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Extended Abstract
Marketers claim that thin models are very efficient in selling products (Gillian, 2000). Research findings show that consumers 

generally associate thin with happiness, desirability, and status (Tiggermann, 2003). On the other hand, marketers and advertisers have 
been criticized for using thin models which adversely affect young women’s self-esteem and body satisfaction (Martin and Gentry 
1997). Hence, marketer’s dilemma is evident: images that are most effective in selling products may also harm consumers the most. For 
example, Dittmar and Howard (2004) have shown that while the exposure to thin ideals in ads may harm an individual’s body esteem, 
there is no difference between thin and average-size models in terms of advertising effectiveness (i.e. product and ad evaluation, and 
purchase intention).

Further, research indicates that omnipresence of idealized thin models has a cross-gender effect (Lavine, Sweeney, and Wagner 
1999). Proliferation of thin-ideal images in male consumed media may lead to males’ endorsement of thinness for women. Because men 
often influence, advice and participate in women’s shopping decisions, we focus our investigation on males and ask whether body size 
of advertising models influences males’ perception of product quality, price, and willingness to recommend and/or buy the advertised 
product for women. 

Our experiment employs a between-subject 3 x 2 factorial design, investigating the effect of exposure condition (ads featuring thin 
models, plus-size models, and average models) and price (low and high) on the following outcomes: 1) advertising effectiveness (ad 
attitude, perceived product quality, model attitude, and purchase intention and 2) body-esteem and intentions to diet and lose weight. 
We introduce price variable as an important and potentially powerful moderator of body size effects on aforementioned dependent 
variables. Furthermore, because thin is associated with status, the absence of research on body size and price interaction is puzzling. 
We manipulate price in order to investigate whether price interacts with model body size and to determine under which conditions body 
and price create the perception of quality and elicit generally more favorable attitudes toward advertisements.

One hundred and sixty males participated in the online experiment. Upon login onto the website, participants were randomized into 
one of the six conditions and told that that they are participating in a marketing research study that explores different communication and 
appeal strategies (print vs. video, reading detailed information versus watching a short ad, etc.) for two product categories–computers 
and women shoes. After completing pre-test, participants in each condition were referred to CNET.com page “Best 5 desktops” (http://
reviews.cnet.com/best-desktops/?tag=leftColumnArea1.0) or similar updated page, and asked to read short one-paragraph review for 
each of the five computers. Next, participants answered filler questions about their liking, preference, and purchase intention for any 
of the reviewed computers. Upon the completion, study participants saw the experimental ad and filled a post-test questionnaire that 
consisted of a) questions about advertising effectiveness (e.g. ad evaluation, purchase intention), and b) questions about attitudes toward 
and behavioral intentions to diet and lose weight. Participants were deceived that the later part of the post-test was an unrelated small 
scale study that would be used to design local health marketing campaign. Six ads used in the study were separately pre-tested on one 
hundred and twenty undergraduate students. Our manipulation was successful.

To examine the effects of price and model body size on our dependent variables, we conducted a 2 (price: high and low) x 3 (model 
body size: thin, average, plus size) MANOVA Our results showed significant main effects of price [Wilks’ λ=.71, F(6, 120)=8.13, p<.001], 
of model body size [Wilks’ λ=.81, F(12, 240)=2.83, p=.013], and a significant two-way interaction (Wilks’ λ=.80, F(12, 240)=2.24, 
p=.011). For two independent variables, there were four significant main effects: the effects of body size on perception of price (F (2, 
147)=3.31, p=.04), and model attitude (F (2, 147)=4.82, p=.01), and the effect of price on model attitude (F (1, 148)=4.27, p=.04) and 
perceived product quality (F (1, 146)=4.43, p=.037). The interaction of price with model body size was significant for all dependent 
variables, save body esteem, price perception, and product quality. 

We describe main effects that are not complicated by the presence of significant interaction first. We find that price was evaluated 
least favorably in a plus-size model condition, and there were no statistically significant difference in price evaluations between the ads 
featuring thin and average models (p=.18). Main effect of price on product quality revealed that higher price signaled higher quality 
(p=.037). Follow-up univariate post-hoc comparisons between groups revealed that consumers’ attitude toward the ad was the least 
favorable in a high price average body condition; in a low price condition, however, average model elicited more positive ad attitudes 
relative to thin and plus-size models. Further, our findings indicate that thin model was evaluated more positively relative to plus size 
and average models only in a high price condition. In a low price condition average model was preferred. We expected higher values of 
purchase intention when thin model was paired with high price. Although mean value for purchase intention for this particular condition 
was the highest, it was not significantly different from plus size model in the same condition. Again, we find that average model had a 
positive effect on purchase intention in a low price condition and negative effect in a high price condition. In a low price condition, the 
purchase intention was the lowest for thin model. 

