their work-life primarily recall an experience from an earlier workplace instead of the 

one where they are currently employed. One participant provides an example in which he 

explains that “... it may be a situation where you have gotten an earful while others were 

listening to it. It may be that you have done something wrong with a customer; something that 

you had not done wrong in your own opinion.” (XL10), to which the interviewer asks “What 

has this done to you subsequently?”. The participant responds that “Then I have made a new 

decision based on it, and twice I have resigned my position [...] not if it has happened once, but 

if it has repeatedly taken place. It affects you.” (XL10). 

 

In the statement above, made by one of the participating salesmen, he clearly recalls a situation 

where he has been ashamed and changed his behaviour as a reaction to this. The participant 

even recognises the long-term effect that shame has had on him, as he chose to resign his 

position due to the negative feelings that evolved as a result of the manager’s constant use of 

shame as a tool. A second participant provides us with another example of recognising shame “... 

if someone has done a bad job, as in the vignette sentences, and is being criticised [...] I do not 

like that the GM does it in front of others. It should be done in the GM’s office.” (XL1). When 

further asked if the participant remembers any specific situations where shame has been 

involved, he responds that “... I believe that I would feel it [Ed. shame] if there was something 

he [Ed. the manager] was dissatisfied with. If I had a manager who was dissatisfied with 

something I had done wrong in his eyes, I would probably be affected by it in the beginning 
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and feel some sort of shame - yes.” (XL1). The participant is considered very aware of the feeling 

shame, as he explains how he would most likely be affected by simply imagining his manager 

being ashamed of him. This speaks to the early observations by Smith (1759), who states exactly 

that the mere anticipation can be enough for individuals to alter their conduct. 

 

However, as already mentioned during the interviews, the majority of the participants fail to 

recognise situations in which they have been affected by shame specifically. As a result, the 

process of shame having an effect on the participant can be considered unconscious, meaning 

that the participants are not necessarily aware of the process that is taking place and the feelings 

they are affected by. This result is derived from the experiment in which the quantitative 

evidence indicates that shame does have an effect. 

 

In continuation of the interviews, we argue that this assumption makes sense. To understand 

the assumption it is relevant to examine the way the interview is structured. It is built up in two 

general levels (see app. 6), the first of which consists of a question concerning the possible effect 

of negative feelings in general. To this question the majority of the participants have answered 

that they believe they have been affected by negative feelings at some point in time. The second 

level of the interview is concerned with the more specific feeling of shame, and whether the 

participants think it has any effect on them. To this question the majority of the participants 

emphasise that they are not affected by shame in their current workplace, although a few of 

them are able to recall previous events. As a result of these qualitative findings, we argue that 

the participants are well aware that feelings in general can have an effect on their behaviour, and 

furthermore, they are able to distinguish between negative and positive feelings. However, the 

interviews indicate that the participants are not aware of the effect that specific feelings have on 

their behaviour as they (understandably) find it hard to differentiate between the various 

feelings. Accordingly, one participant states the following, when asked if he thinks he is affected 

by shame: “I have not noticed it, but unconsciously it is very possible that I have been 

influenced by it.” (XL3). The significant correlation between shame and compliance, found 

through the help of the quantitative experiment, indicates that the participants of the 

experiment are indeed affected by shame, which is represented by the shame sentence in the 

vignette. As the participants, when asked in the interviews, do not recognise this significant 

influence, it indicates that the influence of shame takes place at an unconscious level; in the 

moral sentiments of the participant. 

 

Another observation we have made during the interviews is that the participants, who recognise 

the feeling of shame, have linked the experience to an earlier and more juvenile period of their 
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life. This is illustrated by one of the participants, who comment that “When I was younger, I 

could disappoint some people or get into trouble which would make me feel ashamed, but after 

I have grown up [...] there's nothing.” (XL5). When examining the demographics we find a 

significant correlation between the proneness to feeling shame and the age of the participant 

(P<0.1), meaning that this assumption of the salesmen can be considered correct to a significant 

degree. However, the relatively small scale of this study should be taken into consideration, as it 

does not include a sample large enough to run valid tests on the correlation between control 

variables such as Age and TOSCAS. Even though the Factorial Survey method allows for 128 

unique observations when it comes to the vignette variables, the participant variables are 

limited to the number of participants, in our case being a total of 16. 

 

In connection with our third subquestion regarding the possible side effects of using shame as a 

compliance tool, the interviews provide useful supporting explanations to the arguments that 

have been found in the existing literature. In general the participants, regardless of whether they 

have experienced shame in their current work or not, identify shame as an inherent negative 

management tool. One participant comments that “It has a negative impact on me, but I may 

also have had a bad upbringing, which makes me feel ashamed a lot.” (XL13). However, only a 

few elaborate on, what they consider, the negative effects of shame. Two of the participants 

explain the effects as “... a lack of recognition, demotivation, lack of cooperation, lack of 

openness...” (XL16) and “It makes you become much more careful...” (XL13). These side effects 

fit well with the descriptions from the general literature as well as our definition of shame. 

 
To sum up, in order to triangulate our quantitative findings by the help of the interviews, three 

outcomes can be derived: (1) Even though the quantitative results show a correlation between 

shame and compliance, the participants do not recognise the feeling of being shamed in their 

workplace. Nonetheless, the majority of the participants do recognise that they are potentially 

affected by negative feelings in general, indicating that the influence of shame is taking place at 

an unconscious level. (2) The majority of the participants emphasise the assumption of a 

potential correlation between the age and the shame proneness of the individual. We have 

examined this assumption quantitatively in the analysis of demographics, and the evidence 

indicates that there is a significant correlation between the shame proneness and the age of the 

participants in the experiment. (3) When it comes to the potential side effects of utilising shame 

as a tool for compliance, the findings indicate that the participants point in the direction of the 

same negative effects as we have uncovered in the literature review. As a result, although shame 

does have the potential to increase compliance when managing employees, it can also have less 
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constructive consequences in the long run such as feelings of worthlessness, inferiority and a 

negative global image of the self. 

