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Preface
This report contains the results of an experiment investigated by student Carmen Heukers for the
MCB department of Wageningen University as a Bachelor Upgrade. The results of this research are
part of a pre-investigation for the master thesis. This report contains the results and methods of the
investigation about the effect of self-objectification on female participants.
To investigate the level of self-objectification an experiment has been conducted where participants
had to fill in a series of questions after seeing advertisements with or without thin models. The
results are analysed and the conclusion can be found in this report.
The road of this report was quite difficult for me, which makes me extra thankful I can start fresh
with the next report in a short amount of time. This report was difficult for me because of my
personal life which was turbulent this half year. It was a very difficult half year but with a lot of
personal growth and I am sure that I can take this with me for the next research.
I’m am especially grateful for all the patience and support of my supervisors Erica and Evelien. Erica
van Herpen is assistant professor at Wageningen University and Evelien van de Veer PhD student at
Wageningen University department Marketing and Consumer Behaviour.
Also my thanks to Qualtrics for their assistance with my experiment.

Carmen Heukers
March 2011
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Abstract
Today’s society focuses a lot on outward appearances. Consumers are confronted with beauty ideals
through different types of media like television, fashion magazines and billboards. This means that
mass media plays an important role in enhancing the image that a thin body is the beauty ideal. A lot
of women are stimulated to obtain the same body thin models in fashion magazines and on
television have. The influence of these images makes, especially female, consumers more focussed
on their body. Self-objectification occurs when consumers try to evaluate their body in the same way
an observer would.
The literature study indicated that there might be four effects that can occur when selfobjectification is triggered. The effects are, monitoring, repressing, fantasy and arousal. The
monitoring effect occurs when the attention of consumers is drawn to their outward appearance
which demands all their attention and therefore makes them unaware of other cues. When
consumers repress their inner feelings of hunger it makes their ability to detect and interpret bodily
cues less accurate. In this case the repressing effect occurs. The fantasy effect occurs when
consumers see thin body shapes and feel positive to obtain a perfect body like that in the future. The
arousal effect is when consumers feel aroused but cannot interpret this feeling as such.
An experimental design was carried out to test which effect occurs when self-objectification is
triggered. In this design participants were conditioned with advertisements featuring thin models or
the same advertisements without thin models. The results show no significant difference in the
feeling state of the participants in the two conditions. So no statements about the effect when selfobjectification occurs can be made. After further analyses It seems that participants with a high BMI
had more self-esteem after seeing pictures of thin models than participants with a low BMI.
Keywords: Self-objectification, women, monitoring effect, repressing effect, fantasy effect, arousal
effect

4

Self-objectification and mass media

Table of contents
Chapter 1: Introduction .............................................................................................................................................................. 6
1.1 Beauty ideal .......................................................................................................................................................................... 6
1.2 Investigation WUR .......................................................................................................................................................... 6
1.3 Main question and sub questions .................................................................................................................................. 6
Chapter 2: Self-objectification and mass media ......................................................................................................................... 7
2.1 Self-objectification .......................................................................................................................................................... 7
2.2 Self-objectification and gender ....................................................................................................................................... 7
2.2.1 Focus on bodily appearance ................................................................................................................................... 7
2.2.2 Estimation of own success ...................................................................................................................................... 7
2.2.3 Mass media ............................................................................................................................................................. 8
2.3 When self-objectification is triggered ............................................................................................................................. 8
2.3.1 Self-esteem and body shame .................................................................................................................................. 9
2.3.3 Distraction from internal cues .............................................................................................................................. 10
2.3.4 Arousal .................................................................................................................................................................. 10
2.3.5 Consumption of food ............................................................................................................................................ 10
2.4 Restrained and unrestrained eaters.............................................................................................................................. 11
2.5 Conclusion ..................................................................................................................................................................... 11
2.5.1 Monitoring ............................................................................................................................................................ 11
2.5.2 Repressing............................................................................................................................................................. 12
2.5.3 Fantasy .................................................................................................................................................................. 12
2.5.4 Arousal .................................................................................................................................................................. 12
2.6. Goal and problem statement ....................................................................................................................................... 13
2.7 Expectations .................................................................................................................................................................. 14
Chapter 3: Methods ................................................................................................................................................................. 15
3.1 participants ................................................................................................................................................................... 15
3.2 Procedure ...................................................................................................................................................................... 15
3.3. Measures...................................................................................................................................................................... 16
3.3.1 Conditions ............................................................................................................................................................. 16
3.3.2 Attention direction ............................................................................................................................................... 16
3.3.3 Arousal .................................................................................................................................................................. 17
3.3.4 Feeling state.......................................................................................................................................................... 17
3.3.5 Self-esteem and body shame ................................................................................................................................ 17
3.3.6 Attention internal cues ......................................................................................................................................... 17
3.3.7 Motivation to diet ................................................................................................................................................. 17
3.3.8 General questions ................................................................................................................................................. 18
Chapter 4: Results .................................................................................................................................................................... 19
4.1 Analysis participants ..................................................................................................................................................... 19
4.2 Reliability analysis ......................................................................................................................................................... 19
4.3 Attention direction analysis .......................................................................................................................................... 19
4.3.1 Reaction time words about appearance ............................................................................................................... 20
4.3.2 Reaction time words about food .......................................................................................................................... 20
4.4 Arousal analysis ............................................................................................................................................................. 20
4.5 Feeling state analysis .................................................................................................................................................... 20
4.6 Self-esteem and body shame analysis .......................................................................................................................... 21
4.6.1 Self-esteem ........................................................................................................................................................... 21
4.6.2 Body shame .......................................................................................................................................................... 21
4.7 Attention internal cues analyses ................................................................................................................................... 21
4.7.1 Perceived hunger .................................................................................................................................................. 21
4.7.2 Real hunger ........................................................................................................................................................... 22
4.8 Effect motivation to diet ............................................................................................................................................... 22
Chapter 5: Discussion ............................................................................................................................................................... 23
Appendix 1: Survey ................................................................................................................................................................... 27

5

Self-objectification and mass media

Chapter 1: Introduction
In your daily life you are confronted with a lot of information from the mass media. The media tries
to tell you what you should buy, what you should wear, what you should eat and how your body
should look. This information has a great impact on how we judge ourselves and the people around
us. To determine our own success we try to see ourselves through the eyes of the people around us.

1.1 Beauty ideal
Starting at a very young age you are confronted with images that set your norms about beauty ideals
(Anschutz et al, 2009). In our western society an important beauty ideal is having a thin body shape.
Media plays an important role in the perception people have concerning their own body. Mass media
has a big influence in enhancing the image that a thin body is the ideal and more attractive than
other body types. As a result a thin body is supposed to guarantee a more successful and fulfilling
life. Therefore the majority of women feel the pressure of having a thin body which makes them
sensitive to monitoring their own body and therefore experience anxiety, negative moods,
dissatisfaction of their own body and negative self-perception of their attractiveness (Harper and
Tiggemann, 2007). Because women are constantly reminded of the ideal body image by the media,
the degree in which women are satisfied with their own body declines drastically and this leads to
major health risks. Therefore it is important to understand the effect mass media has on the feeling
state of consumers.

1.2 Investigation WUR
The WUR continued this investigation by investigating the eating behaviour of participants when
they were increasingly aware of their body by using a mirror or an advertisement featuring thin
models which enhances self-objectification. This has been investigated in two different studies. The
results of the first study show that when participants are aware of their own body by using a mirror,
they eat more M&M’s after drinking a high caloric milkshake in comparison to a low caloric
milkshake. The second investigation shows that participants, when confronted with advertisements
featuring thin models, had more difficulty compensating for their food intake than participants who
did not see advertisements with models. In conclusion, when people start monitoring their own
body, their ability to compensate their food intake declines (Van de Veer et al, 2010). The cause as to
why participants react in this way has yet to be investigated. Important to know is that selfobjectification and mass media play an important role as to why consumers react this way.

