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ABSTRACT 
 

 An emerging body of research on signaling theory applies evolutionary psychology to 

explain the purpose of a signaler’s use of a luxury brand. However, in response to visible 

signals displayed by an unknown woman’s use of a luxury brand, the male receivers’ 

decoding (perceptions) and reactions (counter-signals) on the signals are ignored in previous 

research. This research has the overarching objective of filling this research gap through the 

lens of evolutionary psychology. Through a series of experiments, it was found that an 

unknown woman using a luxury (vs. non-luxury) brand results in men believing that she is 

more likely to be in a committed relationship. Also, there is a moderating effect of an 

unknown woman’s overall physical attractiveness on the effect of her use of a luxury (vs. 

non-luxury) brand on men’s intentions to attract her; and men’s attracting intentions mediate 

the moderating effect of an unknown woman’s overall physical attractiveness on the effect 

of her use of a luxury (vs. non-luxury) brand on men’s intentions to display material 

resources or physical fitness. These research findings not only offer theoretical contributions 

to signaling theory, but also generate managerial implications and future research directions.   
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CHAPTER 1: INTRODUCTION  

A considerable body of research has shown that visible consumption of luxury 

brands acts as symbolic signals to show consumers’ high prestige, wealth and social status 

to generate desirable benefits in social interactions (e.g., Berger & Ward, 2010; Nelissen & 

Meijers, 2011). Recently, an emerging body of research on signaling theory applies 

evolutionary psychology to explain human beings’ visible consumption of luxury brands, 

whereby men display their wealth to women which is similar to peacocks displaying their 

feathers to peahens (Sundie, Kenrick, Griskevicious, Tybur, Vohs, & Beal, 2011). In 

contrast, women use luxury brands to deter other women from poaching their man (Wang 

& Griskevicius, 2014). Evolutionary psychologists explain that attracting or retaining a 

partner is a behavior for evolution and adaptation (e.g., Eastwick & Finkel, 2008). 

Signaling theory emphasizes a non-verbal communication process between signalers and 

receivers in human evolution (Johnstone, 1997). The recent research puts a focus on how 

male signalers use visible consumption of luxury brands as signals to encode their wealth 

and status to attract women, while female signalers use visible consumption of luxury 

brands to deter rivals of the same sex. 

The entire process of signaling theory involves both senders’ encoding and receivers’ 

decoding, and how receivers react to the senders (Connelly, Certo, Ireland, & Reutzel, 

2011). The literature mainly investigates senders’ encoding, but not much is known about 
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receiver’s decoding and views on the signals within the domain of evolutionary 

psychology. A research gap in signaling theory is thus identified: no research so far has 

focused on how men, as receivers, perceive and react to the signal displayed by unknown 

women’s visible use of a luxury brand. The receivers’ decoding (perceptions) and reactions 

(counter-signals) on the signals are ignored in previous research. This thesis has the 

overarching objective of filling this research gap.  

 A particular research question is then raised: “How do men perceive and react to an 

unknown woman’s use of a luxury brand?” This research is conceived and conducted 

through the lens of evolutionary psychology. An unknown woman’s visible use of a luxury 

brand is the core signaling stimulus in this study. This research explores men’s perceptions 

of and reactions (i.e., counter-signal returned) to the signal displayed by an unknown 

woman’s use of a luxury brand, framed within the perspective of intrasexual competition. 

It is important to position this study in terms of intrasexual competition because previous 

research has stated that both men and women are faced with competition from the same 

sex when they attract mates (Barker & Maner, 2008).  

 In answering the research question, this research makes several contributions to 

signaling theory. First, what perceptions do male receivers form when they see an 

unknown woman’s use of a luxury brand? Men are resource providers (e.g., Buss & 

Schmitt, 1993; Li, Bailey, Kenrick, & Linsenmeier, 2002). Men may buy luxury brands for 



  3  
 

their women to signal their resources (Saad, 2013a). This research infers that male 

receivers are more likely to perceive that an unknown woman’s partner should buy her 

luxury brands. Related to this inference, this research suggests male receivers perceive that 

an unknown woman using a luxury brand is more likely to be in a committed relationship 

than an unknown woman using a non-luxury brand. 

 Second, how do male receivers respond to an unknown woman using a luxury 

brand? This research proposes “men’s attracting intentions,” referring to men’s intentions 

to attract a potential unknown woman that he desires. Men’s attracting intentions can serve 

as a cue (Buss, 1988), signaling men’s interests in the woman he desires. Men’s attracting 

a desirable woman is one of the fundamental processes in evolutionary psychology (Buss, 

1989; Pedersen, Putcha-Bhagavatula, & Miller, 2011). Men are more eager than women in 

attracting the opposite sex in daily lives (e.g., Schmitt & Buss, 2001). When men have a 

favorable feeling and are interested in a woman, men use tactics to attract her (Buss, 1989; 

Schmitt & Buss, 1996). In response to the signal displayed by an unknown woman using a 

luxury brand, men may use visible signals to show their favorable feeling and interest in 

her. This research proposes that men may have intentions to attract the unknown woman 

using a luxury brand to signal their favorable feeling towards and interests in the female 

signaler.  

Considerable research has largely addressed that men treat women’s physical 
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attractiveness as their priority when they consider attracting a woman or not (e.g., Geary, 

Vigil, & Byrd-Craven, 2004; Singh, 2004). In this research, an emphasis is put on a 

woman’s overall physical attractiveness, including her physical attractiveness, facial 

features, make-up, dressing sense, hairstyle, and body shape. This research examines the 

moderating effect of the overall physical attractiveness of the unknown woman on men’s 

intentions to attract the woman in response to the signal displayed by the woman’s use of a 

luxury brand. To address this moderation, this research employs “the match between the 

luxury brand’s image and the luxury brand users’ image.” Previous research has argued 

that when the woman’s image is congruent with the luxury brand image, the woman’s 

beauty will be amplified by the luxury brand (Prendergast & Lai, 2016, 2017). Men should 

feel more favorable towards a woman using a luxury brand when her image matches with 

the luxury brand’s image. 

Lastly, what feedback (counter-signals) will male receivers employ in response to 

the unknown woman’s use of a luxury brand? Prior research supports that men’s resources 

are the first choice for men to attract women (e.g., Buss, 1988). Men are resource providers 

(e.g., Buss & Schmitt, 1993; Li, Bailey, Kenrick, & Linsenmeier, 2002). An evolutionary 

psychology perspective has recognized that women prefer men with high resources and 

status, so men, therefore, use visible consumption of luxury brands to display material 

resources nowadays. Thus, this study proposes that men may have intentions to display 
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their material resources as one of the counter-signals to the unknown woman’s use of a 

luxury brand.  

On the other hand, men’s display of physical fitness is another common way of 

displaying resources. If ancestral men are physically fit, they are more likely to be able to 

hunt (Hőnekopp, Rudolph, Beier, Lieber, & Muller, 2007). Men with a higher capability of 

hunting are more likely to provide more resources to women, so men’s physical fitness can 

attract women (Escas, Grary, & Patton, 2010). Modern men’s physical fitness is regarded 

as an indicator of health (Ortega, Ruiz, Castillo, & Sjőstrőm, 2008), to demonstrate men 

have good genes that can reproduce to their next generation (Burnstein, Crandall, & 

Kitayama, 1994). Thus, this study proposes that men may also have intentions to display 

their physical fitness as another counter-signal in response to the unknown woman’s 

display of her use of a luxury brand. 

Overall, when facing unavoidable intrasexual competition, men are always ready to 

compete with other men (Griskevicius, Tybur, Sundie, Cialdini, Miller, & Kenrick, 2007, 

as cited in Janssens, Pandelaere, Van den Bergh, Millet, Lens, & Roe, 2011). Men’s 

displays of more material resources or physical fitness can be regarded as a “weapon” 

(counter-signals) to show that they have competitiveness to attract the woman using a 

luxury brand.  

This research examines why male receivers perceive that an unknown woman using 
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a luxury brand is more likely to be in a committed relationship than an unknown woman 

using a non-luxury brand. Also, this research examines how the unknown woman’s overall 

physical attractiveness moderates the effect of the signal displayed by her use of a luxury 

(vs. non-luxury) brand on men’s attracting intentions, or men’s intentions to display 

material resources / physical fitness. Furthermore, this research examines how men’s 

attracting intentions mediate such moderating effects. 

In summary, the entire process of signaling theory should be two-way visual 

communications (Connelly, Certo, Ireland, & Reutzl, 2011). The men’s decoding and 

reactions are equivalently as important as the encoding in the “women to men” signaling 

system. After filling the research gap (i.e. the perceptions and counter-signals of male 

receivers to the signal displayed by an unknown woman using a luxury brand), the 

understanding of the entire process of “woman to men” signaling theory is more complete. 
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CHAPTER 2: THEORETICAL BACKGROUND 

Signaling theory is one of the branches in evolutionary psychology (Palmer & 

Pomianek, 2007). Under the branches of evolutionary psychology, there are several 

mechanisms, such as intrasexual competition (e.g., Buss, 1988) and mate hunting (e.g., 

Gurven & Hill, 2009). Under the intrasexual competition mechanism, men use luxury 

brands as signals to display their wealth (Sundie, Kenrick, Griskevicious, Tybur, Vohs, & 

Beal, 2011); or women use luxury brands as signals to deter other women from poaching 

their men (Wang & Griskevicius, 2014). Thus, signaling theory is useful for explaining the 

visual communications between signalers and receivers (Palmer & Pomianek, 2007), with 

the aims to achieve sexual selection (Geary, Vigil, & Byrd-Craven, 2004) and 

maximization of inclusive fitness (Bourke, 2011; Dugatkin, 2007).  

This research starts with an overarching discussion of evolutionary psychology. As 

conceptually an unknown woman’s visible use of a luxury brand is related to evolutionary 

psychology and sexual signaling systems, the focus then moves to signaling theory. Then, 

in the next chapter, the hypotheses are formulated.  

2.1 Evolutionary Psychology 

Evolutionary psychology is defined as “psychology that is informed by the 

additional knowledge that evolutionary biology has to offer, in the expectation that 

understanding the process that designed the human mind will advance the discovery of its 
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architecture” (Cosmides & Tooby, 1992, p. 3). In other words, human behavior can be 

explained by the combination of evolutionary biology and cognitive psychology.  

Evolutionary psychology borrows the theory of evolution proposed by Charles 

Darwin. Padain (2008) said that Darwin’s evolution had a profound impact on scientific 

thinking for over 200 years, as it is commonly known that Darwin suggested species 

evolved with purposes of natural selection and sexual selection. Natural selection aims at 

survival of the fittest, while sexual selection yields reproduction (Padain, 2008).  

Sexual selection is divided into an intrasexual and intersexual selection (Buss, 1988). 

Intrasexual selection refers to competition between members of the same sex for attracting 

and dating members of the opposite sex. On the contrary, intersexual selection refers to 

members of one sex having a preferential choice for the members of the opposite sex. 

Thus, human over thousands of years has an instinct mindset to try their best to 

survive, sexually mate, and reproduce in the society. Evolutionary psychologists advocate 

that mate preference has been one of the important human behaviors in life (Haufe, 2008). 

Various researchers have shown that men’s mate selection highly depends on women’s 

physical appearance. Asymmetric facial features and waist-to-hip ratio are general 

indicators of beauty (e.g., Buss & Schmitt, 1993). When a man first meets with an 

unknown woman, the perception of beauty also links to the overall picture of a woman, as 

a woman’s clothing and make-up are perceived by a man too (Singh, 1993, as cited in 
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Stokburger-Sauer & Teichmann, 2013). Thus, since mate preference is crucial in sexual 

selection in the area of evolutionary psychology, this study examines how and why men 

think (cognitive psychology) and react (behaviourally) to the luxury signal displayed by 

unknown women, framed within the perspectives of mate preference and maximization of 

inclusive fitness.  

Inclusive fitness theory was created by Hamilton (1964). It explains how individuals 

can affect the transmission of their genes to future generations (West & Gardner, 2013). 

Inclusive fitness is the extension of Darwin’s natural selection theory (Bourke, 2011; 

Dugatkin, 2007). The focus of inclusive fitness is the gene-level. Humans maximize 

inclusive fitness either by increasing their reproductive success or choosing a potential 

mate having good-gene quality (West & Gardner, 2013). Thus, humans try their best to 

upkeep their health and gene quality, with a purpose to guarantee their gene is heritable to 

the next generation, so they prefer mates with genes that can resist diseases, have fewer 

harmful mutations, attractive physical appearance, and other good qualities, with a purpose 

to continue or enhance that their future generations have good and healthy genes. Thus, 

one of the criteria that humans consider when selecting a mate is maximizing inclusive 

fitness.  

2.2 Intrasexual Competition   

Intrasexual competition is unavoidable in human evolution. Given that intrasexual 
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competition is more essential to men than women (e.g., Puts, 2010, as cited in Welling, 

Persola, Weatley, Caŕdenas, & Puts, 2013), intrasexual competition guides the levels of 

men’s perceptions of and responses to an unknown woman’s visible use of a luxury brand.  

Intrasexual competition refers to the degree to which men confront other men when 

they wish to attract a woman. As Darwin (1871, as cited in Buunk & Massar, 2012) 

proposed, intrasexual competition is important for humans to adopt for attracting mates 

and for gathering the necessary resources for reproduction, and even offspring care. 

Intrasexual competition is a vital driving force behind human evolution (Miller, Maner, & 

McNulty, 2012). Male to male intrasexual competition is stronger than female to female 

intrasexual competition (Buunk & Fisher, 2009). Intrasexual competition does not always 

require confrontation but instead may use some indirect ways to combat male competitors 

(Buss,1998). Buss (1998) showed that men more frequently used resource possession and 

display to compete in the intrasexual competition.  

 Male Hunting Mechanism. An evolutionary psychology perspective explains that 

ancestral males’ hunting is a form of intrasexual competition (Gurven & Hill, 2009). This 

hunter-gatherer mechanism guides male behavior when they face other male competitors. 

Men primitively hunt for wild animals, while women gather plants (Silverman, Choi, & 

Peters, 2007). Historically, men hunt for food as a way to signal status and provide 

reproductive benefits to their families. Hunting is thus conceived as intrasexual 
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competition because men who are poor at hunting have poorer mate choice. If men are 

good at hunting, this may assist them in mate-attraction (Gurven & Hill, 2009). This is 

consistent with the idea of Smith (2004) who said that hunters (men) experienced higher 

prestige and greater reproductive success in hunter-gatherer societies. A man hunts for 

food for the family. A good hunter can defeat male competitors because a good hunter has 

more resources to provide for a female. Based on this hunter-gatherer theory, in modern 

societies, men’s hunting is recognized through having high socio-economic status (Buunk 

& Massar, 2012).  

2.3 Signaling Theory  

Signaling theory falls under the area of evolutionary psychology (Palmer & 

Pomianek, 2007). With a purpose of mate-attraction and maximization of inclusive fitness, 

humans are required to communicate explicitly and implicitly with their potential mates. 

One of the implicit communication ways relies much on signal messages. Signaling theory 

was commonly used to describe animal communication first, and then researchers made it 

analogous to human communication, and further used it to apply to business studies. The 

next part will discuss signals in animal communication, signals in human communication 

(in business settings), and how the signal displayed by an unknown woman’s use of a 

luxury brand is related to human mate-attraction.  

 Animal Communication. Johnstone (1997) said that animal signals have been used 
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for communication. Animal signals may attract a mate, prevent a rival, warn an 

approaching predator or remind offspring to return to their parents. Animal signals range 

from colorful feathers of birds and wings of butterflies, calls of frogs and crickets, 

pheromones released by ants and moths or aggressive postures of lizards and fishes 

(Johnstone, 1997).  

There are three key components in signaling theory which include signaler, signal, 

and receiver. Signaler’s signals will affect the receiver’s behaviors, so the signaler is 

believed to have benefits. This signaling may be costly as it can be observed that the calls 

of frogs and crickets are effective in attracting mates, but also draw the undesired attack by 

predators and parasites. Animals need to spend considerable energy during signaling 

processes, so they must be selective in their display but be aware of reducing risk (attack 

by predators) and minimizing the cost (energy).  

Turning to the signal, Johnstone (1997) emphasized that a signal should be 

noticeable by receivers because the environment should have noise and interruption. The 

signal must have four characteristics. A signal must appear to be conspicuous (for example, 

a lizard moves its head, and the movement is of high frequency and speed, resulting in 

drawing attention). This display is also repetitive. Repetition allows the receiver to identify 

the correct signal among the other received signals. The signal is stereotyped as the display 

features a species-specific pattern. These standardized signals among species make it easier 
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for receivers to classify the signal. This signal has alerting components which increase the 

chance for receivers to notice and recognize the message of a signal.  

Seyfarth and Cheney (2003) asserted that, in cooperative communication between 

signaler and receiver, signaling was costly because the calls of frogs might reveal the 

location of both the signaler and the signaler’s group to predators (bats). Frogs call to 

attract a mate; sexual selection will favor receivers who can rapidly decode the signals and 

respond to the signals.  

The signaling system is supposed to be cooperative communication, i.e., the signaler 

benefits at once if the receiver has a response to the signaler, and this response is also to be 

the gain of the receiver. However, there is a conflict of interest between signaler and 

receiver. To the receiver, the signal is a potential source of information, so the receiver can 

select to notice or ignore the signal. In other words, the meaning and function of signals 

from the receiver’s perspective may not align with that of the signaler (Marler, 1961, as 

cited in Seyfarth & Cheney, 2003). This indicates that the encoding may not align with 

decoding. 

 Summing up, signaling theory refers to how signalers communicate information 

intended to influence or manipulate, rather than inform, other organisms (e.g., Cronk, 

1994, as cited in Palmer & Pomianek, 2007; Johnstone, 1997). On the other hand, “from 

the receiver’s perspective, it is a potential source of information” (Johnstone, 1997, p.164). 
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 Human Communication. Stepping from animal communication, anthropologists 

pointed out that signaling theory in the animal world is similar to signaling theory in 

human environments (Cronk, 2005). Animal signals serve as a communication, and 

similarly, human signals get messages across. Signaling theory has been widely adopted to 

explain human communication in business areas, such as human resources management. 

One such paper was pioneered by Spence (1973) who indicated that a job applicant might 

signal and behave to reduce information asymmetry that might hinder the selection of 

prospective employers. Thus, Connelly, Certo, Ireland, and Reutzel (2011) emphasized that 

information asymmetry should be minimized between two parties.  

 Connelly, Certo, Ireland, and Reutzel (2011) further illustrated two chief 

characteristics of signals: (1) signal observability and signal honesty; and (2) signal cost. 

Signal observability refers to the extent to which receivers can notice the signals. Connelly, 

Certo, Ireland, and Reutzel (2011) stated that some signals might be more easily detected 

by the receiver than other signals. They also explained that a signal’s observability might 

not be consistent with the signaler’s unobserved quality. In other words, the public 

information (signal) is different from private information (the signaler’s unobserved 

quality, including the intention of the signal display). This discrepancy may query if a 

signaler deceives a receiver. Therefore, the problems of signaler honesty and signal fit are 

derived. Signaler honesty is defined as the extent to which the signaler has the 
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unobservable quality being signaled; and signal fit is defined as the extent to which the 

signal is correlated with an unobserved quality (Connelly, Certo, Ireland, & Reutzel, 2011). 

Signals can be either positive or negative information, depending on the decisions of 

signalers, who may judge whether to communicate positive or negative information to 

receivers. Thus, the second characteristic is called signal cost, which refers to transaction 

costs associated with implementing a signal (Connelly, Certo, Ireland, & Reutzel, 2011). 

This is why signaling theory is also called the “theory of costly signaling” (e.g., Bird & 

Smith, 2005). Connelly, Certo, Ireland, and Reutzel (2011) further explained that if a 

signaler did not have the underlying quality associated with the signal but believed the 

benefits of signaling outweigh the costs of producing the signal, the signaler then might be 

motivated to attempt false signaling. For instance, in retail markets, sellers (signalers) 

provide false signals of their poor-quality products to mislead consumers (receivers) 

(Boulding & Kirmani, 1993). Some brands may provide false signals of an unobserved 

quality of their products, resulting in damage to consumers’ trust and brands’ profits (Rao, 

Qu, & Ruekert, 1999). 

It is arguable whether the information is equally available to all parties at the same 

time. Connelly, Certo, Ireland, and Reutzel (2011) said that signaling effectiveness was 

determined in part by the characteristics of the receiver. For instance, receiver attention, 

defined as the extent to which receivers alertly scan the environment for signals. 
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Alternatively, receiver interpretation refers to the process of translating signals into 

perceived meaning. Thus, the receiver can send feedback in the form of counter-signals. 

The fundamental assumption is that the information sent by the signaler is imperfect. As 

the receiver desires information about signalers during the signaling process, signalers also 

desire information from receivers. Such signaling process is considered as two directions.  

In the management discipline, Connelly, Certo, Ireland, and Reutzel (2011) stated 

that either within an organization or between organizations, environmental distortion 

would occur, because noise could be introduced to the signaling environment by external 

referents or other signalers. When a signal is interpreted by others in a particular way, an 

individual who is unsure about how to interpret the signal may look to imitation as a means 

of decision making (Sliwka, 2007, as cited in Connelly, Certo, Ireland, & Reutzel, 2011). 

This can result in a bandwagon effect, where signals are interpreted in a certain manner 

that may or may not be accurate.  

Accordingly, signaling theory has been applied to management and human 

resources. Market researchers have used customers as receivers when they elaborated 

signaling theory (Basuroy, Desai, & Talukdar, 2006; Rao, Qu, & Ruekert, 1999, as cited in 

Connelly, Certo, Ireland, & Reutzel, 2011), but this study specifically applies signaling 

theory to an unknown woman’s visible use of a luxury brand (in the context of human 

mate-attraction and evolutionary psychology).  
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2.4 Research Gap in Signaling Theory  

Signaling theory under the branch of evolutionary theory explains various forms of 

communication (Palmer & Pomianek, 2007). Human beings, like animals, communicate in 

various methods. Signals have a role in visual communication. Senders display signals 

(which in this thesis, is an unknown woman’s use of a luxury brand) which act as visible 

signals to receivers. Receivers, in turn, observe and interpret signals to make a judgment 

on sexual selection. The entire process of signaling theory includes both senders’ encoding 

and receivers’ decoding, and how receivers react to the sender. In sum, it is a two-way 

interactive communication. The information process of signaling theory can, therefore, be 

divided into four timelines (Connelly, Certo, Ireland, & Reutzel, 2011, see Figure 1): 

Signalers have underlying information and quality (Timeline 0). Signalers send the signal 

to receivers (Timeline 1), receivers observe and interpret signals (Timeline 2), and 

receivers respond to the signalers, serving as counter-signals (Timeline 3). Timeline 0 and 

1 are considered as an encoding process by a sender, while Timeline 2 and 3 are regarded 

as a decoding process by a receiver. Researchers have investigated the encoding processes 

of male and female senders, but the decoding process of male receivers, from an 

evolutionary perspective, has not been examined before. Effective communication involves 

two-way interaction between senders and receivers, so the decoding process is just as 

important as the encoding process.  
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Figure 1: 

4 Timelines of Signaling Theory  
(adapted from Connelly, Certo, Ireland, & Reutzel, 2011) 

 

Within the male-female dyad, it is speculated that there are four possible pairs of 

signaling parties which include (1) “men to women”, (2) “women to women”, (3) “men to 

men”, and (4) “women to men”. One sex (signaler) may impose different influences on the 

opposite sex (e.g., attracting potential mates of opposite sex) and same sex (e.g., deterring 

rivals of the same sex) respectively.   

First, in the “men to women” signaling system, the signaler is a man. He signals his 

status via conspicuous consumption to a potential woman as women tend to favor men 

with status (Barker & Maner, 2008). This has been investigated by the abovementioned 

study of Sundie, Kenrick, Griskevicius, Tybur, Vohs, and Beal (2011), stating that men’s 
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conspicuous consumption is like the male peacocks displaying their status to potential 

suitors.  

Second, in the “women to women” signaling system, the signaler is a woman, whose 

rivals are other women. A previous study has shown that women use luxury products as 

signals to deter other females from poaching (Wang & Griskevicius, 2014).  

The research findings of these abovementioned pairs concentrate on the encoding 

process of signaling theory. The two other following pairs have not been explored.  

Third, for “men to men”, men may use signals to warn other men, who are 

competitors in mate-attraction (Hennighausen, Hudders, Lange, & Fink, 2016). This is an 

issue of intrasexual competition. Men compete with one another over mate-attraction 

opportunities more than women do (Barker & Maner, 2008). However, this “men to men” 

signaling has not been deeply explored, leaving it to be further investigated.  

Fourth, turning to “women to men” signaling, the impact of the signals displayed by 

an unknown woman’s use of a luxury brand on men has not been previously explored, 

leaving a significant research gap in the literature. 

By addressing the aforementioned research gap, this research advances existing 

knowledge of signaling theory. The existing knowledge has only explored the encoding 

process of “men to women” and “women to women”. In the domain of evolutionary 

psychology, all previous research focused on the signalers’ intentions (one-way 
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communication), but neglected the equivalent importance of the receivers’ decoding 

(perceptions) and reactions (counter-signals). Signaling theory explains how signalers and 

receivers communicate in terms of signals being two-way communication. The decoding 

process, which is equivalently as important as the encoding process in the “women to men” 

signaling system, has not been studied systematically. Furthermore, this research presents 

the opportunity to explore another research gap, i.e., the decoding process of “men to 

men”, in future.   

This study offers a deeper and more explanation of how and why male receivers’ 

evolved mechanism produces their interpretation and response to the signal displayed by 

an unknown woman’s use of a luxury brand. This will help to enrich the existing research 

and bridge the research gap by explaining how male receivers decode information.  