8.2.9 Boundary conditions 

As briefly introduced in the analysis of shame and the dependent variable, we will touch upon 

essential points regarding the boundary conditions (BC) that are found relevant to examine. 

While BC sound a lot like ordinary limitations they are far from the same, as limitations refer to 

the methods used and the study in general, while BC relate to the specific theory that is put 

forward (Busse et al., 2017). In the context of this study, we consider an inclusion of BC relevant 

as a direct result of the empirical evidence that has been presented in the analysis. In this case, 

the theory is defined as: Shame perceived by moral sentiments has the ability to increase 

organisational compliance. 

 

Busse et al. (2017) note that “Scholars broadly agree that BC should be established.” (Busse et 

al., 2017:575), thus solidifying the relevance of investigating BC in the case of the current study 

as well. Due to the vibrant and dynamic nature of BC, it is considered impossible to fully cover 

every existing condition (Ibid.). As a result hereof, they further argue that “We can [...] define 

the process of exploring BC as an effort directed at making BC more certain. We refer to this 

procedural perspective as the dynamic perspective on BC.” (Ibid.:583). Accordingly, it is the 

aim of the following sections to make the BC of our theory increasingly certain. Even though the 

examination of the BC is somewhat separated from the rest of the thesis and only mentioned 

specifically in the analysis, it is considered highly intertwined with the development of the 

theory and the process that has taken place throughout the period of developing and completing 

the study (Ibid.). 

 

David Whetten argues that “Sensitivity to context is especially important for theories based on 

experience.” (Whetten, 1989:492). Although the Factorial Survey method allows us to bypass the 

need for participants to recall earlier events, because it provides them with hypothetical 

examples instead, it is still relevant to take into consideration the contextual factors that could 

potentially have an impact on the outcome of the study. As an example of what could make up 

these “contextual factors”, Whetten (1989) comments that “... theorists should be encouraged to 

think about whether their theoretical effects vary over time, either because other time-

dependent variables are theoretically important or because the theoretical effect is unstable for 

some reason.” (Ibid.:492). At this point in the thesis we have argued a number of times that the 

salesmen from the industry are considered tough and generally less likely to be influenced by 
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feelings. This has been reflected in the conversations that we have had with senior members of 

the collaborating organisations and later confirmed by the participants’ response to the TOSCAS 

scale that only reaches a maximum of 39 (out of 55). In continuation of this, we argue that the 

Danish industries make up the primary context-delineating variable in this study (Busse et al., 

2017). By selecting the construction hardware industry as the base for the study, given the 

abovementioned points regarding this industry, we have arguably made use of an outside-in 

exploration of the abovementioned theory’s BC (Ibid.:583), as we have sought to test the theory 

in a context that is believed to not be affected by shame, and feelings in general. However, the 

analysis in the previous sections have indicated that this is not the case, which means that the 

theory, with industries as the context-delineating variable, can be considered strong in terms of 

generalisability, as Whetten argues that “These temporal and contextual factors set the 

boundaries of generalizability, and as such constitute the range of the theory.” (Whetten, 

1989:492). 

 

Nonetheless, the industry is only one of many potential context-delineating variables that 

should be considered when seeking to clarify the natural boundaries of the theory that is put 

forward. Even though it is impossible to lay out all BC in one thesis, “... clearly there is value in 

conducting some simple mental tests of the generalizability of core propositions.” (Whetten, 

1989:492). In accordance with this point, one of the senior members from Johannes Fog 

comments that shame could potentially have much less of an effect on the generations to come, 

as they are considered increasingly independent and “allergic” to hierarchies (from informal 

conversations with Johannes Fog). This arguably makes up another potentially interesting 

context-delineating variable, as time (and generational shifts) could have an influence on the 

outcome of the experiment that has been conducted in the study. As we explain above, the 

youngest participant is 24 years old. In order to expand the theory we consider it relevant to 

conduct the same experiment with a group of random young individuals in the age of 18-24. 

 

Lastly, in this study only shame is being examined as a potential tool for moral governance. The 

primary reason for this is found in the ‘Studying Shame’ chapter, in which it is explained that we 

acknowledge the significant difference between the various feelings and therefore choose shame 

as the main focal point throughout. If more feelings are included in the same study, the risk of 

distorting the results will be significantly higher (Ketelaar & Au, 2003). As a result hereof, this 

study has far from covered every aspect of the abovementioned theory, as it has only been 

proven acceptable when it comes to the feeling shame; not alternative feelings such as guilt and 

embarrassment. 
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All of these thoughts on BC are considered relevant in the context of the study, as we consider it 

important to delineate the boundaries of the theory that is put forward in order to increase 

transparency and facilitate any future research on the topic. In our case the hypothesis can be 

partially accepted, but only when tested on a sample of salesmen aged 24-62 working with 

business accounts in the construction hardware sector. 

8.3 The results of the analysis 

At this point in the thesis we have answered the subquestions put forward in order to examine 

the phenomenon of shame as an applicable tool for management. These specific subquestions 

are considered relevant as they touch upon essential points regarding the managerial 

responsibilities of the organisational Principal, who is in charge of monitoring and motivating 

the Agent and make sure his interests and actions are aligned with those anticipated by the 

organisation. However, often the (metaphorical) contract is not considered sufficient when 

dealing with highly autonomous Agents, who have to adapt to uncertain circumstances; as 

Simon (1991) argues, it can become a question of affecting the thought processes and decision 

premises of the Agent instead. This arguably motivates leaders and managers to make use of 

increasingly creative and implicit interventions that instead appeal to the moral sentiments of 

the individual Agent. If this turns out to have a measurable effect on the Agent’s level of 

compliance, we are able to confirm that this form of intervention - making use of shame - can be 

considered an applicable management tool. 

