
Don’t Eat Me: The Moderating Role of Gender on the Effect of 

Anthropomorphic Food Characters on Food Consumption

Jennifer Stoner & Rijana Adhikari
University of North Dakota

Anthropomorphic food character 

impacts amount of food consumption
Previous research has studied anthropomorphism, food 

consumption, and even the overlap of the two; however, 

none that we are aware of aim understand the role of gender 

on this effect.

Product imagery with human like body parts have variety of 

implications for consumers:

• Increase purchase intention

• Willingness to pay

• Product tastiness

(Kim & McGill, 2011; Stoner et al., 2018; Cooremans & 

Geuens, 2019; Yuan & Dennis, 2019; Schnurr, 2019)

Healthy Eating
Limited not only to what we eat but also how much we eat

Impacted by a variety of environmental conditions, including 

social cues

Use of humanlike features frequently featured on packaging

(Krishna & Elder, 2021)

Gender difference in food consumption 

and the role of anthropomorphism
Presence of gender difference in food consumption in 

general and also in presence of others

Anthropomorphism:

• Women show greater empathy towards 

non-human objects

• Women are found to have stronger 

connection with anthropomorphic structures

Hypothesis:

• Women will consume less food when an anthropomorphic 

character is present but more when an anthropomorphic 

character encourages food consumption

(Rolls et al., 1991; Mori et al.,1987; Pak et al., 2012; 

Urquiza-Haas & Kotrschal, 2015)

Methodology
1. 370 MTurk participants

2. Randomly assigned to one of the 2 conditions:

• Anthropomorphic

• Non- Anthropomorphic

• Human

3. Indicated how may pretzels they would like to eat (open ended 

question)

Results
• An ANOVA with gender and condition as fixed factors 

revealed a significant interaction of gender and 

anthropomorphism (F(2,363)=.56, p<.10)

• Women predicted they would consume less pretzels in the 

anthropomorphism compared to the control condition (11.71 

vs. 22.82; F(1,363)=3.12, p=.07).

Interaction effect of Gender with 

Anthropomorphism
• The studies demonstrate interaction effect of gender with 

anthropomorphism on predicted and actual consumption. 

• Women reported an intention to consume less (Study 1) 

and actually consumed less food (Study 2) when they 

viewed an anthropomorphic character compared.

• However, when the anthropomorphic character was a 

well-known character consumption of both women and 

men increased. 

• Our findings suggest that anthropomorphism influences 

men and women to eat different amounts of food.
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Study 2

Methodology
1. 199 American undergraduate students

2. Randomly assigned to one of the 2 conditions:

• Anthropomorphic

• Non- Anthropomorphic

3. Counted the amount the twizzlers candies eaten

Results
• An ANOVA with gender and anthropomorphism as fixed factors 

revealed a marginal interaction of gender and 

anthropomorphism (F(1,194)=3.50, p=.059).

• Women ate marginally less when viewing the anthropomorphic 

character (5.68 vs. 7.35; F(1,194)=2.98, p=.086)

Methodology
1. 237 undergraduate students

2. Randomly assigned to one of the 2 conditions:

• Anthropomorphic

• Non- Anthropomorphic

3. Shown a picture with 2 plastic cups, one filled with peanut     

M&Ms and other with peanuts

4. Indicated how much peanut M&M’s and peanuts they 

would like to eat (slider scale with limit of 60)

Results
• The anthropomorphic character had no impact on expected 

consumption of peanuts (the mismatched food item) 

compared to the control condition (14.07 vs. 15.96, 

F(1,233) = 1.12, p = .290). 

• When the food was matched with the character (M&Ms with 

an M&M character), participants reported that they would 

eat more compared to those in the control condition (21.48 

vs. 14.07, F(1, 233) = 4.71, p = .031) 

• Food consumption of both men and women was impacted 

by the presence of a familiar anthropomorphic food 

character

• A repeated measures ANOVA revealed a main effect of gender 

(F (1,233)=9.37, p=.002) and food (F(1,233)=14.01, p<.001)
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