2.5 “Visible Signal” for Human Mate-Attraction   

From the angle of evolutionary psychology, one of the communication purposes for 

humans is highly related to mate preferences and choices, as human mate preferences and 

choices are a product of evolutionary history (Geary, Vigil, & Byrd-Craven, 2004). Signals 

act as a tool for communicating mate preferences and choices among humans. Mate’s 

preferred traits could be thought of as the evolution of a signaling system, which states that 

signalers possess signals and receivers possess psychological (cognitive and motivational) 

capacities to perceive and act upon (e.g., be attracted to, or not) those signals (Gangestad & 
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Scheyd, 2005). 

Visible use of luxury brands is a signal that influences mate choice (De Fraja, 2009). 

As such, one of the motives of visible use of luxury brands is attracting an opposite sex in 

the evolutionary mechanism. Attracting an opposite sex is a concern for all humans 

(Monga & Gȕrhan-Canli, 2012), so the visible use of luxury brands shows human beings’ 

spending on expensive goods and services as a way of signaling their status (Ȕstȕner & 

Holt, 2010), with an aim to increase their opportunities to attract an opposite sex 

successfully.  

In this study, a signaler is a female, while receivers are males. A luxury brand takes 

the role of signals. A luxury product is manufactured and sold under a brand name. A brand 

can serve as a signal of quality to consumers (Erdern & Swait, 1988, as cited in Monga & 

Gȕrhan-Canli, 2012) and implies something about the holder’s status. A brand is viewed as 

having a unique feature for a certain class of the consumers. For instance, a display of an 

unknown woman’s use of a luxury brand signals something different about her social status 

from that of an unknown woman using a non-luxury brand (Han, Nunes, & Drèze, 2010).  

Previous research supports that men prefer youth and beauty while women desire 

men with high social status. Based on the ideas of Saad (2013a), visible use of luxury 

brands is one of the strategies used by both men and women that are rooted in human 

mate-attraction. This study regards the signal displayed by an unknown woman using a 
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luxury brand as a “visible signal” that is noticeable and has observability. Again, the 

abovementioned research results (e.g., Sundie, Kenrick, Griskevicius, Tybur, Vohs, & 

Beal, 2011; Wang & Griskevicius, 2014) support that visible signals displayed by women 

are associated with men’s attracting a woman.  

2.6 Men can Distinguish Women’s Luxury Brands from Non-Luxury Brands  

 As abovementioned, the major objective of this thesis is to fill the research gap in 

signaling theory. This has been previously elaborated thoroughly. There is also a minor 

objective of this thesis, and that is to challenge the statement of Wang and Griskevicious 

(2014), who wrote that, “many men are unable to differentiate if a woman’s handbag, 

shoes, or outfit costs $50 or $5,000”. Limited research specifically identifies similarities 

and differences between an unknown woman’s visible use of a luxury brand and men’s 

visible use of a luxury brand. In other words, previous research has not specifically pointed 

out the sex differences in visible use of luxury brands. This thesis argues that men can, in 

fact, distinguish women’s luxury brands from non-luxury brands. An evolutionary 

psychology perspective explains that men use visible luxury brands to attract women 

(Sundie, Kenrick, Griskevicious, Tybur, Vohs, & Beal, 2011). Men understand how to use 

luxury brands for mate attraction rather than non-luxury brands. For instance, men are 

more likely to buy and drive luxury sports cars in the United States with an aim to draw the 

attention of potential women (Hennighausen, Hudders, Lange, & Fink, 2016). Such an 
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example shows that men can identify luxury brands for attracting women.  

 Traditionally, men purchase expensive and durable products, like luxury sports cars 

to display their status. However, in recent years, an increasing number of males have put 

concerns on their bodies and appearances with the assistance of luxury branded fashions, to 

enhance their self-identity (Lertwannawit & Mandhachitara, 2012). Luxury fashion brands 

have expanded their male markets and promoted their fashion products by using world-

known male celebrities (e.g., David Beckham and Brad Pitt) to arouse men’s fashion 

awareness and interests (Lertwannawit & Mandhachitara, 2012). Logically, men have 

luxury brand awareness. Otherwise, men would be unable to use luxury brands to attract 

potential women.  

 Moreover, there is an observed phenomenon in the reality. Men may buy female 

luxury brands as gifts for chasing a woman (Belk & Coon, 1993), through signaling their 

resources; or for retaining their partners (Buss, Shackelford, & Mckibbion, 2008; 

Shackelford, Goetz, & Buss, 2005), especially on female birthdays and anniversary days.   
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CHAPTER 3: HYPOTHESIS DEVELOPMENT 

Now, this research moves to the Hypothesis Development focusing on the decoding 

process in signaling theory, men have their perceptions of and reactions to visual 

information, i.e., the signal displayed by an unknown woman using a luxury brand, since 

men can identify female luxury brands. On this basis, the following hypotheses are 

conceived. 

3.1 Effect of an Unknown Woman’s Use of a Luxury (vs. Non-Luxury) Brand on 

Men’s Perceptions of the Woman being Perceived as in a Committed (vs. Non-

Committed) Relationship  

 In the Theoretical Background, a “visible signal” is explained as one of the methods 

used for attracting an opposite sex. “The “visible signal” is the key. More specifically, this 

research emphasizes the term “the visible use of a luxury brand”, though most research 

papers used different terms, such as the commonly used term “conspicuous consumption” 

(e.g., Scott, Mende, & Bolton, 2013; Sundie, Kenrick, Griskevicius, Tybur, Vohs, & Beal, 

2010).  

 Conspicuous consumption was firstly developed by Thorstein Veblen in 1899, over 

100 years ago. According to Veblen, conspicuous consumption is defined as human beings 

spending money on expensive goods to wastefully demonstrate their wealth to the other 

members of society, instead of fulfilling their utilitarian needs to show their higher social 
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status (Eckhardt, Belk, & Wilson, 2015; Trigg, 2001; Veblen, 1994). In other words, 

conspicuous consumption is defined as human beings spending money to show status and 

impress others by indicating that they have sufficient money to buy meaningless and 

wasteful goods (Griskevicius, Tybur, Sundie, Cialdini, Miller, & Kenrick, 2007).  

 However, Üstüner and Holt (2010) argued that Veblen’s conspicuous consumption 

indicated high-class persons use expensive goods as their monetary symbols. Üstüner and 

Holt (2010) explained that nowadays not only high-class persons but also middle-class or 

low-class persons might use luxury brands to exaggerate their status by imitating high-

class persons. So Üstüner and Holt (2010) adopted the term “status consumption” proposed 

by Georg Simmel (1904/1957).   

 Taking this argument one step further, another recent definition of conspicuous 

consumption is introduced. Also, Berger and Ward (2010) defined conspicuous 

consumption as a publicly visible consumption, which is used to communicate social 

identities by using the logos of brands, serving as a kind of signaling process. Conversely, 

Berger and Ward (2010) identified inconspicuous consumption as the use of subtle signals 

that are only observable to the others who have prior knowledge of the brands, so the 

others can recognize the brands even if they have subtle logos.  

 Some may argue that luxury brand logos can be designed as loud (explicit) or quiet 

(subtle). Some rich consumers, who want to signal their status, will display loud luxury 
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brands, but other rich consumers, who do not care to show off their status, will prefer quiet 

luxury brands (Han, Nunes, & Drèze, 2010). However, Berger and Ward (2010) concluded 

in their research that most consumers preferred brands with loud logos to brands with quiet 

logos because using brands with loud logos allowed others to recognize their wealth easier 

than using brands with quiet logos.  

In this research, the visible signal is the key. This research adopts the ideas of Berger 

and Ward (2010). Luxury brands with loud logos are signals that are explicitly visible in 

public (Bagwell & Bernhein, 1996). So, instead of “conspicuous consumption” and “status 

consumption”, this research applies a more specific term “the visible use of a luxury 

brand”, which serves as “the visible signal” of desirable mate-attraction qualities.  

 An Unknown Woman’s Use of a Luxury Brand. A luxury brand is “the most 

selective in its distribution; the most image-driven; … and the most expensive” (Kapferer 

& Bastien, 2009, p. 313, as cited in Stokburger-Sauer & Teichmann, 2013). So, luxury 

brands confer good quality, expensive and non-necessary products and services that are 

conceived by consumers as unique, exclusive, prestigious, and reliable and that provide 

high symbolic value (Tynan, McKechnie, & Chhuon, 2009).  

 According to the Global Powers of Luxury Goods Report issued by Deloitte Touche 

Tohmatsu Limited in 2017, the world’s 100 largest luxury product companies generated 

sales of US$212 billion between July 2015 and June 2016. The average luxury products’ 
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annual sales for the top 100 companies was US$2.1 billion. Luxury goods sales grew by 

more than three percentage compared to the period between July 2014 and June 

2015.These figures reflect that the luxury brand market yields enormous profits.  

To reiterate the finding of Wang and Griskevicius (2014), which indicated that 

women with luxury brands had been perceived by other women as having a devoted 

partner, this infers that there are differences between the signal displayed by an unknown 

woman’s use of a luxury brand and that displayed by an unknown woman’s use of a non-

luxury brand.  

Returning to “women to men” signaling, an unknown woman’s use of a luxury brand 

is described as a visible signal. Previous research has indicated that women are fonder of 

luxurious brands than men. To women, more than for men, luxury brands have higher 

perceived symbolic and social values, so the price for female luxury brands is significantly 

higher compared to luxury brands for their male counterparts (Stokburger-Sauer & 

Teichmann, 2013). Stokburger-Sauer and Teichmann (2013) also found that women have a 

more positive attitude towards and a higher purchase of luxurious clothing, perfumes and 

wrist watches than men. Moreover, consumers using luxury brands may achieve self-

identity, as well as develop more desirable self-images than consumers not using luxury 

brands, leading consumers to have a passion for luxury brands (Batra, Ahuvia, & Bagozzi, 

2012). This explains why women prefer to use luxury branded fashions and accessories 
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(e.g., bags, clothing, shoes, and make-up) to non-luxury branded ones because branded 

fashions give women aesthetic pleasure (Venkatesh, Annamma, Sherry, & Deschenes, 

2010). 

It is arguable that, for some women, they use luxury brands because they are self-

satisfied and fond of the brands’ reliable and high quality, rather than showing off to others 

or trying to enhance self-image or status. However, Stokburger-Sauer and Teichmann 

(2013) found that, compared to men, women are more likely to use luxury brands than 

non-luxury brands, because luxury brands make women feel more unique, hedonic and 

superior than non-luxury brands do.  

 Luxury brands can signal unobservable quality of products (Rao, Qu, & Ruekert, 

1999). To relate this to this research’s focus on “women to men” signaling, it infers that an 

unknown woman’s use of a luxury brand, which is obvious and with commonly known 

logos, can serve as visual signals to men. Such a woman’s visible signal allows men to 

form their first impression towards an unknown woman. The first impression towards an 

unknown woman is crucial as human beings interpret social behaviors depending on their 

first impression (Gilron & Gutchess, 2012). The first impression will guide a man to have 

either positive or negative perceptions, such as having like or dislike feeling, favorable or 

unfavorable attitude towards an unknown woman who may be his potential mate. Thus, 

this research adopts an unknown woman’s use of a luxury (vs. non-luxury) brand as the 
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visible signal (independent variable). 

 Unknown Woman being Perceived as in a Committed (vs. Non-Committed) 

Relationship. This study examines how a man perceives and interprets the stimulus 

information (i.e., the visible signal) communicated by an unknown woman. Such men’s 

perceptions are also illustrated in terms of ecological theory of social perceptions 

advocated by McArthur and Baron (1983), who emphasized that perceptions have served 

as adaptive functions in ecological areas. A man perceives this visible signal with a 

purpose to achieve his goal of adaptation and survival. His goal in this study is assumed to 

be human mate-attraction and maximization of inclusive fitness which has been 

aforementioned. 

In consideration of the purpose of mate-attraction, when a man meets with an 

unknown woman who uses a luxury brand, how would a man perceive and interpret the 

signal (a luxury vs. non-luxury brand) displayed by the unknown woman? Men may have 

various possible perceptions. This research proposes that men may perceive that the 

unknown woman using a luxury brand is more likely to be in a committed relationship than 

the unknown woman using a non-luxury brand. Commitment refers to long-term 

orientation, including feelings of attachment to a partner and desire to maintain a 

relationship, for better or worse (Arriaga & Agnew, 2001). A strong and committed 

relationship is associated with the length of the time. The longer time the relationship lasts 
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for, the stronger the commitment is (Arriaga & Agnew, 2001). Therefore, a committed 

relationship is defined as a long-term relationship. Some men think that such a woman 

already has a partner to buy such a luxury brand for her. These men may believe that the 

branded product is given by her partner, who can afford to spend money on luxury brands. 

On the contrary, some men may believe that a woman is single and has purchasing power 

to afford a luxury brand herself. These are two different ways of decoding the same signal. 

Which will a man tend to believe?  

No research has studied whether men perceive an unknown woman’s use of a luxury 

brand as signaling a woman being available or having a committed relationship with a rich 

man. This study predicts that men will be more likely to perceive the signal as meaning the 

woman has a committed and rich partner. The first reason for this is based on the finding of 

Wang and Griskevicius (2014), which indicated that other women have perceived a woman 

with luxury brands as having a devoted partner. Such luxury brands are signals to show to 

other women that she is taken and how intimate their relationship is (Buss & Shackelford, 

1997). Such displays of luxury brands are a kind of women’s mate retention. It implies that 

the woman’s luxury brands are more likely to be thought to be paid and given by her 

committed male partner. Men buy and give luxury brands to their woman for developing 

and retaining committed relationships. When a man dates a woman, such luxury brands are 

gifts given by her partner, serving as a sign of relationship commitment, because the more 
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expensive the gift signals the more investment that her partner is willing to commit to the 

relationship (Belk & Coon, 1993). Men with good jobs, higher income, and higher status, 

and devoting more effort are considered more desirable by women for developing 

committed relationships (Buss, Shackelford, & McKibbin, 2008).  

The second reason is that men are resource providers in the perspective of 

evolutionary psychology (e.g., Buss & Schmitt, 1993; Li, Bailey, Kenrick, & Linsenmeier, 

2002). Men are more likely to provide and display resources, such as buying an expensive 

gift for their partner for dating or retaining their mates (Buss, Shackelford, & McKibbion, 

2008; Shackelford, Goetz, & Buss, 2009). The more expensive the gift, the more it signals 

the investment that her partner is willing to commit to the relationship (Belk & Coon, 

1993). Given the fact that men are mostly the ones who signal and provide high resources 

(Saad, 2013b), men tend to imagine these luxury brands are most likely to be purchased by 

her committed and rich partner. Therefore, her partner is more likely to be devoted to 

buying and giving luxury brands to her.  

On the other hand, there are arguments counter to this. In the reality, it is observed 

that increasing numbers of working women have sufficient purchasing power to buy their 

luxury brands nowadays; some women are affluent because of their rich family 

backgrounds. Women even have more purchase intentions for luxury brands (versus non-

luxury ones) than men (Stokburger-Sauer & Teichmann, 2011). Though women may buy 
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luxury brands by themselves, the research of Wang and Griskevicius (2014) supports that 

women would use luxury brands to deter other women from poaching their partner, to 

make others believe that they have a committed and rich partner. This implies that women 

tend to make use of luxury brands to let others believe that they have a committed and rich 

partner. Comparatively, women’s use of non-luxury brands may lead male receivers to 

perceive the female non-luxury brand users only use products fulfilling their utilitarian 

needs (Ferraro, Kirmani, & Matherly, 2013). Women’s use of non-luxury brands is less 

likely to be a symbol of gifts bought by their committed partner than women’s use of 

luxury brands. In other words, women’s use of non-luxury brands is less likely to make 

men perceive them as being in a committed relationship than women’s use of luxury 

brands. This research predicts that men will believe that an unknown woman’s use of a 

luxury brand is more likely to be in a committed relationship than an unknown woman’s 

use of a non-luxury brand (see Figure 2). Thus, this study generates the first hypothesis:  

H1: Men will believe that an unknown woman using a luxury brand is more 

likely to be in a committed relationship than an unknown woman using a 

non-luxury brand. 
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Figure 2: 

Conceptual Model 1 

 
 

3.2 Moderating Effect of an Unknown Woman’s Overall Physical Attractiveness on 

the Effect of her Use of a Luxury (vs. Non-Luxury) Brand on Men’s Attracting 

Intentions  

 This study examines how a man perceives and responds to the stimulus information 

(i.e., the visible signal) communicated by an unknown woman’s use of a luxury (vs. non-

luxury) brand. Such men’s perceptions and responses are also illustrated in terms of 

ecological theory of social perceptions (McArthur & Baron, 1983). McArthur and Baron 

(1983) emphasized that perceptions have served as adaptive functions in ecological areas. 

A man perceives this visible signal with a purpose to achieve his goal of adaptation and 

survival. His goal in this study is assumed to be human mate-attraction and maximization 

of inclusive fitness which has been aforementioned. In consideration of the purpose of 

attracting an opposite sex, when a man meets with an unknown woman who uses a luxury 
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brand, how would a man respond to the signal (a luxury vs. non-luxury brand) displayed 

by the woman? To address “women to men” signaling, this research proposes an unknown 

woman’s overall physical attractiveness moderates the effect of the woman’s use of a 

luxury brand (vs. non-luxury brand) on men’s intentions to attract the woman (men’s 

attracting intentions). 

 Men’s Attracting Intentions. As discussed in the Theoretical Background, attracting 

an opposite sex who has a good gene may maximize inclusive fitness (Hamilton, 1964; 

West & Gardner, 2013). In accordance with Darwin’s sexual selection, in the presence of 

intrasexual competition (Buss, 1988, 2009), men face and solve the problems derived from 

other male competitors. 

So, attracting an opposite sex is primary to the process of evolutionary psychology 

(Buss, 1989, 2007). Monga and Gȕrhan-Canli (2012) said that daily life situations could 

commonly trigger humans to have thoughts to attract the opposite sex, such as favorable 

people of the opposite sex appear in person, online, or on television, or browsing a dating 

website can induce humans to have attracting thoughts. Further, some studies found that 

men have more sexual fantasies than women. Men’s sexual fantasies are more likely to 

have multiple partners (Buss & Schmitt, 1993), or changing partners (Ellis & Symons, 

1990; Davies & Shackelford, 2015; Davies, Shackelford, & Hass, 2007). That supports that 

men have intentions and are ready for attracting women in daily life, even if that woman is 
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perceived to be in a relationship already. 

 Romantic relationships can last for a few minutes to forever (Buss & Schmitt, 1993). 

There are two types of mate-attraction including short-term and long-term mate-attraction 

(Buss & Schmitt, 1993). Mate-attraction is essential in the evolutionary process to achieve 

reproduction (Buss, 2007). Mate-attraction involves intrasexual competition and sexual 

selection (Buss & Barnes, 1986). Males should put efforts on attracting an opposite sex 

(Voland, 1998) with an aim to attract their desired mates. Irrespective of short-term or 

long-term mate-attraction, this research proposes that men have “attracting intentions”, 

referring to men’s intentions to attract a potential unknown woman that he desires. Men’s 

attracting intentions can serve as a cue (Buss, 1988), signaling men’s interests in the 

woman he desires.  

Men’s attracting intentions are rooted in men’s intrasexual competition (Buss, 1988). 

Drawing from men’s intrasexual competition in evolutionary psychology, ancestral men 

hunt for a woman among other men. A man needs to face rivalry with other men, which is, 

ultimately, driven by the motives to obtain and maintain access to an opposite sex (Buunk 

& Massar, 2012). Men are inclined to act more competitively towards another man than 

towards a woman (Buunk & Massar, 2012) with an aim to increase their mating success 

rates. Given the fact that men face intrasexual competition, they use different tactics or 

counter-signals for attracting an opposite sex. There are possibilities that men want to 
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attract a woman being perceived as in a committed relationship. Previous research found 

that humans intend to attract a person who is in a romantic relationship (Schmitt & Buss, 

2001). Men more than women are more likely to attract an opposite sex being in a 

committed relationship (Schmitt, 2003). Thus, men’s intentions of attracting a woman 

being in a committed relationship are derived from intrasexual competition in perspectives 

of evolutionary psychology. Men are more ready than women for mate-attraction, so it is 

foreseeable that men are more likely to have temporary reactions to attract the already-

committed woman (Schmitt & Buss, 2001). Such fast and temporary attracting intentions 

may fulfill men’s evolved desires for partner variety and easy casual sex (Schmitt & Buss, 

2001; Sunderani, Arnocky, & Vaillancourt, 2013). Men’s intentions to attract a woman 

being in a committed relationship is a common tactic of men’s mate-selection (Duntley & 

Buss, 2012). This research emphasizes men’s attracting intentions, which are a kind of 

temporary state (Schmitt & Buss, 2001), but a critical response when men perceive the 

signal displayed by an unknown woman with a luxury brand. This research focuses on 

men’s intentions (temporary responses) to attract the unknown woman using a luxury (vs. 

non-luxury) brand at the moment when they meet.   

 Facing unavoidable intrasexual competition (Buss, 1988), men take greater risk in 

trying to attract an unknown woman (who is using a luxury brand and hence being 

perceived as in a committed relationship) than being perceived as in a non-committed 
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relationship. Men’s risk-taking tendency refers to men’s internal drives for intrasexual 

competition (Barker & Maner, 2008). Men’s risk-taking tendency consists of financial risk 

(Meier-Pesti & Penz, 2008) and/or physical risk (Levenson & Massachusetts, 1990). Men 

with a higher risk-taking tendency in evolutionary psychology are related to bravery, 

competence, confidence, wealth, social dominance (Wen, Hunter, Peng, Shao, Wu, Liu, 

Lua, Yang, Zhang, Qiao, Wang, & Wang, 2012), ambitions, skills and mental ability 

(Barker & Maner, 2008). Men’s higher risk-taking tendency indicates men are of good 

genes and capable of protecting women and their offsprings.  

 When men want to look more appealing to an unknown woman using a luxury 

brand, men may take the greater risk to attract her when she is perceived as in a committed 

relationship than when she is perceived as in a non-committed relationship. Men’s risk-

taking tendency is positively associated with their intentions to attract a high-quality 

woman (Barker & Maner, 2008). Men’s risk-taking tendency has been supported to serve 

as a signaling device in the context of attracting an opposite sex (Barker & Maner, 2009; 

Farthing, 2005). Men with higher risk-taking tendency can enhance men’s capability to 

attract women (Grieitemeyer, Kastenmȕller, & Fischer, 2013). Thus, men with a higher 

risk-taking tendency are more attractive to women (Sacco, Brown, Young, Bernstein, & 

Hugenberg, 2011; Wen, Hunter, Peng, Shao, Wu, Liu, Lua, Yang, Zhang, Qiao, Wang, & 

Wang, 2012) than men with a lower risk-taking tendency.  
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With reference to the abovementioned theoretical framework and evidence, this 

research sheds light on why men have intentions to attract an unknown woman using a 

luxury brand (vs. non-luxury brand), even when men perceive that the unknown woman 

using a luxury brand is more likely to be in a committed relationship than the unknown 

woman using a non-luxury brand.  

Unknown Woman’s Overall Physical Attractiveness. After discussing men’s 

intentions to attract an unknown woman using a luxury brand, attention now turns to a 

question: what will be the effect of the signal displayed by an unknown woman using a 

luxury brand on men’s attracting intentions? Is there anything that might strengthen or 

weaken the relationship between the woman’s use of a luxury brand and men’s attracting 

intentions? And, what may affect men to have intentions to attract her, to the extent that 

she is perceived as in a committed relationship? This research proposes a moderator: 

“Unknown Women’s Overall Physical Attractiveness”. This variable is predicted to alter 

the strength of the effect of the signal displayed by an unknown woman’s use of a luxury 

brand on men’s attracting intentions, insofar as men are more likely to perceive that the 

unknown woman using a luxury brand is in a committed relationship than using a non-

luxury brand.  

 The literature has robustly acknowledged that men take women’s physical 

attractiveness as their utmost important mate preference (e.g., Buss, 1988; Buss & Barnes, 
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1986; Buss & Schmitt, 1993; Singh, 2004). Rigorous research findings confirm that men 

prefer a more physically attractive woman as their first mate choice (e.g., Gangestad & 

Scheyd, 2005; Gangestad & Simpson, 2000; Sprecher, Sullivan, & Hatfield, 1994; Walster, 

Aronson, & Abrahams, 1996). Women’s physical attractiveness may be conceived as 

signals of implicit qualities (e.g., good genes and good health) (Gangestad & Scheyd, 

2005). Buss (1989) surveyed 37 cultures and found that women’s physical attractiveness is 

associated with the reproductive capability. This implies that the higher the physical 

attractiveness of a woman, the higher her fertility. This aligns with the inclusive fitness 

theory. As described in the Theoretical Background, human beings try to maximize the 

transmission of their genes to upkeep their good heredity. This explains why men prefer a 

physically attractive woman to a physically unattractive woman, as a physically attractive 

woman displays better reproductive capability than a physically unattractive woman.  

Men desire a more physically attractive woman than a less physically attractive 

woman for developing a relationship (Murstein, 1970). A more physically attractive 

woman has an advantage in attracting a man to develop and maintain a romantic 

relationship because men pay more visual attention to a more physically attractive woman 

than a less physically attractive woman (Maner, Kenrick, Becker, Delton, Hofer, Wiblur, & 

Neuberg, 2003).  

It is documented in the literature that women’s physical attractiveness refers to 
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various physical features, including facial features, facial symmetry, facial averageness 

waist-hip ratio, and body mass index (Geary, Vigil, & Byrd-Craven, 2004). Following the 

literature, this research emphasizes an unknown woman’s overall physical attractiveness, 

including her attractive face (i.e., symmetrical and average in proportion, Geary, Vigil, & 

Byrd-Craven, 2004), make-up, dressing sense, hairstyle (Prendergast & Lai, 2017), and 

body shape (Geary, Vigil, & Byrd-Craven, 2004). The key is the image of the unknown 

woman’s overall physical impression given to men.   