 

In the analysis of shame and the dependent variable the findings show a significant positive 

correlation between x1 and the dependent variable (P<0.05), but only when taking into 

consideration the interaction effect between x1 and TOSCAS, which is also found significant 

(P<0.01). As a result hereof, the answer to the first subquestion is that shame can be linked to 

increased levels of compliance, however, the increase varies depending on the shame proneness 

of the individual Agent. 

 

When analysing the biases (x2-x5), the evidence indicates that only two out of the four selected 

biases have the anticipated effect on the participant (loss aversion and the endowment effect), as 

these two variables show significant correlations with the dependent variable (P<0.1). However, 

none of them are found significant when it comes to the potential interaction effect with shame 

(x1), as their P-values are above the critical level (P≤0.1). As a result hereof, we are able to 

answer the second subquestion, as the results reveal that shame does not have the ability to 

make bounded rational Agents less bounded rational. However, these results should be 
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considered in the context put forward by the study and therefore within the natural BC of the 

theory.  

 

When taking a closer look at the qualitative interviews and comparing these results with the 

quantitative findings, it becomes apparent that the majority of the participants do not recognise 

that they can be affected by the feeling shame in their workplace. However, they are able to 

recognise the potential influence of negative feelings in general. This evidence indicates that the 

influence of shame is taking place at an unconscious level. In regard to the third sub-question, 

concerning the potential side effects of using shame as a tool for compliance, the findings from 

the qualitative part of the study indicate that the participants recognise the same negative effects 

of shame that we uncovered when reviewing the literature on the topic. As a result, although 

shame does have the potential to increase compliance when managing employees, it also has 

less constructive consequences in the long run such as feelings of worthlessness, inferiority and 

a negative global image of the self. 

8.4 Moral sentiments in organisations 

“How selfish soever man may be supposed, there are evidently some principles in his nature, 

which interest him in the fortune of others, and render their happiness necessary to him, 

though he derives nothing from it except the pleasure of seeing it.” (Smith, 1759:13). Smith 

portrays the characteristics of sentiments as constituting a possible moral governance structure 

inherent in the mindset of the individual; a structure he largely considers “... sufficient for the 

harmony of society” (Ibid.:28). As we have mentioned earlier in the thesis, we seek to lend 

credibility to Smith’s arguments, albeit on an organisational level, by examining if it is possible 

to find a connection between shame perceived by moral sentiments and the compliance of the 

organisational Agent. As we explained in the introduction of the thesis, Smith (1759) argues, 

that the anticipation of the feeling can be enough to correct the conduct of the Agent. In this 

study, the participants are exposed to felt shame that is being directly induced from the outside, 

arguably making the effect of the feeling significantly stronger than the mere anticipation. The 

evidence from the analysis indicates that there is a significant correlation between shame and 

the compliance of the Agent. As a result, notwithstanding the fact that shame can have negative 

consequences for the individual, we argue that shame perceived by moral sentiments plays a 

significant part in keeping the organisation in balance. We further argue that the compliant 

behaviour of the Agent, following the inducement of shame, can be considered a rational act, as 

the Agent is ultimately acting in his own self-interest while naturally being affected by his moral 

sentiments; sentiments that are shaped by the sympathy of the Agent (Ibid.). 
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9 Implications for Practitioners 
In continuation of the analysis we will take a closer look at some of the implications that the 

findings have for practitioners. In this case the practitioners are considered leaders and 

managers who are in charge of managing employees; or the GM from the opening story of the 

thesis. In the following sections the two main implications will be pointed out in the context of 

the study’s findings. First, the importance of the practitioners’ unbiased awareness of the effects 

of shame will be described and examined, and second, the possibilities of making use of 

alternative feelings will be explained. 

9.1 The shame heuristic 

On the organisational level we question if the findings of the analysis reveal a tendency that can 

be considered constructive for the organisation in the longer run. The analysis indicates that 

shame can have a positive effect on the compliance of the Agent, which is in the interest of the 

Principal. As a result, we argue that the practitioner’s incentive to make use of such methods will 

only grow stronger, as he or she is exposed to the potential positive outcome. This is primarily 

due to the bounded rational nature of humans - including leaders and managers - who make use 

of heuristics, or rules of thumb, when faced with situations that require fast decision making or 

intervening. The mental processes that are computing all of these input often take place 

unconsciously (cf. the nature of system 1), which means that the practitioner can have all the 

best intentions but still fall victim to his or hers intuitive experience - a circumstance that is 

illustrated by the opening case of the thesis concerning the GM who publicly scolds a 

subordinate. However, even though heuristics can often lead to biases and mistakes in general, 

it is considered a double-edged sword. As Marewski et al. (2010) explain, heuristics are not 

inherently negative, as they allow for decisions to be made using minimal cognitive effort. 

Therefore it is not a question of getting rid of management heuristics altogether as much as a 

question of being aware of the heuristics that have proven to be negative in the longer run or 

finding alternative ones. 

 

Earlier in the thesis we define shame as An unpleasant feeling that is associated with feelings of 

withdrawal, worthlessness, inferiority and a global image of the self as being a bad person, 

and the literature generally agrees that shame has a negative effect on the individual in the long 

run. Tangney (1990) argues that “Although moderate levels of guilt and shame may have [...] 

adaptive functions in the healthy individual, there is reason to suspect that more extreme 

patterns of self-conscious affect may result in psychopathological features.” (Tangney, 
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1990:103). She goes on to comment that “”Bypassed" or repressed tendencies toward shame 

and guilt have been theoretically linked to sociopathic and antisocial patterns of behavior.” 

