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Figure 2 Overweight and obesity among the Austrian population (according to gender and
age) (Statistik Austria, 2015a)



Figures & Tables

ﬂategory

N

BMI
underweight <18.5
very severly underweight <16
severley underweight 16-17
underweight 17 -18.5
normal weight 18.5-25
overweight > 25
obesity > 30
obese class | (moderately obese) 30-35
obese class Il (severely obese) 35-40

> 40

Qese class Ill (very severly obese)

=/

Table 1: Classification of BMI for adults (WHO, 2013)

memographical criteria

Gender, Age, Education,
Occupation,Income
Civil status/Children, Ethnicity

4. Physical health
State of health
Life style
Health knowledge

2. Social identity

Body Weight

5. Biological factors
Genes

3. Nutrition
Nutrition behavior

\Nutrition knowledge

6. Media
Media landscape

Media consumption/

Figure 3: Influencing factors of body weight



Figures & Tables

1 Infancy; Crisis: Trust vs. Mistrust;
Self-Esteem: no self, basis for self-steem is trust

2 Early Childhood; Crisis: Autonomy vs. Shame;
Self-Esteem: evaluation of self based on actions, distinction of self

3 Play Age; Crisis: Initiative vs. guilt;
Self-Esteem: social comparison, decline of self-esteem

4 School Age; Crisis: industry vs. inferiority;
Self-Esteem: self is related to others, self-esteem stabilization

5 Adolescence; Crisis: Ego identity vs. role confusion;
Self-Esteem: appreciation, affiliation, decline of self-esteem

6 Young adult; Crisis: Intimacy vs. isolation;
Self-Esteem: self-esteem stabilization

7 Adulthood; Crisis: Generativity vs. stagnation;
Self-Esteem: solid self-esteem

8 Maturity; Crisis: Ego integrity vs. despair;
Self-Esteem: decline of importance of self-esteem

\

Figure 4: Psychosocial stages with a focus on self-esteem (Erikson, 1982)
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1. Biological factors
Intelligence
Physical appearance/BMI
Handicaps

4, Cultural enviroan

Culture
Ethnicity

2. Personal factors
Personality
Personal restrictions

Self-Esteem

5. Demographical criteria
Age, Gender,
Education, Occupation

3. Social environment
Family, Friends, School, Partner

Qorts, Social/Economic position

6. Media

—/

Figure 5: Influencing factors of self-esteem
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1 Infancy; Skepticism towards Advertising: early cognitive developments,
basics for processing of external stimuli, foundations for skepticism

2 Early Childhood; Skepticism towards Advertising:
expression of thoughts and emotions, foundations for skepticism

3 Play Age; Skepticism towards Advertising:
further development of language and interaction, foundations for skepticism

( N
4 School Age; Skepticism towards Advertising: distinction between self and others,

logical thinking, distinction between program and advertising, still emotional
\ J

4 N
5 Adolescence; Skepticism towards Advertising: ability of abstract thinking,
detection of the persuasion attempt, more rational than emotional

6 Young adult; Skepticism towards Advertising: final developmental steps,
full development of skepticism towards advertising

7 Adulthood; Skepticism towards Advertising:
stable skepticism towards advertising

8 Maturity; Skepticism towards Advertising:

stable skepticism towards advertising, increasing tendency
\ J

Figure 6: Psychosocial stages with the focus on skepticism towards advertising (Erikson,
1982)
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C)emographical criteria

4. Biological factors
Age, Gender, :
Education Intelligence
2. Personal factors
Personality, Skepticism
General skepticism, Towards Advertising
Self-esteem
3. Social environment 5. Persuasion knowledge/
Family, Friends, School, Partner Advertising literacy

Figure 7: Influencing factors of skepticism towards advertising
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Body Weight

H1a

\ 4

Self-Esteem

Figure 8: Hypothesis 1a: The connection of body weight and self-esteem
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4 )

Skepticism towards
Advertising

Self-Esteem

\ 4

o J

Figure 9: Hypothesis 2a: The connection of self-esteem and skepticism towards advertising

4 )

Skepticism towards

Body Weight Advertising

\ 4

RQ1a

o J

Figure 10: Research question 1a: The connection of body weight and skepticism towards
advertising
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Self-Esteem