In this research, an unknown woman’s overall physical attractiveness is emphasized. 

This mirrors the recent research findings that men wish for a woman with a face and body 

that is more attractive. For instance, a study found that men prefer an attractive bodily 

woman for a short-term romantic relationship but a facial attractive woman for a long-term 

romantic relationship (Confer, Perilloux, & Buss, 2010). Men believe that a woman who 

has a slender body size, a lower waist-to-hip ratio (WHR) (a normal range of WHR is 0.67 

– 0.80) (Nedelec & Beaver, 2014), a larger breast and a smaller hip, appears to be more 

attractive, when they want to pursue a romantic relationship (Singh & Young, 1995).  

 Moderating Effect of an Overall Physically Attractive (vs. Unattractive) Unknown 

Woman on the Effect of her Use of a Luxury (vs. Non-luxury) Brand on Men’s 

Attracting Intentions. Returning to the previous question: why may an unknown woman’s 

overall physical attractiveness strengthen or weaken the relationship between the woman’s 
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use of a luxury brand and men’s attracting intentions?  

Previous research demonstrated that luxury brand users use luxury brands to 

construct their self or to communicate their self with others (e.g., Escalas & Bettman, 

2005; Malhotra, 1988). Applied to this research, an unknown woman (signaler) uses a 

luxury brand to express their self, to manage impressions on others (male receivers) 

(Ferraro, Kirmani, & Matherly, 2013). However, an unknown woman’s (signaler’s) 

success of impression management in the eyes of men (receivers) relies on this theorizing: 

“the match between the luxury brand’s image and the luxury brand users’ image” 

(Prendergast & Lai, 2016, 2017).  

 As discussed earlier, women’s overall physical attractiveness refers to the image of 

the unknown woman’s impression given to men. When male receivers perceive that there 

is a match between an unknown woman’s luxury brand image and her image (i.e., overall 

physical attractiveness), then the woman’s overall physical attractiveness will be amplified 

by the luxury brand (Prendergast & Lai, 2016, 2017). The congruence helps the processing 

fluency such that an amplifying effect can make a physically attractive unknown woman 

using a luxury brand become more attractive than she really is. She is already physically 

attractive, but the perceived level of her physical attractiveness is increased. Such an 

amplifying effect explains why men feel more favorable towards an unknown woman 

using a luxury brand when the luxury brand image amplifies her overall physical 
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attractiveness. In contrast, men may feel neutral with regards to an unknown woman using 

a luxury brand when there is no match between her luxury brand’s image and her image 

(i.e., her overall physical attractiveness).  

In answering the aforementioned question: what will be the effect of the signal 

displayed by an unknown woman using a luxury brand on men’s attracting intentions? 

Drawing on the aforementioned theorizing and discussion, this research proposes that an 

unknown woman’s overall physical attractiveness (vs. unattractiveness) moderates the 

effect of her use of a luxury (vs. non-luxury) brand on men’s attracting intentions (see 

Figure 3). This research predicts that men would have higher intentions to attract an 

unknown woman with a higher level of overall physical attractiveness when she is using a 

luxury brand than not using a luxury brand. But, a lower level of overall physically 

attractive woman has less advantage in attracting men than a higher level of an overall 

physically attractive woman (Maner, Kenrick, Becker, Delton, Hofer, Wiblur, & Neuberg, 

2003; Murstein, 1970). Applied to this research, a lower level of overall physically 

attractive unknown woman, which in somewhat incongruent with a luxury brand and may 

stifle processing fluency, should mean that there would be no differences in men’s 

attracting intentions towards an unknown woman with a lower level of overall physical 

attractiveness, regardless of her use of a luxury or non-luxury brand. The second 

hypothesis is generated as:  
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H2: An unknown woman with a higher level of overall physical attractiveness 

would increase men’s attracting intentions when she is using a luxury brand 

than using a non-luxury brand. But, for an unknown woman with a lower 

level of overall physical attractiveness, there would be no difference in 

men’s attracting intentions when she is using a luxury brand than using a 

non-luxury brand. 

 
Figure 3: 

Conceptual Model 2 

 

3.3 The 1st Mediated Moderation: Moderating Effect of an Unknown Woman’s 

Overall Physical Attractiveness on the Effect of her Use of a Luxury (vs. Non-Luxury) 

Brand on Men’s Intentions to Display Material Resources is Mediated by Men’s 

Attracting Intentions 
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 As discussed, no research has examined how men (receivers) return a counter-signal 

to a female signaler (i.e., an unknown woman using a luxury brand). To address this 

research gap, this thesis studies male counter-signals in the decoding process of signaling 

theory. There are many possible counter-signals, but this research argues in favor of two 

dependent variables: “men’s intentions to display material resources” and “men’s 

intentions to display physical fitness”. This section discusses men’s intentions to display 

material resources. The next section discusses men’s intentions to display physical fitness.  

 Also, this section explains the moderating effect of an unknown woman’s overall 

physical attractiveness on the effect of her use of a luxury (vs. non-luxury) brand on men’s 

intentions to display material resources; then the mediating effect of men’s attracting 

intentions on the effect of her use of a luxury (vs. non-luxury) brand on men’s intentions to 

display material resources; and lastly the 1st mediated moderation (i.e., the moderating 

effect of an unknown woman’s overall physical attractiveness on the effect of her use of a 

luxury (vs. non-luxury) brand on men’s intentions to display material resources is mediated 

by men’s attracting intentions).  

 Men’s Intentions to Display Material Resources. Male’s intentions to display 

material resources is proposed as a dependent variable because men more than women 

display material resources to attract potential mates is robustly supported (Buss, 1988). 

Ancestral men possessed cattle (Geary, Vigil, & Byrd-Craven, 2004), food and territories 
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(Darwin, 1871, as cited in Buss, 2009), which represented that they have material 

resources. In modern societies, there are many other ways for men to display their material 

resources. Flashing cash (Fisher, Cox, Bennett, & Gavric, 2009) in public can be a kind of 

a show-off display of material resources. Men’s visible consumption of luxury brands is a 

common and effective way of displaying their material resources. Men’s visible 

consumption of luxury brands involves spending a huge amount of money (Sundie, 

Kenrick, Griskevicious, Tybur, Vohs, & Beal, 2011) to make others believe that they can 

afford to waste money on frivolous luxury products (Griskevicius, Tybur, Sundie,  

Cialdini, Miller, & Kenrick, 2007). Men’s visible consumption of luxury brands is a 

behavior of spending money to buy lavish and non-necessity products. Such a behavior is 

used to signal their wealth and status.  

Giving gifts to women, bringing a potential woman to dinner at a nice and expensive 

restaurant, driving an expensive car can be regarded as displays of material resources for 

mate-attractions (Buss, 1988). The point is that such displays of material resources are 

visible and can be observed by others. As such, this infers that men display material 

resources with the aim of attracting an unknown woman using a luxury brand. Men’s 

intentions to display material resources is, therefore, one of the vital dependent variables in 

the decoding process. 

Considerable research has supported that men’s most attractive value to women is 
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good financial resources (e.g., Buss, 1989; Geary, Vigil, & Byrd-Craven, 2004). Men’s 

display of material resources, including money, can reflect their latent wealth and social 

status (Buss, 1988; Buss & Schmitt, 1993).  

Moderating Effect of an Unknown Woman’s Overall Physical Attractiveness on 

the Effect of her Use of a Luxury (vs. Non-Luxury) Brand on Men’s Intentions to 

Display Material Resources. Earlier, adapting the match (vs. unmatched) between 

unknown woman’s luxury brand image and her image (i.e., overall physical attractiveness), 

this research hypothesizes that an unknown woman’s overall physical attractiveness 

moderates the effect of her use of a luxury brand (vs. non-luxury brand) on men’s 

attracting intentions. In a similar vein, this research proposes an unknown woman’s overall 

physical attractiveness moderates the effect of her use of a luxury brand (vs. non-luxury 

brand) on men’s intentions to display material resources. Previous research showed that 

men display more material resources to attract an overall physically attractive woman than 

an overall physical unattractive woman (Yong & Li, 2012). Taken together, men would 

have higher intentions to display material resources to an overall physically attractive 

unknown woman using a luxury brand than not using a luxury brand. In contrast, an 

overall physically unattractive unknown woman is less desirable to men than an overall 

physically attractive unknown woman (Maner, Kenrick, Becker, Delton, Hofer, Wiblur, & 

Neuberg, 2003; Murstein, 1970). This research expects that there would be no difference in 
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men’s intentions to display material resources towards an unknown woman with a lower 

level of overall physical attractiveness, regardless of her use of a luxury or non-luxury 

brand.  

 Mediating Effect of Men’s Attracting Intentions on the Effect of an Unknown 

Woman’s Use of a Luxury (vs. Non-Luxury) Brand on Men’s Intentions to Display 

Material Resources. As explained earlier, in the presence of intrasexual competition, men 

may take greater risks to attract an unknown woman being perceived as in a committed 

relationship than being perceived as in a non-committed relationship. Men having higher 

attracting intentions are more willing to spend money on purchases and displays of their 

luxury brands (Sundie, Kenrick, Griskevicious, Tybur, Vohs, & Beal, 2011) than men 

having less attracting intentions. This research predicts that there is an effect of an 

unknown woman’s use of a luxury brand (vs. a non-luxury brand) through men’s attracting 

intentions on men’s intentions to display material resources.  

 The 1st Mediated Moderation: Moderating Effect of an Unknown Woman’s 

Overall Physical Attractiveness on the Effect of Her Use of a Luxury (vs. Non-Luxury) 

Brand on Men’s Intentions to Display Material Resources is Mediated by Men’s 

Attracting Intentions. After discussing the moderating effect of an unknown woman’s 

overall physical attractiveness (unattractiveness) on the effect of her use of a luxury (vs 

non-luxury) brand on men’s intentions to display material resources; and the mediating 
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effect of men’s attracting intentions on the effect of her use of a luxury (vs. non-luxury) 

brand on men’s intentions to display material resources, now it turns to discuss how men’s 

attracting intentions mediate such a moderating effect.  

As discussed above, men engage more than women in intrasexual competition 

(Buunk & Massar, 2009), so men have a strong drive to behave competitively towards 

other men. Men’s attracting intentions trigger their willingness to spend more money on 

luxury brands publicly (Kenrick, Neuberg, Griskevicius, Becker, & Schaller, 2010) with a 

purpose to display their wealth and status to others. In other words, men’s attracting 

intentions elicit them to demonstrate their material resources visibly. Such a display of 

material resources is a kind of self-presentation (Griskevicius, Tybur, Sundie, Cialdini, 

Miller, & Kenrick, 2007). More specifically, such drives are activated depending on 

whether a man has motives to attract or not. The more the intentions of men to attract, the 

more that the counter-signal (a display of material resources) will be performed. Men’s 

attracting intentions boost the need to display their material resources (Monga & Gȕrhan-

Canli, 2012), serving as a counter-signal to the signal displayed by an unknown woman 

using a luxury (vs. non-luxury) brand, moderated by her overall physical attractiveness (vs. 

unattractiveness).  

As hypothesized earlier, when an unknown woman’s use of a luxury brand interacts 

with her overall physical attractiveness, men will have higher intentions to display material 
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resources to signal their favourable feeling. To summarize, this research proposes an 

interaction effect of her use of a luxury (vs. non-luxury) brand and an unknown woman’s 

overall physical attractiveness on men’s intentions to display material resources. Such an 

interaction effect is mediated by men’s attracting intentions (see Figure 4). Thus, the 1st 

mediated moderation is generated as:  

 

H3: An unknown woman with a higher level of overall physical attractiveness 

would trigger men’s higher intentions to display material resources when 

she is using a luxury brand than using a non-luxury brand. But, for an 

unknown woman with a lower level of overall physical attractiveness, there 

would be no difference in men’s intentions to display material resources 

when she is using a luxury brand than using a non-luxury brand. 

Such a moderating effect of the unknown woman’s overall physical 

attractiveness on the effect of her use of a luxury brand (versus a non-luxury 

brand) on men’s intentions to display material resources is mediated by their 

attracting intentions. 

 
 
 
 
 
 
 



  50  
 

Figure 4: 
Conceptual Model 3 

 
 

 

3.4 The 2nd Mediated Moderation: Moderating Effect of an Unknown Woman’s 

Overall Physical Attractiveness on the Effect of her Use of Luxury (vs. Non-Luxury) 

Brands on Men’s Intentions to Display Physical Fitness is Mediated by Men’s 

Attracting Intentions 

 This section explains men’s intentions to display physical fitness. Also, this section 

explains the moderating effect of an unknown woman’s overall physical attractiveness on 

the effect of her use of a luxury (vs. non-luxury) brand on men’s intentions to display 

physical fitness; then the mediating effect of men’s attracting intentions on the effect of her 

use of a luxury (vs. non-luxury) brand on men’s intentions to display physical fitness; and 

lastly the 2nd mediated moderation (i.e., the moderating effect of an unknown woman’s 
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overall physical attractiveness on the effect of her use of a luxury (vs. non-luxury) brand 

on men’s intentions to display physical fitness is mediated by men’s attracting intentions). 

 Men’s Intentions to Display Physical Fitness. This research proposes men’s 

intention to display physical fitness as another dependent variable. Ancestral males were 

required to hunt and walk long distances, so it is essential for males to be physically fit. A 

male’s strong arms and upper body strength are crucial for hunting in ancestral history, 

while good hunting serves as a signal to attract women (Apicela, 2014; Escasa, Gray, & 

Ptton, 2010). In modern societies, male physical fitness is a set of attributes that can show 

their health or skills (Caspersen, Powell, & Christenson, 1985). Male physical fitness can 

be manifested by their motor skill, cardiorespiratory power, muscular strength or body 

composition (Caspersen, Powell, & Christenson, 1985; Ortega, Ruiz, Castillo, & Sjősrőm, 

2008).  

A research finding shows that physically fit men have greater mate-attraction success 

than less fit men (Hőnekoppa, Rudolph, Beierb, Liebertb, & Mȕller, 2007). This finding 

supports that body attractiveness’ functions to signal physical fitness (Currie & Little, 

2009). Physically fit men are perceived to be healthy and have a good immune system, so 

male physical fitness is regarded as male physical attractiveness (Nedelec & Beaver, 2014). 

In view of the maximization of inclusive fitness, physically fit men have attractive mate 

qualities. Such qualities indicate that physically fit men have good genes (Currie & Little, 
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2009). Good genes are inheritable to their next generation (Escasa, Gray, & Patton, 2010).  

Men can present their physical fitness in numerous ways, such as men’s body 

muscularity, and men’s sports participation. Men’s body muscularity is one of the most 

commonly observable cues of male’s physical fitness. Men maintain greater body 

muscularity because men have evolved to supply resources through hunting, given the 

constraints that women are physically different from men, so women are responsible for 

childbearing and child care (McIntyre, Gangestad, Grary, Chapman, & Burnham, 2006). If 

males have upper-body strength, they are assumed to be more likely to be able to hunt 

(Sell, Home & Pound, 2014), as hunting can be viewed as a form of intrasexual 

competition.  

In modern societies, males’ ideal body images increasingly demand muscular and V-

shaped, broad shoulder, large biceps and arms, chest muscles and slim waits (Schooler & 

Ward, 2006). The social standard for men is much more muscular than the average male 

body shape because research shows that many men believe that women prefer men to be 

more muscular (Lassek & Gaulin, 2009; McCreary, Sasse, Saucier, & Dorsch, 2004). With 

the support of previous studies, men’s greater muscle mass increases their mate-attraction 

chance because body muscularity is another kind of counter-signal to be able to compete 

with other men to attract women. Males’ muscles can allow men to have advantages to win 

when they compete with other men (Lassek & Gaulin, 2009). 
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The other common cue that men also use is to display their physical fitness. Male’s 

physical fitness is perceived as one of the most important indicators of health through their 

participation in physical activities (Ortega, Ruiz, Castillo, & Sjőstrőm, 2008). Physical 

activities can refer to any daily life activities that are taken in occupational engagement, 

sports, or households. Such activities can show their physiological qualities in daily life 

(Ortega, Ruiz, Castillo, & Sjőstrőm, 2008). The key is that any body movement produced 

by muscles that increase energy expenditure can be regarded as physical activity (Ortega, 

Ruiz, Castillo, & Sjőstrőm, 2008). One of the most typical physical activities is 

demonstrated by sports. Sports give chances for men to signal their fighting ability (e.g., 

visual-spatial judgment, endurance) and athletic quality (e.g., speed and strength) 

(Manning & Taylor, 2001). Male athletes are more likely to attract women than male non-

athletes (Buss, 1988; Faurie, Pointier, & Raymond, 2004; Schulte-Hostedde, Eys, & Krista, 

2008). 

Moderating Effect of an Unknown Woman’s Overall Physical Attractiveness on 

the Effect of her Use of a Luxury (vs. Non-Luxury) Brand on Men’s Intentions to 

Display Physical Fitness. Ancestral men signaled their evolutionary skills required in 

hunting and wars, and men now signal that they are healthier and have better genes by 

sports participation, in particular, adventurous sports. Sports can give more advantages to 

men in attracting women (Faurie, Pointier, & Raymond, 2004). In view of the purpose of 
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inclusive fitness, men aim at continuing their genes succeeding in generations, so men’s 

physical activities (e.g., sports) increase their reproductive success (Burnstein, Crandall, & 

Kitayams, 1994). The majority of current physical fitness research emphasizes the benefits 

of physical fitness (e.g., Janssen & LeBlanc, 2010) and sex difference in physical fitness or 

activities (e.g., Bonsakesen, 2012). Some research investigated the association between 

physical fitness and academic achievement (e.g., Siegel, 2006; Van Dusen, Kelder, Kohl, 

Ranjit, & Perry, 2011), and the relationship between physical fitness and employees’ job 

performance (e.g., Rhea, Alva, & Gray, 2004; Sharifzadeh, 2013). Studies have not, 

however, examined the relationship between the visible signal of an unknown woman’s use 

of a luxury brand and men’s displays of physical fitness. This research is the first to 

examine the effect of the signal displayed by an unknown woman’s use of a luxury brand 

on men’s intentions to display physical fitness. This research proposes that there is a 

moderating effect of an unknown woman’s overall attractiveness (vs. unattractiveness) on 

the effect of her use of a luxury (vs. non-luxury) brand on men’s intentions to display 

physical fitness. Men would have higher intentions to display physical fitness to an overall 

physically attractive unknown woman using a luxury brand than not using a luxury brand. 

However, an overall physical unattractive unknown woman is less desirable to men than an 

overall physically attractive unknown woman (Maner, Kenrick, Becker, Delton, Hofer, 

Wiblur, & Neuberg, 2003; Murstein, 1970), there would be no difference in men’s 
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intentions to display physical fitness to an overall physically unattractive woman, no matter 

she is using a luxury brand or non-luxury brand.  

 Mediating Effect of Men’s Attracting Intentions on the Effect of an Unknown 

Woman’s Use of Luxury (vs. Non-Luxury) Brands on Men’s Intentions to Display 

Physical Fitness. As explained earlier, in the presence of intrasexual competition, men 

may take greater risks to attract an unknown woman being perceived as in a committed 

relationship than being perceived as in a non-committed relationship. To attract the 

unknown woman using a luxury (vs. non-luxury) brand, men’s physical fitness acts as 

another counter-signal for showing their underlying qualities (Gangestad & Scheyad, 

2005). Men with higher attracting intentions are more likely to show their physical fitness 

through the displays of their body muscularity (Hönekopp, Rudolph, Beier, Liebert, & 

Mȕller, 2007); or their skills in playing sports (Caspersen, Powell, & Christenson, 1985; 

Schulte-Hostedde, Eys, & Krista, 2008). Such displays of their physical fitness served as 

their competitive ability (Faurie, Pontier, & Raymond, 2004) against the sole competitor 

male of the unknown woman. Thus, this research predicts that there is an effect of an 

unknown woman’s use of a luxury (vs. non-luxury) brand through men’s attracting 

intentions on men’s intentions to display physical fitness.  

  The 2nd Mediated Moderation: Moderating Effect of an Unknown Woman’s 

Overall Physical Attractiveness on the Effect of her Use of Luxury (vs. Non-Luxury) 
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Brands on Men’s Intentions to Display Physical Fitness is Mediated by Men’s Attracting 

Intentions. After discussing the moderating effect of an unknown woman’s overall 

physical attractiveness (vs. unattractiveness) on the effect of her use of a luxury (vs. non-

luxury) brand on men’s intentions to display physical fitness; and the mediating effect of 

men’s attracting intentions on her use of a luxury (vs. non-luxury) brand on men’s 

intentions to display physical fitness, now it turns to discuss how men’s attracting 

intentions mediate such a moderating effect.  

 When male ancestors hunted, they had chances to increase their resources for mate-

attraction and reproduction (Gomà-i-Freixanet & Muro, 2012). In modern societies, such 

physical actions are not demonstrated through hunting, but through men’s muscular bodies 

or sports participation. Women favor men’s moderate-muscular bodies more than non-

muscular bodies, which represent their better genetic fitness (e.g., Frederick & Haselton, 

2005; Gangestad & Simpson, 2000; Li & Kenrick, 2006). And, women prefer male 

muscular arms and wide shoulders as male muscles symbolize male physical attractiveness 

(Li and Kenrick, 2006). In addition to male moderate muscular bodies, participating in 

sports signals male physical fitness for attracting women (e.g., Faurie, Pointier, & 

Raymond, 2004; Sylwester & Pawlowski, 2011). The more adventurous men participate in 

sports such as skiing, surfing, mountain-climbing, where their higher levels of competence 

and control can be revealed (Faurie, Pontier, & Raymond, 2004; Levenson & 
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Massachusetts, 1990). Men’s sports participation manifest their physical fitness and is a 

kind of intrasexual competitions. Taken together, the higher level of physical fitness 

indicates that they are healthier and have higher reproductive success because they signal 

that they have higher immuno-competence (Flostad & Karter, 1992). Some men physically 

dominate the rival in the face of the potential woman they attempt to attract, as a way to 

humiliate the rival in public (Buss, 2009). This can explain why some men may showcase 

their physical fitness when they want to attract an unknown woman using a luxury (vs. 

non-luxury) brand.  

 Similar to the 1st mediated moderation, this study proposes the 2nd mediated 

moderation. This research proposes that there is an interaction effect of an unknown 

woman’s use of a luxury (vs. non-luxury) brand and an unknown woman’s overall physical 

attractiveness through men’s attracting intentions on men’s intentions to display physical 

fitness (see Figure 5). Thus, the 2nd mediated moderation is generated as:  

H4: An unknown woman with a higher level of overall physical attractiveness 

would trigger men’s higher intentions to display physical fitness when she is 

using a luxury brand than using a non-luxury brand. But, for an unknown 

woman with a lower level of overall physical attractiveness, there would be no 

difference in men’s intentions to display physical fitness when she is using a 

luxury brand than using a non-luxury brand. Such a moderating effect of the 
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unknown woman’s overall physical attractiveness on the effect of her use of a 

luxury brand (versus a non-luxury brand) on men’s intentions to display 

physical fitness is mediated by their attracting intentions. 

 
Figure 5: 

Conceptual Model 4 
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CHAPTER 4: EXPERIMENTS 

4.1 Overview of Experiments  

There were 3 experiments. The purpose of Experiment 1 is to provide initial 

evidence that undergraduate males believe that an unknown woman using a luxury brand is 

more likely to be in a committed relationship than an unknown woman using a non-luxury 

brand.  

Experiment 2 has two purposes. The 1st purpose of Experiment 2 is to link 

Experiment 1 with Experiment 2, i.e., to repeat the purpose of Experiment 1, but the 

participants were changed from male undergraduates to male employees. It provides 

consistent support that males perceive that an unknown woman using a luxury brand is 

more likely to be in a committed relationship than an unknown woman using a non-luxury 

brand.  

 More importantly, Experiment 2 has a 2nd purpose. The handbag luxuriousness was 

manipulated while the unknown woman’s overall physical attractiveness was measured. 

It provides evidence that an unknown woman with a higher level of overall physical 

attractiveness would trigger men’s higher intentions to attract her when she is using a 

luxury brand than using a non-luxury brand. But, an unknown woman with a lower level of 

overall physical attractiveness would not impact men’s intentions to attract her when she is 

using a luxury brand than using a non-luxury brand. And, an unknown woman with a 
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higher level of overall physical attractiveness would trigger men’s higher intentions to 

display material materials / physical fitness when she is using a luxury brand than using a 

non-luxury brand. But, an unknown woman with a lower level of overall physical 

attractiveness would not impact men’s intentions to display material resources / physical 

fitness when she is using a luxury brand than using a non-luxury brand. In other words, the 

moderating effect of the unknown woman’s overall physical attractiveness on the effect of 

her use of a luxury (versus non-luxury) brand on men’s intentions to display material 

resources / physical fitness is mediated by the men’s intentions to attract her. The effect of 

an unknown woman’s overall physical attractiveness on the effect of her use of a luxury 

brand on men’s intentions to display material resources / physical fitness is significant for 

men having attracting intentions, but not for men without attracting intentions.  

Experiment 3’s purpose is to provide convergent support to the 2nd purpose of 

Experiment 2. This time, the luxuriousness of the brand was manipulated while the 

unknown woman’s overall physical attractiveness was also manipulated. Same as the 

evidence of the 2nd purpose of Experiment 2, it provides consistent evidence that there is a 

moderating effect of an unknown woman’s overall physical attractiveness on the effect of 

her use of a luxury (versus non-luxury) brand on men’s intentions to attract the unknown 

woman; there are two mediated moderations: The interaction effect of an unknown 

woman’s use of a luxury (versus non-luxury) brand and her overall physical attractiveness 
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on men’s intentions to display material resources / physical fitness is mediated by men’s 

attracting intentions. 