(Ibid.:103). As presented in the qualitative analysis, this outcome resonates with the 

participants, some of whom comment that the continuous presence of such shame tendencies 

would definitely have a negative personal effect on them. 

 

When taking into consideration these potential repercussions of utilising shame as a 

management tool, we advise practitioners to be aware of the potential negative influence they 

have on their employees. We consider it relatively easy to fall victim to the heuristics when faced 

with making a decision while being under the influence of cognitive constraints - especially 

when the heuristics ultimately get the job done. We consider it the responsibility of the 

individual practitioner to identify the good from the bad heuristics by running the decision 

through their system 2 - the more reflective part of the brain - once in a while. If the GM from 

the opening case sincerely wants to make sure that it does not happen again, we argue that there 

are three basic steps to go through. First of all, the GM needs to be aware of and acknowledge 

what has happened and recognise the repercussions that could potentially follow in terms of the 

mental health of the employees and the general social climate in the department. Second, the 

GM needs to learn why it happened in order to better make sense of the situation and his own 

role in the outcome. This study potentially plays a big part in being able to explain the why of 

the GM’s actions, as the findings delineate the constructive use of shame - an inherent negative 

feeling - as a potential tool for compliance. It is the GM’s job to ensure that the goals of the 

Agent are aligned with those of the organisation, and as a result, the GM is naturally susceptible 

to the influence of heuristics that speak in favour of this alignment. Third, only by recognising 

what has happened and why it happened, the GM has the possibility of recognising future cues 

and being able to figure out how he can circumvent these natural urges. However, according to 

Hal Arkes (1991), it would not be enough to simply make the GM aware of the shame heuristic 

and its potential consequences, as “It would be difficult for subjects to abort a cognitive process 

that occurs outside of their awareness.” (Arkes, 1991:493). Instead, Arkes suggests making use 

of a so-called “consider the opposite” strategy or simply cuing the opposite wanted behaviour 

(Ibid.). 

 

We find it important to emphasise that these heuristics are indeed natural urges; inherent 

consequences of the bounded rational nature of being human. Even though it is easy to conclude 

that emotions are for the weak, and we should strive for perfect rationality, Creed et al. argue 

that “... emotions are what make us human beings, distinguishing us both from machines, 

which can be designed for impersonal calculation, and from stylized notions of rational actors, 
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whose theoretical instrumentality shows a machine-like penchant for it. To experience emotion 

is to live in the world.” (Creed et al., 2014:279). As we have argued several times, the 

construction hardware industry, and its employees in general, is considered tough-skinned. 

However, this only amplifies Creed et al.’s point, as the findings reveal that feelings still have a 

significant influence. We argue for an increased awareness of the feeling shame and its potential 

unconscious usage. We encourage practitioners to proactively take responsibility and work 

towards alternative strategies, such as the abovementioned, when managing employees. 

9.2 An alternative to shame 

In the ‘Studying Shame’ chapter, we emphasise the importance of being able to distinguish 

between the feeling of shame and guilt. The latter is defined as the individual’s negative self-

evaluations of more specific behaviours or actions, thus applying to the isolated situation 

instead of the global persona. Disregarding the effectiveness of shame as a tool for compliance, 

according to certain pieces of literature, practitioners should look into diverting the use of 

shame into making use of guilt instead. Guilt has been empirically proven to be significantly 

more constructive and less damaging to the individual in the long run (Tangney, 1990; Bohns & 

Flynn, 2013). Accordingly, Bohns & Flynn (2013) explain that guilt “... tends to inspire more 

constructive actions [Ed. than shame], such as engagement, apologizing, and reparation.” 

(Bohns & Flynn, 2013:1157). They further argue that the organisation - and therefore the 

practitioner - plays an important part in influencing and shaping the emotional reaction of the 

employee when it comes to situations of poor performance. In order to do this, they emphasise 

three specific organisational attributes that the practitioner should strive for: (1) high autonomy, 

(2) specific feedback and (3) outcome interdependence (Bohns & Flynn, 2013:1164). However, 

we argue that the ability to recognise and accommodate the feelings of the employees goes 

beyond what can be demanded from a manager. Due to the complex nature of feelings and their 

(varying) involvement in the decision making process - exemplified by the variations in the 

shame proneness of the participants - we do not recommend practitioners to actively make use 

of alternative feelings when managing employees. 

10 Implications for Future Research 
After having reviewed some of the more practical implications for the practitioners in the field, it 

is time to make a recap of the study in terms of its boundaries and the questions that have been 

raised as a result of the findings; questions that provide the grounds for further research on the 

phenomenon. First, in continuation of the above analysis of the variables x2-x5, we will argue 
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for further studies into the effect of shame as a tool for debiasing the Agent. Second, we will 

explain how the study can be strengthened by the help of more observations. Third, alternative 

contexts of analysis will be examined in order to point out, where this study is lacking breadth. 

10.1 Disseminating unsuccessful studies 

In the above completed analysis we are not able to accept the alternative hypothesis in terms of 

shame being able to debias the Agent, as none of the interaction effects between shame and the 

biases are found significant. However, out of the four biases that are included in the experiment, 

only two of had the anticipated effect on the participants. As a result, we do not consider the 

hypothesis falsified to a degree that can be deemed final and instead argue that there is a need 

for further research into the topic of shame’s debiasing influence. We find it important to 

emphasise the parts of the study that did not go as planned in order to make the process as 

transparent as possible and facilitate any future research on the phenomenon of shame as a tool 

for management. Accordingly, Leary (2001) explains how “Many scientists have expressed the 

need for the dissemination of information about unsuccessful studies.” (Leary, 2001:22) 

primarily in order prevent the unnecessary retesting of theories that have already been 

disconfirmed. We argue that there is room for improvement when it comes to the design of the 

sentences in this study, as two of the selected biases (x2 and x4) did not have the anticipated 

effect. As explained earlier in the thesis, we were not able to empirically validate these two 

biases when going through the sentences with the salesmen from Stark, and therefore it is found 

relevant to revisit some of the comments that were connected with the biases. 