H,,: mediating effect of Self-Esteem

. Skepticism towards
Body Weight > . .
RQ1a Advertising

Figure 11: Hypothesis 3a: Mediating effect of self-esteem on the relation of body weight and

skepticism towards advertising

/ Overweight women Normal weight women \

Lo Beliefs:
Societ IBellefs. . Societal norms are not
ocle a norms are true. (always) true.
Societal norms of Societal f bod
body ideal are my ideals. h ocletal norms 0_ ody
ideal are not my ideals.
[
. . i Response: . . i Response:
Cogglr‘l;esg:]sg::uar:ce. »| | am skeptical towards Cogglré\:;ilg:]sgg:uargce. »| | am skeptical towards
’ the advertisement. ’ the advertisement.
v v
Behavior: Behavior:
| doubt the messages | doubt the messages
\of the advertisement. of the advertisement. /

Figure 12: Process of the Cognitive Dissonance Theory: Smartphone
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/ Overweight women Normal weight women \
Beliefs:

~ Beliefs: Societal norms are not
Societal norms are true. (always) true

Societal norms of Societal t bod
body ideal are my ideals. Societal norms or body
ideal are not my ideals.

[
. . i Response: . . i Response:
Cogglr‘l;esg:]sg::uar:ce. »| | am skeptical towards Cogglré\:;ilg:]sgg:uargce. »| | am skeptical towards
’ the advertisement. ’ the advertisement.
v v
Behavior: Behavior:

| doubt the messages | doubt the messages
\of the advertisement. of the advertisement. /

Figure 13: Process of the Cognitive Dissonance Theory: Bottled Water

/ Overweight women Normal weight women \
Beliefs:

~ Beliefs: Societal norms are not
Societal norms are true. (always) true

Societal norms of Societal t bod
body ideal are my ideals. Societal norms or body
ideal are not my ideals.

t
Cognitive Dissonance: R
5 ane A nse:
Tension occurs, since the N Response Cognitive Dissonance: N esponse
»|| am not skeptical towards . > | am skeptical towards
chocolate bar addresses g 7 S ——. No tension occurs. T EEVETT t
the body ideal. S EENEEEMEN e advertisement.
v v
Behavior: Behavior:

| doubt the messages | doubt the messages
\of the advertisement. of the advertisement. /

Figure 14: Process of the Cognitive Dissonance Theory: Chocolate bar

/ Overweight women Normal weight women \
Beliefs:

oot IBehefS: . Societal norms are not
ocietal norms are true. (always) true.

Societal norms of Societal f bod
body ideal are my ideals. ! @EISEL NEln) O_ ody
ideal are not my ideals.

t
. . i Cognitive Dissonance:
?gr?s?:)tr:‘;ecczzs;::eng\z Response: Tension occurs among Response:
’ | am not skeptical towards women with low levels » | am skeptical towards

appetite suppressant

addresses the body ideal. the advertisement. of self-e;teem, a_dresses the advertisement.
the slim body ideal.
v v
Behavior: Behavior:
| doubt the messages | doubt the messages

che advertisement. of the advertisement. /

Figure 15: The process of the Cognitive Dissonance Theory: Appetite Suppressant
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- N

H,,: Overweight people have lower self-esteem than people of normal weight.

| H,,: People with a low level of self-esteem are less skeptical towards advertising than people with a high level of self—esteem.l

RQf1a: Is there a direct connection between BMI and skepticism towards advertising? Do overweight people have lower
levels of skepticism towards advertising than people of normal weight?

H,,: Self-esteem mediates the relationship between BMI and skepticism towards advertising. |

RQ1b: Is there an interaction effect of gender and BMI on skepticism towards advertising? Do overweight women
show the lowest levels of skepticism towards advertising?

H,,: There is an interaction effect of gender x BMI on self-esteem. Overweight women have the lowest level of self-esteem. |

H,y,: There is an interaction effect of gender x self-esteem on skepticism towards advertising. Women with a low level
of self-esteem show the lowest level of skepticism towards advertising.

Hay,: There is a moderation of gender on the mediating effect of self-esteem in the relationship between BMI and skepticism
towards advertising. The mediation is stronger among females than among males.