4.2 Pre-test 1  

Prior to Experiment 1, Pre-test 1 was conducted. Considerable research has used a 

woman’s luxury handbag brand as a stimulus. Han, Nunes, and Drèze (2010) stated that 

luxurious handbag brands had an estimated sales value of US $7 million in 2007 in the 

United States. Han, Nunes, and Drèze (2010) chose luxury handbag brands as one of their 

stimuli in their research. Women’s luxury handbags are regarded as one of the typical 

examples of women’s luxury branded products. Following Han, Nunes, and Drèze (2010), 

this research adopts an unknown woman’s use of a luxury (vs. a non-luxury) brand as the 

independent variable. More specifically, this research uses whether an unknown woman 

uses a luxury brand (vs. non-luxury) handbag as the stimulus in 2 pre-tests and 2 

experiments. Pre-test 1 aimed to determine which women’s handbag brand was the most 

luxurious and the least luxurious respectively, and which woman would be used in 

Experiment 1.  

4.2.1 Method (Pre-test 1) 

 Participants and Procedures. Pre-test 1 was distributed via Facebook and email 

between December 17 and 29, 2015. A total of 73 male participants completed an English 

online survey. Among the 73 male participants, most of them were Hong Kongers (82%). 
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Most of them were aged 21 to 25 (39.7%), obtained degree level (52%), and were single 

(56.2%). In addition, most of them earned between HKD$10,001 and 20,000 (39.7%) per 

month working in the private sector (31.5%).  

 Perceived Luxuriousness of Women’s Handbag Brands. Borrowing the idea of the 

selection criteria of Fuchs, Prandelli, Schreier, and Dahl (2013), and considering the Hong 

Kong context, 6 women’s handbag brand names including H&M, Esprit, Gap, Gucci, 

Chanel, and Hermès were listed in Pre-test 1. A total of 5 questions were asked on a 7-

point scale. The questions measured luxuriousness, price, exclusiveness, quality, and 

familiarity of the brands. 

 Women’s Perceived Overall Physical Attractiveness. A total of 6 photos of Women 

A - F were presented to participants (see Appendix A). They were asked to rate 2 questions, 

including the physical attractiveness and looking of the 6 women on a 7-point scale.  

4.2.2 Results (Pre-test 1) 

 Perceived Luxuriousness of Women’s Handbag Brands. Based on 73 male 

participants’ responses, the mean score of the luxuriousness of H&M, Esprit, Gap, Gucci, 

Chanel, and Hermès was 3.65, 3.98, 4.03, 5.32, 5.42, and 5.47 respectively (see Table 1).  
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Table 1:   
Mean Scores of Perceived Luxuriousness of Women’s Handbag Brands (Pre-test 1)  
Luxuriousness Minimum Maximum Mean Standard Deviation  
H&M 1.40  5.80  3.65  0.91   
Esprit 2.00  5.60  3.98  0.79   
Gap 2.40  6.00  4.03  0.80   
Gucci 3.40  6.80  5.32  0.77   
Chanel 3.40  7.00  5.42  0.76   
Hermès 3.60  7.00  5.47  0.78   

 The inter-item correlation for an individual perceived luxuriousness of the women’s 

handbag brand was α= .62 for H&M, α= .55 for Esprit, α.= .61 for Gap, α=.42 for Gucci, 

α= .47 for Chanel, α= .45 for Hermès (see Table 2). The item asking male participants to 

rate their familiarity with an individual 6 brands caused the inter-item correlation to 

become lower. If this item was deleted, the inter-item correlation for each brand increased 

to α= .83 for H&M, α= .70 for Esprit, α.= .77 for Gap, α=.61 for Gucci, α= .49 for Chanel, 

α= .49 for Hermès. The alpha for Chanel and Hermès were still low. After checking the 

mean score of male ratings of their familiarity with Chanel was 4.23 (SD = 2.00), while the 

mean score of male ratings of their familiarity with Hermès was 3.82 (SD = 1.89). The 

item of asking their familiarity with the handbag brand was removed, but the 4 items of 

asking their ratings of luxuriousness, price, exclusiveness, and quality were kept in 

Experiment 1, 2 and 3.  
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Table 2: 
Inter-item Correlation and Cronbach’s Alpha if Item Deleted for 

Individual Women Handbag Brand’s Questions (Pre-test 1)   
  Chanel Esprit Gucci  Gap Hermès H&M   
  Inter-item Correlation (Cronbach’s Alpha)   
  0.47 0.55 0.42 0.61 0.45 0.62   
Item Cronbach’s Alpha (if item deleted)   
1. How do you rate the 
luxuriousness of the following 
brands? 

0.44 0.28 0.30 0.44 0.39 0.37   

2. How do you rate the price of 
the following brands? 0.36 0.48 0.26 0.49 0.26 0.43   
3. How do you rate the 
exclusiveness of the following 
brands? 

0.43 0.42 0.31 0.45 0.47 0.48   

4. How do you rate the quality of 
the following brands? 0.38 0.47 0.33 0.54 0.38 0.48   

5. How do you rate your 
familiarity with the following 
brands? 

0.49 0.70 0.61 0.77 0.49 0.83   
        

 Women’s Perceived Overall Physical Attractiveness. Based on the male 

participants’ responses, the mean overall physical attractiveness scores of the 6 women in 

ascending order were 3.18 (Woman C), 4.09 (Woman F), 4.30 (Woman B), 4.44 (Woman 

D), 4.51 (Woman E), and 4.56 (Woman A) (see Table 3). The inter-item correlation was 

high (measured by the 2 questions, including the physical attractiveness and looking of the 

6 women on a 7-point scale) [Pearson r correlation (r) =.83 for Woman A, r=.89 for Woman 

B, r=.86 for Woman C, r=.89 for Woman D, r=.78 for Woman E, and r=.85 for Woman F]. 

Table 3:  
Mean Scores of 6 Women’s Perceived Overall Physical Attractiveness (Pre-test 1) 

  Minimum Maximum Mean Standard Deviation  
Woman C 1.00  5.00  3.18  0.98   
Woman F 1.00  7.00  4.09  0.93   
Woman B 2.00  6.00  4.30  0.93   
Woman D 2.50  6.00  4.44  0.87   
Woman E 1.50  6.00  4.51  0.92   
Woman A 2.50  6.00  4.56  0.89   
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4.2.3 Discussion (Pre-test 1) 

The lowest mean score was given to H&M, which was selected as the non-luxury 

brand in 3 Experiments. The highest mean score for the luxuriousness was given to the 

Hermès; the second highest one was given to the Chanel. One of the 5 questions asking 

participants to rate the luxuriousness was “their familiarity with the brands”. Men in Hong 

Kong should be more familiar with the Chanel than the Hermès. Male participants were 

indeed more familiar with Chanel than Hermès (MChanel = 4.23, SDChanel = 1.97 vs. MHermés 

= 3.82 vs. SDHermés = 1.89; t=2.30, p =.02). Therefore, the Chanel brand was used in Pre-

test 2 and 3 experiments. 

Male participants in Pre-test 1 gave Woman F a rating of the perceived overall 

physical attractiveness that was nearest to the mean score (i.e., MWomanF = 4.09, SD WomanF 

=.93). Male participants in Pre-test 1 rated the highest perceived overall physical 

attractiveness scores to Woman A (MWomanA = 4.56, SDWomanA=.89). Woman F was used in 

Experiment 1 while Woman A was used in Experiment 2.  

In Pre-test 1, Woman F got a rating of the perceived overall physical attractiveness 

that was nearest to the mean score (i.e., M = 4.09, SD = .93). Woman F in Pre-test 1 was 

perceived as an average looking woman. Experiment 1 tested the effect of an unknown 

women’s use of a luxury brand (vs. non-luxury brand) on men’s beliefs in “the woman 

being perceived as in a committed relationship”, but did not test the moderating effect of 

the woman’s overall physical attractiveness. To focus on testing the effect of a luxury (vs. 
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non-luxury) brand, the average woman (i.e., Woman F in Pre-test 1) was chosen for 

Experiment 1.  

In contrast, Experiment 2 did not only test the effect of an unknown woman’s use of 

a luxury (vs. non-luxury) brand on men’s beliefs in “the woman being perceived as in a 

committed relationship”, but also the interaction effect of an unknown woman’s overall 

physical attractiveness and a luxury (vs. non-luxury) brand. Male participants in Pre-test 1 

gave the highest perceived physical attractiveness score to Woman A (MWomanA = 4.56, 

SDWomanA=.89). Also, male participants in Pre-test 1 rated the overall physical 

attractiveness of Woman A higher than that of Woman F (MWomanA = 4.56, SDWomanA = .89 

vs. MWomanF=4.09, SD WomanF = .93, t=3.60, p =.001). This research selected a woman who 

got the highest rating of perceived overall physical attractiveness, but not a woman who 

got an average one. So, Experiment 2 used Woman A.  

4.3 Experiment 1   

 The objective of Experiment 1 was to investigate how male undergraduate students 

perceived an unknown woman’s use of a luxury (vs. non-luxury brand).  

4.3.1 Method (Experiment 1) 

 Participants and Design. A total of 117 male undergraduate students of a local 

university completed an online English survey in exchange either for a 0.5-course credit 

(N=54) or an HK$30 payment (N=63) (83.8% Hong Kong Chinese and 16.2% Mainland 
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Chinese; 61.5% aged between “21 and 25”, one of the 7 age groups on a 7-point scale; 

68.4% single) between February 20 and March 16, 2016. 

To allow male participants to be in a daily life situation, the cover story was:   

“Please imagine that, on a Sunday afternoon, you are in a shopping mall. The 

woman in the photo passes you.”  

Based on Pre-test 1, “Chanel” was selected as the more luxurious brand for 

Condition 1, serving as a treatment group; “H&M” as the less luxurious brand for 

Condition 2. In Condition 3, there was “No Logo” on the handbag. Conditions 2 and 3 

served as control groups. As explained, based on Pre-test 1, Woman F (M = 4.09) was rated 

as the most average looking among 6 women, so Woman F in Pre-test 1 was used for 

Experiment 1. All participants were randomly assigned into one of the 3 conditions 

(Condition 1, 2 and 3). In each condition, a photo of the same woman holding an identical 

handbag was shown, but the brand logos on the handbag for Condition 1, 2 and 3 were 

different (see Appendix B).  

Measures. All participants were asked to rate on the Dependent Variable (DV) first 

(i.e., the extent to which woman in the photo was in a committed relationship). The DV 

was measured by 2 questions (where 1 = very unlikely to 7 = very likely; Pearson r = .63). 

The 1st direct question was “how likely do you believe that the woman in the photo has a 

committed male partner?”. Adapting and modifying from Stanley and Markman (1992), 
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the 2nd question was “how likely do you believe that a male partner of the woman in the 

photo has spent valuable material resources on their relationship?”.  

Participants were then asked to rate the handbag luxuriousness as manipulation 

check questions. The handbag luxuriousness was comprised of 4 questions on 

luxuriousness (1 = very non-luxurious to 7 = very luxurious), price (1 = very inexpensive 

to 7 = very expensive), exclusiveness (1 = non-exclusive to 7 = very exclusive) and quality 

(1 = very poor to 7 = very good), adapting and modifying from Vingeron and Johnson 

(2004). The inter-item correlation for male ratings of the handbag luxuriousness was high 

(α= .88).  

To assess 5 covariates, participants were then asked to rate on the following 

questions. The 1st covariate: the unknown woman’s perceived overall physical 

attractiveness was composed of 3 questions on physical attractiveness (1 = very 

unattractive to 7 = very attractive) and looking (1 = very poor to 7 = very good), and 

dressing (1= dressed very badly to 7 = dressed very nicely) adapting and modifying from 

Buss and Shackelford (1997). The inter-item correlation for male ratings of the unknown 

woman’s perceived overall physical attractiveness was high (α = .78). 

The 2nd covariate: the unknown woman’s perceived age was asked by one question 

(i.e., “How do you perceive the age of the woman in the photo?”, where 1 = looking 

extremely old to 7 = looking extremely young.  
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The 3rd covariate: the unknown woman’s perceived secured attachment style was 

measured by one question, “Do you agree that the woman in the photo does not often 

worry about being alone?”, adapting and modifying from Cooper, Shaver, and Collins 

(1998) (1 = strongly disagree to 7 = strongly agree).  

The 4th covariate: the handbag perceived as counterfeit was measured by one 

question, “Do you perceive the handbag in the photo to be a counterfeit product?” (1 = 

very unlikely to 7 = very likely).  

The 5th covariate was a categorical variable, representing the male participants who 

got a 0.5-course credit (vs. paid), i.e., the male participants completed the survey in 

exchange for either a 0.5 credit or an HK$30 payment. “Male participants got a 0.5-course 

credit” was coded as “1” and “male participants got paid” was coded as “0”.  

4.3.2 Results (Experiment 1) 

 Manipulation Check for the Unknown Woman’s Handbag Brand Luxuriousness 

(Condition 1 - Chanel vs. Condition 2 - H&M vs. Condition 3 - No Logo). After 

responding to the handbag luxuriousness manipulation check, the handbag luxuriousness 

was rated the greatest in Condition 1 - Chanel (N= 39, MCondition1-Chanel=5.40, SD Condition1-

Chanel= .84 vs. N= 39, MCondition2-H&M = 3.44, SD Condition2-H&M = 1.15, vs. N = 39, MCondition3-

No Logo= 4.53, SD Condition3-No Logo=.98, F (2, 114) = 37.99, p=.00) among the 3 conditions 

(see Table 4). The manipulation check for the handbag’s luxuriousness was successful.  
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Table 4: 
Manipulation Check for Handbag Luxuriousness [Condition 1 - Chanel  

vs. Condition 2 - H&M vs. Condition 3 - No Logo] (Experiment 1) 
Condition N Mean Standard Deviation  
1 - Chanel  39 5.40 0.84  
2 - H&M 39 3.44 1.15  
3 - No Logo  39 4.53 0.98  
Total: 117    

 Men’s Beliefs in “the Unknown Woman in the photo was in a Committed (vs. 

Non-Committed) Relationship”. This was to assess H1: Men will believe that an unknown 

woman using a luxury brand is more likely to be in a committed relationship than an 

unknown woman using a non-luxury brand. 

Without Covariates. A one-way between-groups analysis of variance (ANOVA) 

revealed a significant difference among the 3 conditions on male beliefs of “the unknown 

woman in the photo having a committed relationship”. The beliefs of the unknown woman 

in the photo having a committed relationship was most impacted by the unknown woman 

holding a more luxurious (Chanel vs. H&M vs. No Logo) handbag (MCondition1–Chanel = 5.32, 

SDCondition1–Chanel = .85 vs. MCondition2–H&M = 4.08, SDCondition2–H&M =1.20 vs. MCondition3-No 

Logo= 4.37, SDCondition3-No Logo=1.12; F (2, 114) = 14.51, p=.00) (see Table 5 and Figure 6).  

Table 5: 
Effect of 3 Conditions (Condition 1 - Chanel vs. Condition 2 - H&M vs.  

Condition 3 - No Logo) on Men’s Beliefs in “the Unknown Woman in the photo 
 was in a Committed (vs. Non-Committed) Relationship” [Without Covariates] 

(Experiment 1) 
Condition N Mean Standard Deviation  
1 - Chanel  39 5.32 .85  
2 - H&M 39 4.08 1.20  
3 - No Logo  39 4.37 1.12  
Total: 117    
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Figure 6: 
Effect of 3 Conditions (Condition 1 - Chanel vs. Condition 2 - H&M  

vs. Condition 3 - No Logo) on Men’s Beliefs in “the Unknown Woman in the photo was 
in a Committed (vs. Non-Committed) Relationship”  
[Bar Graph - Without Covariates] (Experiment 1) 

 

Also, planned comparisons were conducted. To compare Condition 1 - Chanel with 

Condition 2 - H&M, the coefficient of Condition 1 - Chanel was input as “1”; while 

Condition 2 - H&M was input as “-1” and Condition 3 - No Logo was input as “0”. The 

values of 3 coefficients added up to 0. The results of the planned contrasts showed that the 

belief that the unknown woman in the photo being perceived as in a committed relationship 

was significantly greater in Condition 1 - Chanel (vs. Condition 2 - H&M); t (1, 114) = 

26.57), p=.00. The rating of male participants in Condition 1 - Chanel on the unknown 

woman’s perceived committed relationship was higher than that in Condition 2 - H&M.  

Further, to compare Condition 1 - Chanel with Condition 3 – No Logo, the 

coefficient of Condition 1 - Chanel was input as “1”; while Condition 2 - H&M was input 

as “0” and Condition 3 - No Logo were input as “-1”. The values of 3 coefficients added 
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up to 0. The results showed that the belief that the unknown woman in the photo was in a 

committed relationship was significantly greater in Condition 1 - Chanel (vs. Condition 3 - 

No Logo; t (1, 114) =15.47), p=.00. The rating of male participants in Condition 1 - Chanel 

on the unknown woman’s perceived committed relationship was higher than that in 

Condition 3 - No Logo.  

Next, to compare Condition 2 - H&M with Condition 3 - No Logo, the coefficient of 

Condition 1 - Chanel was input as “0”; while Condition 2 - H&M was input as “1” and 

Condition 3 - No Logo was input as “-1”. The values of 3 coefficients added up to 0. The 

results showed that the belief that the unknown woman in the photo was in a committed 

relationship was greater in Condition 1 - Chanel (vs. Condition 3 - No Logo; t (1, 114) = 

1.49), p=.22. There was an insignificant difference between the rating of male participants 

in Condition 2 - H&M and the ratings of male participants in Condition 3 - No Logo on the 

unknown woman’s perceived committed relationship.  

Taken all the results together, the pattern indicated that males in the treatment group 

(Condition 1 - Chanel) were more likely to believe that the unknown woman in the photo 

was in a committed relationship than males in two other control groups (Condition 2 - 

H&M and Condition 3 - No Logo).  

 Covariates Added. The unknown woman’s perceived overall physical attractiveness, 

perceived age, perceived secured attachment style; the handbag perceived as counterfeit, 



  73  
 

and the male participants got a 0.5-course credit (vs. paid) were included as 5 covariates. A 

one-way analysis of covariance (ANCOVA) revealed a significant difference between the 

males in 3 conditions after controlling for 5 covariates (F (2, 109) = 9.90, p=.00, partial eta 

squared [𝛮𝛮𝛲𝛲2 ]= .15). The unknown woman’s perceived age and perceived secured 

attachment style; as well as the “male participants got a 0.5-course credit (vs. paid)” did 

not differ significantly on male beliefs of “the unknown woman in the photo is in a 

committed relationship” (all p >.05) (see Table 6). On the other hand, the unknown 

woman’s perceived physical attractiveness was significantly different on male beliefs of 

“the unknown woman in the photo is in a committed relationship” (F = (2, 109) = 9.70, p 

=.00), partial eta squared [𝛮𝛮𝛲𝛲2 ]= .08). The handbag perceived as counterfeit was also 

significantly different on male beliefs of the unknown woman’s committed relationship (F 

= (2, 109) = 7.44, p =.01), partial eta squared [𝛮𝛮𝛲𝛲2 ]= .06).  

Table 6:  
Effect of 3 Conditions (Condition 1 - Chanel vs. Condition 2 - H&M  

vs. Condition 3 - No Logo) on Men’s Beliefs in “the Unknown Woman in the photo 
was in a Committed (vs. Non-Committed) Relationship”  

A One-Way Analysis of Covariance (ANCOVA) Results (Experiment 1) 

Covariate Mean Square  F P value Partial Eta Squared 

1st: unknown woman’s 
perceived overall 
physical attractiveness  

9.03  9.70  0.00  0.08  

2nd: unknown woman’s 
perceived age 1.90  2.04  0.16  0.02  

3rd: unknown woman’s 
perceived secured 
attachment style 

0.52  0.56  0.46  0.01  

4th: handbag perceived 
as counterfeit 6.92  7.44  0.01  0.06  

5th: male participants get 
a course credit (vs. paid) 0.14  0.15  0.70  0.00  
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 According to the results of the one-way ANCOVA, the adjusted mean was still 

significantly the greatest in the Condition 1 - Chanel (adjusted MCondition1-Chanel=5.16, 

standard error [SE]Condition1-Chanel = .16 vs. adjusted MCondition2-H&M = 4.19, SECondition2-H&M 

= .16 vs. adjusted MCondition3-No Logo= 4.41, SECondition3-No Logo = .16; F (2, 109) = 9.90, p=.00, 

partial eta squared [𝛮𝛮𝛲𝛲2 ]= .15) among the 3 conditions. The adjusted mean in the 

Condition 3 - No Logo was greater than that in the Condition 2 - H&M (see Table 7).  

In other words, men’s beliefs in the display of the unknown woman’s handbag brand 

being in a committed relationship remained significantly different across the three 

conditions (with the Condition 1 - Chanel having the highest adjusted mean), even after 

controlling for the unknown woman’s perceived overall physical attractiveness and the 

handbag perceived as counterfeit. 

Table 7:  
Effect of 3 Conditions (Condition 1 - Chanel vs. Condition 2 - H&M  

vs. Condition 3 - No Logo) on Men’s Beliefs in “the Unknown Woman in the 
photo was in a Committed (vs. Non-Committed) Relationship”  

Mean vs. Adjust Mean [Covariates Added] (Experiment 1) 
Condition Mean Adjusted Mean    
1 - Chanel  5.32 5.16    
2 - H&M 4.08 4.19    
3 - No Logo  4.37 4.41    
Total: 117    

4.3.3 Discussion (Experiment 1) 

 Experiment 1’s results supported H1: Men will believe that an unknown woman 

using a luxury brand is more likely to be in a committed relationship than an unknown 

woman using a non-luxury brand. As predicted, male undergraduates regarded themselves 
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as being resource providers in the perspective of evolutionary psychology. When 

undergraduates saw an unknown woman using a luxury brand (vs. non-luxury) brand, they 

assumed a committed male partner has provided the luxury brand.  

4.4 Experiment 2 

The objective of Experiment 2 is twofold. The first objective is to investigate how 

male employees (instead of male undergraduate students) perceived the signal displayed by 

an unknown woman’s use of a luxury brand. More importantly, the second objective is to 

investigate how male employees respond and give counter-signals to the signal displayed 

by an unknown woman’s use of a luxury brand. In the decoding process in signaling 

theory, it is to test if an unknown woman’s higher (vs. lower) level of overall physical 

attractiveness has a moderating effect on the effect of her use of a luxury (vs. non-luxury) 

brand on men’s attracting intentions. The second objective is to test if (1) an unknown 

woman’s higher (vs. lower) level of overall physical attractiveness has a moderating effect 

on the effect of her use of a luxury (vs. non-luxury) brand on men’s intentions to display 

material resources, such that this moderation is mediated by men’s attracting intentions; 

and (2) an unknown woman’s higher (vs. lower) level of overall physical attractiveness has 

a moderating effect on the effect of her use of a luxury (vs. non-luxury) brand on men’s 

intentions to display physical fitness, such that this moderation is mediated by men’s 

attracting intentions.  
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4.4.1 Method (Experiment 2) 

 Reasons for choosing male employees aged 22 - 44 working in Hong Kong. In the 

psychological literature on lifespan development, there is no standardized age ranges for 

adulthood. Human beings aged around 18 - 30 are proposed as young / emerging adults 

(Arnett, 2000; Roberts, Caspi, & Moffitt, 2003). Roughly between ages 35 and 65 are 

agreed to be middle-aged adults (Garsktka, Schmitt, Branscombe & Hummert, 2004; 

Helson & Solo, 2005). Following Sheehy (1995); Thompson, Blair, and Henrey (2014); 

Zahodne, Manly, Smith, Seeman, and Lachman (2017), there are 3 groups of middle-aged 

adults: early middle-aged adults (ages 28 - 44), mature middle-aged adults (ages 45 - 64), 

and late life (ages 65 - 85).  

 In contrast to Experiment 1, Experiments 2 focused on investigating male non-

undergraduates. According to the Education Bureau in Hong Kong, children must reach the 

age of 5 years 8 months when they enroll in Primary 1. They should normally be aged 22 

or above after completing 16 years of studies, including 6-year primary, 6-year secondary, 

and 4-year undergraduate studies. Having considered that male undergraduates join the 

workforce at around age 22 upon their graduation in Hong Kong, this research investigates 

young and early middle-aged males who have a greater probability of reproductive success 

(Thompson, Blair, & Henrey, 2014) in the perspectives of inclusive fitness. Young and 

early middle-aged males are more physically fit than mature and late middle-aged males. 
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Early middle-aged males should have reached a peak of their career and should have 

developed their family and personality (Garsktka, Schmitt, Branscombe, & Hummert, 

2004). In addition, this research involves the issue of men’s attracting intentions. Young 

and early-middle-aged males should have higher rates of attracting females than mature 

middle-aged and late-life males (Schmitt & Buss, 2001).  

 Furthermore, male employees should earn more money than male undergraduates. It 

is reasonable that male employees were more likely to be familiar with luxury brands than 

male undergraduates because male employees can afford more to spend on luxury brands 

than male undergraduates. All in all, male employees aged 22 - 44 working in Hong Kong 

were chosen as participants for Experiment 2 and 3.  

 Participants and Design. A paid sample was recruited between December 6, 2016 

and Janurary 22, 2017. A total of 261 aged 22 - 44 male employees working in Hong Kong 

via Qualtrics were collected. The average time for finishing an English online survey was 

982.6 seconds. This research adopted Qualtrics’ “attention checks for speeders”. Those 

who finished the survey faster than 1/3 of the average completion time (327.5 seconds = 

5.5 minutes) are regarded as “speeders”. Those who completed the online survey in less 

than 5.5 minutes might reflect that they did not answer sincerely and thoughtfully. This 

research removed 37 participants who completed the survey in less than 5.5 minutes, 

resulting in 224 participants. So finally, 224 males working in Hong Kong (mean age = 
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32.4 years old, 89.7% born in Hong Kong and 5.4% born in the Mainland China; 25.4% 

and 28.6% earning monthly income ranging from HK$10,001-20,000 and HK$20,001-

30,000 respectively) participated in an online survey.  