1.3 Main question and sub questions
To find out what happens when self-objectification occurs an investigation will be conducted. With
this investigation the following main question, that is formulated below, will be answered.
Main question:
What effect do thin models in advertisements have on the feeling state of women?
To answer the main question, the following four sub questions are formulated.
Sub questions:
1. What effect do thin models in advertisements have on the self-esteem and body shame of
women?
2. What effect do thin models in advertisements have on the reported bodily cues of women?
3. What effect do thin models in advertisements have on the positive/negative feelings about
oneself and feelings of arousal?
4. What effect do thin models in advertisements have on the direction of attention of women?
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Chapter 2: Self-objectification and mass media
Two important concepts in this study are self-objectification and mass media. In this paragraph the
importance of these concepts is explained.

2.1 Self-objectification
The effect that occurs when consumers are confronted with, for example, thin model advertisements
is called self-objectification. Self-objectification theory claims consumers internalize an observers
perspective as a primary view of their physical selves whereby they monitor their own body. This
monitoring can lead to feelings of shame and anxiety. This leads to restrained eating and reduced
opportunities for peak motivational states and diminish their awareness of internal bodily states
(Fredrickson and Roberts, 1997). These experiences can result in mental health risks such as unipolar
depression, sexual dysfunction and eating disorders. Women and girls use self-objectification more
than men and boys do (Roberts and Good, 2010.) The degree in which women self-objectify differs
between women (Fredrickson and Roberts, 1997). However, the state of self-objectification can be
increased in situations where attention is focused on physical appearance such as trying on a
swimsuit, a male gaze or even by sexually objectifying words (Roberts and Gettman, 2004).

2.2 Self-objectification and gender
More women than men are susceptible to self-objectification (Roberts and Good, 2010). The
difference between men and women is that women judge themselves on physical attractiveness
whereas men judge themselves on physical effectiveness (Lerner and Karabenick, 1974). There are
two explanations as to why women might be more susceptible for self-objectification, namely
because the way in which women are portrayed in advertisements with more focus on their bodily
appearance than men and to handle situations in everyday life.

2.2.1 Focus on bodily appearance
The first explanation as to why self-objectification occurs more in women is the influence of all the
advertisements in the media in which perfect men and women are portrayed. Mass media, especially
magazines, are the most powerful and pervasive influence on women concerning objectification by
negatively influencing body image, mood and self-perception of physical attractiveness. By
exclusively portraying ‘ideal’ thin models instead of different body types the media promotes
thinness as the most desired body type. Looking at fashion magazines has been proved to be
predictive of body dissatisfaction, drive for thinness and eating disorders (Harrison and Cantor,
1997). Analyses of advertisements show there is a difference in the way men and women are being
portrayed. Males are pictured looking at their female partner far more often than the reverse. Also
the man is more often portrayed with the emphasis on his head and face, whereas pictures of
women emphasizes their body. In this sense the media portray women as though their bodies are
capable of representing them (Kang, 1997). This sensation is accentuated in real life where women
feel their body is ‘public domain’ because it is increasingly gazed at, commented on and otherwise
evaluated by others (Brownmiller, 1984 in Fredrickson and Roberts, 1997). Also advertisements that
show only body parts of thin models have a bigger effect on self-objectification than advertisements
that show the whole body of a model (Tiggemann and Hargreaves, 2004). Women who are
confronted with advertisements where thin models are portrayed suffer more from weight-related
appearance anxiety, negative moods and body dissatisfaction (Harper and Tiggemann, 2007).

2.2.2 Estimation of own success
The second explanation for self-objectification is to handle situations in everyday life. Because the
way a female body looks to others influences a woman’s life experience more than that of a man. For
example, obesity affects the social mobility of women in a negative way, but has no effect on men
(Cash et al, 1977). Overweight women are also less likely to be accepted in college and have an
overall lower education and a tighter financial situation (Fallon et al, 1994).
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Physically attractive women are also likely to have better dating experiences and marriage
opportunities. Again this does not apply to men. So attractiveness determines women’s social and
economical success (Unger, 2001). In this case self-objectification is a strategy to determine how
others will treat them which affects their quality of life.

2.2.3 Mass media
Consumers are in the position to compare themselves to models with ideal thin bodies because of all
the fashion magazines and television programs that are available (Anschutz et al, 2009). Mass media
is a very powerful communicative tool and reaches a high number of consumers. Mass media does
not only provide consumers with ideas about the concept of beauty. It is also a very important source
for information about dieting, because it increases the awareness on weight loss strategies and
disturbed eating behaviour over time (Anschutz et al, 2009).

2.3 When self-objectification is triggered
The feeling state of consumers is measured in several studies when self-objectification is triggered.
These studies contain important results which can predict the reaction of the participants in the
experiment conducted for this report. These results are important and used for the formulation of
the main and sub questions in this research.
When women self-objectify, their attention is drawn towards their body and they try to see their
own body as to how an observer would see it. Self-objectification occurs when women are
confronted with a mirror in which they can see themselves, or by the presence of a camera. Also a
male gaze triggers self-objectification. There are several studies that have measured selfobjectification that might be helpful to understand the reaction of consumers. The results are
presented in the table below.
Table 1: Literature overview
Independent Variables
Trying on swimsuit or
sweater

Dependent variables
Body shame,
consumption of food

3.

Monitoring and
comparing own body
Thin models

Distraction from internal
cues
Body dissatisfaction,
self-esteem

4.

Thin models

Positive arousal

5.

Attractive researcher

Self-esteem of obese
women

6.

Drawings of different
body types

Body dissatisfaction,
self-esteem

7.

Mirror

Consumption of food

1.

2.

Results
Swimsuit stimulates selfobjectification which
elicit high levels of body
shame
Fewer perceptual
resources are available
Neurotic women feel
more dissatisfied with
their body than women
with the other personality
traits
Motivation to obtain the
ideal (fantasy) body
Obese women connect
negative feedback of the
researcher with body
weight
Women estimate their
own body weight higher
and men’s ideal body
weight for women lower
than reality.
The presence of the
mirror reduces high
caloric food intake, but
did not influence light or
low fat food intake

References
Fredrickson et al, 1998

Fredrickson and Roberts,
1997
Roberts and Good, 2010

Myers and Biocca, 1992
Crocker et al, 1993

Fallon and Rozin, 1985

Sentyrz and Bushman, 1997
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As the table indicates, several variables seem to relate to self-objectification. So it seems that selfobjectification goes together with body shame, dissatisfaction, self-esteem and eating behaviour.
The way to trigger self-objectification differs in the several studies from trying on clothes in front of a
mirror to seeing thin models.

2.3.1 Self-esteem and body shame
Body shame seems to be strongly related to self-objectification. The researchers Fredrickson et al
(1998) found that the Body Mass Index of participants is a predictor of the body shame participants
experience. The shame consumers experience makes them want to hide and escape the painful gaze
of others or disappear. Also consumers experience feelings of worthlessness and powerlessness
(Lewis, 1992). The researchers triggered self-objectification by asking participants to try on a
swimsuit in front of a full length mirror. Secondly participants were asked to evaluate the piece of
cloth, but in reality answered a two-part measure on body shame.
Not all women react the same way after looking at pictures of thin female models. A study shows
that there are certain personality traits that predict how strongly women react. High body weight,
pre-existing body dissatisfaction and low self-esteem increase the likelihood that advertisements
with thin models will have a negative effect on their self-image (Patrick, Neighbors and Knee, 2004).
Women who are neurotic show bigger shifts in self-esteem because they feel more dissatisfied with
their own body after looking at thin models and more satisfied with their body after looking at
images of heavier models. This is because neurotic women are often emotionally unstable by being
more excitable, easily upset and overreact to unpleasant situations (Eysenck, 2009). Other
personality traits that are considered to be the core dimensions of the human personality are
extroversion, conscientiousness, agreeableness and openness to experience. These personality traits
have a weak effect on the self-esteem of women (Roberts and Good, 2010).
It also seems that advertisements with thin models have more influence on women with low selfesteem than on women with high self-esteem. The higher women score on vulnerability and anxiety,
the worse they feel about themselves after seeing thin models (Roberts and Good, 2010).
Festinger (1954) assumes that when women are confronted with images of thin models and compare
them with their own bodies, assimilation or contrasts between their own body and the image of the
thin model is created. When the comparison results in assimilation between their own body and the
ideal body, the consequence is enhancement of the self. When comparison results in contrast with
their body there will be a decrease in self-esteem.
Your body shape is very important, because you cannot hide your weight. This means that obese
consumers can expect negative responses from others where you cannot hide this aspect of yourself
(Allon, 1979). People who are overweight are frequently blamed for their condition. That is why
consumers have internal standards to avoid high calorie food. They do not want to be obese or suffer
from a bad health (Gershof, 1995 in Sentyrz and Bushman, 1998). So when consumers confronted
with thin models eat high caloric food, they may experience negative feelings because it is against
their own internal standards. The negative feelings that can occur are shame, guilt and self blame
(Allon, 1979). Females are more likely to be obese than men and are more concerned about eating,
body weight, physical appearance and have lower self-esteem. 60% of adolescent girls consider
themselves to be overweight (Fallon and Rozin, 1985). Because of the fact that the body shape of
women has a big effect on their social lives, Crocker et al (1993) investigated if women interpret their
weight as the cause of positive and negative experiences. This was investigated by letting women fill
in a questionnaire about themselves including height and weight. The researcher told them that a
male participant was doing the same. Then women would receive positive or negative feedback
about the willingness of the male to date them. Negative feedback from a male made overweight
women feel worse than normal/underweight women. Also their self-esteem decreased.
9