 

In regard to the first bias, hyperbolic discounting, the majority of the Stark salesmen 

commented that they would not raise the prices unless something happened in the market 

(Stark1; Stark2; Stark4). This was primarily due to the fact that the sentence revolved around 

the same client wanting to buy the same amount of goods the following month - the salesmen 

were certain that the client would complain. Albeit having argued for the unconscious influence 

of the bias, in continuation of these points, we recognise the potential for improvement to the 

study by changing the x2 sentence. Instead of claiming that the same client wants to come back 

for more goods next month, the sentence could include that a different client was going to need 

the same goods in the near future. 

 

When asked about the second bias, PA opportunism, the salesmen responded that the 

circumstances described by the sentence would not have an effect on them (Stark1; Stark3; 

Stark10). This was confirmed in the experiment, as the x4 variable did not have a significant 
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effect on the participants, and therefore we also recognise the need for improvement through 

changing this sentence. The sentence would have to appeal to the opportunistic behaviour of the 

Agent to a larger degree than in the current design of the experiment. An alternative sentence 

could claim that the participant is guaranteed that his boss will never find out, if he does not 

raise the profit margin on the order in question. As a result, the influence of the Principal is 

completely removed from the situation and the Agent is free to act as he pleases. 

 

However, both of the abovementioned alternatives should only be considered suggestions put 

forward by us when taking into consideration the comments of the Stark salesmen. The most 

important point for future research is to learn from the non-findings of this study in order to 

improve upon the design of future studies. 

10.2 More observations 

The second point of attention, when contemplating ideas for future research, is the potential 

influence of increasing the amount of observations. In this study 16 participants have completed 

the vignette experiment by answering 8 vignettes each, which has resulted in 128 observations 

total (n=128). However, there is a need for more observations if we wish to find significant 

correlations between the participants’ variables and the phenomenon that is being examined, as 

the number of observations (n) in terms of the participants’ variables only make up 16 unique 

observations in this study, as each participant - and therefore 8 responses - can only have one 

score on each demographic. 

 

Furthermore, as explained earlier in the analysis, the highest TOSCAS observation is relatively 

low (39 on a scale from 11-55), which can be considered an indicator of the assumed toughness 

of the industry in general. As a result, we hypothesise that the slope will continue its path 

upward if more TOSCAS observations are included in the study (see figure 12). In order to fulfill 

this expansion of the study, future researchers can choose to include companies from other 

industries that are considered more prone to feeling shame - a possibility that is elaborated 

more thoroughly in the upcoming sections regarding alternative contexts. As an alternative, 

future retestings of our experiment could include random participants. Nonetheless, we argue 

that more observations are needed to reveal the full influence of the Agents’ proneness to feeling 

shame. 

 

Lastly, by including more observations in the study, future researchers will be able to balance 

out the effects of potential outliers, which is assumed to be the primary cause of the high initial 
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outcome of the interaction effect between x1 and TOSCAS. We do not have a theoretical 

explanation for this outcome, and therefore we hypothesise that the effect would be canceled out 

by including more observations. In general we argue that it is always a good idea to include 

more observations, if the resources of the study allow for it to happen. In the case of this study 

we have been limited due to a fixed deadline as well as a small budget. The Factorial Survey 

method has served as a good alleviation in terms of collecting an amount of data that allows for 

uncovering findings that can have significance for both practitioners and future research, while 

requiring only a minimum of resources to be deployed (Auspurg & Hinz, 2015). 

10.3 Context-delineating variables 

The third implication for future research revolves around the boundary conditions that are 

examined in the final stage of the analysis. We argue that three different context-delineating 

variables are worth taking into consideration when examining the study’s theoretical 

boundaries. First of all, the industrial context makes up the primary delineating variable as the 

proclaimed emotional toughness of the construction hardware industry serves as an argument 

for the outside-in exploration of the theory in question. Furthermore, a senior member of 

Johannes Fog points in the direction of time - exemplified by the next generation - as 

constituting another potential context-delineating variable, because the senior member assumes 

that future generations will be more independent and “allergic” to hierarchical influence. The 

last example of a context-delineating variable is the feeling shame itself, as this study is limited 

to studying the influence of this feeling only. Whetten (1989) advocates for the importance of 

including these thoughts, as he asserts that “Although it is important for theorists to be 

sensitive to context, the Who, Where, and When of a theory are typically discovered through 

subsequent tests of the initial, rudimentary theoretical statement (What, How, Why).” 

(Whetten, 1989:492). As a result, we promote the idea of future studies taking part in the 

clarification of the theory’s boundary constraints. 

 

Whetten further explains that “In the absence of this breadth of experimental evidence, we 

must be realistic regarding the extent of a theorist's foreknowledge of all the possible 

limitations on a theory's applicability.” (Whetten, 1989:492), referring to the potential lack of 

testing in various settings and thus lack of visible limiting conditions. As this study is among the 

first to examine the phenomenon of shame as a management tool, there is a significant amount 

of experimental evidence yet to be uncovered. However, it is all part of a journey on which we 

strive for making Popper’s (1959) aforementioned “mesh” ever finer and finer. This thesis 

arguably constitutes an important step on that journey. 
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11 Conclusion 
Phenomena can only exist in the world if we are able to observe them empirically. In line with 

the assumptions put forward by existing literature concerning the potential of shame to work as 

a tool for compliance, the results from our study shows that shame can be considered an 

applicable management tool when it comes to committing the Agent to the goals and interests of 

the organisation. This conclusion is reached as the evidence shows that shame can be linked to 

increased levels of compliance when induced in a situation, in which the Agent has to make a 

decision on behalf of the Principal. Therefore, we can accept the first part of our alternative 

hypothesis that is put forward in the ‘Hypothesis’ chapter of the thesis. However, the result 

becomes significant (P<0.05) when taking into consideration the shame proneness of the 

individual Agent, which is done by including the interaction effect between x1 and TOSCAS in 

the regression model; an interaction effect that reaches a significance level of P<0.01. 