 As explained in the Discussion in Pre-test 1, the lowest mean score was given to the 

H&M brand, which was selected as the non-luxurious brand in Experiment 1. Male 

participants in Pre-test 1 were indeed more familiar with the Chanel than the Hermès 

(MChanel = 4.23, SDChanel = 1.97 vs. MHermès = 3.82 vs. SDHermès = 1.89, t=2.30, p = .02). 

Therefore, Experiment 1 decided to use the Chanel brand. The unknown woman’s handbag 

brand with a Chanel Logo and with an H&M logo represented the luxury and non-luxury 

woman’s handbag brand respectively. In Experiment 1, they were randomly assigned to 

one of the 3 handbag conditions (Condition 1 - Chanel vs. Condition 2 - H&M vs. 

Condition 3 - No Logo). In each condition, the photo of the same woman holding an 

identical handbag was shown, but the brand logos on the handbag for Condition 1 - 

Chanel, Condition 2 - H&M and Condition 3 - No Logo were different. “Chanel” was 

selected as the more luxurious brand for Condition 1, serving as a treatment group; 

“H&M” was selected as the less luxurious brand for Condition 2. In condition 3, there was 

“No Logo” on the handbag. Condition 3 served as a control group (see Appendix C).  

As explained in Pre-test 1, Woman F got a rating of the perceived overall physical 

attractiveness that was nearest to the mean score (i.e., M = 4.09, SD =.93). Woman F in 
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Pre-test 1 was perceived as an average looking woman. Experiment 1 tested the effect of 

an unknown woman’s use of a luxury brand (vs. non-luxury brand) on Men’s Beliefs in 

“the Unknown Woman in the photo was in a Committed (vs. Non-Committed) 

Relationship”, but did not test the moderating effect of the unknown woman’s overall 

physical attractiveness. To focus on testing the effect of a luxury (vs. non-luxury) brand, an 

average woman (Woman F in Pre-test 1) was therefore chosen for Experiment 1.  

In contrast, Experiment 2 not only tested the effect of an unknown woman’s use of a 

luxury (vs. non-luxury) brand on Men’s Beliefs in “the Unknown Woman in the photo was 

in a Committed (vs. Non-Committed) Relationship”, but also the interaction effect of the 

unknown woman’s overall physical attractiveness and the luxury (vs. non-luxury) brand. 

Male participants in Pre-test 1 gave the highest perceived overall physical attractiveness 

score to Woman A (MWomanA = 4.56, SDWomanA=.89). And, as discussed in Pre-test 1, male 

participants rated the perceived overall physical attractiveness of Woman A higher than that 

of Woman F (MWomanA = 4.56, SDWomanA = .89 vs. MWomanF=4.09, SD WomanF = .93; t=3.60, p 

=.00). So, Woman A in Pre-test 1 was used as an unknown woman in the photos in 

Experiment 2.  

Two scenarios are presented to enable male participants to be in daily life situations. 

The 1st cover story (in the context of the male displaying material resources) was:  

“Assume you are single now. In a social gathering, you meet a male friend 
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with a nice girlfriend. They are very happy. You admire a girlfriend like her. A 

woman in the photo below is at the gathering. The woman in the photo is their 

friend. You start to chat to the woman in the photo.” 

The 2nd cover story (in the context of the male displaying physical resources) was:  

“Assume you are single now. In a gym, you meet a male friend with a nice 

girlfriend. They are very happy. You admire a girlfriend like her. A woman in 

the photo below arrives in the gym. The woman in the photo is their friend. 

You start to chat to the woman in the photo.” 

 Measures. All participants were asked to rate men’s intentions to display material 

resources first. Adapting and modifying from Buss (1988), men’s intentions to display 

material resources was measured by 3 questions (where 1 = very unlikely to 7 = very 

likely). The questions were “how likely would you be to buy the woman in the photo 

expensive meals at high-class restaurants?”, “how likely would you be to give expensive 

gifts to the woman in the photo?”, and “how likely would you be to drive a car and give a 

ride to the woman in the photo?”.  

Next, they were asked to rate on men’s intentions to display physical fitness. 

Adapting and modifying from Buss (1988); Caspersen, Powell, and Christenson (1985), 

men’s intentions to display physical fitness were measured by 3 questions (where 1 = very 

unlikely to 7 = very likely). The questions were “how likely would you be to display your 
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strength of upper arms to the woman in the photo?”, “how likely would you be to display 

your muscular body to the woman in the photo?”, and “how likely would you be to do 

weight-lifting in front of the woman in the photo?”.  

The participants were also asked to rate their attracting intentions. Adapting and 

modifying from Schmitt and Buss (1996), 3 questions were used (where 1 = very unlikely 

to 7 = very likely). The questions were “how likely would you be to try to attract the 

woman in the photo?”, “how likely would you be to try to date the woman in the photo?” 

and “how likely would you be to try to begin a relationship with the woman in the photo?”.  

Participants were asked to rate the moderator: an unknown woman’s perceived 

overall physical attractiveness. This was comprised of 2 questions on an unknown 

woman’s perceived overall physical attractiveness (1 = very unattractive to 7 = very 

attractive) and looking (1 = very bad looking to 7 = very good looking), adapting and 

modifying the measure of Buss and Shackelford (1997).  

An Unknown Woman’s Handbag Brand Luxuriousness Questions. They were then 

asked to rate the handbag luxuriousness as a manipulation check question. The handbag 

luxuriousness was comprised of 4 questions on luxuriousness (1 = very non-luxurious to 7 

= very luxurious), price (1 = very inexpensive to 7 = very expensive), exclusiveness (1 = 

non-exclusive to 7 = very exclusive), and quality (1 = very poor to 7 = very good), 

adapting and modifying the scale from Vingeron and Johnson (2004).  
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 Covariate Questions. Following the questions of the moderator, the 1st covariate: 

the unknown woman’s perceived age was asked by one question (i.e., “how do you 

perceive the age of the woman in the photo?”), where 1 = looking very old to 7 = looking 

very young.  

 The 2nd covariate: the handbag was perceived as counterfeit was asked by one 

question (i.e., “how likely do you perceive the handbag in the photo to be a counterfeit 

product?”), where 1 = very unlikely to 7 = very likely.  

 The 3rd covariate: the men’s self-esteem was tested by using the 10-item Rosenberg 

Self-Esteem Scale (1995), where 1 = strongly disagree to 7 = strongly agree. The inter-item 

correlation for male ratings of self-esteem was high (α = .76).  

 The 4th covariate: the men’s masculinity norm was tested by using 5 questions 

developed by Carver, Vafaei, Guerra, Freire, and Philips (2013), where 1 = very untrue of 

me to 7 = very true of me. The inter-item correlation for male ratings of masculinity norm 

was very high (α = .87).  

 The participants were asked a question about their marital status. Males who 

answered that they were single (N=90), divorced (N=3) or widower (N=0), were regarded 

as singles. Males, who answered that they were dating (N=25), cohabited (N=3), married 

without child(ren) (N=38) and married with child(ren) (N= 65) were grouped as non-

singles. They were divided into singles (N=93, 41.5%) and non-singles (N=131, 58.5%). 
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Those who were in a single (vs. non-single) status was formed as the 5th covariate.  

4.4.2 Results (Experiment 2) 

 Manipulation Check for the Unknown Woman’s Handbag Brand Luxuriousness 

(Condition 1 - Chanel vs. Condition 2 - H&M vs. Condition 3 - No Logo). The unknown 

woman’s handbag brand luxuriousness was measured by the abovementioned 4 questions. 

This research averaged the unknown woman’s handbag brand luxuriousness scores. The 

inter-item correlation for male ratings of the handbag luxuriousness was very high 

(α= .89). The handbag luxuriousness was the greatest in Condition 1-Chanel (NCondition1-

Chanel= 67, MCondition1-Chanel=4.88, SDCondition1-Chanel= 1.14 vs. N Condition2-H&M = 78, MCondition2-

H&M = 3.68, SDCondition2-H&M = 1.11 vs. NCondition3-No Logo = 79, MCondition3-No Logo= 4.00, 

SDCondition3-No Logo=1.04; F (2, 221) = 22.85, p=.00) among the 3 conditions (see Table 8). 

The manipulation check for the handbag brand’s luxuriousness among the 3 conditions 

(Condition 1 - Chanel vs. Condition 2 - H&M vs. Condition 3 - No Logo) was successful. 

Table 8: 
Manipulation Check for the Unknown Woman’s Handbag Brand Luxuriousness 

(Condition 1 - Chanel vs. Condition 2 - H&M vs. Condition 3 - No Logo) (Experiment 2)  
Condition N Mean Standard Deviation  
1 - Chanel  67 4.88 1.14  
2 - H&M 78 3.68 1.11  
3 - No Logo  79 4.00 1.04  
Total: 224    

 Men’s Beliefs in “the Unknown Woman in the photo was in a Committed (vs. 

Non-Committed) Relationship” (Experiment 2). This part retested H1: Men will believe 

that an unknown woman using a luxury brand is more likely to be in a committed 
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relationship than an unknown woman using a non-luxury brand. 

Without Covariates. A one-way between-groups analysis of variance (ANOVA) 

revealed a significant difference among the 3 conditions on male beliefs of “the unknown 

woman in the photo having a committed relationship”. The beliefs of the unknown woman 

in the photo being in a committed relationship was most impacted by the unknown woman 

holding a more luxurious (Chanel vs. H&M vs No Logo) handbag (NCondition1–Chanel=67, 

MCondition1–Chanel = 4.99, SDCondition1–Chanel =.91 vs. NCondition2–H&M =78, MCondition2–H&M =4.06, 

SDCondition2–H&M =1.18 vs. NCondition3-No Logo =79, MCondition3-No Logo=4.11, SDCondition3-No 

Logo=1.07; F (2, 221) = 16.59, p=.00 (see Table 9 and Figure 7).   

Table 9: 
Effect of 3 Conditions (Condition 1 - Chanel vs. Condition 2 - H&M  

vs. Condition 3 - No Logo) on Men’s Beliefs in “the Unknown Woman in the photo was in 
a Committed (vs. Non-Committed) Relationship” [Without Covariates] (Experiment 2) 

Condition N Mean Standard Deviation  
1 - Chanel  67 4.99 0.91  
2 - H&M 78 4.06 1.18  
3 - No Logo  79 4.11 1.07  
Total: 117    

 
Figure 7: 

Effect of 3 Conditions (Condition 1 - Chanel vs. Condition 2 - H&M vs. Condition 3 - 
No Logo) on Men’s Beliefs in “the Unknown Woman in the photo was in a Committed 
(vs. Non-Committed) Relationship” [Bar Graph – Without Covariates] (Experiment 2) 
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Planned comparisons were conducted. To compare Condition 1 - Chanel with 

Condition 2 - H&M, ignoring Condition 3 - No Logo, the coefficient of Condition 1 - 

Chanel was input as “1”; while Condition 2 - H&M was input as “-1” and Condition 3 - No 

Logo was input as “0”. The values of 3 coefficients added up to 0. The results of the 

planned contrasts showed that male participants’ rating on the unknown woman in the 

photo being perceived as in a committed relationship was significantly greater in Condition 

1 - Chanel (vs. Condition 2-H&M); t (1, 221) = 26.84), p=.00. The rating of male 

participants in Condition 1 - Chanel on the unknown woman’s perceived committed 

relationship was higher than that in Condition 2 - H&M. 

Further, to compare Condition 1 - Chanel with Condition 3 – No Logo, ignoring 

Condition 2 - H&M, the coefficient of Condition 1 - Chanel was input as “1”; while 

Condition 2 - H&M was input as “0” and Condition 3 - No Logo was input as “-1”. The 

values of 3 coefficients added up to 0. The results showed that male participants’ rating on 

the unknown woman in the photo being perceived as in a committed relationship was 

significantly greater in Condition 1 - Chanel (vs. Condition 3 - No Logo; t (1, 221) = 

24.17), p =.00. The rating of male participants in Condition 1 - Chanel on the unknown 

woman’s perceived committed relationship was higher than that in Condition 3 - No Logo.  

Next, to compare Condition 2 - H&M with Condition 3 - No Logo, ignoring 

Condition 1 - Chanel, the coefficient of Condition 1 - Chanel was input as “0”; while 
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Condition 2 - H&M was input as “1” and Condition 3 - No Logo was input as “-1”. The 

values of 3 coefficients added up to 0. The results showed that male participants’ rating on 

the unknown woman in the photo being perceived as in a committed relationship was 

greater in Condition 1 - Chanel (vs. Condition 3 - No Logo; t (1, 221) = .09, p=.77). There 

was no significant difference between the rating of male participants in Condition 2 - 

H&M and the ratings of male participants in Condition 3 - No Logo on the unknown 

woman’s perceived committed relationship.  

Taken all the results together, the pattern indicated that male employees in the 

treatment group (Condition 1 - Chanel) were more likely to believe that the unknown 

woman in the photo was in a committed relationship than males in the two control groups 

(Condition 2 -H&M and Condition 3 - No Logo).  

Covariates Added. The unknown woman’s perceived overall physical attractiveness, 

perceived age, the handbag perceived as counterfeit; and single (vs. non-single) males were 

included as 4 covariates. A one-way analysis of covariance (ANCOVA) revealed that there 

was still a significant difference between the males in 3 conditions (F (2, 224) = 8.48, p 

= .00, partial eta squared [𝛮𝛮𝛲𝛲2 ]= .07). Table 10 summarizes the one-way ANVOVA results 

with the 4 covariates. This result showed that male participants’ rating on the unknown 

woman in the photo being perceived as in a committed relationship remained significantly 

different among the 3 conditions after controlling for 4 covariates.   
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Table 10:   
Effect of 3 Conditions (Condition 1 - Chanel vs. Condition 2 - H&M  

vs. Condition 3 - No Logo) on Men’s Beliefs in “the Unknown Woman in the photo  
was in a Committed (vs. Non-Committed) Relationship”  

  

A One-Way Analysis of Covariance (ANCOVA) Results (Experiment 2)  

Covariate Mean Square  F P value Partial Eta Squared   

1st: unknown woman’s 
perceived overall 
physical attractiveness  

20.66 24.79 0.00 0.10  

2nd: unknown woman’s 
perceived age 3.84 4.61 0.03 0.02  

3th: handbag perceived 
as counterfeit 2.66 3.20 0.08 0.02  

4th: single (vs. non-
single) males 4.41 5.29 0.02 0.02  

  

 According to the results of the one-way ANCOVA, the adjusted mean was still 

significantly the greatest in Condition 1 - Chanel (adjusted MCondition1-Chanel=4.76, standard 

error [SE]Condition1-Chanel = .12 vs. adjusted MCondition2-H&M = 4.24, SECondition2-H&M =.11 vs. 

adjusted MCondition3-No Logo= 4.14, SECondition3-No Logo = .10; (F (2, 224) = 8.48, p = .00, partial 

eta squared [𝛮𝛮𝛲𝛲2 ]= .07)) among 3 conditions (see Table 11). The adjusted mean in 

Condition 2 - H&M was greater than that in Condition3 - No Logo. In other words, men’s 

beliefs in the display of the unknown woman’s brand indicating her being in a committed 

relationship remained significantly different across the three conditions (with Condition 1 - 

Chanel having the highest adjusted mean), even after controlling for 4 covariates.  

Table 11: 
Effect of 3 Conditions (Condition 1 - Chanel vs. Condition 2 - H&M  

vs. Condition 3 - No Logo) on Men’s Beliefs in “the Unknown Woman  
in the photo was in a Committed (vs. Non-Committed) Relationship”  

Mean vs. Adjust Mean [Covariates Added] (Experiment 2) 
Condition Mean Adjusted Mean    
1 - Chanel  4.99 4.76    
2 - H&M 4.06 4.24    
3 - No Logo  4.11 4.14    
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 Table 11 shows that both the mean and adjusted mean of Condition 2 - H&M and 

Condition 3 - No logo were very close respectively (MCondition 2-H&M =4.06 vs. adjusted 

MCondition2-H&M=4.24; and adjusted MCondition2-NoLogo =4.11 vs. adjusted MCondition3-NoLogo 

=4.14). Now, this research focuses on two conditions: i.e., a luxury brand (vs. non-luxury 

brand) condition. Condition 1 - Chanel was coded as Chanel (a luxury brand = 1) 

condition), while Condition 2 - H&M and Condition 3 - No Logo were coded as the Non-

Chanel (a non-luxury brand = 0) condition.  

 Manipulation Check for an Unknown Woman’s Handbag Brand Luxuriousness 

(Chanel vs. Non-Chanel Conditions). After coding Condition 1 - Chanel as Chanel 

condition (i.e., a luxury brand = 1), while Condition 2 - H&M and Condition 3 - No Logo 

as Non-Chanel condition (i.e., a non-luxury brand = 0), this research ran a one-way 

ANOVA. The analysis revealed that male participants rated the handbag luxuriousness in 

the Chanel condition to be higher than that in the Non-Chanel condition (MChanel=4.88, 

SDChanel=1.14 vs. MNon-Chanel=3.84, SDNon-Chanel =1.08; F (1, 222) = 41.97, p =.00). This 

result showed that there was a variance between men’s ratings of an unknown woman’s 

handbag brand luxuriousness in the Chanel and Non-Chanel conditions.  

 Now, this research focuses on the Chanel (vs. Non-Chanel) condition. Following 

May (2017), to ensure the manipulation worked as intended, this research also conducted a 

regression with the Chanel (vs Non-Chanel) condition (Chanel condition = 1, Non-Chanel 
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= 0), an unknown woman’s overall physical attractiveness (measured and mean-centered), 

and the interaction: the Chanel (vs. Non-Chanel) condition x an unknown woman’s overall 

physical attractiveness (measured and mean-centered), and the handbag luxuriousness as 

the dependent variable. A regression analysis revealed that there was a significant main 

effect of Chanel (vs. Non-Chanel) condition on men’s rating on the handbag luxuriousness 

(β = 1.30, SE = .42, t = 3.06, p < .001). The manipulation check for an unknown woman’s 

handbag brand luxuriousness (Chanel vs. Non-Chanel conditions) was successful.  

 Moderating Effect of an Unknown Woman’s Overall Physical Attractiveness on 

the Effect of her Use of a Luxury (vs. Non-Luxury) Brand on Men’s Attracting 

Intentions. This part tested H2, i.e., the moderating effect of an unknown woman’s overall 

physical attractiveness on the effect of her use of a luxury (vs. non-luxury) brand on men’s 

attracting intentions. Following Kronrod and Danziger (2013); Soster, Gershoff, and 

Bearden (2014), Hayes’ (2013) PROCESS version 2.16 macro (Model 1) with 50,000 

resamples and bias-corrected 95% confidence intervals was used. This was to regress 

men’s attracting intentions on the Chanel (vs. Non-Chanel) conditions (categorical 

independent variable), an unknown woman’s overall physical attractiveness (continuous 

independent variable), and the interaction effect of the Chanel (vs. Non-Chanel) brand x an 

unknown woman’s overall physical attractiveness. The handbag luxuriousness (Chanel = 1 
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vs. Non-Chanel (H&M and No Logo) = 0) was manipulated, while the unknown woman’s 

overall physical attractiveness was measured.  

 This research averaged the unknown woman’s overall physical attractiveness scores. 

The inter-item correlation for the unknown woman’s overall physical attractiveness scores 

(measured by the abovementioned 2 questions) was r= .85. The Chanel (vs. Non-Chanel) 

condition and an unknown woman’s overall physical attractiveness was mean-centered 

prior to the analysis. Participants’ scores on men’s attracting intentions (with a very high 

inter-item correlation of the abovementioned 3 questions, α=.94) were summed and 

standardized to build an index. 

 Without Covariates. The analysis yielded a significant main effect of the Chanel (vs. 

Non-Chanel) on men’s attracting intentions (β=1.57, standard error [SE] =.46, t=3.43, 

p=.00, CI [.67, 2.47]); and a significant main effect of an unknown woman’s overall 

physical attractiveness on men’s intentions to attract the unknown woman (β=-.39, 

standard error [SE] =.10, t=-4.02, p=.00, CI [-.58, -.20]).  

 Most importantly, a significant interaction effect of the Chanel (vs. Non-Chanel) 

condition and the unknown woman’s overall physical attractiveness on men’s attracting 

intentions (β=1.00, standard error [SE] =.29, t=3.50, p=.00, CI [.44, 1.57]) was found (see 

Table 12 and Figure 8).   
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Table 12:   
Conditional PROCESS Model Coefficients    

on Men’s Attracting Intentions [Without Covariates] (Experiment 2)   
      Effects         
Variable β SE t P LLCI ULCI   
Unknown woman’s overall 
physical attractiveness -0.39  0.10  -4.02  0.00  -0.58  -0.20    
Chanel (vs. Non-Chanel) 
condition  1.57  0.46  3.43  0.00  0.67  2.47    
Interaction: Chanel (vs. Non-
Chanel) condition x Unknown 
woman’s overall physical 
attractiveness 

1.00  0.29  3.50  0.00  0.44  1.57    

        
 

Figure 8: 
Moderating Effect of an Unknown Woman’s Perceived Overall Physical 
Attractiveness on the Effect of the Chanel (vs. Non-Chanel) Condition  
on Men’s Attracting Intentions [Without Covariates] (Experiment 2) 

 

 Since the unknown woman’s overall physical attractiveness was a continuous 

variable, to explore the significant interaction, this research used the Johnson-Neyman 

“floodlight” recommended by Spiller, Fitzsimons, Lynch, and McCleelland (2013). This 

research takes the research of Jiang, Gorn, Galli, and Chattopadhyay (2015) as a reference. 

As presented in Figure 9, the positive effect of the Chanel (vs. Non-Chanel) on men’s 

attracting intentions was significant only for a standardized (mean-centered) “unknown 
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woman’s overall physical attractiveness” index higher than -.44 (≥ 3.69 if not mean-

centered, β=1.13, standard error [SE] =.57, t=1.97, p=.05, CI [.00, 2.26]). Conversely, 

when the standardized (mean-centered) “unknown woman’s overall physical 

attractiveness” index was lower than -.44 (< 3.69 if not mean-centered), the Chanel (vs. 

Non-Chanel) condition did not have a significant effect on men’s attracting intentions. 

Taken together, H2 was supported.  

Figure 9: 
Moderating Effect of an Unknown Woman’s Perceived Overall Physical Attractiveness 

on the Effect of the Chanel (vs. Non-Chanel) Condition 
on Men’s Attracting Intentions 

Johnson-Neyman “Floodlight” Results [Without Covariates] (Experiment 2) 

 

LLCI = lower level confidence interval; ULCI = upper level confidence interval 

 Covariates Added. This research added 5 covariates: the unknown woman’s 

perceived age, the handbag perceived as counterfeit, men’ single (vs. non-single) status, 
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men’s self-esteem, and men’s masculinity norms. The interaction effect of Chanel (vs. 

Non-Chanel) condition and the unknown woman’s overall physical attractiveness on men’s 

attracting intentions remained significant (β=.94, standard error [SE] =.29, t=3.25, p=.00, 

CI [.37, 1.51]). (see Table 13). 

Again, the Johnson-Neyman “floodlight” results showed that the positive effect of 

the Chanel (vs. Non-Chanel) condition on men’s attracting intentions was significant only 

for a standardized (mean-centered) “unknown woman’s overall physical attractiveness” 

index higher than -.55 (≥3.58 if not mean-centered, β=1.17, standard error [SE] =.59, 

t=1.97, p=.05, CI [.00, 2.33]). Conversely, when the standardized (mean-centered) 

“unknown woman’s overall physical attractiveness” index was lower than -.55 (<3.58 if 

not mean-centered), the Chanel (vs. non-Chanel) condition did not have a significant effect 

on men’s attracting intentions.  

 Taken together, after controlling for 5 covariates, the results confirmed that an 

unknown woman with a higher level of overall physical attractiveness would increase 

men’s attracting intentions when she is using a luxury brand (vs. using a non-luxury 

brand). But, for an unknown woman with a lower level of overall physical attractiveness, 

there is no difference in men’s attracting intentions when she is using a luxury brand (vs. 

using a non-luxury brand). H2 remained supported.   
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Table 13:  
Conditional PROCESS Model Coefficients  

on Men’s Attracting Intentions [Covariates Added] (Experiment 2)  
      Effects        
Variable β SE t P LLCI ULCI  
Unknown woman’s overall physical 
attractiveness -0.33  0.11  -2.90  0.00  -0.55  -0.10   

Chanel (vs. Non-Chanel) condition 1.68  0.46  3.69  0.00  0.78  2.58   

Interaction: Chanel (vs. Non-Chanel) 
condition x Unknown woman’s overall 
physical attractiveness 

0.94  0.29  3.25  0.00  0.37  1.51  

 

Unknown woman’s perceived age -0.12  0.11  -1.10  0.27  -0.32  0.09   
Men’s single (vs. non-single) status  0.06  0.07  0.79  0.43  -0.08  0.20   

The handbag’s perceived as counterfeit  -0.10  0.15  -0.67  0.51  -0.39  0.19   

Men’s self-esteem  -0.13  0.13  -1.00  0.32  -0.38  0.13   
Men’s masculinity norms 0.03  0.09  0.34  0.74  -0.15  0.22   

  

 The 1st Mediated Moderation: The Moderating Effect of an Unknown Woman’s 

Overall Physical Attractiveness on the Effect of her Use of a Luxury (vs. Non-Luxury) 

Brand on Men’s Intentions to Display Material Resources is Mediated by Men’s 

Attracting Intentions. This part was to test the 1st mediated moderation (H3): The 

moderating effect of an unknown woman’s overall physical attractiveness on the effect of 

her use of a luxury (vs. non-luxury) brand on men’s intentions to display material 

resources is mediated by men’s attracting intentions. First, this research tested the 

moderating effect of an unknown woman’s overall physical attractiveness on the effect of 

the Chanel (vs. Non-Chanel) condition on men’s intentions to display material resources. 