Self-objectification and mass media
This means that overweight women connect negative feedback about themselves, even when their
appearance is not involved (Crocker et al, 1993).
When judging their own body, women are more likely to judge themselves as overweight and males
are more likely to judge themselves as underweight (Gray, 1977 in Fallon and Rozin, 1985). This
means consumers do not perceive their body correctly in comparison to the body of others or on
how others judge them. Fallon and Rozin (1985) investigated, with the use of nine drawings of
different body shapes, how misperceived consumers are. The result shows that women overestimate
their weight more than men do. Also they perceive their figure as larger than ideal or attractive. But
it is important to note that the ideal figure of women is thinner than the figure that is most attractive
to men. Also the body shape women find more attractive for men is thinner than men think is most
attractive (Fallon and Rozin, 1985). This means that women are not very correct in their selfobjectification or body monitoring.

2.3.3 Distraction from internal cues
When self-objectification is triggered in women, they are less accurate in detecting internal
physiological sensations such as a heartbeat, stomach contractions and blood-glucose levels. Men on
the other hand are not affected in this way. Also to determine how they feel, men use these cues
better than women (Fredrickson and Roberts, 1997). An assumption Fredrickson and Roberts (1997)
make is that women are so diligent in monitoring their own bodily appearance that fewer perceptual
resources are available to monitor inner cues.
A reason why women might have difficulty paying attention to their bodily cues is because the
majority of women diet a large part of their lives. Therefore they are used to repress feelings such as
hunger to achieve an ideal slim body. This suppressing can lead to a generalized insensitivity for
internal cues (Polivy et al, 1989 and 1990 in Fredrickson and Roberts, 1997). This means that women,
when confronted with thin models in advertisements, may have difficulty to detect and interpret the
internal cues that may occur.

2.3.4 Arousal
There is also the possibility that the image of thin models arouse women in a positive or negative
way. The positive way occurs when women believe that they can attain this ideal body and by looking
at these images they see themselves with these bodies. This is called the fantasy effect. (Myers and
Biocca, 1992) This effect results in enhanced body esteem. Also women with high confidence and
self-efficacy will see the images as a positive motivation to obtain the ideal body (Roberts and Good,
2010). Arousal can on the other hand also contain negative feelings like nervous feelings or fear
(Eysenck, 2009).

2.3.5 Consumption of food
Sentyrz and Bushman (1997) investigated how self-objectification affect consumption of full-fat,
reduced-fat and no-fat products. When consumers self-objectify they should decrease their
consumption of fatty foods, but not that of reduced-fat or fat-free foods because they see these
products as more healthy. The participants were manipulated by the presence of a mirror. The mirror
reduced the consumption of the fatty foods, but did not influence the consumption of light and fat
free foods.
There was also a difference in consumption by gender. Men were significantly less influenced by the
presence of a mirror than women.
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2.4 Restrained and unrestrained eaters
An important group that can be distinguished by consumers are restrained and unrestrained eaters.
Restrained eaters are consumers that continuously diet, but are most of the time not very successful.
Unrestrained eaters compensate a large meal by eating less afterwards than after a small meal.
Restrained eaters react differently and do not compensate their food intake after eating a large meal,
probably because it is already sabotaged by eating a large meal and their motivation is diminished
(Polivy et al, 2010). Also unrestrained eaters seem to feel more negative after getting a, what they
observe as, large portion when restrained eaters feel negative after getting a smaller portion. An
explanation might be that unrestrained eaters do not want to eat excessively because they feel that
this is not the social norm. Whereas restrained eaters feel better when they have a good excuse not
to maintain their diets and eat more (Polivy et al, 2010). So if a consumer is confronted with
advertisements of thin models the effect will be bigger on restrained eaters.

2.5 Conclusion
In conclusion, when self-objectification occurs it seems that four important effects can be
distinguished. These effects are monitoring, repressing, fantasy and arousal. They indicate the
influence self-objectification has on women. Furthermore seven processes are identified; selfesteem, body-shame, attention to internal cues, motivation to diet, feeling state, arousal and
direction of attention. These indicate the processes that occur in women and by investigating these
processes the effect self-objectification has on women can be derived. Next the processes are linked
to the effects. This means that the outcome of the processes can predict what effect thin models
have on consumers. The processes that indicate which effect is activated are indicated with the gray
coloured areas.
Table 2: Effects that occur when self-objectification is triggered
Processes:

Description

Selfesteem

Body
shame

Effects:

Monitoring

Repressing
Fantasy

Arousal

Attention to
outward
appearance
Repressing triggers
of hunger
Looking at thin
models make
women feel they
can attain an ideal
body shape
A (nervous) feeling
when confronted
with thin models

Attention internal
cues
Real
Self
hunger
reported
signals
hunger

Motivation
to diet

Feeling state

Arousal

Positive
vs
negative

Attention
direction
Appear
ance
Food

↓

↑

↓

↓

↑

─

=

↑

↓

=

↑

↑

↓

↑

↑

↓

=

↓

↓

=
=

↓

↑

─
+

↑

=

↓

↑

=

↑

↑

─

+

=

=

2.5.1 Monitoring
The first effect that might occur when self-objectification is triggered is monitoring. This happens
when attention of consumers is drawn to the outward appearance, which reduces attention to other
cues (Fredrickson and Roberts, 1997).
When looking at this effect based on the processes shown in table 2 above, it seems that, when
monitoring, consumers experience the feeling that their own body is not good enough. This effects
their body shame, because the emphasis is on the flaws of their body. The attention is drawn from
their internal cues to their external appearance, so attention to internal cues decreases.
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The motivation to diet will increase because the attention is on how the body looks which leads to a
negative feeling state and little arousal since all the attention is on the appearance and no attention
is paid to other cues. This is the reason why there is a bigger emphasis on appearance and a lower
emphases on food. This is where monitoring is different compared to the other effects.

2.5.2 Repressing
There is a possibility that women repress their feelings of hunger when self-objectification is
triggered. This is why they are less accurate in detecting and interpreting internal cues (Fredrickson
and Roberts, 1997).
When translating this into the different processes it seems that when women repress their feelings
of hunger their body shame increases. This happens because they are not happy with their body
shape and in an attempt to change this shape they try to repress their hunger feelings. Because the
women are dieting, their real hunger signals are high, but they try to repress them which makes their
self reported hunger cues decline. Their motivation to diet is high and their feeling state low, because
they feel the need to diet. Their arousal is constant because this process has no important impact on
the repressing effect. The attention to their appearance declines, because they are too preoccupied
with paying attention to repressing their feelings. Therefore their attention to food inclines.
Repressing is different from the other effects when it comes to attention to the internal cues and the
attention direction. So this is the area where this effect differentiates itself from the others.