H,.: There is a moderation of education on the mediating effect of self-esteem in the relationship between BMI and
skepticism towards advertising. The mediation is stronger among people with lower education levels than among people
with higher education levels.

H,,,: Considering people with low levels of education, there is a moderation of gender on the mediating effect of self-esteem
in the relationship between BMI and skepticism towards advertising. The mediation is stronger among women
than among men.

H,.: Considering people with high levels of education, there is no moderation of gender on the mediating effect of
self-esteem in the relationship between BMI and skepticism towards advertising. The mediation is similar
among women and men.

H,q: There is a partial mediation of self-esteem on the relationship of BMI and skepticism towards advertising among
women with low levels of education.

H,.: There is a complete mediation of self-esteem on the relationship of BMI and skepticism towards advertising among
women with high levels of education.

N S

Figure 16: Summary of the derived hypotheses — Study 1
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Hs.: There is no mediation of self-esteem on the relation of body weight and skepticism towards the advertisement for a
smartphone.

Hsy: There is no mediation of self-esteem on the relation of body weight and skepticism towards the advertisement for
bottled water.

Hs.q: There is a partial mediation of self-esteem on the relation of body weight and skepticism towards the advertisement
for a chocolate bar.

Hso: Overweight women show a lower level of skepticism towards the advertisement for the food related product
considered to be unhealthy (chocolate bar) than normal weight women.

Hs4q: There is a complete mediation of self-esteem on the relation of body weight and skepticism towards the advertisement
for an appetite suppressant.

Hs4,: Overweight and normal weight women show similar levels of skepticism towards the advertisement for the
pharmaceutical related product (appetite suppressant).

Figure 17: Summary of the derived hypotheses — Study 2

/HSa: There is a moderation of the season on the mediating effect of self-esteem in the relationship between BMI \
and skepticism towards advertising among women.

Hg,: There is a partial mediation of self-esteem on the relation of body weight and skepticism towards advertising
among women in summer.

Hg.: There is a complete mediation of self-esteem on the relation of body weight and skepticism towards advertising
among women in winter.

Hgq: There is an interaction of body weight x season on the skepticism towards advertising level among women. In winter,
overweight women have lower levels of skepticism towards advertising than normal weight women. In summer, overweight
and normal weight women show similar levels of skepticism towards the advertising.

Figure 18: Summary of the derived hypotheses — Study 3
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H..,: There is a partial mediation of self-esteem on the relation of body weight and skepticism towards the advertisement
for the smartphone promoted by a slim model.

H...: Overweight women show a lower level of skepticism towards the advertisement for the non-food related product
(smartphone) with a normal weight model than normal weight women.

H.,: There is no mediation of self-esteem on the relation of body weight and skepticism towards the advertisement for the
smartphone promoted by an overweight model.

H..,: There is a partial mediation of self-esteem on the relation of body weight and skepticism towards the advertisement
for the chocolate bar promoted by a slim model.

H..,: Overweight women show a lower level of skepticism towards the advertisement for the food related product
(chocolate bar) with a normal weight model than normal weight women.

H-4: There is no mediation of self-esteem on the relation of body weight and skepticism towards the advertisement for the
chocolate bar promoted by an overweight model.

Figure 19: Summary of the derived hypotheses — Study 4

Characteristic Category Frequency Percentage

Gender Male 249 51.8%
Female 232 48.2%

Age 20-30 185 38.5%
31-40 141 29.3%
41-50 155 31.2%

Education Compulsory school 32 6.7%
Vocation learnt 163 33.9%
School leaving certificate =~ 164 34.1%
University degree 96 20.0%
Other 26 5.4%

BMI Normal weight 221 45.9%
(BMI < 24.99) 260 54.1%
Overweight (BMI > 25)

< —

Table 4: Overview of the sample - Study 1
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Measure Scale origin Items

Evaluation/ Calculation

Body Mass Index ~ WHO (2012) Body height in m

Body weight in kg

Skepticism Obermillerand e.g.
(towards Spangenberg We can depend on getting the truth in
Advertising) 5- (1998) most advertising.

point-Likert scale Avertising is a reliable source of
information about the quality and

performance of products.