 

In this study we are not able to find evidence that indicates an ability of shame to make the 

bounded rational Agents less bounded rational. Only two of the four selected biases have a 

significant negative effect on the outcome, but none of these two have a significant interaction 

effect with the shame variable, and therefore we are not able to accept the second half of our 

alternative hypothesis regarding the potential ability of shame to decrease the bounded 

rationality of the Agent. 

 

Although the evidence suggests that shame does have the ability to increase compliance when 

inducing this feeling in situations of Agent decision making, the general literature and the 

participants who are interviewed agree that the feeling can have negative consequences for the 

Agent in the long run. These consequences appear in the form of feelings of withdrawal, 

worthlessness, inferiority and a negative global image of the self. As a result, we do not 

encourage practitioners to actively make use of feelings when managing employees. Instead, we 

argue for an increased awareness of the feeling shame and its potential unconscious use when 

managing employees in an organisational context. 
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Appendix 1 - SAS output 
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Appendix 2 - Example of vignette (in Danish) 
 

 
 
 
 

Appendix 3 - Detailed manuscript 
 

Manual for the experiment (in Danish) 
                                                                                                          
1. Ankomst (10 minutter)                                                               

a)    Forsøgspersonerne ankommer, og projektadministrator tager imod. 
b)    Tak forsøgspersonerne for deltagelse i projektet og særligt tak for deres tid. 
c)    Introducér os selv - vi kommer fra CBS inde i København og er i gang med vores 

afsluttende kandidatopgave. Derfor er vi også meget taknemmelige for, at du vil 
hjælpe os her i dag. 

d)    Vi kommer ikke fra trælastbranchen selv, Kristian/Jes. 
  
Forklar forsøgspersonerne følgende: 

e)    Du er medvirkende fordi du arbejder som trælastsælger. Alt hvad vi foretager os 
er anonymt, og vi er ikke interesserede i individuelle svar, vi kommer kun til at 
kigge på de samlede resultater. 
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f)      Eksperimentet er ikke en test (som en intelligenstest, personlighedstest mv.) og 
derfor behøver du ikke at forsøge at gennemskue noget - tværtimod, forventer 
vi faktisk en førstehånds indskydelse. 

g)    Det er nemlig vigtigt, at du så vidt muligt forsøger at sætte dig ind i de 
situationer, du bliver præsenteret for. 

h)    Bagefter skal vi nok forklare nærmere om forsøget. 
i)      Det starter med et spørgeskema på computeren, derefter får du et spørgeskema på 

papir og, hvis ønsket, en kort samtale. 
j)      Det er meget vigtigt, at du ikke fortæller dine kollegaer om forsøget, før 

det er afsluttet i eftermiddag. 
k)    Giver alt det her mening? 

  
Placér deltagerne ved deres PC. 
  
Forklar forsøgspersonen følgende: 

-       Du vil blive præsenteret for otte forskellige små variationer, nogle kan være ens, af 
en kort historie og en vurderingsskala der går fra 1-7 med et spørgsmål til - 
spørgsmålet vil være det samme for alle otte historier. 

-       Som sagt er der ganske små variationer i historierne, og spørgsmålet er det samme. 
-       Du skal se på hver korte historie som enkeltstående, du skal blot læse den korte 

historie og derefter besvare spørgsmålet fra 1 til 7. 
-       Når du har besvaret spørgsmålet, er der nederst i højre hjørne en rød pil, som 

sender dig videre til næste historie. 
-       Luk ikke vinduet ned og sørg for at vælge et tal på skalaen, før du går videre. Det er 

ikke muligt at gå tilbage i undersøgelsen. 
-       Når de otte spørgsmål er besvaret, lader du bare computeren stå og tager fat i os. 
-       Det skal siges, at forsøget bevidst er sat op, så det er så tæt på jeres arbejdsdag som 

muligt - men det har intet med den her arbejdsplads at gøre. 
 
2. Factorial survey (20 minutter) 

a)    Forklar at eksperimentet nu påbegyndes. 
b)    Der er stillet to bærbare computere op i samme rum med et mellemrum, der sikrer, 

at det ikke er muligt, at forsøgspersonerne ser på hinandens skærme. På disse 
computere er programmeret alle vignetter ind i sæt. 

c)    Deltagerne arbejder i selvstændigt tempo uden tidsbegrænsning. Det er vigtigt, at 
det forklares til forsøgspersonerne, at de skal leve sig ind i situationerne, så deres 
svar baseres på et realistisk grundlag. Såfremt den ene bliver tidligere færdig end den 
anden, kan denne tage en pause. 

 
OBS: Efter udfyldelse af factorial survey opsættes TOSCA mulitple choice spørgeskema 

med det samme på begge computere. 
                                                                                                                                                                                                                     
  
3. TOSCA (15 minutter) 

a)    Deltageren får udleveret TOSCA-testen 
b)    Introduktionen gennemgås mundtligt med deltageren. 
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c)    Deltageren får en kuglepen/blyant og bliver bedt om at svare på de 11 situationer. 
  
4. Eventuelt kvalitativt interview 

a)      
b)    Spørg forsøgspersonerne om tilladelse til at optage interviewet. Hvis ja optages med 

mobiltelefonen. Hvis “nej” noteres svarende skriftligt. 
  
4.1 Spørgsmål til muligt interview: 

-       Tror du, at du bliver påvirket af negative følelser i dit arbejde? 
-       Prøv at beskrive en situation, hvor du er blevet påvirket. 