2.5.3 Fantasy
When consumers feel they can attain the body of the model in the advertisement the fantasy effect
is activated.
So in this case women pay less attention to their body as it is at that moment but more on the
fantasy body they want to attain (Myers and Biocca, 1992). Their self reported hunger will decline
compared to their real hunger because they feel positive to attain a thin body and do not interpret
their feelings as feelings of hunger. Their motivation to diet declines because they feel no reason to
diet immediately when they can attain a thin body in the future. Their feeling state is positive
because they feel positive that an ideal body is possible for them. The arousal is constant because
the picture doesn’t excite them that much but their attention to appearance increases where their
attention to food stays equal. Important for this effect is the increase in self esteem, the decrease in
body shame, the low motivation to diet and the positive feeling state.

2.5.4 Arousal
Arousal is a feeling state in which consumers are, in this case, stimulated by seeing thin models. This
feeling may be very difficult for consumers to interpret and they may mistake this as a nervous
feeling.
So when consumers feel aroused by seeing thin models their self-esteem decreases because they
feel inferior when comparing themselves to the models, which makes their body shame increase.
Their self reported hunger is higher than their real hunger, because they interpret their (nervous)
feeling as hunger. Their motivation to diet increases because they have a negative feeling about
themselves which gives them a negative feeling state and negative arousal. Their direction of
attention is not focussed on their appearance nor on food.
This effect differentiates itself from the other effects by a high self reported hunger and a positive
arousal.
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2.6. Goal and problem statement
While there are many studies that investigate the impact of mass media on consumers, there is no
data that explains the effect mass media has on the feeling state of consumers and the impact it has
on the ability of consumers to compensate their food intake. Therefore the feeling state of
consumers will be investigated when confronted with advertisements featuring thin models. The
effect on consumers can be derived from this data.
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2.7 Expectations
In the literature no explanation can be found as to why consumers have difficulty compensating their
food intake after self-objectification. An explanation may be found in the feeling state of the
consumers. The processes in table 2 may predict which effect is activated after seeing the
advertisements featuring thin models. These effects are translated into four expectations.
Expectation 1:
When self-objectification is triggered in women, the monitoring effect is activated. This means that
the participants are more focussed on their outward appearance instead of other cues, like hunger
feelings. An important factor that distinguishes this effect is that the attention of the consumers is
emphasized on their appearance instead of on food. This is because consumers are focussed on their
body and are comparing it to the thin models. Food is less important in this case so no attention is
set on this cue.
Expectation 2:
When self-objectification is triggered in women, the repressing effect is activated. Participants make
a lot of effort to repress their feelings of hunger. This makes their real hunger cues higher than their
reported hunger. Because of all the dieting and the repressing of hunger that comes with it,
consumers are less accurate in understanding their internal cues. This also means that the attention
of consumers is more directed towards food and less towards their appearance, because not eating
and repressing these feelings dominate.
Expectation 3:
When self-objectification is triggered in women, the fantasy effect is activated. Participants are not
focussed on their current body. But are thrilled to see the body of the thin model and dream about
obtaining that body in the future. The participants have increased self-esteem, because they feel
they can obtain that thin body in the future as well. Their body shame decreases because they can
work on a more attractive body anytime and the current body they have is temporary. This makes
their motivation to diet increase. Also they experience positive feelings, because they are hopeful for
having a thin body in the future.
Expectation 4:
When self-objectification is triggered in women, the arousal effect is activated. This means that
participants are aroused when seeing thin models. They may only not be able to interpret this feeling
as arousal and may mistaken it as a nervous feeling. When participants are aroused their self
reported hunger increases, compared to their real hunger state, because they think the feeling they
experience is hunger, but in fact it is arousal.
The expectation that is most likely to occur is monitoring, because it seems that women are
extremely focussed on their appearance and try to monitor this. It seems that women judge
themselves on physical attractiveness and estimate their own success by this. This is consistent with
the fact that women try to see themselves from the perspective of an observer.
The fantasy effect seems the least likely effect that will occur. This is because a lot of evidence is
found on the fact that women feel more negative after seeing thin models. So this investigation will
probably not find a positive relation between thin models and the feeling state of women.
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Chapter 3: Methods
To measure the effect of thin models on consumers, an experiment is executed. This experiment
contains questionnaires that cover all the possible outcomes discussed in the previous chapter. The
experiment contains eight parts which measure the processes which were presented in table 2.
Participants will be randomly assigned to two conditions. The first is a condition containing
advertisements without models and the second condition contains the same advertisements with
models.

3.1 participants
The participants were 80 female students from Wageningen University between the age of 18 and 26
years old. Only females participated in this experiment, because the effect thin models have on
women is stronger and different compared to men. The participants were derived from the sample
of students known at Wageningen University and were paid 4 Euros as a reward for participating.
The participants had to be fluent in Dutch because the experiment was written in Dutch. The design
of the experiment consists of two conditions, a neutral condition where participants get to see
advertisements without models and the model condition in which participants see the same
advertisements but this time it features thin models. The participants are randomly assign to one of
the two conditions.

3.2 Procedure
Participants were tested in a computer room in the Forum Building using a computer experiment.
The time span of the experiment was approximately 30 to 40 minutes.
To reach potential participants an e-mail was send to a large part of the female students from
Wageningen University. The e-mail informed potential participants that there will be a series of short
experiments conducted in the Forum building in week 3 and 4.
On the days of the experiment flyers were handed out to make sure everybody knew about the
experiment and more participants would go to the experimental room and fill in the questionnaires.
Also men were asked to participate in the experiment because the other two surveys required both
men and women.
To make sure participants were not distracted the experiment took place in a computer room at the
Forum building. This is important because the environment could be controlled by a supervisor and
participants could ask questions if the experiment was not clear to them. It is also better for the data
because all the participants filled in the questionnaire under the same circumstances.
Participants could participate on four different occasions. The experiment took place in weeks 3 and
4 of January 2011. In both weeks the experiment was conducted on Tuesday and Wednesday
between 10.00 and 16.00 hours. The experimental room was on the 6th floor which meant that it was
quiet and peaceful in the hallway and participants would not be distracted.
Next to this experiment, two more experiments were conducted. Before this experiment participants
had to fill in a questionnaire about two different oranges. Secondly they participated in this
experiment, about advertisements, and at the end they were asked to fill in a questionnaire about
sustainability. The experiments were announced as a series of questionnaires on the computer.
The survey is constructed using the computer program Qualtrics. Qualtrics is a provider for survey
software. By using the account the MCB department has at Qualtrics the survey could be made and
conducted using the internet website.
Participants started the survey by answering three questions for every advertisement that they got
to see. Every participant saw ten advertisements.
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Secondly participants were asked to indicate if a series of 24 words were appearance related or not
and if a series of 24 words were food related. These 24 words appeared randomly and so did the
order of the two series. Participants were asked to assign the words to the categories by using the Q
and P key on their keyboard. Next, participants were asked to rate ten words on a Likert scale from
one to seven on how much it corresponds with their feelings. After that 15 Chinese characters had to
be judged on how pleasant they looked and ten statements about self-esteem and ten statements
about body shame had to be rated on a Likert scale from one to seven. Next a pin had to be slided
across a line, indicating how hungry the participants were. Also four questions about their last meal
or snack were asked. At the end participants were asked to rate seven statements to determine if
they are restrained or unrestrained eaters and were asked to fill in some general questions about
their age and current weight.