Leonhard and
Barry (1998)

Physical
appearance

(9 female and 9
male silhouettes
in a range from
underweight,
normal weight,
slightly
overweight,
moderately
overweight to
obese)

Self-Esteem
5-point-Likert
scale

Rosenberg eg
(1965)
| feel | do not have much to be proud of.

On the whole, | am satisfied with myself.

BMI= kg/m?
(BMlggjt.reported +
BMlegtimatea)/2

Calculation of a composite
value of the nine items

1-2 underweight

3-4 normal weight

5 slightly overweight

6-7 moderately overweight
8-9 obese

Recoding of inversely
coded items

Calculation of a composite
value of the ten items

Classification of groups via
median split (low and high
self-esteem level)

Scores Cronbach‘s
Alpha

Normal weight -

18 > BMI >25

Overweight

25>BMI <40

Possible scores: 1-5  .881

Lower score
indicating a low
skepticism level

Higher score
indicating a high
skepticism level

1-9 -

Lower score
indicating a low body
weight/slim silhouette

Higher score
indicating a high
body weight/big
silhouette

Possible scores: 1-5 .912
Lower score

indicating a low self-
esteem level

Higher score
indicating a high self-
esteem level

Table 5: Overview of the scales and measures used in Study 1
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A
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c 4.2
0
2 4.0
o
I
0 3.8 +—male
E 36 3.63 female
o 3. ——
3 3.61 — 3.51
— 34
3.0 3.25

normal weight overweight j

Figure 20: Interaction effects: Gender x BMI on skepticism towards advertising

4.4 4.38
‘4.26\‘ 4.22

838 a7a Tmale
5

(e

female

3.0
\ normal weight overweight /

Figure 21: Interaction effects: Gender x BMI on self-esteem
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/4_6
4.4
c 4.2

4.0

2

O

o

2

0 3.8
©

° 3.6
>
()
-

3.4
3.2

k

3.68

N 398

high self-esteem

low self-esteem

~

—*male
female

_/

Figure 22: Interaction effects: Gender x self-esteem on skepticism towards advertising
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Self-Esteem

Skepticism
Body Weight Towards Advertising
Gender
Interaction:
Body Weight x Gender

*p<10  *p<.05 **p<.001

Figure 23: Moderated mediation path coefficients (standard errors) — Gender

4 N

Self-Esteem

B =.23, p <.001
Bfemale =.20, p=.003
Bmale =.24, p <.001

B =-.26, p <.001
Bfemale =-.39, p <.001
Bmale =-.16, p =.005

B=-09, p=.050
Bfemale = '.18, p = 010
Bmaie =--002, p =n.s.

Skepticism towards

Body Weight g Advertising

B =-.15, p <.001
Bfemale = '.26, p < 001

k Brae =--04, p=n.s. /

Figure 24: Mediation of self-esteem on the relation of body weight and skepticism towards
advertising (general, women and men) (n = 481; Ntemate = 232; Niae = 249)
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Self-Esteem

Skepticism
Body Weight Towards Advertising
Education
Interaction:
Body Weight x Education

*p<10  *p<.05 **p<.001

Figure 25: Moderated mediation path coefficients (standard errors) — Education

4 N

Self-Esteem

.30,

Blowedu p
13,p=.045

Bhighedu

|Blowedu = '.31, p < 001

- =-15p=.015
Bh|ghedu p _.10, D= 171

-.01, p=.905.

Blowedu
Bhighedu

Skepticism towards
Advertising

v

Body Weight

Blowedu =-.19, p=.007
Bhighedu = '-03, p= 672

o /

Figure 26: Mediation of self-esteem on the relation of body weight and skepticism towards
advertising (people with low and high levels of education) (Niowedu = 195; Nhighedu = 260)
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Self-Esteem

Skepticism
Body Weight Towards Advertising
Gender
Interaction:
Body Weight x Gender

*p<.05 ™ p<.001

Figure 27: Moderated mediation path coefficients (standard errors) — Gender (among people
with low levels of education)
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s R