Hayes’ (2013) PROCESS version 2.16 macro (Model 1) with 50,000 resamples and bias-

corrected 95% confidence intervals was used. This was to regress men’s intentions to 

display material resources on the Chanel (vs. Non-Chanel) condition (categorical 
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independent variable), an unknown woman’s overall physical attractiveness (continuous 

independent variable), and the interaction effect of the Chanel (vs. Non-Chanel) condition 

x an unknown woman’s overall physical attractiveness. 

 The handbag luxuriousness (Chanel = 1 vs. Non-Chanel (H&M and No Logo) = 0) 

was manipulated, while the unknown woman’s overall physical attractiveness was 

measured. This research averaged the unknown woman’s overall physical attractiveness 

(r= .85). The Chanel (vs. Non-Chanel) condition and an unknown woman’s overall 

physical attractiveness was mean-centered prior to the analysis. Participants’ scores on 

intentions to display material resources (α=.84) were summed and standardized to build an 

index. 

 Without Covariates. The analysis yielded a significant interaction effect of the 

Chanel (Non-Chanel) condition and the unknown woman’s overall physical attractiveness 

on men’s intentions to display material resources (β=.46, standard error [SE] =.17, t=2.75, 

p=.01, CI [.13, .79]), though an insignificant main effect of the Chanel (vs. Non-Chanel) 

condition on men’s intentions to display material resources (β=.50, standard error [SE] 

=.29, t=-1.74, p=.08, CI [-.07, 1.06]); and an insignificant main effect of the unknown 

woman’s overall physical attractiveness on men’s intentions to display material resources 

(β=-.10, standard error [SE] =.07, t=-1.31, p=.19, CI [-.24, .05]) were found (see Table 14 

and Figure 10).  
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Table 14: 
Conditional PROCESS Model Coefficients 

on Men’s Intentions to Display Material Resources [Without Covariates] (Experiment 2) 
      Effects       
Variable β SE t P LLCI ULCI 
Unknown woman’s overall 
physical attractiveness -0.10 0.07 -1.31 0.19 -0.24 0.05 
Chanel (vs. Non-Chanel) condition 0.50 0.29 1.74 0.08 -0.07 1.06 
Interaction: Chanel (vs. Non-
Chanel) condition x Unknown 
woman’s overall physical 
attractiveness 

0.46 0.17 2.75 0.01 0.13 0.79 

 
Figure 10: 

Moderating Effect of an Unknown Woman’s Perceived Overall Physical Attractiveness 
on the Effect of the Chanel (vs. Non-Chanel) Condition  

on Men’s Intentions to Display Material Resources [Without Covariates] (Experiment 2) 

 

 Since the unknown woman’s overall physical attractiveness was a continuous 

variable, to explore the significant interaction, this research continued to use the Johnson-

Neyman “floodlight”. As demonstrated in Figure 11, the positive effect of the Chanel (vs. 

Non-Chanel) on men’s intentions to display material resources was significant only for a 
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standardized (mean-centered) “unknown woman’s overall physical attractiveness” index 

higher than .10 (≥ 4.23 if not mean-centered, β=.54, standard error [SE] =.28, t=1.97, 

p=.05, CI [.00, 1.09]). Conversely, when the standardized (mean-centered) “unknown 

woman’s overall physical attractiveness” index was lower than .10 (<4.23 if not mean-

centered), the Chanel (vs. Non-Chanel) condition did not have a significant effect on men’s 

intentions to display material resources.  

 Figure 11: 
Moderating Effect of an Unknown Woman’s Perceived Overall Physical 
Attractiveness on the Effect of the Chanel (vs. Non-Chanel) Condition  

on Men’s Intentions to Display Material Resources 
Johnson-Neyman “Floodlight” Results [Without Covariates] (Experiment 2) 

 
LLCI = lower level confidence interval; ULCI = upper level confidence interval 

 Covariates Added. This research added 5 covariates: the unknown woman’s 

perceived age, the handbag perceived as counterfeit, men’ single (vs. non-single) status, 

men’s self-esteem, and men’s masculinity norms. The interaction effect of Chanel (vs. 
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Non-Chanel) condition and the unknown woman’s overall physical attractiveness on men’s 

intentions to display material resources remained significant (β=.50, standard error [SE] 

=.17, t=2.85, p=.00, CI [.15, .84]) (see Table 15).  

 
Table 15: 

Conditional PROCESS Model Coefficients 
on Men’ Intentions to Display Material Resources [Covariates Added] (Experiment 2) 

      Effects       
Variable β SE t P LLCI ULCI 
Unknown woman’s overall 
physical attractiveness -0.11  0.09  -1.24  0.22  -0.28  0.06  

Chanel (vs. Non-Chanel) 
condition 0.34  0.36  0.93  0.35  -0.38  1.05  

Interaction: Chanel (vs. Non-
Chanel) condition x Unknown 
woman’s overall physical 
attractiveness 

0.50  0.17  2.85  0.00  0.15  0.84  

Unknown woman’s perceived 
age 0.07  0.10  0.68  0.50  -0.13  0.26  

The handbag’s perceived as 
counterfeit  0.03  0.08  0.39  0.70  -0.13  0.19  

Men’s single (vs. non-single) 
status  0.06  0.16  0.39  0.70  -0.25  0.38  
Men’s self-esteem  -0.07  0.14  -0.52  0.60  -0.36  0.21  
Men’s masculinity norms -0.05  0.10  -0.46  0.65  -0.24  0.15         
 

 Again, the Johnson-Neyman “floodlight” results showed that the positive effect of 

the Chanel (vs. Non-Chanel) condition on men’s intentions to display material resources 

was significant only for a standardized (measured) “unknown woman’s overall physical 

attractiveness” index higher than .60 (≥4.73 if not mean-centered, β=.63, standard error 

[SE] =.32, t=1.97, p=.05, CI [.00, 1.27]). Conversely, when the standardized (measured) 

“unknown woman’s overall physical attractiveness” index was lower than .60 (<4.73 if 

not-mean centered), the Chanel (vs. Non-Chanel) condition did not have a significant 

effect on men’s intentions to display material resources. After controlling for 5 covariates, 
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the results confirmed that an unknown woman with a higher level of overall physical 

attractiveness would increase men’s intentions to display material resources when she was 

using a luxury brand (vs. using a non-luxury brand). But, for an unknown woman with a 

lower level of overall physical attractiveness, there is no difference in men’s intentions to 

display material resources when she is using a luxury brand (vs. using a non-luxury brand).  

 The 1st Mediated Moderation. Next, this part was to test the 1st mediated 

moderation: The interaction effect of the Chanel (vs. Non-Chanel) condition and an 

unknown woman’s overall physical attractiveness on men’s intentions to display material 

resources is mediated by men’s attracting intentions. To test this 1st Mediated Moderation, 

this research employed Model 8 in Hayes (2013) with 50,000 bootstrapping resamples.  

 Without Covariates. First, the model regressed men’s attracting intentions on the 

mean-centered Chanel (vs. Non-Chanel) condition, the mean-centered unknown woman’s 

overall physical attractiveness, and the interaction: the Chanel (vs. Non-Chanel) condition 

x an unknown woman’s overall physical attractiveness.  

 The interaction: the Chanel (vs Non-Chanel) condition x an unknown woman’s 

overall physical attractiveness significantly predicted men’s attracting intentions (β=1.00, 

standard error [SE] =.29, t=3.50, p=.00, CI [.44, 1.57]).  

 Second, the model regressed men’s intentions to display material resources on men’s 

attracting intentions, the mean-centered Chanel (vs. Non-Chanel) condition, the mean-
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centered unknown woman’s overall physical attractiveness, and the interaction: the Chanel 

(vs. Non-Chanel) condition x an unknown woman’s overall physical attractiveness. The 

effect of men’s attracting intentions on men’s intentions to display material resources was 

significant (β=.17, standard error [SE] =.08, t=2.13, p=.03, CI [.01, .33]); and the 

interaction: the Chanel (vs Non-Chanel) condition x an unknown woman’s overall physical 

attractiveness on men’s intentions to display material resources became insignificant 

(β=.29, standard error [SE] =.16, t=1.83, p=.07, CI [-.02, .60]) (see Table 16).   

Table 16: 
1st Mediated Moderation 

Conditional PROCESS Model Coefficients 
on Men’s Intentions to Display Material Resources [Without Covariates] 

(Experiment 2) 
Effects  β se t p LLCI ULCI   β se t p LLCI ULCI   
Men’s Mating 
Intentions  – – – – – –  0.17 0.08 2.13 0.03 0.01 0.33   

Chanel (vs. Non-
Chanel) 
condition 

1.57 0.46 3.43 0.00 0.67 2.47  0.23 0.29 0.79 0.43 -0.34 0.80   

Unknown 
woman’s overall 
physical 
attractiveness 

-0.39 0.10 -4.02 0.00 -0.58 -0.20  -0.03 0.07 -0.39 0.69 -0.18 0.12   

Interaction: 
Chanel (vs. Non-
Chanel) 
condition x 
Unknown 
woman’s overall 
physical 
attractiveness 

1.00 0.29 3.50 0.00 0.44 1.57  0.29 0.16 1.83 0.07 -0.02 0.60   

               

 Third, most importantly, following Duclos, Wan, and Jiang (2016), a 95% 

confidence interval calculation around the mediating effect of men’s attracting intentions 

(Hayes, 2013) showed that the mediating effect of men’s attracting intentions did not 

include zero (95% CI = [.02, .38]). The bootstrapping analysis revealed that men’s 
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attracting intentions mediated the interaction effect. This result supported the hypothesized 

the 1st mediated moderation (H3). Figure 12 summarizes the result of the 1st mediated 

moderation analysis.  

Figure 12: 
1st Mediated Moderation   

Moderating Effect of an Unknown Woman’s Perceived Overall Physical 
Attractiveness on the Effect of the Chanel (vs. Non-Chanel) Condition on Men’s 

Intentions to Display Material Resources is Mediated by Men’s Attracting 
Intentions [Without Covariates] (Experiment 2) 

 
Note:  
*** denotes significant levels at p≤.05. 
NS stands for Non-Significant (levels). 
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 Following Yoon and Kim (2016), to provide more insights into the 1st mediated 

moderation, a spotlight analysis at ± standard deviation from the Chanel (vs. Non-Chanel) 

condition with men’s attracting intentions as a dependent variable. In the Chanel (vs. Non-

Chanel) condition, men showed higher attracting intentions under the influence of a higher-

level overall physically attractive unknown woman than a lower-level of an overall 

physically attractive unknown woman (β=.65, t=1.95, p=.05).  

 Covariates Added. The abovementioned 5 covariates were added. First, the 

interaction: Chanel (vs. Non-Chanel) condition x an unknown woman’s overall physical 

attractiveness significantly predicted men’s attracting intentions (β=.94, standard error 

[SE] =.29, t=3.25, p=.00, CI [.37, 1.51]). Second, the effect of men’s attracting intentions 

on men’s intentions to display material resources was significant (β=.17, standard error 

[SE] =.09, t=2.03, p=.04, CI [.01, .34]); and the interaction: the Chanel (vs. Non-Chanel) 

condition x an unknown woman’s overall physical attractiveness on men’s intentions to 

display material resources became significant (β=.33, standard error [SE] =.17, t=2.02, 

p=.05, CI [.01, .66]) (see Table 17). Third, most importantly, following Duclos, Wan, and 

Jiang (2016), a 95% confidence interval calculation around the mediating effect of men’s 

attracting intentions (Hayes, 2013) showed that the mediating effect of men’s attracting 

intentions did not include zero (95% CI = [.02, .39]). The bootstrapping analysis revealed 

that men’s attracting intentions remained to mediate the interaction effect. The 1st 
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mediated moderation (H3) remained supported.  

Table 17:  
1st Mediated Moderation 

Conditional PROCESS Model Coefficients on Men’s Intentions to Display Material 
Resources [Covariates Added] (Experiment 2) 

Effects  β se t p LLCI ULCI   β se t p LLCI ULCI   
Men’s 
Attracting 
Intentions  

– – – – – –  0.17 0.09 2.03 0.04 0.01 0.34  

Chanel (vs. 
Non-Chanel) 
condition 

1.68 0.46 3.69 0.00 0.78 2.58  0.04 0.37 0.12 0.91 -0.68 0.77  

Unknown 
woman’s overall 
physical 
attractiveness 

-0.33 0.11 -2.90 0.00 -0.55 -0.10  -0.05 0.09 -0.57 0.57 -0.22 0.12  

Interaction: 
Chanel (vs. 
Non-Chanel) 
condition x 
Unknown 
woman’s overall 
physical 
attractiveness 

0.94 0.29 3.25 0.00 0.37 1.51  0.33 0.17 2.02 0.05 0.01 0.66  

Unknown 
woman’s 
perceived age 

-0.12 0.11 -1.10 0.27 -0.32 0.09  0.09 0.09 0.93 0.35 -0.10 0.27  

The handbag’s 
perceived as 
counterfeit  

0.06 0.07 0.79 0.43 -0.08 0.20  0.02 0.08 0.28 0.78 -0.13 0.18  

Men’s single 
(vs. non-single) 
status  

-0.10 0.15 -0.67 0.51 -0.39 0.19  0.08 0.16 0.50 0.62 -0.24 0.39  

Men’s self-
esteem  -0.13 0.13 -1.00 0.32 -0.38 0.13  -0.05 0.14 -0.37 0.71 -0.33 0.22  

Men’s 
masculinity 
norms 

0.03 0.09 0.34 0.74 -0.15 0.22  -0.05 0.10 -0.53 0.60 -0.24 0.14  

 The 2nd Mediated Moderation: The Moderating Effect of an Unknown Woman’s 

Overall Physical Attractiveness on the Effect of her Use of a Luxury (vs. Non-Luxury) 

Brand on Men’s Intentions to Display Physical Fitness is Mediated by Men’s Attracting 

Intentions. This part was to test the 2nd mediated moderation (H4): The moderating effect 

of an unknown woman’s overall physical attractiveness on the effect of her use of the 

Chanel (vs. Non-Chanel) condition on men’s intentions to display physical fitness is 
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mediated by men’s attracting intentions.  

 First, this research tested the moderating effect of an unknown woman’s overall 

physical attractiveness on the effect of Chanel (vs. Non-Chanel) condition on men’s 

intentions to display physical fitness. Hayes’ (2013) PROCESS version 2.16 macro (Model 

1) with 50,000 resamples and bias-corrected 95% confidence intervals was used. This is to 

regress men’s intentions to display physical fitness on Chanel (vs. Non-Chanel) condition 

(categorical independent variable), an unknown woman’s overall physical attractiveness 

(continuous independent variable), and the interaction effect of the Chanel (vs. Non-

Chanel) brand x an unknown woman’s overall physical attractiveness. The handbag 

luxuriousness (Chanel = 1 vs. Non-Chanel (H&M and No Logo) = 0) was manipulated, 

while the unknown woman’s overall physical attractiveness was measured. This research 

averaged the unknown woman’s overall physical attractiveness (r= .85). The Chanel (vs. 

Non-Chanel) condition and an unknown woman’s overall physical attractiveness was the 

mean-centered prior to the analysis. Participants’ scores on men’s intentions to display 

physical fitness (α=.89) were summed and standardized to build an index. 

 Without Covariates. The analysis yielded a significant interaction effect of the 

Chanel (Non-Chanel) condition and the woman’s overall physical attractiveness on men’s 

intentions to display physical fitness (β=.59, standard error [SE] =.20, t=3.02, p=.00, CI 

[.21, .98]). A significant main effect of the Chanel (vs Non-Chanel) on men’s intentions to 
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display physical fitness (β=.74, standard error [SE] =.29, t=2.50, p=.01, CI [.16, 1.32]); and 

a significant main effect of the woman’s overall physical attractiveness on men’s intentions 

to display physical fitness (β=-.29, standard error [SE] =.08, t=-3.89, p=.00, CI [-.44, -.14]) 

were found (see Table 18 and Figure 13).  

Table 18: 
Conditional PROCESS Model Coefficients on Men’s Intentions to Display Physical Fitness 

[Without Covariates] (Experiment 2) 
      Effects       
Variable β SE t P LLCI ULCI 

Unknown woman’s overall 
physical attractiveness -0.29  0.08  -3.89  0.00  -0.44  -0.14  

Chanel (vs. Non-Chanel) 
condition 0.74  0.29  2.50  0.01  0.16  1.32  

Interaction: Chanel (vs. 
Non-Chanel) condition x 
Unknown woman’s overall 
physical attractiveness 

0.59  0.20  3.02  0.00  0.21  0.98  

       
  

Figure 13: 
Moderating Effect of an Unknown Woman’s Perceived Overall Physical 
Attractiveness on the Effect of the Chanel (vs. Non-Chanel) Condition 

on Men’s Intentions to Display Physical Fitness [Without Covariates] (Experiment 2) 

 

 Since the unknown woman’s overall physical attractiveness was a continuous 
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variable, to explore the significant interaction, this research continued to use the Johnson-

Neyman “floodlight”. As demonstrated in the Figure 14, the positive effect of the Chanel 

(vs. Non-Chanel) condition on men’s intentions to display physical fitness was significant 

only for a standardized (mean-centered) “unknown woman’s overall physical 

attractiveness” index higher than -.18 (≥ 3.95 if not mean-centered, β=.63, standard error 

[SE] =.32, t=1.97, p=.05, CI [.00, 1.26]). Conversely, when the standardized (mean-

centered) “unknown woman’s overall physical attractiveness” index was lower than -.18 

(<3.95 if not mean-centered), the Chanel (vs. Non-Chanel) condition did not have a 

significant effect on men’s intentions to display physical fitness.  

Figure 14: 
Moderating Effect of an Unknown Woman’s Perceived Overall Physical 

Attractiveness on the Effect of the Chanel (vs. Non-Chanel) Condition on Men’s 
Intentions to Display Physical Fitness 

Johnson-Neyman “Floodlight” Results [Without Covariates] (Experiment 2) 

 

LLCI = lower level confidence interval; ULCI = upper level confidence interval 
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   Covariates Added. This research also added 5 covariates: the unknown woman’s 

perceived age, the handbag perceived as counterfeit, men’ single (vs. non-single) status, 

men’s self-esteem, and men’s masculinity norms. The interaction effect of Chanel (vs. 

Non-Chanel) condition and the unknown woman’s overall physical attractiveness on men’s 

intentions to display physical fitness remained significant (β=.45, standard error [SE] =.20, 

t=2.22, p=.03, CI [.05, .84]) (see Table 19). Again, the Johnson-Neyman “floodlight” 

results showed that the positive effect of the Chanel (vs. Non-Chanel) condition on men’s 

attracting intentions was significant only for a standardized (mean-centered) “unknown 

woman’s overall physical attractiveness” index higher than -.06 (≥4.07 if not mean-

centered, β=.69, standard error [SE] =.35, t=1.97, p=.05, CI [.00, 1.38]). Conversely, when 

the standardized (mean-centered) “unknown woman’s overall physical attractiveness” 

index was lower than -.06 (<4.07 if not mean-centered), the Chanel (vs. Non-Chanel) 

condition did not have a significant effect on men’s intentions to display physical fitness. 

 After controlling for 5 covariates, the results confirmed that an unknown woman 

with a higher level of overall physical attractiveness, increased men’s intentions to display 

physical fitness when she was using a luxury brand (vs. using a non-luxury brand). But, for 

an unknown woman with a lower level of overall physical attractiveness, there is no 

difference in men’s intentions to display physical fitness when she was using a luxury 

brand (vs. using a non-luxury brand). 
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Table 19:  
Conditional PROCESS Model Coefficients on Men’s Intentions to Display Physical Fitness 

[Covariates Added] (Experiment 2) 
  

      Effects         
Variable β SE t P LLCI ULCI   
Unknown woman’s overall 
physical attractiveness -0.17  0.09  -2.04  0.04  -0.34  -0.01    

Chanel (vs. Non-Chanel) 
condition 0.72  0.34  2.09  0.04  0.04  1.40    

Interaction: Chanel (vs. 
Non-Chanel) condition x 
Unknown woman’s overall 
physical attractiveness 

0.45  0.20  2.22  0.03  0.05  0.84    

Unknown woman’s 
perceived age -0.15  0.09  -1.76  0.08  -0.33  0.02    
The handbag’s perceived 
as counterfeit  0.21  0.07  2.83  0.01  0.06  0.36    
Men’s single (vs. non-
single) status  -0.03  0.16  -0.19  0.85  -0.34  0.28    
Men’s self-esteem  -0.12  0.14  -0.81  0.42  -0.39  0.16    
Men’s masculinity norms 0.14  0.10  1.47  0.14  -0.05  0.34    
        

 The 2nd Mediated Moderation. Next, this part was to test the 2nd mediated 

moderation (H4): The interaction effect of the Chanel (vs. Non-Chanel) condition and an 

unknown woman’s overall physical attractiveness on men’s intentions to display physical 

fitness is mediated by men’s attracting intentions. To test the 2nd Mediated Moderation, 

this research employed Model 8 in Hayes (2013) with 50,000 bootstrapping resamples.  

 Without Covariates. First, the model regressed men’s attracting intentions on the 

mean-centered Chanel (vs. Non-Chanel) condition, the mean-centered unknown woman’s 

overall physical attractiveness, and the interaction: the Chanel (vs. Non-Chanel) condition 

x an unknown woman’s overall physical attractiveness. The interaction: the Chanel (vs. 

Non-Chanel) condition x an unknown woman’s overall physical attractiveness 
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significantly predicted men’s attracting intentions (β=1.00, standard error [SE] =.29, 

t=3.50, p=.00, CI [.44, 1.57]).  

 Second, the model regressed men’s intentions to display physical fitness on men’s 

attracting intentions, the mean-centered Chanel (vs. Non-Chanel) condition, the mean-

centered unknown woman’s overall physical, and the interaction: the Chanel (vs. Non-

Chanel) condition x an unknown woman’s overall physical attractiveness. The effect of 

men’s attracting intentions on men’s intentions to display physical fitness was significant 

(β=.33, standard error [SE] =.08, t=4.22, p=.00, CI [.18, .49]); and the interaction: the 

Chanel (vs Non-Chanel) condition x an unknown woman’s overall physical attractiveness 

on men’s intentions to display physical fitness became insignificant (β=.26, standard error 

[SE] =.29, t=.90, p=.37, CI [-.31, .83]) (see Table 20).   

Table 20:  
2nd Mediated Moderation 

Conditional PROCESS Model Coefficients on Men’s Intentions to Display Physical 
Fitness [Without Covariates] (Experiment 2) 

Effects  β se t p LLCI ULCI   β se t p LLCI ULCI   
Men’s Mating 
Intentions  – – – – – –   0.33  0.08  4.22  0.00  0.18  0.49    

Chanel (vs. 
Non-Chanel) 
condition 

1.57  0.46  3.43  0.00  0.67  2.47    0.21  0.39  0.55  0.58  -0.55  0.98    

Unknown 
woman’s overall 
physical 
attractiveness 

-0.39  0.10  -4.02  0.00  -0.58  -0.20    -0.16  0.08  -1.96  0.05  -0.33  0.00    

Interaction: 
Chanel (vs. 
Non-Chanel) 
condition x 
Unknown 
woman’s overall 
physical 
attractiveness 

1.00  0.29  3.50  0.00  0.44  1.57    0.26  0.29  0.90  0.37  -0.31  0.83    
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 Third, most importantly, following Duclos, Wan, and Jiang (2016), a 95% 

confidence interval calculation around the mediating effect of men’s attracting intentions 

(Hayes, 2013) showed that the mediating effect did not include zero (95%, CI = [.15, .60]). 

The bootstrapping analysis revealed that men’s attracting intentions mediated the 

interaction effect. This result supported the hypothesized 2nd mediated moderation (H4). 

Figure 15 summarizes the result of the 2nd mediated moderation analysis. 

Figure 15:  
2nd Mediated Moderation 

Moderating Effect of an Unknown Woman’s Perceived Overall Physical 
Attractiveness on the Effect of the Chanel (vs. Non-Chanel) Condition on Men’s 

Intentions to Display Physical Fitness is Mediated by Men’s Attracting Intentions 
[Without Covariates] (Experiment 2)  

 
Note:  
*** denotes significant levels at p≤.05. 
NS stands for Non-Significant (levels).  
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     Following Yoon and Kim (2016), to provide more insights into the 2nd mediated 

moderation, a spotlight analysis at ± standard deviation from the Chanel (vs. Non-Chanel) 

condition with men’s attracting intentions as a dependent variable. In the Chanel (vs. Non-

Chanel) condition, men showed higher attracting intentions under the influence of a higher-

level overall physically attractive unknown woman than a lower-level overall physically 

attractive unknown woman (β=.59, t=2.02, p=.04).  

 Covariates Added. The abovementioned 5 covariates were added. First, the 

interaction: Chanel (vs. Non-Chanel condition) x an unknown woman’s overall physical 

attractiveness still significantly predicted men’s attracting intentions (β=.94, standard error 

[SE] =.29, t=3.25, p=.00, CI [.37, 1.51]).  

 Second, the effect of men’s attracting intentions on men’s intentions to display 

physical fitness was significant (β=.30, standard error [SE] =.08, t=3.60, p=.00, CI 

[.14, .47]); and the interaction: Chanel (vs. Non-Chanel) condition x an unknown woman’s 

overall physical attractiveness on men’s intentions to display physical fitness became 

insignificant (β=.16, standard error [SE] =.28, t=.57, p=.57, CI [-.40, .72]) (see Table 21). 