3.3. Measures
The design of the experiment contains two different conditions. These conditions are assigned to two
random sets of words. The design of the experiment has been summarized in the following table:
Table 3: Experimental design
Measuring:

Attention
direction:

Arousal:

Feeling state:

Self-esteem
Body shame

Condition:
1 (neutral)

Reaction time
words:
Body – Food
Reaction time
words:
Food - Body
Reaction time
words:
Body – Food
Reaction time
words:
Food - Body

Arousal

Chinese
characters

Arousal

Condition:
2 (model)

Motivation
to diet:

General
questions:

Self-esteem
Body-shame

Attention
internal
cues:
Hunger
feelings

Restrained
eating

General
questions

Chinese
characters

Self-esteem
Body-shame

Hunger
feelings

Restrained
eating

General
questions

Arousal

Chinese
characters

Self-esteem
Body-shame

Hunger
feelings

Restrained
eating

General
questions

Arousal

Chinese
characters

Self-esteem
Body-shame

Hunger
feelings

Restrained
eating

General
questions

3.3.1 Conditions
First participants have to answer three questions about ten different advertisements. These
advertisements are shown randomly. The participants have been divided into two groups, they are
assigned to one of these groups randomly. Ten advertisements will be shown to each group. The first
group will be confronted with advertisements without thin female models. The second group will be
confronted with the same advertisements featuring thin female models. The second group will be
manipulated so that self-objectification occurs. When comparing the two groups the effect that
occurs during self-objectification can be exposed (Van de Veer et al, 2010).

3.3.2 Attention direction
Next the participants are asked to do a task where they have to put words into two categories. In this
task the reaction time of the participants is measured. By measuring this, the attention direction of
the participants can be analysed.
First the participants are able to practice on six words, some have something to do with studying and
others do not. Participants have to press the Q or P key on their keyboard to categorise the words
(Fazio, 1990). Afterwards they have to do the same exercise again. This time they have to categorise
24 of the same kind of words. Examples of words are: ‘haren’, ‘gezicht’, ‘inkt’ and ‘plant’. Out of
these words 12 have something to do with the appearance and 12 are general. The words will appear
in a random order. (Van de Veer et al, 2010)
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After categorising these words, participants are asked to categorise 24 other words, some of these
words are related to food and some are not. Examples of these words are: ‘pizza’, ‘chocola’, ‘sla’ and
‘schilderij’. Out of these words 12 are related to food and 12 are general words. From the 12 words
that are related to food six are related to healthy food and six to unhealthy food. The words will
appear in a random order.
The order of the exercises with the words related to appearance and the words related to food is
also random.

3.3.3 Arousal
Subsequently the arousal scale of Mehrabian and Russel (1974) is used to measure the level of
arousal participants experienced. Participants are asked to rate ten words concerning their feeling
state. Examples of words are ‘kalm’, ‘gespannen’ and ‘saai’. Participants are asked to rate their
feeling state on a Likert scale from one (zeer mee oneens) to seven (zeer mee eens). This is used to
measure the arousal of participants.

3.3.4 Feeling state
Next 15 Chinese characters are presented. Payne et al (2005) found out that a way to measure the
positive/negative feeling state of participants is to let them judge a number of Chinese characters. In
the experiment conducted for this report participants have to judge how pleasant they find the
appearance of 15 characters on a Likert scale from one to seven. The characters will appear in a
random order and the feeling state of the participant is analysed in this exercise. When participants
find the appearance of the character in general pleasant, the feeling state of the participant is
positive. And when participants judge the characters as more unpleasant they will have a negative
feeling state. When the feeling state of the participants is pleasant the fantasy effect may have been
activated.

3.3.5 Self-esteem and body shame
Next the participants have to indicate how much they agree or disagree with ten statements
concerning the feelings about themselves and ten statements concerning the feelings about their
body. The scale measuring the self-esteem is from Herman and Polivy (1980) and the scale
concerning feelings about their body is from Garner et al (1983).
Examples of these questions are: ‘Ik ben een waardevol persoon, in ieder geval even waardevol als
anderen’, ‘ik heb een positieve instelling jegens mezelf’ and ’ ik vind dat mijn buik te dik is’.
Participants can indicate on a seven point Likert scale how true this is for them. Their self-esteem and
body shame is measured in this exercise.

3.3.6 Attention internal cues
Then participants are asked to slide a pin back and forth on a line to indicate how hungry and
satisfied they are at that moment. This scale is based on the scale of Blundell et al (2010). The pin is
set in the middle of the line, and has a maximum of 100 points where the participants can slide it to.
This exercise contains five questions and it indicates the self reported hunger of the participant. After
this exercise four open questions are asked to determine their real hunger. With this exercise the
repression of the internal cues of participants can be measured and conclusions will be based on
these.

3.3.7 Motivation to diet
After that, seven statements are presented which measure the motivation to diet. This scale is based
in the scale of Garner (1991). Participants have to indicate on a seven point scale how much they
agree or disagree with the statements. Examples of these statements are ‘ik denk erover te gaan
diëten’ and ‘Ik eet snoep en koolhydraten zonder me schuldig te voelen’.
17
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3.3.8 General questions
Finally participants are asked to answer a couple of general questions about their age and gender to
check if all the participants fit the sample. There is also a question about the ability of the
participants to read Chinese characters. If they can read these then the exercise is invalid for them.
There is also a question about the distractions to see if their reaction time exercise is still valid and a
question to check whether or not they have seen the advertisements before, if they have then they
might be biased.
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Chapter 4: Results
The data from the experiment is analysed and will be discussed in this chapter. To analyse the data,
the computerprogram SPSS is used.
Before analysing the results the questions that were stated in a negative way were recoded so that
both the negative and positive measure the same. After that a new variable was made which covered
all the questions measuring the same subject. This new variable measured the mean outcome of the
answers by the participants.
A new variable to make a distinction between the participants in the two conditions was also made.

4.1 Analysis participants
The participants in this experiment consisted of 80 female students from Wageningen University.
Data from 21 participants were excluded, because not everyone could finish the experiment due to
problems with the computer program (N = 6) or because participants participated in another
experiment with the same advertisements (N = 15). This left 59 participants randomly assigned to
one of two experimental conditions, the neutral condition (N = 31) or the model condition (N = 28).
The age of the participants varies between 18 and 26 years old, with a mean age of 20,51 (SD =
2,145).
In addition analyses were made to see if there was an effect when the BMI of participants were
included. The BMI was included because previous studies showed that there is a strong relation
between the BMI of participants and their body shame (Fredrickson and Roberts, 1997).

4.2 Reliability analysis
The reliability of the different questionnaires is measured to make sure that a questionnaire, each
containing between five and ten statements, measures the same. The homogeneity of a
questionnaire is analyzed using Cronbach’s Alpha. After analyzing it seems that all the questionnaires
have a good reliability as shown in table 4.
Table 4: Reliability analyses
Questionnaire:
Arousal
Self-esteem
Body shame
Hunger feelings
Motivation to diet

N of Items
10
10
10
5
7

Cronbach’s Alpha
,792
,856
,900
,924
,867

The test using 25 words about appearance and food, and the test using Chinese characters are
excluded from this analysis, since homogeneity is not expected.

4.3 Attention direction analysis
In order to analyse the attention direction of consumers a test measuring the reaction time of
participants when seeing words that are related to food and their appreance was included in the
experiment. To prepare the data, first the participants who did not put the word in the right category
were removed for this part of the analysis. After that, the words were transformed into a lg10
variable so the reaction time could be analysed. To see if there is an effect an ANOVA test is used to
analyse the results of all the words. However the order in which participants saw appearance related
words (N = 20) and food related words (N = 39) was not equaly devided and also did not hold a
significant difference.
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4.3.1 Reaction time words about appearance
In the ANOVA test, conducted for the words regarding appearance, no significant effect was found F
(2,56) = 1.387, p = .244 when comparing the reaction time of the participants in the two conditions.
The ANOVA was conducted using the appearance related words as a dependent variable, the variable
condition as fixed factor and the general words as a covariate.
Also, when analysing the words regarding the inner body F (2,56) = .390, p = .535 and external body F
(2,56) = 2.544, p = .116 separately, no significant effect was found when comparing the reaction time
of the words in the two conditions. The ANOVA test was conducted using the inner or external
appearance related words as a dependent variable and the same fixed factor and covariate as in the
prior ANOVA test.