Self-Esteem

Blowedu_female =-45, p<.001
Blowedu_male =-25,p=.011

Blowedu_female =.28,p=.010
Blowedu_male =-.26,p=.010

Blowedu_female =-21,p=.058

Blowed u_male =

Skepticism towards
Advertising

\ 4

Body Weight

Blowedu_female =-.33, p =.001
Blowedu_male = '-06, p= 539

\ Y,

Figure 28: Mediation of self-esteem on the relation of body weight and skepticism towards

advertising (men and women with low levels of education) (Niowedu mae = 101; Niowedu_female =
94)
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Self-Esteem

Skepticism
Body Weight C,: 2239 (.2100) Towards Advertising
Gender
Interaction:
Body Weight x Gender

*p<.10 *p<.05 ***p < .001

Figure 29: Moderated mediation path coefficients (standard errors) — Gender (among people
with high levels of education)
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5 ~

Self-Esteem

Bhighedu_female =-.26 ,p= .002
Bhighedufmale =-.02, p= 790

Bhighedujemale =.05, p= .603
Bhighedu,male =.17,p=.047

Bhighedu_female =-10,p=.240
Bhighedufmale =.07 ,Pp= .399

Skepticism towards
Advertising

\ 4

Body Weight

Bhighedujemale =-12 ,p= 167
Bhighedu,male =.07,p=.430

N\ p

Figure 30: Mediation of self-esteem on the relation of body weight and skepticism towards

advertising (men and women with high levels of education) (Nhighedu male = 139; Nhighedu_femate =
138)
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4.60
4.40
4.20 === participants with high
c ' self-esteem and normal
@ weight
% 4.00 participants with high
2 self-esteem and
» 3.80 875 368 overweight
o 3.61 -"“"-3 cg = = participants with low
® 3.60 3 self-esteem and normal
et _ -~ 7356 weight
3.40 33%..~~ e participants with low
337 el self-esteem and
........ overweight
3.20 316 g
3.00
male female

Figure 31: Levels of body weight, self-esteem and skepticism towards advertising (Extension
Hypothesis Hap)

EXTRA CRUNCH.
EXTRA ENERGY.

Figure 32: Promoted products — Study 2
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Characteristic Category Frequency Percentage

Age 20-30 88 S O
31-40 64 27.6%
41-50 80 34.5%

BMI Normal weight (BMI <24.99) 112 48.3%
Overweight (BMI >25) 120 51.7%

Advertisement Smartphone 52 22.4%
Bottled water 71 30.6%
Chocolate bar 64 27.6%
Appetite suppressant 45 19.4%

Table 6: Overview of the sample - Study 2

Measure Scale origin Items Evaluation/ Calculation Scores Cronbach?
s Alpha
Body Mass Index ~ WHO (2012) Body height in m BMI= kg/m? Normal weight -
Body weight in kg (BMlgejt.reported + 18 > BMI >25
BMlgtimated)/2 Overweight
25> BMI < 40
Skepticism Obermillerand e.g. Calculation of a composite  Possible scores: 1-5  .928
(towards the Spangenberg We can depend on getting the truth in this value of the nine items
Product/Advertise ~ (1998) advertisement. Lower score
ment) 5-point- This advertisement is a reliable source of indicating a low
Likert scale information about the quality and skepticism level

performance of products.
Higher score
indicating a high
skepticism level

Physical Leonhard and 1-2 underweight 1-9 -
appearance Barry (1998) 3-4 normal weight

(9 female and 9 5 slightly overweight Lower score

male silhouettes 6-7 moderately overweight indicating a low body

in a range from 8-9 obese weight/slim silhouette

underweight,

normal weight, Higher score

slightly indicating a high
overweight, body weight/big
moderately silhouette
overweight to
obese)
Self-Esteem Rosenberg e.g. Recoding of inversely Possible scores: 1-5 .876
5-point-Likert (1965) On the whole, | am satisfied with myself. ~ coded items
scale | feel | do not have much to be proud of. Lower score
Calculation of a composite indicating a low self-
value of the ten items esteem level

Classification of groups via Higher score
median split (low and high  indicating a high self-
self-esteem level) esteem level

Table 7: Overview of the scales and measures used in Study 2
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Self-Esteem

=-29,p=.036 Bamarphone = 03, p = 839
Bsmartphone =-.28,p=.060

Bsmartphone

Skepticism towards
the Advertisement

v

Body Weight

-27,p = .055

Bsmartphone =

Figure 33: Mediation of self-esteem on the relation of body weight and skepticism towards
the advertisement for a smartphone

