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Outrage used to be a corrective signal: a community noticed a boundary had been crossed and applied pressure until proportion was restored. That sequence is broken. The feeling is real enough, but the expression has been absorbed by systems that reward spectacle.





The result is moral theatre. Outrage becomes posture and repetition turns it into ritual.






There’s another layer though. Outrage offers orientation in a world that feels unanchored; it provides a brief sense of being tethered. People are not only reacting to events; they are trying to find their place within it all.




The loop that forms around this is simple: emotion in, recognition out. It’s a short cycle and the reward arrives quickly. Platforms mirror intensity, not insight. What resembles public reasoning is often signalling: allegiance replacing inquiry.




A psychological mechanism drives this process. 





	The initial emotion may be sincere. 




	The act of expressing it in public magnifies it. 




	Repetition hardens the feeling.




	The outrage becomes part of identity formation. 






The individual is not feigning conviction: the feedback loop is shaping them. This is where outrage becomes hazardous. It stops being corrective the moment it stops asking questions. Once reaction outruns comprehension, emotion becomes force:





	Counterpoints feel adversarial; 




	the pace intensifies; 




	the loop ends in exhaustion rather than understanding.







Proportion returns through friction: a pause that slows reaction just enough for interpretation to catch up. Without this friction, meaning is drowned by speed. Oversignal replaces clarity.






Some outrage retains purpose. When anger is anchored in reality and consequence, it clarifies rather than distorts; the #MeToo movement is the clearest recent example, using outrage to surface truth and produce accountability.




Brands often misread this distinction. Many treat outrage as fuel, and some attempt to provoke it. Both confuse volatility with relevance.




Pepsi’s Kendall Jenner advert is the simplest failure. The brand borrowed the visual language of protest and used it as decorative content; real tension became commercial backdrop; the advert manufactured a false moment of resolution. The collapse was immediate; audiences recognised the appropriation.




Gillette’s “We Believe” campaign shows a different miscalculation. The intent looked sincere; the brand attempted to address harmful masculinity, but the message exceeded the brand’s authority. The tone slid into moral instruction, and the backlash was proportional to the gap between identity and message.




Brands cross the line when they adopt moral weight they have not earned: 





	when they provoke emotional heat they cannot contain;




	when they speak with a certainty  that isn’t supported by their behaviour.






They accelerate the emotional climate and call the result engagement.




Composure is the countermeasure: not silence, not neutrality. Proportion. A brand that refuses to engineer emotional spikes preserves coherence. 




Outrage will always exist; it’s part of how humans register harm, violation and moral transgression. But outrage without reflection is a broken loop. Emotion should spark action; it shouldn’t replace it.




Further reading




The Righteous Mind : Jonathan Haidt
Explains why outrage forms tribes, why people perform moral certainty, and why reasoning collapses into allegiance.




Amusing Ourselves to Death:  Neil Postman
Shows how public discourse becomes theatre; the intellectual backbone of the “moral performance” argument.




The Age of Surveillance Capitalism: Shoshana Zuboff
Reveals the machinery that turns outrage into a predictable, reward-driven behavioural loop.
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