4.3.2 Reaction time words about food
The ANOVA test conducted to analyse the words regarding food is not significant F (2,55) = .637, p =
.428 for the effect of the two conditions on the reaction time for food related words. The ANOVA
test was conducted using food related words as a dependend variable, the variable condition as fixed
factor and the general words as a covariate.
Also the words who only relate to healthy food F (2,55) = 1.005, p = .321 or unhealthy food F (2,55) =
.136, p = .714 had no significant difference between the reaction time of participants and the
condition. The ANOVA test was conducted using the healthy or unhealthy food related words as a
dependent variable and the same fixed factor and covariate as in the prior ANOVA test.
The literature study indicates that a significant difference between the reaction time of the
participants in the two different conditions is expected for monitoring, repressing or fantasy to occur.
The output of this analyses does not support this. For arousal no big difference between the two
conditions was expected.

4.4 Arousal analysis
To see if there is an effect in the arousal participants experience between the two conditions, an
ANOVA test is used to analyse the results. The ANOVA test was conducted using the mean variable
for arousal as a dependent variable and the variable condition as fixed factor.
The ANOVA test for measuring the level of arousal participants experience in the two different
conditions is not significant F (1,57) = .913, p = .343.
The assumptions based on the literature study indicate that for monitoring, repressing and fantasy
the arousal would be the same and for arousal the effect should be higher in the model condition
than the neutral condition.

4.5 Feeling state analysis
To see if there is an effect in the feeling state of participants between the two conditions an ANOVA
test is used to analyse the results. The ANOVA test was conducted using the mean variable of the 15
Chinese characters as a dependent variable and the variable condition as fixed factor.
In the ANOVA test, conducted to analyse the effect in the feeling state of participants in the two
different conditions, no significant effect is found F (1,57) = 2.379, p = .129.
The literature study showed that if the fantasy effect occurs, the feeling state of the participants had
to improve significantly. The results do not support this expectation.

20

Self-objectification and mass media

4.6 Self-esteem and body shame analysis
To see if there is an effect on the self-esteem and body shame of participants in the two conditions
an ANOVA test is used to analyse the results.

4.6.1 Self-esteem
The ANOVA test for indicating an effect on self-esteem in the two conditions is not significant F (1,57)
= 1.204, p = .277. The ANOVA test was conducted using the mean variable for self-esteem as a
dependent variable and the variable condition as fixed factor.
Based on the literature study, no difference in the perceived self-esteem of participants between the
two conditions could imply the repressing effect.
However, also a regression analysis was conducted with BMI (centered around its mean), condition
(0= without models, 1= with models) and the interaction between these two as independent
variables and self esteem as a dependent variable. A significant interaction effect between BMI and
condition (β = 2.448, t (54) = -2.393, p < .05) was found. No other main effects were significant.
To examine the interaction in more detail two spotlight analyses were conducted to analyse the
difference between participants with low (1 SD below the mean) and high BMI (1 SD above the
mean). The BMI of the participants in this experiment has a mean of 21,64 (SD = 2,95).
It seems that participants with a higher BMI (1 SD above the mean) are not affected by the condition
with thin models (β = .128, t (54) = .712, p = .480). The condition with thin models did have an effect
on the self-esteem of participants with a low BMI (β = -.491, t (54) = -2.714, p = .009). Participants with
low BMI reported a lower self esteem after seeing the advertisements with models (M = 47.86) than
after the advertisements without models (M = 56.26) The spotlight analysis test was conducted using
the mean variable of self-esteem as dependent variable and the variables condition, LowBMI and
LowBMIXCondition as independent variables. The second spotlight analysis was conducted using the
same mean variables as dependent variable and the variable condition, HighBMI and
HighBMIXCodition as dependent variables.

4.6.2 Body shame
The ANOVA test conducted to measure the difference in body shame of participants between the
two conditions is not significant either F (1,57 ) = .113, p = .738. The ANOVA test was conducted using
the mean variable for body shame as a dependent variable and the variable condition as fixed factor.
The literature study indicates that if one of the four effects (monitoring, repressing, fantasy and
arousal) would occur the body shame would be significantly higher or lower when seeing
advertisements featuring thin models. The outcome of this test does not support this.

4.7 Attention internal cues analyses
To measure the attention of internal cues, participants had to give an indication on a line for how
hungry they were at that moment. They also had to write down when they ate for the last time and
what they ate. To see if there is an effect an ANOVA test was conducted.

4.7.1 Perceived hunger
No significant effect was found in the ANOVA test that analysed the perceived hunger of participants
in the two conditions F (1,57) = 1.086, p = .302. The ANOVA test was conducted using the mean
variable for hunger as a dependend variable and the variable condition as the fixed factor.
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4.7.2 Real hunger
The intention was to look for a difference between the perceived and real hunger cues of
participants. Therefore participants had to answer questions about their last meal or snack. However
it was very difficult to analyse these results, because it was difficult to judge when they would be
hungry again after eating a snack or meal. The aim was to see if participants ate anything more than
two hours ago, if this is the case the assumption can be made that the participant is hungry again.
But in reality some ate a hot meal as lunch or ate a lot of snacks afterwards therefore it was difficult
to calculate how hungry the participants would be. So unfortunately nothing can be reported about
the real hunger cues of the participants.
The theory in the previous chapters claim that if one of the four effects of self-objectification
occurred there had to be a significant difference between perceived hunger and real hunger cues.
The data from the survey does not support any of the effects.