Self-Esteem

Buater = 44, p < .001 Buater = -06, p = .632
Buater = --14, p = .291

Skepticism towards
the Advertisement

v

Body Weight

Buater=--17, p=.159

o /

Figure 34: Mediation of self-esteem on the relation of body weight and skepticism towards

the advertisement for bottled water



28 Figures & Tables

4 N

Self-Esteem
Bchocolatebar =-42,p <.001 Bchocolatebar =.44,p <.001
Bchocolatebar =-21,p=.078
. .| Skepticism towards
ezl il |  the Advertisement
Bchocolatebar =-.39, p =.001

o /

Figure 35: Mediation of self-esteem on the relation of body weight and skepticism towards

the advertisement for a chocolate bar

4 N

Self-Esteem

Bappetiesuppressant= =34, P = .021 Bappetitesuppressant= -37, P = .014

Bappetitesuppressant= -1 9’ p= 202

Skepticism towards

Body Weight "|  the Advertisement

Bappetitesuppressant= "31= p = 034

o /

Figure 36: Mediation of self-esteem on the relation of body weight and skepticism towards

the advertisement for an appetite suppressant
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/Characteristic

Frequency Percentage\

Category
Summer / Summer /
Winter Winter
Age 20-30 41 /47 45.0% / 33.3%
31-40 28/ 36 30.8% / 25.5%
41-50 22/ 58 24.2% [ 41.2%
BMI Normal weight (BMI <24.99) 49 /71 53.8%/
Overweight (BMI >25) 42 /70 50.4%

NS

46.2% /49.60/y

Table 8: Overview of the sample - Study 3

Measure

Scale origin Items

Evaluation/ Calculation

Body Mass Index

Skepticism
(towards
Advertising) 5-
point-Likert scale

Physical
appearance

(9 female and 9
male silhouettes
in a range from
underweight,
normal weight,
slightly
overweight,
moderately
overweight to
obese)

Self-Esteem
5-point-Likert
scale

WHO (2012) Body height in m

Body weight in kg

Obermillerand e.g.
Spangenberg We can depend on getting the truth in

(1998)

Leonhard and

advertising.

Advertising is a reliable source of
information about the quality and
performance of products.

Barry (1998)
Rosenberg e.g.
(1965) On the whole, | am satisfied with myself.

| feel | do not have much to be proud of.

BMI= kg/m?
(BMleit-reported +
BMlestimatea)/2

Calculation of a composite
value of the nine items

1-2 underweight

3-4 normal weight

5 slightly overweight

6-7 moderately overweight
8-9 obese

Recoding of inversely
coded items

Calculation of a composite
value of the ten items

Classification of groups via
median split (low and high
self-esteem level)

Scores Cronbach*
s Alpha

Normal weight -

18 > BMI >25

Overweight

25 > BMI < 40

Possible scores: 1-5  .921

Lower score
indicating a low
skepticism level

Higher score
indicating a high
skepticism level

19 -

Lower score
indicating a low body
weight/slim silhouette

Higher score
indicating a high
body weight/big
silhouette

Possible scores: 1-5 .876

Lower score
indicating a low self-
esteem level

Higher score
indicating a high self-
esteem level

Table 9: Overview of the scales and measures used in Study 3
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Self-Esteem

Skepticism
Body Weight .-.2293 (.2404) Towards Advertising
Season
Interaction:
Body Weight x Season

*p<.05

Figure 37: Moderated mediation path coefficients (standard errors) — Seasons (among wom-

en)
/ Self-Esteem \
Bsummer =-.40, p <.001 Bsummer =.11,p=.339

Buinter = =37, p < .001 Buinter = -25, p = .005

Bsummer =-.26,p=.019
Bwinter =-.15,p =.087

Skepticism towards
Advertising

v

Body Weight

Bsummer =-.30, p =.003
Bwinter =-.24,p=.004

o /

Figure 38: Mediation of self-esteem on the relation of body weight and skepticism towards

advertising (winter, summer)
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B ~