Last but not least, although price and body size manipulation did not affect males’ body-esteem, there was an interaction effect of 
two independent variables on intention to diet. Specifically, males exposed to a thin model paired with high price, were more likely to 
indicate their intention to diet and lose weight. We focus our discussion on these controversial findings while more data is being collected.
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Who Said Multitasking is Bad? The Benefits of Doing Two Things at The Same Time
Sydney Chinchanachokchai, University of Illinois, USA

Brittany Duff, University of Illinois, USA
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Consumers are often multitaskers, turning on a TV while flipping through a magazine or talking on a cell phone while browsing 
through grocery aisles. In everyday life, people often engage in multiple tasks at the same time. Multitasking behavior in consumers is 
an area underexplored yet important for marketers to understand in its impact on advertising effectiveness. 

 Although multitasking has been explored in psychology and consumer research, most studies show that when people perform 
two tasks simultaneously, their performance on one or both tasks decreases (Hembrooke & Gay 2003). In some cases, however, performing 
a secondary task can actually increase one’s attention to a primary task by preventing one’s mind from wandering and, therefore, may 
increase performance on the primary task and memory for the material that is relevant to it (Andrade 2009). This paper presents a 
preliminary look at why this difference may occur, particularly in an advertising context, and how multitasking affects memory under 
different levels of involvement. 

In the situation where the two tasks are not equally cognitive demanding, the performance of one task may benefit the others. 
Performance decrements through competition for task-specific resources are moderated when the secondary task reduces the mind-
wandering that can be a hidden feature of single task control conditions (Smallwood et al 2007). fMRI studies have also shown that 
as central executive demands of tasks decrease, stimulus-independent thought (mind-wandering) increases (Mason et al 2007). These 
stimulus-irrelevant thoughts have been shown to lower performance on memory tasks (Seibert& Ellis 1991), showing that there might 
not always be straightforward effects of multitasking on consumer memory.

One exception to the lack of research on multitasking and advertising is Shapiro and Krishnan (2001). In this study, attention was 
divided by playing an audio program at the same time ads were shown on slides. However, this study compared dual-task groups and 
did not look at possible detrimental effects of a single-task, particularly when the single-task is not involving.

The concept of involvement is an important moderator of the amount and type of information processing elicited by a persuasive 
communication (Petty & Cacioppo 1981). High-involvement messages have greater personal relevance and consequences or elicit more 
personal connections than low-involvement messages (Krugman 1965). According to the elaboration likelihood model, as product increases 
in personal relevance or consequences, people are more motivated to devote cognitive effort required to evaluate it when involvement is 
high rather than low (Petty et al 1983). High involvement also leads to greater attention and comprehension (Celsi& Olson 1988). When 
the level of involvement is high, consumers are more motivated to process salient product information in advertisements. They also exert 
greater cognitive effort during comprehension of the ads, increasingly focusing their attention on the product-related information (Celsi 
& Olson 1988). Therefore, people who are performing a low cognitive-demand task (such as doodling) while low-involvement ads are 
presented should recognize product and ad points more than those who are not performing the task. A high-involvement ad may be able 
to draw attention from the audience by itself, therefore, the low demand task should not help ad memory in this case. 

A study was conducted to examine the effect of a low cognitive demand secondary task on memory. In this experiment, we 
used doodling as a secondary task. Participants (n= 77; 2x2 (Task x Involvement)) were told to listen to a series of monotonous radio 
commercials as if they were listening to the radio at home and form an impression toward the ads. Participants were randomly assigned 
into one of the two conditions (dual-task vs. single-task). In the dual-task condition, they performed a “doodling task” while listening to 
the commercials. Participants were provided paper with shapes on the left hand side and asked to copy the target shapes into the blank 
spaces. The single-task group only listened to the ads. There were two versions of the target commercial: high and low involvement. 
Each group heard five radio ads with four ads that were the same for all groups. The target commercial (high or low involvement) was 
placed at the end in order to generate a boredom effect. After the commercials finished playing, participants wrote down their impression 
and answered filler questions about the other ads that played and then performed a recognition task on 15 product and ad points (correct 
and foil).

A separate group (n= 23) rated only the high or low involvement ad (no other ads or tasks) confirmed the high-involvement ad was 
easier to pay attention to, was less boring, and had a more interesting product than the low-involvement ad

The results supported the hypotheses. There was a significant interaction effect between doodle task and the level of involvement on 
the ad recognition [F(1,73)=7.89, p< 0.01)]. Participants in the dual-task group scored lower than the single-task group in the recognition 
task when the target ad was high-involvement. Importantly, the opposite was true for the low-involvement condition. Dual-task participants 
actually scored higher in the ad recognition task than the single-task participants. 

There is a significant main effect of involvement on the target ad [F(1,73)=8.65, p< 0.01]. Participants in both groups rated the 
target ad in the high-involvement condition as more interesting than in the low-involvement condition. As expected, the effect was not 
significant for other ads (p’s>.1, n.s.), Indicating the manipulation worked as intended. There was also a significant interaction in self-
reported boredom between two groups F(1,73)=6.7, p< 0.05. Specifically, for those that listened to the low-involvement ad, the dual-task 
condition was less bored than the single-task condition. However, in the high-involvement condition, the difference in boredom was 
not significant. This indicates that the secondary task keeps participants from being bored especially when they are not interested in the 
primary task (ads). 