4.8 Effect motivation to diet
An ANOVA test is conducted to analyse the difference in motivation to diet between participants in
the two conditions. The ANOVA test was conducted using the mean variable for dieting as a
dependend variable and the variable condition as the fixed factor.
However no significant effect is found in the ANOVA test F (1,57) = .489, p = .487. So no effect was
found in the answers of the participants in the different conditions.
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Chapter 5: Discussion
The aim of this report is to understand the effect of self-objectification on women. Selfobjectification occurs when consumers judge their body in a way an observer would. A literature
study is conducted to find effects that might occur when self-objectifying. The four effects that were
found are monitoring (Fredrickson and Roberts, 1997), repressing (Fredrickson and Roberts, 1997),
fantasy (Myers and Biocca, 1992) and arousal (Myers and Biocca, 1992). Based on these effects an
experiment is conducted to find out which of these affect the consumers when self-objectifying.
When the effect is found we can understand consumer behaviour during self-objectification.
Therefore the focus of the experiment is on the processes that occur when self-objectifying. When
we can measure the processes we can find the effect that occurs.
Self-objectification can be triggered by thin models in advertisements. When this happens consumers
experience effects like the disability to compensate on their food intake (van de Veer et al, 2010).
To understand the effect self-objectification has on consumers, four expectations were formulated
each containing one of the four effects (monitoring, repressing, fantasy and arousal). Monitoring
occurs when consumers are focussed in their body which leaves less attention to other cues. When
monitoring occurs expected is to find a certain difference between the two conditions within the
process attention direction. Namely, the attention must be focused more towards appearance and
less towards food.
Repressing occurs when consumers repress feeling of hunger which makes them insensitive and
inaccurate in understanding their inner cues. When looking for the occurrence of repression
expected is to find a difference in the process attention internal cues between participants in the two
conditions. Also differences in the attention direction should have been found. It was expected that
the self reported hunger of the participants and the attention in appearance would have been lower,
and their attention to food higher.
Fantasy effect occurs when consumers feel positive they can attain an ideal slim body in the future.
This gives consumers a positive feeling which would lead to an expected difference in the processes
self-esteem, body shame, motivation to diet and feeling state between participants in the two
conditions. It was expected that the self-esteem of participants would increase in the model
condition, the body shame and motivation to diet would decrease in the model condition. The feeling
state of the participants would be positive.
When arousal occurs consumers feel aroused when confronted with thin models, but cannot
interpret this feeling as such. When arousal occurs expected is that there will be a difference in the
processes self reported hunger and arousal between participants in the two conditions. During
arousal it is expected to find that the self reported hunger would increase and the participants would
feel aroused.
To find out if one of the four effects occur, the following dependent variables were analyzed,
appearance and food related words, arousal, Chinese characters, self-esteem, body shame, hunger
and motivation to diet. Based on these results from the experiment the expectations are rejected. No
significant differences were found between the two conditions (neutral and model) for the depended
variables. This means that the effects have not occurred during the experiment. This was not
expected and rather odd because prior experiments indicate that thin models do indeed have an
effect on the mental state of consumers.
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This means that according to these results no differences between the mental state of participants in
the neutral and model condition were found. Since numerous experiments have found an effect on
the mental state of consumers when confronted with thin models the results of this experiment
must be reconsidered.
There are a couple of possibilities as to why this experiment did not have the results that were
expected. It is possible that self-objectification might not have occurred at all during this experiment.
This could mean that the ten advertisements featuring thin models were not sufficient for this
manipulation or the focus on the advertisements was not strong enough for self-objectification to
occur. In subsequent experiments another method to manipulate self-objectification could be used
such as a mirror, video camera or different pictures. Maybe the pictures needed to be bigger or
participants had to be forced to focus on these pictures more thoroughly or for a longer amount of
time. This can be done by using different questions for the advertisements. In this experiment
participants only had to answer three questions on every advertisement so the duration of the
experiment would not be too long. In future experiments more or different questions can be used to
make participants focus more thoroughly on the advertisements.
In the future it will also be wiser to use a pre-test. This pre-test can be used to see if selfobjectification occurs in this experiment and alterations can be made. There is also a possibility that
the questions used in this experiment did not measure what was intended. For example it was
expected that the 15 Chinese characters measured the feeling state of consumers. Since it was based
on an investigation which used 36 Chinese characters, 15 might not have been sufficient (Payne et al,
2005). Also participants indicated that some did not like Chinese characters to begin with. So in the
future it is wise to pre-test this first.
It is also possible that participants understood the aim of the experiment and they did not answer
the questions truthfully. It is well known that thin models affect the way consumers think, and
consumers do not like this fact and they can try to work against it. This might be the case for the
results that show that participants with a higher BMI are not affected by the conditions with thin
models, whereas for participants with a low BMI their self-esteem decreased. Participants with high
BMI might have resisted against the idea that thin models affect them and therefore not answered
the questions truthfully.
At the end this experiment leaves a lot of questions unanswered and it makes you wonder what
consumers feel when being confronted with models or when self-objectifying. Future experiments
should focus more on the effect of self-objectification on consumers, for the exact effects are still
unclear.
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Appendix 1: Survey
Heel erg bedankt dat je mee wilt doen aan deze serie korte onderzoeken. Bij deze
serie onderzoeken vragen wij je om een aantal vragenlijsten in te vullen. De eerste
vragenlijst gaat over het beoordelen van advertenties. In het daarop volgende
onderzoek kijken we naar hoe goed mensen verschillende woorden van elkaar
kunnen onderscheiden. Ten slotte stellen we nog een aantal vragen over je
persoonlijkheid. Tijdens het onderzoek kan je je op elk moment terug trekken van
deelname zonder verdere gevolgen.
Het beantwoorden van de vragenlijst is anoniem en er zal vertrouwelijk met de
informatie om worden gegaan. De antwoorden zullen niet voor andere doeleinden
gebruikt worden dan voor mijn scriptie en wetenschappelijk onderzoek. Alleen
gemiddelde scores worden naar buiten gebracht zodat antwoorden niet aan
individuele respondenten gekoppeld kunnen worden.
Het is van belang om de vragenlijsten in één keer achter elkaar in te vullen, dus
om het onderzoek niet te onderbreken.
Succes bij het invullen van de vragenlijst en alvast hartelijk bedankt voor je
medewerking!
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Nu volgen er 10 verschillende advertenties. Per advertentie volgen er verschillende stellingen
waarbij je met het aanklikken van de schaal aan kan geven in hoeverre je het met de stelling eens
bent.

1.

2.

3.

Deze
advertentie
spreekt mij
aan.
Ik sta positief
tegenover het
product dat in
de advertentie
naar voren
komt.
De sfeer van
de advertentie
past bij het
product

Zeer mee
oneens

Mee
oneens

1

2

1

2

1

2

Enigszins
mee
oneens
3

Niet eens \
niet oneens

Enigszins
mee eens

Mee
eens

4

5

6

Zeer
mee
eens
7

3

4

5

6

7

3

4

5

6

7
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Nu volgen er 10 verschillende advertenties. Per advertentie volgen er verschillende stellingen
waarbij je met het aanklikken van de schaal aan kan geven in hoeverre je het met de stelling eens
bent.

1.

2.

3.

Deze
advertentie
spreekt mij
aan.
Ik sta positief
tegenover
het product
dat in de
advertentie
naar voren
komt.
De sfeer van
de
advertentie
past bij het
product

Zeer
mee
oneens
1

Mee
oneens
2

Enigszins
mee
oneens
3

Niet eens \
niet oneens

Enigszins
mee eens

Mee
eens

4

5

6

Zeer
mee
eens
7

1

2

3

4

5

6

7

1

2

3

4

5

6

7
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Bij dit onderzoek gaat het er om hoe goed mensen verschillende woorden kunnen onderscheiden. Zo
meteen verschijnen er 2 keer 24 verschillende woorden één voor één op het beeldscherm. Het is de
bedoeling dat je zo snel mogelijk aangeeft of de woorden wel of niet iets met een bepaald
onderwerp te maken hebben.
Er zijn twee dingen waarop je dient te letten bij het uitvoeren van deze taak.
Allereerst dat je erop let het goede antwoord te geven. Ten tweede is het echter ook van belang dat
je zo snel mogelijk probeert te antwoorden.
Eerst zullen we even met een aantal woorden oefenen als voorbeeld. Geef bij de volgende zes
woorden aan of deze wel of niet iets met studeren te maken hebben.
Als het woord volgens jou niets met studeren te maken heeft, druk dan zo snel mogelijk op de Q
toets op je toetsenbord. Dus met je linkerhand.
Als het woord volgens jou iets te maken heeft met studeren, druk dan zo snel mogelijk op de P toets.
Dus met je rechterhand.
Denk eraan, de Q toets betekent niet en de P toets betekent wel.

De test start over enkele seconden. Leg je vingers alvast op de Q toets voor niet en P toets
voor wel studie gerelateerde woorden.

Woord 1: Tentamen
Woord 2: Leren
Woord 3: College
Woord 4: Lepel
Woord 5: Paard
Woord 6: Ramen
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Nu we geoefend hebben kunnen we beginnen met de echte vragen. De volgende 24 woorden
hebben niet of wel iets met je lichaam te maken. Het is de bedoeling dat jij aangeeft in welke
categorie ze horen. Dit kan op precies dezelfde manier als bij de oefening.
Er zijn twee dingen waarop je dient te letten bij het uitvoeren van deze taak.
Allereerst dat je erop let het goede antwoord te geven. Ten tweede is het echter ook van belang dat
je zo snel mogelijk probeert te antwoorden.
Als het woord volgens jou niets met het lichaam te maken heeft, druk dan zo snel mogelijk op de Q
toets. Dus met je linkerhand.
Als het woord volgens jou iets te maken heeft met het lichaam, druk dan zo snel mogelijk op de P
toets . Dus met je rechterhand.

De test start over enkele seconden. Leg je vingers alvast op de Q toets voor niet en P toets
voor wel studie gerelateerde woorden.