 Third, most importantly, the bootstrapping analysis still revealed that men’s 

attracting intentions remained to mediate the interaction effect (95% CI = [.11, .55]. The 

2nd mediated moderation (H4) remained supported.  
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Table 21:  
2nd Mediated Moderation 

Conditional PROCESS Model Coefficients on Men’s Intentions to Display Physical Fitness 
[Covariates Added] (Experiment 2) 

Effects  β se t p LLCI ULCI   β se t p LLCI ULCI   
Men’s 
Attracting 
Intentions  

– – – – – –  0.30 0.08 3.60 0.00 0.14 0.47  

Chanel (vs. 
Non-Chanel) 
condition 

1.68 0.46 3.69 0.00 0.78 2.58  0.20 0.42 0.49 0.62 -0.61 1.02  

Unknown 
woman’s 
overall physical 
attractiveness 

-0.33 0.11 -2.90 0.00 -0.55 -0.10  -0.08 0.09 -0.86 0.39 -0.25 0.10  

Interaction: 
Chanel (vs. 
Non-Chanel) 
condition x 
Unknown 
woman’s 
overall physical 
attractiveness 

0.94 0.29 3.25 0.00 0.37 1.51  0.16 0.28 0.57 0.57 -0.40 0.72  

Unknown 
woman’s 
perceived age 

-0.12 0.11 -1.10 0.27 -0.32 0.09  -0.12 0.09 -1.29 0.20 -0.30 0.06  

The handbag’s 
perceived as 
counterfeit  

0.06 0.07 0.79 0.43 -0.08 0.20  0.19 0.07 2.72 0.01 0.05 0.33  

Men’s single 
(vs. non-single) 
status  

-0.10 0.15 -0.67 0.51 -0.39 0.19  0.00 0.15 0.00 1.00 -0.30 0.30  

Men’s self-
esteem  -0.13 0.13 -1.00 0.32 -0.38 0.13  -0.08 0.13 -0.58 0.56 -0.34 0.18  

Men’s 
masculinity 
norms 

0.03 0.09 0.34 0.74 -0.15 0.22  0.13 0.10 1.34 0.18 -0.06 0.33  

 
4.4.3 Discussion (Experiment 2) 

 Using a different data source to increase the generalizability of the findings, the 

participants were male employees working in Hong Kong. This research again found H1 

was supported. Experiment 2 also supports H2, H3, and H4. The findings showed that an 

unknown woman with a higher level of overall physical attractiveness would trigger men’s 

higher intentions to attract her when she is using a luxury brand than using a non-luxury 
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brand. But, for an unknown woman with a lower level of overall physical attractiveness, 

there would be no difference in men’s attracting intentions when she was using a luxury 

brand than using a non-luxury brand. Moreover, an unknown woman with a higher level of 

overall physical attractiveness would trigger men’s higher intentions to display material 

materials / physical fitness when she was using a luxury brand than using a non-luxury 

brand. But, for an unknown woman with a lower level of overall physical attractiveness, 

there would be no difference in men’s intentions to display material resources / physical 

fitness when she was using a luxury brand than using a non-luxury brand. Such a 

moderating effect of the unknown woman’s overall physical attractiveness on the effect of 

her use of a luxury brand rather than a non-luxury brand on men’s intentions to display 

material resources / physical fitness was mediated by their intentions to attract her.  

4.5 Pre-test 2  

To design the manipulated independent variable: the handbag’s perceived 

luxuriousness (vs. non-luxuriousness), and the manipulated moderator: the overall physical 

attractiveness (vs. unattractiveness) of an unknown woman, this research conducted Pre-

test 2 prior to Experiment 3.  

4.5.1 Method (Pre-test 2) 

 Participants and Design. A total of 86 males completed an English online survey 

between April 10 and May 2, 2017 (aged 18 - 40, mean age = 26; 77% born in Hong Kong 
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and 13% born in Mainland Chinese; Paid (N=39) vs. Not Paid (N=47); and 45 

Undergraduate Students vs. 41 Employees). 41 employees were invited via Facebook and 

email to complete it. 6 and 39 undergraduate students of a local university completed it in 

exchange for a 0.5-course credit and an HK$20 payment respectively.  

 Attractive (vs. Unattractive) Woman. Following the idea of Wan and Wyer (2015), a 

woman (aged 25) holding a handbag was used. In the attractive (i.e., an overall physically 

attractive unknown woman) condition, she wore make-up. Her top and skirt fitted her well. 

She was photoshopped a little bit to make her facial features more symmetry. In the 

unattractive (i.e., an overall physically unattractive unknown woman) condition, the same 

woman was used, but her facial and body features were photoshopped to make her face 

asymmetry and her body fat. She was made to wear a loose T-shirt, a pair of jeans, and a 

pair of glasses.  

 Perceived Luxuriousness of an Unknown Woman’s Handbag Brand. The handbag 

was the same in both pictures of the woman, but 2 brand logos were keyed by Adobe 

Photoshop on the handbag. In the luxury brand condition, the Chanel logo was used. In the 

non-luxury brand condition, the H&M logo was used.  

 4 Conditions: Luxury (vs. Non-Luxury) Handbag and Attractive (vs. Unattractive) 

Unknown Woman. Sirgy (1982) identified 4 types of congruity between the brand’s image 

and the brand user’s self-image, including positive self-congruity, positive self-
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incongruity, negative self-congruity and negative self-incongruity. Adapting Sirgy (1982)’s 

classifications, using a Luxury (vs. Non-Luxury) handbag and an Attractive (vs. 

Unattractive) woman, 4 pictures (4 conditions) were presented to participants. In 

“Condition 1 - Luxury Handbag & Attractive Woman”, a Chanel handbag and an 

Attractive unknown woman were presented. In “Condition 2 - Luxury Handbag & 

Unattractive Woman”, a Chanel handbag and an Unattractive unknown woman were 

presented. In “Condition 3 - Non-Luxury Handbag and Attractive Woman”, an H&M 

handbag and an Attractive unknown woman were presented. In “Condition 4 - Non-Luxury 

Handbag and Unattractive woman”, an H&M handbag and an Unattractive unknown 

woman were presented. Participants were randomly assigned to any one of the 4 conditions 

(see Appendix D).  

 An Unknown Woman’ Overall Physical Attractiveness Questions. As discussed 

earlier, this research considers that men should have more favorable attitudes when there is 

a match between the woman’s image and the handbag’s image (Prendergast & Lai, 2017). 

In this research, the woman’s image refers to her overall physical attractiveness (including 

her make-up, dressing sense, and hairstyle) (Prendergast & Lai, 2017); the waist-hip ratio 

(Buss & Schmitt, 1993) and body mass index (Geary, Vigil, & Byrd-Craven, 2004). 

Adapting this idea, the unknown woman’s overall physical attractiveness (attractive vs. 

unattractive) was measured by 5 questions on physical attractiveness (1 = very unattractive 
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to 7 = very attractive), make-up, dressing sense, hairstyle, and body shape (1 = very bad to 

7 = very good). The inter-item correlation for male ratings of the unknown woman’s 

overall physical attractiveness was very high (α= .92). 

 Perceived Luxuriousness of Woman’s Handbag Brand Question. The participants 

were asked to rate the luxuriousness (1 = very non-luxurious to 7 = very luxurious) of the 

handbag.  

4.5.2 Results (Pre-test 2) 

 An Unknown Woman’s Perceived Overall Physical Attractiveness. A 2 (Handbag 

Luxuriousness: Chanel vs. H&M) x 2 (Unknown Woman’s Overall Physical 

Attractiveness: Attractive vs. Unattractive) between-subjects ANOVA revealed that the 

unknown woman’s perceived overall physical attractiveness in the attractive condition was 

rated higher than that in the unattractive condition (MAttractive = 5.08 vs. MUnattractive = 2.98; 

F (1, 82) = 150.39, p< .001). No effects of the handbag luxuriousness were significant (p 

>.05).  

 Perceived Luxuriousness of an Unknown Woman’s Handbag. Again, a 2 

(Handbag Luxuriousness: Chanel vs. H&M) x 2 (Unknown Woman’s Overall Physical 

Attractiveness: Attractive vs. Unattractive) between-subjects ANOVA revealed that the 

handbag luxuriousness in the Chanel condition was rated higher than that in the H&M 

condition (MChanel= 5.11 vs. MH&M = 2.63; F (1, 82) = 162.43, p < .001). No effects of the 
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unknown woman’s overall physical attractiveness we significant (F = 2.60, p > .05).  

 Match (vs. Unmatched) between an Unknown Woman’s image and her Handbag’s 

Image in 4 Conditions. Following Yeung and Wyer (2004), a 2 (Handbag Luxuriousness: 

Chanel vs. H&M) x 2 (Unknown Woman’s Overall Physical Attractiveness: Attractive vs. 

Unattractive) between-subjects ANOVA revealed that male participants in the attractive 

woman condition rated the Chanel handbag in the photo to be more of a match than the 

H&M handbag in the photo (M=4.52 vs. M=3.63). In contrast, male participants in the 

unattractive woman condition rated the Chanel handbag in the photo as matching very 

close to the H&M handbag in the photo (M=3.33 vs. M=3.36). The “match between the 

unknown woman’s image and the handbag’s image” significantly differed in two unknown 

woman’s overall physical attractiveness conditions: attractive vs. unattractive woman 

conditions, F (1, 82) = 8.02, p=.01). As predicted, this result showed that, for an unknown 

and attractive woman using an Chanel brand, males perceived that the attractive woman 

fitted with the Chanel brand’s image. But, for an unknown and attractive woman using an 

H&M brand, her beauty would not be significantly affected because males perceived that 

the attractive woman did not fit with the H&M brand’s image.  

4.5.3 Discussion (Pre-test 2) 

 A “Attractive Woman” in both Condition 1Chanel & Attractive and Condition 3H&M & 

Attractive got higher mean scores of perceived overall attractiveness than an “Unattractive 
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Woman” in both Condition 2Chanel & Unattractive and Condition 4 H&M & Unattractive. A “Chanel” 

brand in both Condition 1Chanel & Attractive and Condition 2Chanel & Unattractive got higher mean 

scores of perceived luxuriousness of the unknown woman’s handbag brand than an 

“H&M” brand in both Condition 3H&M & Attractive and Condition 4 H&M & Unattractive. Among the 

4 conditions, the mean score of “Match (vs. Unmatched) between the unknown woman’s 

image and her handbag brand’s image” was the greatest in Condition 1Chanel & Attractive (a 

descending order was Condition 1Chanel & Attractive, Condition 3H&M & Attractive, Condition 4 H&M 

& Unattractive, and Condition 2Chanel & Unattractive).  

4.6 Experiment 3 

 After running the data of Pre-test 2, this research proceeded with Experiment 3. 

Similarly, the objective of Experiment 3 is to investigate if an unknown woman with a 

higher level of overall physical attractiveness will trigger men’s higher intentions to attract 

her when she is using a luxury brand than using a non-luxury brand. But, an unknown 

woman with a lower level of overall physical attractiveness will not impact men’s 

intentions to attract her when she is using a luxury brand than using a non-luxury brand. 

 And, an unknown woman with a higher level of overall physical attractiveness will 

trigger men’s higher intentions to display material materials / physical fitness when she is 

using a luxury brand than using a non-luxury brand. But, an unknown woman with a lower 

level of overall physical attractiveness will not impact men’s intentions to display material 
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resources / physical fitness when she is using a luxury brand than using a non-luxury 

brand. Such a moderating effect of the unknown woman’s overall physical attractiveness 

on the effect of her use of a luxury brand (versus non-luxury brand) on men’s intentions to 

display material resources / physical fitness is mediated by their intentions to attract her.  

4.6.1 Method (Experiment 3) 

 Participants and Design. Again, a paid sample was recruited by Qualtrics between 

June 6 and 19, 2017. Having considered that the length of Experiment 3 was longer than 

that of Experiment 2, and the average time for completing Experiment 3 was 18 minutes, 

this research adopted Qualtrics’ “attention checks for speeders”. Those who finished the 

English online survey faster than 1/3 of the average completion time (i.e., 6 minutes) are 

regarded as “speeders”. Such “speeders” are removed by Qualtrics. Finally, this research 

collected 248 male participants who were working in Hong Kong. Consistent with 

Experiment 2, this research continued to focus on non-undergraduate males working in 

Hong Kong (aged between 22 and 44).  

The participants in Experiment 3 did not participate in Experiment 2. A total of 248 

males working in Hong Kong (mean age = 33.7 years old, 93.1% born in Hong Kong; 

25.8% and 25.4% earning monthly income ranging from HK$20,001-30,000, and 

HK$10,001-20,000 respectively) participated in the English online survey.  

The participants were asked a question about their marital status. Males, who 
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answered that they were single (N=94), divorced (N=5) or widower (N=0), were regarded 

as singles. Males, who answered that they were dating (N=39), cohabited (N=7), married 

without child(ren) (N= 28) and married with child(ren) (N= 75) were grouped as non-

singles. They were divided into singles (N=99, 39.9%) and non-singles (N=149, 60.1%). 

A 2 x 2 between-subjects ANOVA, manipulating an unknown woman’s handbag 

luxuriousness (Chanel vs. H&M) and the unknown woman’s overall physical 

attractiveness (Attractive vs. Unattractive) was designed.  

The 1st cover story and the 2nd story in Experiment 3 were the same as the ones in 

Experiment 2. But, having considered that the handbag perceived as counterfeit (a 

covariate) had a significant effect (p <.05) on men’s perceptions and reactions to the signal 

displayed by an unknown woman using a luxury brand in Experiment 2, to manipulate the 

handbag’s authenticity, this research added a sentence:  

“The handbag in the photo is real and not sold in Hong Kong yet, as it is newly 

designed by the brand designer.” 

 Measures. Replicating the procedures of Experiment 2, all participants were asked 

to rate on men’s intentions to display material resources first. Again, men’s intentions to 

display material resources was measured by 3 questions (where 1 = very unlikely to 7 = 

very likely). The questions were “how likely would you be to buy the woman in the photo 

expensive meals at high-class restaurants?”, “how likely would you be to give expensive 
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gifts to the woman in the photo?”, and “how likely would you be to drive a car and give a 

ride to the woman in the photo?”. 

Also, they were asked to rate on men’s intentions to display physical fitness, which 

was measured by 3 questions (where 1 = very unlikely to 7 = very likely). The questions 

were “how likely would you be to display your strength of upper arms to the woman in the 

photo?”, “how likely would you be to display your muscular body to the woman in the 

photo?”, “how likely would you be to do weight-lifting in front of the woman in the 

photo?”.  

Participants were asked to rate the variable: men’s attracting intentions. Again, 3 

questions were used (where 1 = very unlikely to 7 = very likely). The questions were “how 

likely would you be to try to attract the woman in the photo?”, “how likely would you be 

to try to date the woman in the photo?” and “how likely would you be to try to begin a 

relationship with the woman in the photo?”.  

 Manipulation Check Questions. Replicating Experiment 2, they were then asked to 

rate the handbag luxuriousness (vs. non-luxuriousness) as a manipulation check question. 

Following Experiment 1 and 2, the handbag luxuriousness was comprised of 4 questions 

on luxuriousness (1 = very non-luxurious to 7 = very luxurious), price (1 = very 

inexpensive to 7 = very expensive), exclusiveness (1 = very non-exclusive to 7 = very 

exclusive) and quality (1 = very poor to 7 = very good). The inter-item correlation for male 
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ratings of the handbag luxuriousness was high (α= .90).  

 Replicating Pre-test 2, they were asked to rate the unknown woman’s overall 

physical attractiveness (attractive vs. unattractive) as manipulation check questions. As 

discussed earlier, the woman’s overall physical attractiveness includes her make-up, 

dressing sense, and hairstyle (Prendergast & Lai, 2017); the waist-hip ratio (Buss & 

Schmitt, 1993) and (Geary, Vigil, & Byrd-Craven, 2004). Adapting this idea, the unknown 

woman’ overall physical attractiveness (attractive vs. unattractive) was measured by 5 

questions on physical attractiveness (1 = very unattractive to 7 = very attractive), make-up, 

dressing sense, hairstyle, and body shape (1 = very bad to 7 = very good). The inter-item 

correlation for male ratings of the woman’s overall physical attractiveness was high 

(α= .94). 

 Covariate Questions. There was a total of 11 Covariates. The 1st covariate was 

Men’s Self-esteem. Men’s self-esteem was tested as in Experiment 2 by using the 10-item 

Rosenberg Self-Esteem Scale (1995), where 1 = strongly disagree to 7 = strongly agree. 

The inter-item correlation for male ratings of self-esteem was high (α = .80).  

 The 2nd covariate was Men’s Masculinity Norms. Men’s masculinity norm was 

tested by using 5 questions as in Experiment 2, where 1 = very untrue of me to 7 = very 

true of me. The inter-item correlation for male ratings of masculinity norm was high (α 

= .84).  
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 The 3rd covariate was the Unknown Woman’s Perceived Age. The unknown 

woman’s perceived age was asked by one question, i.e., “How likely do you believe the 

age of the woman in the photo, where 1 =looking very old to 7 = looking very young. 

The 8 other covariates related to men’s other perceptions towards the unknown 

woman in the photo that may affect male participants try to attract her. Male participants 

were asked a new question, “How likely would the following perceptions of the unknown 

woman in the photo make you try to attract her?” (0 = Don’t have this perception, 1 = very 

unlikely to 7 = very likely). Adapting and modifying Buss and Barnes (1986); Geary, 

Vigil, and Byrd-Craven (2004), male participants were asked to rate on “she seems to be 

easygoing, intelligent and kind and understanding” (i.e., the 4th covariate: the Unknown 

Woman’s Perceived Good Personality); “she seems to be healthy” (i.e., the 5th covariate: 

the Unknown Woman’s Perceived Good Gene), “she seems to be fond of children, good at 

cooking, good at housekeeping” (i.e., the 6th covariate: the Unknown Woman’s Perceived 

Good Family Caretaker), “she seems to have religious beliefs” (i.e., the 7th covariate: the 

Unknown Woman’s Perceived Religious Background), “she seems to have good earning 

ability” (i.e., the 8th covariate: the Unknown Woman’s Perceived Good Earning Ability), 

“she seems to have good family background” (i.e., the 9th covariate: the Unknown 

Woman’s Perceived Good Family Background), “she seems to be well educated” (i.e,. the 

10th covariate: the Unknown Woman’s Perceived Well Educated), and “she sexually 
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appeals to you” (i.e., the 11th covariate: the Unknown Woman Sexually Appeals to 

Participants). These were regarded as covariates, which have relationships with men’s 

attracting intentions. 

4.6.2 Results (Experiment 3) 

 Manipulation Checks. This research first examined the manipulation check for the 

unknown woman’s overall physical attractiveness. This research averaged the unknown 

woman’s overall attractiveness measures (α = .94). A 2 (Handbag Luxuriousness: Chanel 

vs. H&M) x 2 (Woman’s Overall Physical Attractiveness: Attractive vs. Unattractive) 

between-subjects ANOVA revealed that the unknown woman’s perceived overall physical 

attractiveness in the attractive condition was rated higher than that in the unattractive 

condition (MAttractive = 4.54 vs. MUnattractive =3.17; F (1, 244) = 90.71, p < .001). The main 

effect of the handbag luxuriousness and the interaction effect between the handbag 

luxuriousness and the unknown woman’s perceived overall physical attractiveness were 

not significant (p > .05). The manipulation check for the unknown woman’s overall 

physical attractiveness was successful. 

 Then, this research examined the manipulation check for the unknown woman’s 

handbag brand luxuriousness. This research averaged the handbag brand’s luxuriousness 

measures (α = .90). Again, a 2 (Handbag Luxuriousness: Chanel vs. H&M) x 2 (Unknown 

Woman’s Overall Physical Attractiveness: Attractive vs. Unattractive) between-subjects 
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ANOVA revealed that the handbag luxuriousness in the Chanel condition was rated higher 

than that in the H&M condition (MChanel = 4.86 vs. MH&M=3.84; F (1, 244) = 51.71, p 

< .001). The main effect of the unknown woman’s overall physical attractiveness and the 

interaction effect between the handbag luxuriousness and the unknown woman’s perceived 

overall physical attractiveness were not significant (p > .05). The manipulation check for 

the handbag luxuriousness was successful. 

 Moderating Effect of an Unknown Woman’s Overall Physical Attractiveness 

(Attractive vs. Unattractive) on the Effect of the Handbag Luxuriousness (Chanel vs. 

H&M) on Men’s Attracting Intentions. This was to assess H2, i.e., whether an unknown 

woman with a higher level of overall physical attractiveness would increase men’s higher 

intentions to attract her when she is using a luxury brand than using a non-luxury brand. 

But, for an unknown woman with a lower level of overall physical attractiveness, there 

would be no difference in men’s attracting intentions when she is using a luxury brand than 

using a non-luxury brand. The handbag luxuriousness (Chanel = 1 vs. H&M = 0 was 

manipulated, while the unknown woman’s overall physical attractiveness (Attractive = 1 

vs. Unattractive = 0) was also manipulated. Participants’ scores on men’s attracting 

intentions (α = .97) were summed and standardized to build an index. 

 Without Covariates. A 2 (Handbag Luxuriousness: Chanel vs. H&M) x 2 (Unknown 

Woman’s Overall Physical Attractiveness: Attractive vs. Unattractive) between-subjects 
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ANOVA revealed an insignificant main effect of the handbag luxuriousness on men’s 

attracting intentions (MChanel = 3.79 vs. MH&M = 3.47, F (1, 244) = 3.37, p =.07. The 

analysis revealed a significant main effect of woman’s overall perceived attractiveness on 

men’s attracting intentions (MAttractive = 4.74 vs. MUnattractive = 2.51, F (1, 244) = 165.04, 

p=.00. The analysis revealed a significant interaction effect between the handbag 

luxuriousness and the unknown woman’s overall physical attractiveness on men’s 

attracting intentions (F (1, 244) = 17.47, p=.00) (see Figure 16).  

Figure 16: 
 Interaction Effect of the Handbag Luxuriousness (Chanel vs. H&M) and an 

Unknown Woman’s Overall Physical Attractiveness (Attractive vs. 
Unattractive) on Men’s Attracting Intentions  

[Line Graph - Without Covariates] (Experiment 3) 

 

 Planned Contrasts. To explore the significant interaction, this research examined 

planned contrasts. For male participants in the attractive woman condition, men’s 
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attracting intentions was significantly higher in the Chanel condition versus the H&M 

condition (MChanel = 5.27, S.D. = 1.08 vs. MH&M 4.22, S.D. = 1.67; F (1, 122) = 17.18, p 

=.00).  

 Conversely, for those in the unattractive woman condition, men’s attracting 

intentions were not significantly different between the Chanel condition and the H&M 

condition, but directionally men’s attracting intentions in the H&M condition was higher 

than that in the Chanel condition (MH&M = 2.71, SD = 1.51 vs. MChanel = 2.30, SD = 1.13; F 

(1, 122) =2.90, p= .09) (see Figure 17). Taken together, the results confirmed that an 

unknown and attractive woman would increase men’s attracting intentions when she was 

using a luxury brand (vs. using a non-luxury brand). But, for an unknown and unattractive 

woman, there would be no difference in men’s attracting intentions when she was using a 

luxury brand (vs. using a non-luxury brand). H2 was supported. 

Figure 17:  
Interaction Effect of the Handbag Luxuriousness (Chanel vs. H&M) and an 

Unknown Woman’s Overall Physical Attractiveness (Attractive vs. Unattractive) 
on Men’s Attracting Intentions [Bar Graph- Without Covariates] (Experiment 3) 
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 Covariates Added. This research retested the interaction of the handbag 

luxuriousness (Chanel vs. H&M) and the unknown woman’s overall physical 

attractiveness (attractive vs. unattractive) on men’s attracting intentions with 11 covariates 

added. In addition to men’s self-esteem, men’s masculinity norms and the unknown 

woman’s perceived age, 8 new ones including the woman’s perceived good personality, 

good gene, good family caretaker, earning ability, family background, religious 

background, well educated, as well as the woman sexually appealed to participants were 

added. Such perceptions might make participants try to attract the unknown woman in the 

photo. The two-way interaction remained significant (Mean Square = 17.37, F (1, 233) = 

11.37, p = .00, partial eta squared [𝛮𝛮𝛲𝛲2 ]= 0.048). Table 22 summarizes the 2-way 

ANCOVA results after adding 11 covariates. H2 remained supported.  

Table 22: 
Moderating Effect of an Unknown Woman’s Overall Physical Attractiveness 

(Attractive vs. Unattractive) on the Effect of the Handbag Luxuriousness (Chanel 
vs. H&M) on Men’s Attracting Intentions  

2-Way Analysis of Covariance (ANCOVA) Results (Experiment 3) 
Covariate Mean 

Square F P value Partial Eta 
Squared    

1st Covariate: Men’s Self-
esteem 2.01  1.36  0.25  0.01     

2nd Covariate: Men’s 
Masculinity Norms 2.59  1.75  0.19  0.01     

3rd Covariate: Woman’s 
Perceived Age 7.67  5.19  0.02  0.02     

4th Covariate: Unknown 
Woman’s Perceived Good 
Personality   

0.69  0.46  0.50  0.00     

5th Covariate: Unknown 
Woman’s Perceived Good 
Gene 

0.10  0.07  0.80  0.00     

6th Covariate: Unknown 
Woman’s Perceived Good 
Family Caretaker 

2.12  1.43  0.23  0.01     
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7th Covariate: Unknown 
Woman’s Perceived 
Religious Background 

0.16  0.11  0.74  0.00     

8th Covariate: Unknown 
Woman’s Perceived Good 
Earning Ability  

5.69  3.85  0.05  0.02     

9th Covariate: Unknown 
Woman’s Perceived Good 
Family Background 

4.21  2.85  0.09  0.01     

10th Covariate: Unknown 
Woman’s Perceived Well 
Educated 

5.32  3.60  0.06  0.02     

11th Covariate: Unknown 
Woman Sexually Appeals 
to Participants  

23.10  15.62  0.00  0.06     

       

The 1st Mediated Moderation: The Interaction Effect of the Handbag 

Luxuriousness (Chanel vs. H&M) and an Unknown Woman’s Overall Physical 

Attractiveness (Attractive vs. Unattractive) through Men’s Attracting Intentions on 

Men’s Intentions to Display Material Resources. This part was to test the 1st mediated 

moderation (H3): whether the interaction effect of the handbag luxuriousness (Chanel vs. 