  
-       Har følelsen skam nogensinde påvirket dig i dit arbejde? 

  
-       Har du nogensinde skammet dig over noget, din leder har sagt til dig? 

-       Har det haft indflydelse på din efterfølgende adfærd? 
  
5. Afslutning 

a)    Gentag, at det er meget vigtigt, at de ikke fortæller kollegerne om forsøget, før 
dagen er omme. 

b)    Inden forsøgspersonen får lov at gå, tjek da at data er registreret 
korrekt. 

 

Appendix 4 - The Test of Self-Conscious Affect (in Danish) 
 
App. 4a 
 
TOSCA-test (in danish) 
  
Nedenfor finder du en række forskellige situationer, som folk muligvis kan støde på i deres 
daglige liv. Hver situation er efterfulgt af fire forskellige reaktioner. 
  
Forsøg, at sætte dig selv ind i den præsenterede situation, og forestil dig hvordan det vil være. 
Derefter skal du angive, hvor sandsynligt det er, at du vil reagere på hver af de fire beskrevne 
reaktioner. Vi beder dig om at bedømme alle situationerne, fordi mennesket typisk kan føle eller 
reagere på flere måder i den samme situation, eller de kan reagere på forskellige måder på 
forskellige tidspunkter. 
  
Et eksempel er: 
  
A. Du vågner tidligt en lørdag morgen. Det er koldt og regnfuldt udenfor. 

  Ikke sandsynligt                   Meget sandsynligt 

a) Du ville ringe til en ven for at snakke.          1       2       3       4       5 
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b) Du ville bruge den ekstra tid på at 
læse avisen. 

         1       2       3       4       5 

c) Du ville føle dig skuffet over, at det 
regner. 

         1       2       3       4       5 

d) Du ville spekulere på, hvorfor du 
vågnede så tidligt. 

         1       2       3       4       5 

  
  
I ovenstående eksempel er ALLE svarene bedømt ved at sætte cirkel om et nummer. Jeg satte 
cirkel om "1" i situation (a), fordi jeg ikke ville vække en ven meget tidligt på en lørdag formiddag 
- så det er slet ikke sandsynligt, at jeg ville gøre det. Jeg satte cirkel om "5" i situation (b), fordi 
jeg næsten altid læser avisen, hvis jeg har tid om morgenen (meget sandsynligt). Jeg satte en 
cirkel om "3" i situation (c), fordi mit humør ift. regn skifter meget for mig. Nogle gange bliver jeg 
skuffet over regnen og nogle gange ikke - det ville afhænge af, hvad jeg havde planlagt. Til sidst 
satte jeg cirkel om "4" i situation (d), fordi jeg nok ville spekulere over, hvorfor jeg var vågnet så 
tidligt. 
  
Spring ikke nogen af punkterne over - bedøm alle situationer. 

 
1. Du planlægger at mødes med en ven til frokost. Da klokken bliver 5, indser du, at du brændte 
ham af. 

  Ikke sandsynligt                 Meget sandsynligt 

a) Du ville tænke: "Hvor er jeg 
ubetænksom." 

         1       2       3       4       5 

b) Du ville tænke: "Nå, det vil han nok 
forstå." 

         1       2       3       4       5 

c) Du ville tænke, at du måtte gøre det 
godt igen så snart som muligt. 

         1       2       3       4       5 

d) Du ville tænke: "Min chef distraherede 
mig lige før frokost." 

         1       2       3       4       5 

  
2. Du ødelægger noget på arbejdet og gemmer det derefter. 

  Ikke sandsynligt                     Meget sandsynligt 
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a) Du ville tænke: "Dette gør mig 
ængstelig. Jeg nødt til enten at reparere 
det, eller få en anden til at reparere 
det." 

         1       2       3       4       5 

b) Du ville overveje at sige op.          1       2       3       4       5 

c) Du ville tænke: "Mange ting er ikke 
lavet i særlig god kvalitet i disse dage." 

         1       2       3       4       5 

d) Du ville tænke: "Det var bare en 
ulykke." 

         1       2       3       4       5 

  
3. På arbejdet venter du indtil sidste minut med at planlægge et projekt, og resultatet ender med 
at blive dårligt. 

  Ikke sandsynligt                      Meget sandsynligt 

a) Du ville føle dig inkompetent.          1       2       3       4       5 

b) Du ville tænke: "Der er aldrig nok 
timer på en dag. " 

         1       2       3       4       5 

c) Du ville føle: "Jeg fortjener en 
reprimande for at lede projektet dårligt." 

         1       2       3       4       5 

d) Du ville tænke: "Hvad der er sket, er 
sket." 

         1       2       3       4       5 

  
 
 
 
 
 
 
4. Du laver en fejl på arbejdspladsen og finder ud af, at en kollega får skylden for fejlen. 

  Ikke sandsynligt                  Meget sandsynligt 

a) Du ville tænke, at virksomheden ikke 
kunne lide kollegaen. 

         1       2       3       4       5 
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b) Du ville tænke: "Livet er uretfærdigt."          1       2       3       4       5 

c) Du ville tie stille og undgå kollegaen.          1       2       3       4       5 

d) Du ville føle dig dårligt tilpas og være 
ivrig efter at rette op på situationen. 

         1       2       3       4       5 

  
  
5. Mens du spiller bold, kaster du den og rammer din ven i ansigtet.   

  Ikke sandsynligt                     Meget sandsynligt 

a) Du ville føle sig utilstrækkelig, da du 
ikke kan finde ud af at kaste en bold. 

         1       2       3       4          5 

b) Du ville tænke, at din ven nok har 
brug for mere træning i at gribe. 

         1       2       3       4       5 

c) Du ville tænke: "Det var bare et 
uheld." 

