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Figure 1 Structure of the thesis 
 

 
Figure 2 Overweight and obesity among the Austrian population (according to gender and 
age) (Statistik Austria, 2015a) 
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Table 1: Classification of BMI for adults (WHO, 2013) 
 

1. Demographical criteria
Gender, Age, Education,

Occupation,Income
Civil status/Children, Ethnicity

3. Nutrition
Nutrition behavior

Nutrition knowledge

2. Social identity

4. Physical health
State of health

Life style
Health knowledge

5. Biological factors
Genes

6. Media
Media landscape

Media consumption

Body Weight

 
Figure 3: Influencing factors of body weight 
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2 Early Childhood; Crisis: Autonomy vs. Shame; 
Self-Esteem: evaluation of self based on actions, distinction of self

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

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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Figure 5: Influencing factors of self-esteem 
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2 Early Childhood; Skepticism towards Advertising:
expression of thoughts and emotions, foundations for skepticism

1 Infancy; Skepticism towards Advertising: early cognitive developments, 
basics for processing of external stimuli, foundations for skepticism

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

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

logical thinking, distinction between program and advertising, still emotional 

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

 
Figure 6: Psychosocial stages with the focus on skepticism towards advertising (Erikson, 
1982) 
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Age, Gender, 
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3. Social environment
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2. Personal factors
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Figure 7: Influencing factors of skepticism towards advertising 
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Table 2: Overview of the studies investigating the relationship of body weight and self-
esteem 
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H1a 
Body Weight Self-Esteem

 
Figure 8: Hypothesis 1a: The connection of body weight and self-esteem 
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Table 3: Overview of the studies investigating the relationship of self-esteem and skepticism 
towards advertising 
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H2a 
Self-Esteem Skepticism towards 

Advertising

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

RQ1a 
Body Weight Skepticism towards 

Advertising

 
Figure 10: Research question 1a: The connection of body weight and skepticism towards 
advertising 
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RQ1a

H3a: mediating effect of Self-Esteem

Body Weight Skepticism towards 
Advertising

Self-Esteem

H1a H2a 

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

 

Cognitive Dissonance:
No tension occurs.

Response:
I am skeptical towards 

the advertisement.

Beliefs:
Societal norms are true.

Societal norms of 
body ideal are my ideals.

 Overweight women

Behavior:
I doubt the messages
 of the advertisement.

Cognitive Dissonance:
No tension occurs.

Response:
I am skeptical towards 

the advertisement.

Beliefs:
Societal norms are not 

(always) true.
Societal norms of body 
ideal are not my ideals.

Normal weight women

Behavior:
I doubt the messages
 of the advertisement.

 
Figure 12: Process of the Cognitive Dissonance Theory: Smartphone 
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Cognitive Dissonance:
No tension occurs.

Response:
I am skeptical towards 
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Beliefs:
Societal norms are true.

Societal norms of 
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 Overweight women

Behavior:
I doubt the messages
 of the advertisement.

Cognitive Dissonance:
No tension occurs.

Response:
I am skeptical towards 

the advertisement.

Beliefs:
Societal norms are not 

(always) true.
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ideal are not my ideals.

Normal weight women

Behavior:
I doubt the messages
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Figure 13: Process of the Cognitive Dissonance Theory: Bottled Water 
 

Cognitive Dissonance:
Tension occurs, since the 
chocolate bar addresses

the body ideal.

Response:
I am not skeptical towards 

the advertisement.

Beliefs:
Societal norms are true.

Societal norms of 
body ideal are my ideals.

 Overweight women

Behavior:
I doubt the messages
 of the advertisement.

Cognitive Dissonance:
No tension occurs.
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Beliefs:
Societal norms are not 

(always) true.
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ideal are not my ideals.
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Behavior:
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Figure 14: Process of the Cognitive Dissonance Theory: Chocolate bar 

 

Cognitive Dissonance:
Tension occurs, since the 

appetite suppressant
addresses the body ideal.

Response:
I am not skeptical towards 

the advertisement.

Beliefs:
Societal norms are true.

Societal norms of 
body ideal are my ideals.

 Overweight women

Behavior:
I doubt the messages
 of the advertisement.

Cognitive Dissonance:
Tension occurs among 
women with low levels

 of self-esteem, adresses 
the slim body ideal.

Response:
I am skeptical towards 

the advertisement.

Beliefs:
Societal norms are not 

(always) true.
Societal norms of body 
ideal are not my ideals.

Normal weight women

Behavior:
I doubt the messages
 of the advertisement.

 
Figure 15: The process of the Cognitive Dissonance Theory: Appetite Suppressant 
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H1a: Overweight people have lower self-esteem than people of normal weight.

H2a: People with a low level of self-esteem are less skeptical towards advertising than people with a high level of self-esteem.

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? 

H3a: 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?

H1b: There is an interaction effect of gender x BMI on self-esteem. Overweight women have the lowest level of self-esteem.

H2b: 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.

H3b: 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.

H4a: 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.

H4b: 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.

H4c: 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.

H4d: There is a partial mediation of self-esteem on the relationship of BMI and skepticism towards advertising among 
women with low levels of education.

H4e: There is a complete mediation of self-esteem on the relationship of BMI and skepticism towards advertising among 
women with high levels of education.

 
Figure 16: Summary of the derived hypotheses – Study 1 
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H5a: There is no mediation of self-esteem on the relation of body weight and skepticism towards the advertisement for a 
smartphone.

H5b: There is no mediation of self-esteem on the relation of body weight and skepticism towards the advertisement for  
bottled water.

H5c1: There is a partial mediation of self-esteem on the relation of body weight and skepticism towards the advertisement
for a chocolate bar.

