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Prior research has found that one of the most prominently imposed values and beliefs from the media has been the objectified view of

the human body, and more specifically, the female body. We examine the effects of objectification on consumer decisions. Findings

indicate that objectification affects female (but not male) consumers’ decisions.

 
 
[to cite]:

Chrissy Mitakakis, Sankar Sen, and Stephen  Gould (2011) ,"Objectification and Consumer Choice", in NA - Advances in

Consumer Research Volume 39, eds. Rohini Ahluwalia, Tanya L. Chartrand, and Rebecca K. Ratner, Duluth, MN : Association

for Consumer Research, Pages: 815-816.

 
[url]:

http://www.acrwebsite.org/volumes/1009820/volumes/v39/NA-39

 
[copyright notice]:

This work is copyrighted by The Association for Consumer Research. For permission to copy or use this work in whole or in

part, please contact the Copyright Clearance Center at http://www.copyright.com/.

http://www.acrwebsite.org/volumes/1009820/volumes/v39/NA-39
http://www.copyright.com/


Advances in Consumer Research (Volume 39) / 815

Objectification and Consumer Choice
Chrissy Mitakakis, Baruch College, USA

Sankar Sen, Baruch College, USA
Stephen Gould, Baruch College, USA

Prior research has examined the effects of media on people’s attitudes and behaviors. In particular, researchers have found that one of 
the most prominently imposed values and beliefs from the media has been the objectified view of the human body (Monro and Huon 2005). 
Such research has mainly focused on the negative consequences that often result from the exposure to stereotypical and objectified cultural 
standards, and has found that the internalization of these pervasive social standards can lead to adverse effects in many domains of endeavor 
(Stice et al. 1994).  For example, researchers have found that the constant exposure to objectification has been associated with severe, long-
lasting consequences such as depression, sexual dysfunction, and eating disorders.  In addition, because Western media emphasizes objecti-
fied views of the female “ideal” much more than that of the male, the effects of objectification are often especially dire for females compared 
to those for males.  

As a result, many researchers have attempted to understand females’ process of internalization of objectification, and have come up with 
empirically validated theoretical accounts and explanations. One such construct, termed objectification theory, posits that in Western society, 
the female body is regarded as a sexual object that is to be looked at and evaluated (Fissel and Lafreniere 2006; Fredrickson and Roberts 
1997; Moradi, Dirks, and Matteson 2005). According to this theory, the female body is “treated as a body (or collection of body parts) valued 
predominantly for its use (or consumption) by others,” (Frederickson and Roberts 1997, 174). Consequently, females come to internalize 
this “observer” position of themselves, and therefore view their bodies as objects for visual inspection and evaluation, in a process termed 
self-objectification (Calogero 2004; Fiissel and Lafreniere 2006). In addition to the long-term effects often produced by objectification, self-
objectification has also been associated with more immediate consequences, such as the decline of peak motivational states and flow experi-
ences because of the conditioned responses of shame when failing to meet societally constructed ideals. Additionally, these feelings of shame 
have also been shown to lead to momentary decreases in cognitive ability (Fredrickson and Roberts 1997; Moradi et al. 2005).  

Given the potential of self-objectification to cause immediate, negative consequences for females, it can be argued that objectification 
can affect decision processes.  Research in behavioral decision making suggests that consumer preferences are not always defined, but are 
instead constructed during a choice task (Novemsky et al. 2007). Oftentimes, consumers base their decisions on the apparent ease or difficulty 
surrounding the choice. While this subjective experience of ease or difficulty can be the result of the choice process itself, it can also be an 
outcome of external circumstances that are unrelated to the choice (Novemsky et al. 2007). Regardless of the source of difficulty, however, 
consumers often attempt to reduce the resulting feelings of discomfort and conflict through the choice process itself, by choosing a cogni-
tively easier, more easily defensible compromise option. The current research proposes that the momentary experience of self-objectification 
will act as a source of difficulty for females during the choice process. This, in turn, will lead to an increase in the choice of the compromise 
option among females (but not males). 

In our first study, we examined the proposed effect of objectification on female consumers’ choice through a hypothetical shopping sce-
nario. We gave all participants a word scramble task, which has been utilized in prior objectification research (Roberts and Gettman 2004), in 
which they had to rearrange four out of five words to form a coherent sentence,. Half of the participants received all neutral words (i.e., “sat 
to they town drove”), while the other half received words relating to objectification (i.e., “was hear unshapely she really”). After the word 
scramble task, participants were told to imagine that they were shopping for a camera. Following our manipulation, participants were given 
a choice set of three cameras varying in dimensions and price (Novemsky et al. 2007), and asked to carefully examine the options and select 
one. 