         1       2       3       4       5 

d) Du ville undskylde og sørge for, at din 
ven fik det bedre. 

         1       2       3       4       5 

  
6. Du kører ned ad vejen, og du rammer et lille dyr. 

  Ikke sandsynligt                     Meget sandsynligt 

a) Du ville tænke, at dyret ikke burde 
være på vejen.  

         1       2       3       4       5 

b) Du ville tænke: "Jeg er forfærdelig."          1       2       3       4       5 

c) Du ville føle: "Nå, det var jo en 
ulykke." 

         1       2       3       4       5 

d) Du ville have det dårligt med, at du 
ikke var mere opmærksom, da du kørte 
ned ad vejen. 

         1       2       3       4       5 
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7. Du har netop lavet en test, du tror, du klarede rigtig godt. Efterfølgende finder du ud af, at du 
gjorde det dårligt. 

  Ikke sandsynligt                       Meget sandsynligt 

a) Du ville tænke: "Nå, det er bare en 
test." 

         1       2       3       4       5 

b) Du ville tænke: "Eksaminatoren kan 
ikke lide mig." 

         1       2       3       4       5 

c) Du ville tænke: "Jeg burde have 
forberedt mig mere." 

         1       2       3       4       5 

d) Du ville føle dig dum.          1       2       3       4       5 

  
8. Mens du er sammen med en gruppe venner, gør du grin med en ven, som ikke er med. 

  Ikke sandsynligt                     Meget sandsynligt 

a) Du ville tænke: "Det var jo for sjov; 
det er harmløst." 

         1       2       3       4       5 

b) Du ville føle dig lille ... som en rotte.          1       2       3       4       5 

c) Du ville tænke, at vennen måske 
skulle have været der for at forsvare sig 
selv. 

         1       2       3       4       5 

d) Du ville undskylde og tale om 
personens gode karakteristika. 

         1       2       3       4       5 

  
  
 
9. Du laver en stor fejl på et vigtigt projekt på arbejdspladsen. Folk var afhængige af dig, og din 
chef kritiserer dig. 

  Ikke sandsynligt                       Meget sandsynligt 

a) Du ville tænke, at din chef skulle 
have været tydeligere i forhold til, hvad 
der var forventet af dig. 

         1       2       3       4          5 
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b) Du ville føle, at du havde lyst til at 
skjule dig. 

         1       2       3       4       5 

c) Du ville tænke: "Jeg burde have 
genkendt problemet og gjort et bedre 
stykke arbejde." 

         1       2       3       4       5 

d) Du ville tænke: "Nå, ingen er 
perfekte." 

         1       2       3       4       5 

  
10. Du passer din vens hund, mens de er på ferie, og hunden løber væk. 

  Ikke sandsynligt         Meget sandsynligt 

a) Du ville tænke, "Jeg er uansvarlig og 
inkompetent." 

         1       2       3       4       5 

b) Du tænker, at din ven ikke må tage sig 
særlig godt af sin hund, ellers ville den ikke 
have løbet væk. 

         1       2       3       4       5 

c) Du ville sværge på at være mere 
forsigtig næste gang. 

         1       2       3       4       5 

d) Du tænker, at din ven bare kan få en ny 
hund. 

         1       2       3       4       5 

  
11. Du deltager i din kollegas indflytningsfest, og du spilder rødvin på deres nye hvide 
gulvtæppe, men du tror ikke, at nogen så det. 

  Ikke sandsynligt                        Meget sandsynligt 

a) Du tænker, at din kollega skulle have 
forventet ulykker til så stor en fest. 

         1       2       3       4       5 

b) Du ville blive for at hjælpe med at 
rense pletten efter festen. 

         1       2       3       4       5 

c) Du ville ønske, du var alle andre 
steder end til festen. 

         1       2       3       4       5 

d) Du ville undre dig over, hvorfor din 
kollega valgte at servere rødvin med det 
nye hvide tæppe. 

         1       2       3       4       5 
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App. 4b 
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Appendix 5 - E-mail correspondence with Dr. Tangney 
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Appendix 6 - structured interview (in Danish) 
 

-       Tror du, at du bliver påvirket af negative følelser i dit arbejde? 
-       Prøv at beskrive en situation, hvor du er blevet påvirket. 

  
-       Har følelsen skam nogensinde påvirket dig i dit arbejde? 

  
-       Har du nogensinde skammet dig over noget, din leder har sagt til dig? 

-       Har det haft indflydelse på din efterfølgende adfærd? 
 

 

Appendix 7 - Statistics on gender distribution in the industry 
 

 
Source: www.dst.dk 
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Appendix 8 - The interaction effect between x1 and x2 
 
When including the interaction effect between x1 - shame being induced - and x2 - appealing to 
hyperbolic discounting - in the regression model (i.x1##i.x2), the result of the interaction is a 
level of P>0.1.
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Appendix 9 - The interaction effect between x1 and x3 
 
When examining the interaction effect between x1 and x3 - appealing to the Agent’s loss 
aversion - in the model (i.x1##i.x3), the P-value of the interaction is on a significance level of 
P>0.1. 
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Appendix 10 - The interaction effect between x1 and x4 
 
By including the interaction effect between x1 and x4 - appealing to the opportunistic nature of 
the Agent - in the regression model (i.x1##i.x4), the interaction results in a significance level of 
P>0.1. 
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Appendix 11 - The interaction effect between x1 and x5 
 
When analysing the interaction effect between x1 and x5 - appealing to the endowment effect 
on the Agent - in the regression model (i.x1##i.x5), the P-value of this interaction reaches a 
significance level of P>0.1. 
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Appendix 12 - The interaction effect between TOSCAS and age 
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Appendix 13 - TOSCAS & TOSCAG descriptive 
 
App. 13a 
 

 
 
App. 13b 
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App. 13c 
 

 
 
App. 13d 
 

 
 