H5d1: There is a complete mediation of self-esteem on the relation of body weight and skepticism towards the advertisement
for an appetite suppressant.

H5c2: 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. 

H5d2: 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 

 

H6a: 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.

H6b: There is a partial mediation of self-esteem on the relation of body weight and skepticism towards advertising
among women in summer.

H6c: There is a complete mediation of self-esteem on the relation of body weight and skepticism towards advertising
among women in winter.

H6d: 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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H7a1: 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.

H7b: 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.

H7c1: 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.

H7d: 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.

H7c2: 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. 

H7a2: 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. 

 
Figure 19: Summary of the derived hypotheses – Study 4 

 

 
Table 4: Overview of the sample - Study 1 
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Table 5: Overview of the scales and measures used in Study 1 
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Figure 20: Interaction effects: Gender x BMI on skepticism towards advertising 
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Figure 21: Interaction effects: Gender x BMI on self-esteem 
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Figure 22: Interaction effects: Gender x self-esteem on skepticism towards advertising 

 



Figures & Tables 19 

b
1 : .2335(.0485) *** a 1: 

.02
34

 (.
14

46
)

a 2:
 -.

46
98

 (.
46

98
)**

*
a 3:

 -.
19

98
 (.

08
85

) *
    

c1: .1343 (.1489) 

c2: -.0492 (.0933)

c3: -
.1472 (.0916) +

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

Body Weight

Gender

Interaction: 
Body Weight x Gender

Self-Esteem

Skepticism 
Towards Advertising

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

 

β = -.15, p < .001
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Figure 24: Mediation of self-esteem on the relation of body weight and skepticism towards 
advertising (general, women and men) (n = 481; nfemale = 232; nmale = 249) 
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Figure 25: Moderated mediation path coefficients (standard errors) – Education 
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Figure 26: Mediation of self-esteem on the relation of body weight and skepticism towards 
advertising (people with low and high levels of education) (nlowedu = 195; nhighedu = 260) 
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Figure 27: Moderated mediation path coefficients (standard errors) – Gender (among people 
with low levels of education) 
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Figure 28: Mediation of self-esteem on the relation of body weight and skepticism towards 
advertising (men and women with low levels of education) (nlowedu_male  = 101; nlowedu_female = 
94) 
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Figure 29: Moderated mediation path coefficients (standard errors) – Gender (among people 
with high levels of education) 
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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_female = 
138) 
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Figure 31: Levels of body weight, self-esteem and skepticism towards advertising (Extension 
Hypothesis H2b) 
 

 
Figure 32: Promoted products – Study 2 
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Table 6: Overview of the sample - Study 2 
 

 
Table 7: Overview of the scales and measures used in Study 2 
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Figure 33: Mediation of self-esteem on the relation of body weight and skepticism towards 
the advertisement for a smartphone 
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Figure 34: Mediation of self-esteem on the relation of body weight and skepticism towards 
the advertisement for bottled water 
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Figure 35: Mediation of self-esteem on the relation of body weight and skepticism towards 
the advertisement for a chocolate bar 

 
 

βappetitesuppressant= -.31, p = .034

βappetitesuppressant= -.34, p = .021 βappetitesuppressant= .37, p = .014

βappetitesuppressant= -.19, p = .202

Body Weight Skepticism towards 
the Advertisement

Self-Esteem

 
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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Table 8: Overview of the sample - Study 3 

 

 

 
Table 9: Overview of the scales and measures used in Study 3 
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Figure 37: Moderated mediation path coefficients (standard errors) – Seasons (among wom-
en) 
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Figure 38: Mediation of self-esteem on the relation of body weight and skepticism towards 
advertising (winter, summer) 
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Figure 39: Interaction effects: Season x body weight on skepticism towards advertising 

 

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

 
Table 11: Overview of the scales and measures used in Study 4 
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Figure 41: Mediation of self-esteem on the relation of body weight and skepticism towards 
the advertisement for the smartphone with the slim model 
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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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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 
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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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H1a: Overweight people have lower self-esteem than people of normal weight.

H2a: People with a low level of self-esteem are less skeptical towards advertising than people with a high level of self-esteem.

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? 

H3a: 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?

H1b: There is an interaction effect of gender x BMI on self-esteem. Overweight women have the lowest level of self-esteem.

H2b: 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.

H3b: 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.

H4a: 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.

H4b: 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.

H4c: 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.

H4d: There is a partial mediation of self-esteem on the relationship of BMI and skepticism towards advertising among 
women with low levels of education.

H4e: There is a complete mediation of self-esteem on the relationship of BMI and skepticism towards advertising among 
women with high levels of education.

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

H5a: There is no mediation of self-esteem on the relation of body weight and skepticism towards the advertisement for a 
smartphone.

H5b: There is no mediation of self-esteem on the relation of body weight and skepticism towards the advertisement for  
bottled water.

H5c1: There is a partial mediation of self-esteem on the relation of body weight and skepticism towards the advertisement
for a chocolate bar.

H5d1: There is a complete mediation of self-esteem on the relation of body weight and skepticism towards the advertisement 
for an appetite suppressant.

H5c2: 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. 

H5d2: Overweight and normal weight women show similar levels of skepticism towards the advertisement for the
 pharmaceutical related product (appetite suppressant). 

 
Figure 46: Summary of the outcomes of the hypotheses of study 2 
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H6a: 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.

H6b: There is a partial mediation of self-esteem on the relation of body weight and skepticism towards advertising
among women in summer.

H6c: There is a complete mediation of self-esteem on the relation of body weight and skepticism towards advertising
among women in winter.

H6d: 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 47: Summary of the outcomes of the hypotheses of study 3 
 

H7a1: 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.

H7b: 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.

H7c1: 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.

H7d: 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.

H7c2: 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. 

H7a2: 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. 

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