Results confirm our hypothesis. We found a main effect of condition (F(1, 268) = 9.30, p < .01), such that choice of a compromise op-
tion was greater for the objectification condition (M = 36%) than for the control condition (M = 17%). In addition, results also demonstrate a 
significant main effect of gender (F(1, 268) = 13.47, p < .01), as choice for the compromise option was greater for females (M = 34%) than 
for males (M = 15%). Further analyses also indicate a significant condition by gender interaction (F(1,268) = 4.19, p<.05). Planned follow-
up contrasts showed a significant effect for female participants in the objectification condition, as these participants choose the compromise 
option more than females in the control condition (M = 47% versus M = 21%; F(1, 268) = 16.00, p < .01). Furthermore, we also found that 
females in the objectification condition chose the compromise option more than males in the objectification condition (M = 47% versus 7%; 
F(1, 268) = 16.47, p<.01). Based on our findings, Study 2 (currently in progress) examines the effect of objectification on consumer choice in 
greater detail, by attempting to determine the underlying process (i.e., the nature of the proposed difficulty during choice) that may be driving 
the effects we observed in Study 1. 

Our research contributes to the literature by examining the effect of a rather common phenomenon on consumer choice. This paper 
demonstrates that objectification can lead to choice of a compromise option for those most vulnerable to its consequences, namely, females.  
In addition, given that we did not find any effect of objectification on males’ choice process, we argue that the effects of objectification are 
much more pronounced for females because of the implications of the female gender role in society. Thus, we offer new insight about the 
effect of objectification within the choice domain.  Future research might also examine whether the effects of objectification on choice might 
vary for different types of products.   
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A Test of Universality of the Relationship between Self-Construal and Impulsive 
Consumption: the case of Russia

Alexander Jakubanecs, Institute for Research in Economics and Business, Norway
Olga Patosha, State University Higher School of Economics, Russia

Impulsive consumption plays an important role in consumer behavior being a major driver of sales across many industries (Vohs and 
Faber 2007). Furthermore, research has shown effects of the cultural dimension of self-construal type on impulsiveness (Zhang and Shrum 
2009; Chen et al. 2005). However, since the connection between self-construal and impulsive consumption has been investigated primarily 
within and between the North American and a number of Asian cultures e.g. (Chen et al. 2005; Zhang and Shrum 2009) the question remains 
whether the connection is universal. Russia particularly presents an interesting subject of research since impulsiveness as well as recklessness 
has often been mentioned as Russian cultural traits both by Western and Russian researchers (Dicks 1952; Inkeles, Hanfmann et al. 1961; 
Peabody, Shmelev et al. 1994; Peabody and Shmelyov 1996). At the same time, Russia historically has had a collectivist societal structure 
(Miller 1960; Toltz 2001) and is often classified as collectivist in the extant research (Hofstede 1991). Thus, we may expect to find a differ-
ent relationship between self-construal and impulsiveness in the Russian context. This research has important implications for cross-cultural 
research in impulsive consumption and universality of consumer behavior theories.

SELF-CONSTRUAL AND IMPULSIVE CONSUMPTION 
Independent self-construal implies loose connection to other members of society while interdependent implies close connection (Trian-

dis 1995). Impulsiveness is usually defined as greater accessibility of hedonic compared to self-regulation goals (Shiv and Fedorikhin 1999). 
Cross-cultural differences in impulsive consumption have been documented with independent self-construal positively influencing impulsive 
consumption and consumer impatience and interdependent negatively both on individual and inter-cultural levels (Chen et al. 2005; Trafimow 
et al. 1991). Furthermore, peer presence can be expected to enhance chronic cultural patterns (Zajonc 1965). 

RUSSIAN CULTURAL TRAITS
Extant research on Russian culture has shown it to be considerably less developed in capacity for self-regulation that is very typical of 

other Northern peoples (Dicks 1952; Inkeles et al. 1961). This characteristic has been documented both through qualitative research e.g. (In-
keles et al. 1961) and through self-ratings (Peabody and Shmelyov 1996). Self-ratings have shown Russians to be considerably more impul-
sive, reckless and rash compared to a range of other cultures e.g. American, German, British and Japanese (Peabody et al. 1994; Peabody and 
Shmelyov 1996). Traditionally experiencing these tendencies, albeit evaluated negatively by the members of the culture, has been socially 
acceptable and not associated with guilt or remorse after the experience. 

HYPOTHESES
Weakly developed self-regulation and thus impulsiveness are widely spread syndromes in the Russian culture that are socially ac-

ceptable (Dicks 1952; Peabody and Shmelyov 1996). Therefore we postulate that peer presence may increase impulsiveness in both self-
construals, albeit in different ways. Independents will be concerned with their unique identity which can be also expressed through impulsive 
consumption. This predisposition can be enhanced by peer presence. Thus, the interaction of independent self-construal with peer presence 
will be manifested in attitudes towards impulsive consumption. 

Group norms are important for interdependents (Triandis 1995). However, since impulsive behavior and consumption in Russia are so-
cially acceptable, although not necessarily encouraged, we should not see the interaction of interdependent self-construal with peer presence 
on the attitudes. Yet, as interdependent self-construal is chronic in the Russian culture and impulsiveness is a cultural syndrome, we should 
observe this interaction on the level of internal state, i.e. level of impulsiveness. Thus, 

H1: There will be positive effects of peer presence on consumption attitudes for independent self-construal.

H2: There will be positive effects of peer presence on state of impulsiveness for interdependent self-construal, but not on consumption 
attitudes.


