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Consumer research suggests that consumers avoid selecting products that are associated with dissociative groups. Research in social

psychology has demonstrated that people’s performance can be impaired when they face a stereotype threat. Building on those two

research streams, we investigate how people react to a stereotype threat when the stereotype is related to a dissociative group. Using

two empirical studies, we found that males, when faced with a stereotype threat related to females, perform well and enjoy a gift-

wrapping task only when an excuse is provided to them that can protect them from being associated with the female group.
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spouse; however they varied by the cost of the product purchased. For example British white women were at times more likely to purchase
items that were viewed as capital intensive such as white goods. Whereas Black Nigerian women were more likely to purchase items that
were less capital intensive such as food and were highly unlikely to purchase high capital intensive products without consultation with
their spouse and their presence in the buying process e.g. the buying of electronics.

However, all our Black Nigerian participants demonstrated varying levels of resistance to what they perceived to be traditional
Nigerian, patriarchal values. From a cultural values perspective this manifested through expressing a greater sense of individuality;
reflective of their engagements with British White culture. For example, many of the participants exhibited this through personal fashion
(e.g. clothes, jewellery, hairstyles and cosmetics) and in some cases spoken language (e.g. the use of British slang). Food purchase and
food preparation for the family was also shown to be pivotal in individuality and provided a space in which these immigrant women were
also able to exhibit forms of resistance of their traditional cultural and patriarchal values.
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In everyday life, social identity and stereotypes influence how people behave. The literature on stereotype threat (e.g., Steele, Spencer,
and Aronson 2002), for instance, argues that stereotype threat occurs whenever a person who highly identifies with a certain domain but
belongs to a group that is stereotyped to be incompetent in that domain, becomes aware that he/she might engage in behavior that would
confirm the stereotype. Previous research (e.g., Aronson et al. 1999) has shown that people’s academic performance can be significantly
impaired by the presence of a stereotype threat. Apparently, the psychological pressure of having to perform well in order to deny the
stereotype leads to an opposite outcome–poor performance.

In the consumption setting, it has been found that consumers might be reluctant to use products that send negative cues about
themselves (Banister and Hogg 2004) and avoid selecting products that are associated with negative reference groups (White and Dahl
2006). More specifically, recent research suggests that males require an excuse to get involved with female oriented consumption (Argo,
Zhu and Dahl 2007).

However, to the best of our knowledge, neither the literature on stereotype threat nor the literature on consumer behaviour has
investigated how people react to a stereotype threat when the stereotype domain is related to a dissociative group. The current research
that draws on stereotype threat and dissociative groups, examines how consumers respond to situations in which demonstrating
competence (ability) in using a product is not desirable since it might associate them with a dissociative group. More specifically, we
evaluate how consumers’ performance and enjoyment of using products, and their satisfaction with their own performance are affected
when consuming products that are associated with a dissociative group.
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Consumer response to stereotype threat related to a dissociative group was assessed in a pilot study and an experiment within the
context of a gift-wrapping task–a context found to be a gender-related stereotype, which males would like to be dissociated with.
Undergraduate business students at a major mid-western university participated in the study for course credit.

The results of a pilot study showed that participants who were told that the task was designed to test the wrapping materials (stereotype
threat absent) were more satisfied with their own performance and felt more competent while wrapping the gift box than participants who
were told that the gift wrapping task was designed to test their artistic ability (stereotype threat present).

An experiment was then designed to investigate the interactive effects of gender and stereotype threat on consumers’ performance
and enjoyment, and their satisfaction with their own performance in the gift-wrapping task. Seventy-eight students (50% males)
participated in this study. The design was similar to that of the pilot study. With the exception of task performance that was evaluated by
independent judges, all of the dependent variables of interest (task enjoyment and satisfaction with own performance) were self-reported
measures.

Results revealed a significant two-way interaction of gender and stereotype threat on task performance (F(1,74)=10.18, p<.01), task
enjoyment (F(1,74)=6.79, p=.01), and satisfaction with own performance (F(1,74)=7.03, p=.01). Simple effect tests revealed that there
was a significant effect of stereotype threat on the performance of male participants (Mabsent=5.50 vs. Mpresent=4.84; F(1,74)=6.03,
p<.05), on how much they enjoyed the task (Mabsent=4.91 vs. Mpresent=4.03; F(1,74)=4.58, p<.05) , and on their satisfaction with their
own performance (Mabsent=4.24 vs. Mpresent=3.24; F(1,74)=4.43, p<.05). In addition, within the present stereotype threat condition,
compared to female participants, males performed significantly worse (MMales=4.84 vs. Mfemales=6.21; F(1,74)=24.48, p<.001),
enjoyed the task much less (MMales=4.03 vs. Mfemales=5.75; F(1,74)=12.07, p<.001), and evaluated their own performance much lower
(MMales=3.24 vs. Mfemales=5.10; F(1,74)=10.21, p<.01). Male and female participants performed and enjoyed the task equally well when
they were told that the gift-wrapping task was designed to evaluate the wrapping materials (p>.10).

Conclusion
Overall, results suggest that male participants could perform well but needed an excuse to do so, a finding that is consistent with Argo,

Zhu, and Dahl (2007) who demonstrated that males needed an excuse to get involved in an emotional melodramatic story. When we gave
males the excuse that the gift-wrapping task was designed to evaluate the wrapping materials, they performed as well as females. Our
findings contribute to the literature on stereotype threat by demonstrating that the threat can also take place even when the person is highly
disidentified with the stereotype relevant domain. This research also adds to the consumer literature related to dissociative groups by
showing that a product perceived to be associated with a dissociative group might not only reduce consumers’ preference for that product
but also negatively impact consumers’ performance and enjoyment in using that product, and personal satisfaction with their performance.
From a public policy standpoint, this research can also partly explain the effect of gender stereotypes on females’ and males’ performance
in and enjoyment of domains that are stereotypically gender-related such as arts, and household work.
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Transmodern Metaphors and Consumer Spirituality
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This study on transmodern metaphors is positioned at the nexus of consumer spirituality, where transmodern is defined as “a way
of thinking that combines intuition and spirituality with rational brainwork” (Luyckx, 1999, 971). The term metaphor refers to associations
that relate abstract concepts to physical things and are used to construct conceptual understandings (Lakoff 1987; Lakoff and Johnson,
1980). Existing consumer research has focused on the cognitive linguistic, psycholinguistic, literary and cultural views of metaphors
(Dodd 2002; Lakoff and Johnson 1980; Denny and Sunderland 2005; Coulter and Zaltman 2000; McQuarrie and Mick, 1996; Hirshman
2000; Zaltman and Coulter 1995; Zaltman 1997); yet, limited attention has been given to spirituality and metaphors. This provides the
basis for our research, which examines the use of transmodern metaphors associated with consumer spirituality. We contribute to theory
by introducing ‘meta-connections’ as an important metaphorical connectivity relating to consumer spirituality.

Today’s global contemporary society finds consumers increasingly interested in and influenced by their own spirituality. Spirituality
concerns one’s personal quest for understanding answers to ultimate questions about life, meaning, and relationships with the sacred or
transcendent (Koenig et al. 2001). Spiritual awareness leads consumers to not only consider secular, rational and scientific approaches
to understandings, but to incorporate transmodern considerations. The marketing literature has discussed metaphor and meanings