3.6 3.53

3.3 3.24 _summer

Level of Skepticism

—winter
3.21

2.9
\ normal weight overweight /

Figure 39: Interaction effects: Season x body weight on skepticism towards advertising

ﬂ:haracteristic Category Frequency Percentage\

Age 20-30 155 65.9%
31-40 23 9.8%
41-50 57 24.3%

BMI Normal weight (BMI <24.99) 143 60.9%
Overweight (BMI >25) 92 39.1%

Advertisement Smartphone (slim model) 63 26.8%
Smartphone (overweight model) 71 30.2%
Chocolate bar (slim model) 50 21.3%

k Chocolate bar (overweight model) 5il 21.7% /

Table 10: Overview of the sample - Study 4
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Figure 40: Promoted products — Study 4

Classification of groups via
median split (low and high
self-esteem level)

Measure Scale origin Items Evaluation/ Calculation Scores Cronbach®
s Alpha
Body Mass Index ~ WHO (2012) Body height in m BMI= kg/m? Normal weight -
Body weight in kg (BMlget.reported + 18 > BMI >25
BMlgtimated)/2 Overweight
25>BMI <40
Skepticism Obermillerand e.g. Calculation of a composite  Possible scores: 1-5  .860
(towards the Spangenberg We can depend on getting the truth in this value of the nine items
Product/Advertise ~ (1998) advertisement. Lower score
ment) 5-point- This advertisement is a reliable source of indicating a low
Likert scale information about the quality and skepticism level
performance of products.
Higher score
indicating a high
skepticism level
Physical Leonhard and 1-2 underweight 1-9 -
appearance Barry (1998) 3-4 normal weight
(9 female and 9 5 slightly overweight Lower score
male silhouettes 6-7 moderately overweight indicating a low body
in a range from 8-9 obese weight/slim silhouette
underweight,
normal weight, Higher score
slightly indicating a high
overweight, body weight/big
moderately silhouette
overweight to
obese)
Self-Esteem Rosenberg e.g. Recoding of inversely Possible scores: 1-5  .870
5-point-Likert (1965) On the whole, | am satisfied with myself.  coded items
scale | feel | do not have much to be proud of. Lower score
Calculation of a composite indicating a low self-
value of the ten items esteem level

Higher score
indicating a high self-
esteem level

Table 11: Overview of the scales and measures used in Study 4
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Self-Esteem

BsmartphoneeSIim =-30,p=.017 BsmartphoneSIim= .05, p = .664

=-.26, p =.053

BsmartphoneSlim

Skepticism towards
the Advertisement

Body Weight >
BsmartphoneSlim =-.27,p=.030

o /

Figure 41: Mediation of self-esteem on the relation of body weight and skepticism towards

the advertisement for the smartphone with the slim model

-

BsmanphoneOverweight =-18,p=.133

~

BsmanphoneOverweight =.18,p=.132

Self-Esteem

BsmanphoneOverweight =-.03,p=.813

Skepticism towards
the Advertisement

Body Weight >

BsmanphoneOverweight =-.06, p =.608

N\ /

Figure 42: Mediation of self-esteem on the relation of body weight and skepticism towards
the advertisement for the smartphone with the overweight model
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Self-Esteem

BchocolatebarSIim =-.15,p =.295

BchocolatebarSIim =.03, p=.865

Bchocolatebarsiim = =18, p = .232

Skepticism towards
the Advertisement

\ 4

Body Weight

Bchocolatebarsiim = =18, p = .213

o /

Figure 43: Mediation of self-esteem on the relation of body weight and skepticism towards

the advertisement for the chocolate bar with the slim model

4 N

Self-Esteem

BchocolatebarOverweight =.00, p =.994 BchocolatebarOverweight =.06, p=.675

BchocolatebarOverweight= -13! p= .383

Skepticism towards
the Advertisement

v

Body Weight

BchocolatebarOverweight = -13,p =.379

o /

Figure 44: Mediation of self-esteem on the relation of body weight and skepticism towards

the advertisement for the chocolate bar with the overweight model
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| H,.: Overweight people have lower self-esteem than people of normal weight. | /

H,,: People with a low level of self-esteem are less skeptical towards advertising than people with a high level of self-esteem.l /

RQ1a: Is there a direct connection between BMI and skepticism towards advertising? Do overweight people have lower /
levels of skepticism towards advertising than people of normal weight?

| Hs,: Self-esteem mediates the relationship between BMI and skepticism towards advertising. | /
RQ1b: Is there an interaction effect of gender and BMI on skepticism towards advertising? Do overweight women /

show the lowest levels of skepticism towards advertising?