Woord 1: haren
Woord 2: huid
Word 3: honger
Woord 4: lichaamstemperatuur
Woord 5: gezicht
Woord 6: taille
Woord 7: droge mond
Woord 8: hartslag
Woord 9: overgewicht
Woord 10: uiterlijk
Woord 11: spierpijn
Woord 12: verzadigd
Woord 13: vijver
Woord 14: liniaal
Woord 15: bloemknop
Woord 16: inkt
Woord 17: agenda
Woord 18: papier
Woord 19: plakband
Woord 20: beeldscherm
Woord 21: pen
Woord 22: plant
Woord 23: heuvel
Woord 24: gras
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De volgende 24 woorden hebben niet of wel iets met voedsel te maken. Het is de bedoeling dat jij
aangeeft in welke categorie ze horen. Dit kan op precies dezelfde manier als bij de oefening en de
vorige opdracht.
Er zijn twee dingen waarop je dient te letten bij het uitvoeren van deze taak.
Allereerst dat je erop let het goede antwoord te geven. Ten tweede is het echter ook van belang dat
je zo snel mogelijk probeert te antwoorden.
Als het woord volgens jou niets met voedsel te maken heeft, druk dan zo snel mogelijk op de Q
toets. Dus met je linkerhand.
Als het woord volgens jou iets te maken heeft met voedsel, druk dan zo snel mogelijk op de P toets.
Dus met je rechterhand.

De test start over enkele seconden. Leg je vingers alvast op de Q toets voor niet en P toets
voor wel studie gerelateerde woorden.

Woord 1: pizza
Woord 2: chocola
Woord 3: suiker
Woord 4: chips
Woord 5: friet
Woord 6: drop
Woord 7: appel
Woord 8: sperziebonen
Woord 9: biefstuk
Woord 10: kaas
Woord 11: sla
Woord 12: aardappel
Woord 13: land
Woord 14: lamp
Woord 15: knoop
Woord 16: tafel
Woord 17: bus
Woord 18: continent
Woord 19: stoel
Woord 20: schilderij
Woord 21: standbeeld
Woord 22: robot
Woord 23: woonkamer
Woord 24: wasbak
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Hieronder volgen verschillende woorden. Hier is de bedoeling dat je het cijfer aanklikt die het
beste weergeeft hoe je je op dit moment voelt. Je hoeft er niet te lang over na te denken. Er is
geen goed of fout antwoord en je eerste ingeving is meestal het beste.
Gevoelsstaat:

1.
2.
3.
4.
5.
6.
7.
8.
9.
10.

Kalm
Gespannen
Saai
Wakker
Relaxed
Energiek
Slaperig
Sloom
Levendig
Alert

Zeer
mee
oneens
1
1
1
1
1
1
1
1
1
1

Mee
oneens
2
2
2
2
2
2
2
2
2
2

Enigszins
mee
oneens
3
3
3
3
3
3
3
3
3
3

Niet eens \
niet oneens
4
4
4
4
4
4
4
4
4
4

Enigszins
mee eens
5
5
5
5
5
5
5
5
5
5

Mee
eens
6
6
6
6
6
6
6
6
6
6

Zeer
mee
eens
7
7
7
7
7
7
7
7
7
7

Nu volgen er 15 Chinese karakters. Het is de bedoeling om de Chinese karakters te evalueren en te
beoordelen op hun uiterlijk. Hierbij kan je aangeven in hoeverre je het Chinese karakter er
aangenaam of onaangenaam uit vind zien.
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Geef hieronder per stelling aan in hoeverre je het ermee eens of oneens bent.
Stelling

1.

2.
3.

4.

5.

6.

7.

8.

9.
10.

Ik ben een waardevol
persoon, in ieder
geval even waardevol
als anderen.
Ik bezit een aantal
goede kwaliteiten.
Ik ben geneigd om mij
een mislukkeling te
voelen.
Ik kan dingen net zo
goed als anderen
doen.
Ik heb het gevoel dat
er niet veel dingen zijn
waar ik trots op kan
zijn.
Ik heb een positieve
instelling jegens
mezelf.
Over het algemeen
ben ik tevreden over
mezelf.
Ik wou dat ik meer
respect had voor
mezelf.
Ik voel me soms
waardeloos.
Soms denk ik dat ik
nergens goed voor
ben.

Zeer
Mee
mee
oneens
oneens

Enigszins Niet
mee
eens \
oneens
niet
oneens
3
4

1

2

1

2

3

1

2

1

Enigszins Mee Zeer
mee
eens mee
eens
eens
5

6

7

4

5

6

7

3

4

5

6

7

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7
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Stelling Zeer mee oneens

11.

Ik vind dat mijn buik
te dik is.

Mee
Enigszins Niet
oneens mee
eens \
oneens
niet
oneens
1
2
3

Enigszins Mee
mee
eens
eens

Zeer Stelling
mee
eens

4

5

6

7

12.

Ik vind dat mijn
bovenbenen te dik
zijn.

1

2

3

4

5

6

7

13.

Ik vind dat mijn buik
precies goed van
formaat is.

1

2

3

4

5

6

7

14.

Ik ben tevreden over
de vorm van mijn
lichaam.

1

2

3

4

5

6

7

15.

De vorm van mijn
billen bevalt me

1

2

3

4

5

6

7

16.

Ik vind dat mijn
heupen te breed zijn.

1

2

3

4

5

6

7

17.

Ik vind dat mijn
bovenbenen van juist
formaat zijn.

1

2

3

4

5

6

7

18.

Ik vind dat mijn billen
te dik zijn.

1

2

3

4

5

6

7

19.

Ik vind dat mijn
heupen van juist
formaat zijn.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

20.

Ik vind dat mijn armen
te dik zijn.

35

Self-objectification and mass media
Sleep het schuifje naar voren of naar achteren over de lijn en zet hem op het punt wat volgens jou
het best aangeeft hoe je je op dit moment voelt.
1. Hoe hongerig voel je je op dit moment?
________________________________________________
Helemaal niet
Helemaal wel
2. Hoe vol voel je je op dit moment?
________________________________________________
Helemaal niet
Helemaal wel
3. Hoeveel denk je nu te kunnen eten?
________________________________________________
Helemaal niet
Helmaal wel
4. Hoe verzadigd voel je je op dit moment?
________________________________________________
Helemaal niet
Helemaal wel
5. In hoeverre verlang je nu naar eten?
________________________________________________
Helemaal niet
Helemaal wel

Wat is de laatste maaltijd die je gegeten hebt?
Hoe lang geleden was dit?
Heb je sinds die maaltijd nog iets anders gegeten? Zo ja, wat?
Hoe lang geleden was dit?

36

Self-objectification and mass media
Hieronder volgen verschillende stellingen. Het is de bedoeling dat je aanklikt in hoeverre de
stellingen weergeven hoe je je op dit moment voelt. Je hoeft er niet te lang over na te denken. Er is
geen goed of fout antwoord en je eerste ingeving is meestal het beste.
Stelling

1. Ik eet snoep en
koolhydraten
zonder me schuldig
te voelen
Ik denk erover te
2. gaan diëten
3. Ik voel me extreem
schuldig na teveel te
hebben gegeten
4. Ik ben erg bang om
aan te komen
5. Ik overdrijf of blaas
het belang van
gewicht op.
6. Ik ben erg bezig met
de wens dunner te
worden
7. Als ik een pond
aankom ben ik bang
dat ik aan blijf
komen

Zeer
Mee
Enigszins Niet eens \
mee
oneens mee
niet
oneens
oneens
oneens
1
2
3
4

Enigszins Mee
mee
eens
eens
5
6

Zeer
mee
eens
7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7
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Tot slot nog een aantal algemene vragen. Vergeet niet dat de test anoniem is en dat er
vertrouwelijk met de gegevens wordt omgegaan.
Wat is je leeftijd (in jaren)?
Wat is je gewicht (in kg) op dit moment?
Wat is je lengte (in meters)?
Wat is het deelnemersnummer? (dit staat aangegeven op de gele post-it op de computer)
Wat is je geslacht?
Doe je op dit moment aan de lijn?
Heb je in het verleden weleens aan de lijn gedaan?
Denk je in de toekomst aan de lijn te gaan doen?
Kun je Chinese karakters lezen?
Heb je deze of vergelijkbare advertenties al een keer eerder in een ander onderzoek gezien?
Werd je ergens door afgeleid tijdens het onderzoek?
Heb je opmerkingen betreffende dit onderzoek of de vragen?

Dit is het einde van deze vragenlijst.
Heel erg bedankt voor het meedoen aan dit deel van het onderzoek!
Je kan dit venster nu sluiten waardoor het laatste deel van het onderzoek
verschijnt.
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