
Study 1
• N = 121, 41% male, Mage = 36.15, SDage = 14.84
• purchase intention: t(104.2) = 2.91, p = 0.004
• disgust: t(119)= 2.16, p= .033

Two theories predict opposite effects 
of food pictured with (vs. without) a 
bite on purchase intention: 
• Consumer contamination (H1)
• Embodied mental simulation (H2)

H1a: A picture of food with a bite (vs. 
no bite) reduces purchase intention.

H1b: The “bite effect” is driven by an 
enhanced feeling of disgust.

H1c: The “bite effect” is moderated by 
context in the sense that the effect of 
a picture of food with (vs. without) a 
bite is less pronounced when the 
picture is displayed in an 
advertisement (vs. when it is shown 
without context).

H2a: A picture of food with a bite (vs. 
no bite) increases purchase intention.

H2b: The “bite effect” is driven by 
enhanced embodied mental 
simulation.

Theoretical implications
• food picture literature:                

new determinant of purchase 
intention

• consumer contamination 
literature:                                       
food pictures can also evoke disgust  
(in addition to existing literature on 
contamination in real-life contexts)

• embodied mental simulation 
literature:                                             
we ruled out a possible effect of 
bitten food in pictures on sensory 
imagery outcomes

Practical implications
• the results suggest that field 

practitioners need to be cautious 
using pictures of bitten food

• when the bite serves the purpose of 
revealing a product’s inside, 
marketeers might feel compelled to 
use it                                                    
→ potential alternative: cutting 
piece out of product instead of bite

Future research
• generalize effects by using different 

food products
• measure actual behavior instead of 

intentions with a field study
• retest after the COVID-19 pandemic 

as this might make consumers more 
sensitive to contamination

• test products with other 
consumption cues apart from a bite, 
such as a ‘sip’ or a ‘scoop’

• test for pictures of food with a bite 
(vs. a cut) to reveal the inside of the 
food (e.g., for a chocolate filled 
cookie)
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Study 2
• N = 272, 34% male, Mage = 34.72, SDage = 13.02
• interaction effect of picture type and context on purchase intention:       

F(1,268)= 4.11, p= .044
• interaction effect of picture type and context on disgust: F(1,268)= 6,65, p= .010

→ pictures of bitten food diminish purchase intention, 
mediated by disgust (i.e., consumer contamination).

→ picture type does not affect mental simulation.
→effect of picture type on purchase intentions diminishes

when pictures appear in advertisements (vs. shown 
without context)

Study 1
Design: between-subjects two-
conditions (picture type: cookie with 
bite vs. no bite)

DV: purchase intention

Mediators: 
disgust (i.e., consumer 
contamination)
product vividness, sensory imagery, 
desire, and need for instant 
gratification (i.e., embodied mental 
simulation)

Study 2
Design: between-subjects study with 
a 2 (picture type: cookie with bite, no 
bite) x 2 (context: no context, 
advertisement)

Measures: idem study 1

• no differences in embodied mental simulation (i.e., vividness, sensory imagery, 
desire and need for instant gratification)

• disgust mediates the effect of picture type on purchase intention                                
(ab = -.096, 95% CI= -.201 to -.007)

*p < .05   
**p < .01   
***p < .001

*

**

*p < .05   
**p < .01   
***p < .001

*p < .05   
**p < .01   
***p < .001

mailto:Eva.Meersseman@UGent.be