H,,: There is an interaction effect of gender x BMI on self-esteem. Overweight women have the lowest level of self-esteem. | /

H,,: There is an interaction effect of gender x self-esteem on skepticism towards advertising. Women with a low level
of self-esteem show the lowest level of skepticism towards advertising.

Ha,: There is a moderation of gender on the mediating effect of self-esteem in the relationship between BMI and skepticism
towards advertising. The mediation is stronger among females than among males.

H,,: There is a moderation of education on the mediating effect of self-esteem in the relationship between BMI and
skepticism towards advertising. The mediation is stronger among people with lower education levels than among people
with higher education levels.

H,,: Considering people with low levels of education, there is a moderation of gender on the mediating effect of self-esteem
in the relationship between BMI and skepticism towards advertising. The mediation is stronger among women
than among men.

H,.: Considering people with high levels of education, there is no moderation of gender on the mediating effect of
self-esteem in the relationship between BMI and skepticism towards advertising. The mediation is similar
among women and men.

S SN N N x

H,q: There is a partial mediation of self-esteem on the relationship of BMI and skepticism towards advertising among
women with low levels of education.

H,.: There is a complete mediation of self-esteem on the relationship of BMI and skepticism towards advertising among
women with high levels of education.

N

Figure 45: Summary of the outcomes of the hypotheses of study 1

L

Hs,: There is no mediation of self-esteem on the relation of body weight and skepticism towards the advertisement for a
smartphone.

Hsy,: There is no mediation of self-esteem on the relation of body weight and skepticism towards the advertisement for
bottled water.

Hg.q: There is a partial mediation of self-esteem on the relation of body weight and skepticism towards the advertisement
for a chocolate bar.

Hs.,: Overweight women show a lower level of skepticism towards the advertisement for the food related product
considered to be unhealthy (chocolate bar) than normal weight women.

Hsqq: There is a complete mediation of self-esteem on the relation of body weight and skepticism towards the advertisement
for an appetite suppressant.

Hsq,: Overweight and normal weight women show similar levels of skepticism towards the advertisement for the
pharmaceutical related product (appetite suppressant).

NN ERY

Figure 46: Summary of the outcomes of the hypotheses of study 2
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/ Hg.: There is a moderation of the season on the mediating effect of self-esteem in the relationship between BMI
and skepticism towards advertising among women.

2

Hgy: There is a partial mediation of self-esteem on the relation of body weight and skepticism towards advertising
among women in summer.

Hg.: There is a complete mediation of self-esteem on the relation of body weight and skepticism towards advertising
among women in winter.

Hgq: There is an interaction of body weight x season on the skepticism towards advertising level among women. In winter,
overweight women have lower levels of skepticism towards advertising than normal weight women. In summer, overweight
Kand normal weight women show similar levels of skepticism towards the advertising.

/
/
X
/

Figure 47: Summary of the outcomes of the hypotheses of study 3

H,.,: There is a partial mediation of self-esteem on the relation of body weight and skepticism towards the advertisement
for the smartphone promoted by a slim model.

H;.,: Overweight women show a lower level of skepticism towards the advertisement for the non-food related product
(smartphone) with a normal weight model than normal weight women.

H,,: There is no mediation of self-esteem on the relation of body weight and skepticism towards the advertisement for the
smartphone promoted by an overweight model.

H,.;: There is a partial mediation of self-esteem on the relation of body weight and skepticism towards the advertisement
for the chocolate bar promoted by a slim model.

H,.,: Overweight women show a lower level of skepticism towards the advertisement for the food related product
(chocolate bar) with a normal weight model than normal weight women.

H,4: There is no mediation of self-esteem on the relation of body weight and skepticism towards the advertisement for the
chocolate bar promoted by an overweight model.

\xx\xx/

Figure 48: Summary of the outcomes of the hypotheses of study 4
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