H&M) and an unknown woman’s overall physical attractiveness (Attractive vs. 

Unattractive) on men’s intentions to display material resources is mediated by men’s 

attracting intentions.  

First, this research tested the moderating effect of an unknown woman’s overall 

physical attractiveness (Attractive vs. Unattractive) on the effect of the handbag 

luxuriousness (Chanel vs. H&M) on men’s intentions to display material resources. The 

handbag luxuriousness (Chanel = 1 vs. H&M = 0) was manipulated, while the unknown 

woman’s overall physical attractiveness (Attractive = 1 vs. Unattractive =0) was 

manipulated. Participants’ scores on men’s intentions to display material resources (α=.92) 
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were summed and standardized to build an index. 

With Covariates. A 2 (Handbag Luxuriousness: Chanel vs. H&M) x 2 (Woman’s 

Overall Physical Attractiveness: Attractive vs. Unattractive) between-subjects ANOVA 

revealed a significant main effect of the handbag luxuriousness on men’s intentions to 

display material resources (MChanel = 3.94 vs. MH&M = 3.52, F (1, 244) = 6.31, p =.01. The 

analysis revealed a significant main effect of woman’s overall perceived attractiveness on 

men’s intentions to display material resources (MAttractive = 4.34 vs. MUnattractive = 3.12, F (1, 

244) =53.45, p = .00. The analysis revealed a significant interaction effect between the 

handbag luxuriousness and the unknown woman’s overall physical attractiveness on men’s 

intentions to display material resources (F (1, 244) = 9.59, p=.00) (see Figure 18).  

Figure 18: 
Interaction Effect of the Handbag Luxuriousness (Chanel vs. H&M) and an 

Unknown Woman’s Overall Physical Attractiveness (Attractive vs. Unattractive) on 
Men’s Intentions to Display Material Resources  

[Line Graph- Without Covariates] (Experiment 3) 

 



  131  
 

 Planned Contrasts. To explore the significant interaction, this research examined 

planned contrasts. For male participants in the Attractive Woman condition, men’s 

intentions to display material resources were significantly higher in the Chanel condition 

versus the H&M condition (MChanel = 4.80, SD = 0.71; MH&M 3.87 SD = 1.57; F (1, 122) 

=18.14, p=.00).  

 Conversely, for those in the Unattractive condition, there was no significant 

difference in men’s intentions to display material resources in the Chanel condition and 

that in the H&M condition, but directionally men’s intentions to display material resources 

was higher in the H&M condition than in the Chanel condition (MH&M 3.17, SD= 1.50 vs. 

MChanel = 3.08, SD= 1.27; F (1, 122) =0.15, p= .70) (see Figure 19).   

Figure 19: 
Interaction Effect of the Handbag Luxuriousness (Chanel vs. H&M) and an 

Unknown Woman’s Overall Physical Attractiveness (Attractive vs. Unattractive) on 
Men’s Intentions to Display Material Resources  

[Bar Graph- Without Covariates] (Experiment 3) 
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 Taken together, the results confirmed that an unknown and attractive woman would 

increase men’s intentions to display material resources when she was using a luxury brand 

(vs. using a non-luxury brand). But, for an unknown and unattractive woman, there would 

be no significant difference in men’s intentions to display material resources when she was 

using a luxury (vs. a non-luxury brand).  

 Covariates Added. This research retested the interaction of the handbag 

luxuriousness (Chanel vs. H&M) and the unknown woman’s overall physical 

attractiveness (attractive vs. unattractive) on men’s intentions to display material resources 

with the abovementioned 11 covariates added. The two-way interaction remained 

significant (Mean Square = 4.81, F (1, 233) = 4.75, p = 0.03, partial eta squared [𝛮𝛮𝛲𝛲2 ]= 

0.02). Table 23 summarizes the 2-way ANCOVA results after adding 11 covariates.  

Table 23: 
Moderating Effect of an Unknown Woman’s Overall Physical Attractiveness 

(Attractive vs. Unattractive) on the Effect of the Handbag Luxuriousness (Chanel vs. 
H&M) on Men’s Intentions to Display Material Resources 

2-Way Analysis of Covariance (ANCOVA) Results (Experiment 3) 

Covariate Mean Square F P value Partial Eta 
Squared 

 

1st Covariate: Men’s Self-esteem 5.39  5.32  0.02  0.02   

2nd Covariate: Men’s Masculinity Norms 4.10  4.05  0.05  0.02   

3rd Covariate: Unknown Woman’s 
Perceived Age 1.96  1.94  0.17  0.01   

4th Covariate: Unknown Woman’s 
Perceived Good Personality   1.33  1.32  0.25  0.01   

5th Covariate: Unknown Woman’s 
Perceived Good Gene 4.17  4.12  0.04  0.02   

6th Covariate: Unknown Woman’s 
Perceived Good Family Caretaker 1.43  1.41  0.24  0.01   
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7th Covariate: Unknown Woman’s 
Perceived Religious Background 0.22  0.22  0.64  0.00   

8th Covariate: Unknown Woman’s 
Perceived Good Earning Ability  2.62  2.59  0.11  0.01   

9th Covariate: Unknown Woman’s 
Perceived Good Family Background 0.15  0.14  0.71  0.00   

10th Covariate: Unknown Woman’s 
Perceived Well Educated 1.69  1.67  0.20  0.01   

11th Covariate: Unknown Woman 
Sexually Appeals to Participants  31.10  30.72  0.00  0.12   

 The 1st Mediated Moderation. Next, in relation to the 1st mediated moderation, this 

part was to test if the interaction effect of a luxury (vs. non-luxury) brand and an unknown 

woman’s overall physical attractiveness (attractive vs. unattractive) on men’s intentions to 

display material resources is mediated by men’s attracting intentions. To test this 1st 

Mediated Moderation, this research employed Model 8 in Hayes (2013) with 50,000 

bootstrapping resamples.  

 Without Covariates. First, the model regressed men’s attracting intentions on the 

Chanel (vs. H&M) condition (a categorical variable), an unknown attractive (vs. 

unattractive) woman (a categorical variable) and the interaction: the Chanel (vs. H&M) 

condition x unknown attractive (vs. unattractive). The Chanel (vs. Non-Chanel) condition 

and an unknown attractive (vs. unattractive) woman were mean-centered prior to analysis. 

The analysis yielded that the interaction effect of Chanel (vs. H&M) x Attractive (vs. 

Unattractive) Unknown Woman significantly predicted men’s attracting intentions (β=1.46, 

standard error [SE] =.35, t=4.15, p=.00, CI [.76, 2.15]).  
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 Second, the model regressed men’s intentions to display material resources on men’s 

attracting intentions, the mean-centered Chanel (vs. H&M) condition, the mean-centered 

unknown woman’s overall physical (attractive vs. unattractive), and the interaction: the 

Chanel (vs. H&M) condition x unknown woman’s overall physical attractiveness 

(attractive vs. unattractive). Men’s attracting intentions significantly predicted men’s 

intentions to display material resources (β=.53, standard error [SE] =.07, t=7.64, p=.00, CI 

[.39, .67]). The interaction effect of the Chanel (vs. H&M) x Attractive (vs. Unattractive) 

Woman insignificantly predicted men’s intentions to display material resources (β=.25, 

standard error [SE] =.32, t=.79, p=.43, CI [-.38, .89]) (see Table 24).  

  
Table 24: 

1st Mediated Moderation  
Conditional PROCESS Model Coefficients 

on Men’s Intentions to Display Material Resources [Without Covariates]  
(Experiment 3) 

Effects  β se t p LLCI ULCI  β se t p LLCI ULCI   
Men’s Attracting 
Intentions  – – – – – –  0.53 0.07 7.64 0.00 0.39 0.67   

Handbag 
Luxuriousness: 
Chanel vs. H&M 

-0.32 0.18 -1.82 0.07 -0.67 0.03  -0.25 0.15 -1.68 0.09 -0.54 0.04   

Unknown 
Woman’s Overall 
Physical 
Attractiveness: 
Attractive vs. 
Unattractive  

-2.24 0.18 -12.74 0.00 -2.59 -1.89  -0.02 0.17 -0.14 0.89 -0.35 0.30   

Interaction Effect 
of Chanel (vs. 
H&M) x 
Attractive (vs. 
Unattractive) 
Unknown Woman  

1.46 0.35 4.15 0.00 0.76 2.15  0.25 0.32 0.79 0.43 -0.38 0.89   

               

 Most importantly, the bootstrapping analysis revealed that men’s attracting 
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intentions mediated the interaction effect (95% CI = [.38, 1.26]). This result supported the 

hypothesized 1st mediated moderation. Taken together, the 1st mediated moderation (H3) 

was supported (see Figure 20).  

Figure 20:  
1st Mediated Moderation   

Moderating Effect of an Unknown Woman’s Overall Physical Attractiveness 
(Attractive vs. Unattractive) on the Effect of the Handbag Luxuriousness (Chanel 

vs. H&M) on Men’s Intentions to Display Material Resources is Mediated by Men’s 
Attracting Intentions (Experiment 3) 

 
Note:  
*** denotes significant levels at p≤.05. 
NS stands for Non-Significant (levels). 
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 Covariates Added. This research retested the interaction of the Chanel (vs. H&M) 

and the Attractive (vs. Unattractive) woman on men’s intentions to display material 

resources through men’s attracting intentions with the abovementioned 11 covariates were 

added.  

 After controlling for 11 covariates, the interaction effect of the Chanel (vs. H&M) 

condition x the Attractive (vs. Unattractive) Unknown Woman remained significant in 

predicting men’s attracting intentions (β=1.08, standard error [SE] =.32, t=3.34, p=.00, CI 

[.44, 1.72]). Men’s attracting intentions remained significant in predicting men’s intentions 

to display material resources (β=.35, standard error [SE] =.08, t=4.54, p=.00, CI [.20, .50]). 

The interaction effect of the Chanel (vs. H&M) x the Attractive (vs. Unattractive) 

Unknown Woman remained insignificant in predicting men’s intentions to display material 

resources (β=.19, standard error [SE] =.27, t=.71, p=.48, CI [-.34, .72]) (see Table 25).  

 Most importantly, the bootstrapping analysis revealed that men’s attracting 

intentions mediated the interaction effect (95% CI = [.17, .71]). The 1st mediated 

moderation (H3) remained supported, after controlling for 11 covariates.  

Table 25: 
1st Mediated Moderation  

Conditional PROCESS Model Coefficients  
on Men’s Intentions to Display Material Resources [Covariates Added] (Experiment 3) 

Effects  β se t p LLCI ULCI   β se t p LLCI ULCI   
Men’s Attracting 
Intentions  – – – – – –   0.35  0.08  4.54  0.00  0.20  0.50    
Handbag 
Luxuriousness: 
Chanel (vs. H&M) 

-0.22  0.16  -1.39  0.17  -0.54  0.09    -0.25  0.13  -1.96  0.05  -0.50  0.00    
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Unknown Woman’s 
Overall Physical 
Attractiveness: 
Attractive (vs. 
Unattractive) 

-1.67  0.22  -7.58  0.00  -2.11  -1.24    0.07  0.18  0.39  0.70  -0.28  0.42    

Interaction Effect of 
Chanel (vs. H&M) x 
Attractive (vs. 
Unattractive) 
Unknown Woman 

1.08  0.32  3.34  0.00  0.44  1.72    0.19  0.27  0.71  0.48  -0.34  0.72    

1st Covariate: men’s 
self-esteem -0.16  0.17  -0.90  0.37  -0.49  0.18    -0.20  0.14  -1.44  0.15  -0.47  0.07    

2nd Covariate: men’s 
masculinity norms -0.13  0.10  -1.28  0.20  -0.32  0.07    0.20  0.07  2.78  0.01  0.06  0.35    

3rd Covariate: 
Unknown woman’s 
perceived age 

0.21  0.11  1.99  0.05  0.00  0.43    0.03  0.09  0.38  0.70  -0.14  0.21    

4th Covariate: 
Unknown Woman’s 
Perceived Good 
Personality   

0.08  0.11  0.71  0.48  -0.13  0.29    0.08  0.08  0.94  0.35  -0.09  0.25    

5th Covariate: 
Unknown Woman’s 
Perceived Good Gene 

-0.02  0.08  -0.27  0.79  -0.18  0.14    0.15  0.06  2.42  0.02  0.03  0.27    

6th Covariate: 
Unknown Woman’s 
Perceived Good 
Family Caretaker 

-0.13  0.11  -1.20  0.23  -0.35  0.09    -0.06  0.09  -0.66  0.51  -0.25  0.12    

7th Covariate: 
Unknown Woman’s 
Perceived Religious 
Background 

-0.02  0.08  -0.32  0.75  -0.18  0.13    0.04  0.06  0.67  0.50  -0.07  0.15    

8th Covariate: 
Unknown Woman’s 
Perceived Good 
Earning Ability  

0.16  0.09  1.83  0.07  -0.01  0.34    0.05  0.07  0.74  0.46  -0.09  0.20    

9th Covariate: 
Unknown Woman’s 
Perceived Good 
Family Background 

0.15  0.08  1.86  0.06  -0.01  0.31    -0.02  0.08  -0.31  0.76  -0.18  0.13    

10th Covariate: 
Unknown Woman’s 
Perceived Well 
Educated 

-0.16  0.10  -1.68  0.09  -0.35  0.03    -0.03  0.09  -0.40  0.69  -0.21  0.14    

11th Covariate: 
Unknown Woman 
Sexually Appeals to 
Participants  

0.25  0.08  2.97  0.00  0.08  0.42    0.20  0.08  2.65  0.01  0.05  0.36    

 

 The 2nd Mediated Moderation: The Interaction Effect of Handbag Luxuriousness 

(Chanel vs. H&M) and Woman’s Overall Physical Attractiveness (Attractive vs. 
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Unattractive) through Men’s Attracting Intentions on Men’s Intentions to Display 

Physical Fitness. This part was to test the 2nd mediated moderation (H4): The interaction 

effect of the handbag luxuriousness (Chanel vs. H&M) and an unknown woman’s overall 

physical attractiveness (attractive vs. unattractive) on men’s intentions to display physical 

fitness is mediated by men’s attracting intentions. 

 First, this research tested the moderating effect of an unknown woman’s overall 

physical attractiveness (Attractive vs. Unattractive) on the effect of handbag luxuriousness 

(Chanel vs. H&M) on men’s intentions to display physical fitness. The handbag 

luxuriousness (Chanel = 1 vs. Non-Chanel (H&M and No Logo) = 0) was manipulated, 

while the unknown woman’s overall physical attractiveness (Attractive = 1 vs. Unattractive 

= 0) was manipulated. Participants’ scores on men’s intentions to display physical fitness 

(α=.95) were summed and standardized to build an index. 

 Without Covariates. First, a 2 (Handbag Luxuriousness: Chanel vs. H&M) x 2 

(Unknown Woman’s Overall Physical Attractiveness: Attractive vs. Unattractive) between-

subjects ANOVA revealed a significant main effect of handbag luxuriousness on men’s 

intentions to display physical fitness (MChanel = 3.90 vs. MH&M = 3.43, F (1, 244) =7.07, 

p=.01).  

 Second, the model regressed men’s intentions to display physical fitness on men’s 

attracting intentions, the mean-centered Chanel (vs. H&M) condition, the mean-centered 
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unknown woman’s overall physical, and the interaction: the Chanel (vs. H&M) condition x 

an unknown woman’s overall physical attractiveness. The analysis revealed a significant 

main effect of the unknown woman’s overall perceived attractiveness (attractive vs. 

unattractive) on men’s intentions to display physical fitness (MAttractive = 4.18 vs. MUnattractive 

= 3.15, F (1, 244) = 35.21, p=.00). The analysis revealed a significant interaction effect 

between the handbag luxuriousness (Chanel vs. H&M) and the unknown woman’s overall 

physical attractiveness (attractive vs. unattractive) on men’s intentions to display physical 

fitness (F (1, 244) = 14.93, p = .00) (see Figure 21).  

Figure 21: 
Interaction Effect of the Handbag Luxuriousness (Chanel vs. H&M) and an 

Unknown Woman’s Overall Physical Attractiveness (Attractive vs. 
Unattractive) on Men’s Intentions to Display Physical Fitness [Line Graph - 

Without Covariates] (Experiment 3) 

 

 Planned Contrasts. To explore the significant interaction, this research examined 

planned contrasts. For male participants in the attractive woman condition, men’s 
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intentions to display physical fitness were significantly higher in the Chanel condition 

versus the H&M condition (MChanel = 4.75, SD = 0.70; MH&M = 3.61, SD = 1.56; F (1, 122) 

= 27.25, p=.00).  

 Conversely, for those in the unattractive woman condition, there was no significant 

difference between the Chanel condition and the H&M condition, but directionally men’s 

intentions to display physical fitness were higher in the H&M condition than in the Chanel 

condition (MH&M =3.25, SD = 1.59; MChanel = 3.04, SD = 1.43; F (1, 122) =0.60, p= .44) 

(see Figure 22). Taken together, the results confirmed that an unknown and attractive 

woman would increase men’s intentions to display physical fitness when she is using a 

luxury (vs. using a non-luxury) brand. But, for an unknown and unattractive woman, there 

would be no difference in men’s intentions to display physical fitness when she was using 

a luxury (vs. using a non-luxury) brand. 

Figure 22:  
Interaction Effect of the Handbag Luxuriousness (Chanel vs. H&M) and an Unknown 

Woman’s Overall Physical Attractiveness (Attractive vs. Unattractive) on Men’s 
Intentions to Display Physical Fitness  

[Bar Graph - Without Covariates] (Experiment 3) 
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 Covariates Added. This research retested the interaction of the Chanel (vs. H&M) 

and the unknown woman’s overall physical attractiveness (attractive vs. unattractive) on 

men’s intentions to display physical fitness with the abovementioned 11 covariates added. 

The two-way interaction remained significant (Mean Square = 12.31, F (1, 233) = 9.72, p 

= 0.00, partial eta squared [𝛮𝛮𝛲𝛲2 ]= 0.04). Table 26 summarizes the 2-way ANOVA results 

after adding 11 covariates.  

Table 26: 
Moderating Effect of an Unknown Woman’s Overall Physical Attractiveness (Attractive 

vs. Unattractive) on the Effect of the Handbag Luxuriousness (Chanel vs. H&M)  
on Men’s Intentions to Display Physical Fitness 

2-Way Analysis of Covariance (ANCOVA) Results (Experiment 3) 

Covariate Mean Square F P value Partial Eta 
Squared 

 

1st Covariate: Men’s Self-
esteem 0.52  0.41  0.52  0.00   

2nd Covariate: Men’s 
Masculinity Norms 4.54  3.58  0.06  0.02   

3rd Covariate: Unknown 
Woman’s Perceived Age 4.11  3.24  0.07  0.01   

4th Covariate: Unknown 
Woman’s Perceived Good 
Personality   

1.13  0.90  0.35  0.00   

5th Covariate: Unknown 
Woman’s Perceived Good 
Gene 

3.89  3.07  0.08  0.01   

6th Covariate: Unknown 
Woman’s Perceived Good 
Family Caretaker 

4.49  3.54  0.06  0.02   

7th Covariate: Unknown 
Woman’s Perceived 
Religious Background 

0.01  0.01  0.94  0.00   

8th Covariate: Unknown 
Woman’s Perceived Good 
Earning Ability  

2.52  1.99  0.16  0.01   

9th Covariate: Unknown 
Woman’s Perceived Good 
Family Background 

1.66  1.31  0.25  0.01   

10th Covariate: Unknown 
Woman’s Perceived Well 
Educated 

1.49  1.18  0.28  0.01   

11th Covariate: Unknown 
Woman Sexually Appeals to 
Participants  

29.11  22.99  0.00  0.09   
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 The 2nd Mediated Moderation. Next, this part was to test the 2nd mediated 

moderation (H4): The interaction effect of a luxury (vs. non-luxury) brand and an 

unknown woman’s overall physical attractiveness on men’s intentions to display physical 

fitness is mediated by men’s attracting intentions. To test the 2nd Mediated Moderation, 

this research employed Model 8 in Hayes (2013) with 50,000 bootstrapping resamples.  

 Without Covariates. First, the model regressed men’s attracting intentions on the 

Chanel (vs. H&M) condition (a categorical variable), an unknown attractive (vs. 

unattractive) woman (a categorical variable) and the interaction: the Chanel (vs. H&M) 

condition x an unknown attractive (vs. unattractive) woman. The Chanel (vs. H&M) 

condition and the unknown attractive (vs. unattractive) woman were mean-centered prior 

to analysis. The analysis yielded that the interaction effect of the Chanel (vs. H&M) x 

attractive (vs. unattractive) woman significantly predicted men’s attracting intentions 

(β=1.46, standard error [SE] =.35, t=4.15, p=.00, CI [.76, 2.15]).  

 Second, the model regressed men’s intentions to display physical fitness on men’s 

attracting intentions, the mean-centered Chanel (vs. Non-Chanel condition), the mean-

centered unknown woman’s overall physical, and the interaction: Chanel (vs. H&M) 

condition x an unknown woman’s overall physical attractiveness. Men’s attracting 

intentions significantly predicted men’s intentions to display physical fitness (β=.54, 

standard error [SE] =.07, t=7.89, p=.00, CI [.41, .68]). The interaction effect of the Chanel 
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(vs. H&M) x the attractive (vs. unattractive) woman insignificantly predicted men’s 

intentions to display physical fitness (β=.55, standard error [SE] =.34, t=1.64, p=.10, CI 

[-.11, 1.22]) (see Table 27).  

 Most importantly, the bootstrapping analysis revealed that men’s attracting 

intentions mediated the interaction effect (95% CI = [.40, 1.27]). This result supported the 

2nd mediated moderation (H4) (see Figure 23).  

 
Table 27: 

2nd Mediated Moderation  
Conditional PROCESS Model Coefficients  

on Men’s Intentions to Display Physical Fitness [Without Covariates] (Experiment 3) 
Effects  β se t p LLCI ULCI  β se t p LLCI ULCI   

Men’s Attracting 
Intentions  – – – – – –  0.54 0.07 7.89 0.00 0.41 0.68   

Handbag 
Luxuriousness: 
Chanel vs. H&M 

-0.32 0.18 -1.82 0.07 -0.67 0.03  -0.29 0.15 -1.88 0.06 -0.59 0.01   

Unknown 
Woman’s Overall 
Physical 
Attractiveness: 
Attractive vs. 
Unattractive  

-2.24 0.18 -12.74 0.00 -2.59 -1.89  0.18 0.17 1.09 0.28 -0.15 0.52   

Interaction Effect 
of Chanel (vs. 
H&M) x 
Attractive (vs. 
Unattractive) 
Unknown 
Woman  

1.46 0.35 4.15 0.00 0.76 2.15  0.55 0.34 1.64 0.10 -0.11 1.22   
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Figure 23: 
2nd Mediated Moderation  

Moderating Effect of an Unknown Woman’s Overall Physical Attractiveness 
(Attractive vs. Unattractive) on the Effect of the Handbag Luxuriousness (Chanel 
vs. H&M) on Men’s Intentions to Display Physical Fitness is Mediated by Men’s 

Attracting Intentions (Experiment 3) 

 
Note:  
*** denotes significant levels at p≤.05. 
NS stands for Non-Significant (levels). 

  
 Covariates Added. This research retested the interaction of the Chanel (vs. H&M) 

and the attractive (vs. unattractive) woman on men’s intentions to display physical fitness 

through men’s attracting intentions with the abovementioned 11 covariates added.  
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After controlling for 11 covariates, the interaction effect of the Chanel (vs. H&M) x 

the attractive (vs. unattractive) Woman remained significant in predicting men’s attracting 

intentions (β=1.08, standard error [SE] =.32, t=3.34, p=.00, CI [.44, 1.72]). Men’s 

attracting intentions remained significant in predicting men’s intentions to display physical 

fitness (β=.38, standard error [SE] =.08, t=4.71, p=.00, CI [.22, .54]). The interaction effect 

of the Chanel (vs. H&M) x the attractive (vs. unattractive) Woman remained insignificant 

in predicting men’s intentions to display physical fitness (β=.50, standard error [SE] =.30, 

t=1.67, p=.10, CI [-.09, 1.08]) (see Table 28). Most importantly, the bootstrapping analysis 

revealed that men’s attracting intentions mediated the interaction effect (95% CI = 

[.17, .77]). The 2nd mediated moderation (H4) remained supported, after controlling for 11 

covariates. 

Table 28: 
2nd Mediated Moderation  

Conditional PROCESS Model Coefficients 
on Men’s Intentions to Display Physical Fitness [Covariates Added] (Experiment 3) 

Effects  β se t p LLCI ULCI   β se t p LLCI ULCI   
Men’s Attracting 
Intentions  – – – – – –   0.38  0.08  4.71  0.00  0.22  0.54    
Handbag 
Luxuriousness: 
Chanel (vs. H&M) 

-0.22  0.16  -1.39  0.17  -0.54  0.09    -0.29  0.14  -2.05  0.04  -0.58  -0.01    

Unknown Woman’s 
Overall Physical 
Attractiveness: 
Attractive (vs. 
Unattractive) 

-1.67  0.22  -7.58  0.00  -2.11  -1.24    0.31  0.18  1.73  0.08  -0.04  0.66    

Interaction Effect of 
Chanel (vs. H&M) x 
Attractive (vs. 
Unattractive) 
Unknown Woman 

1.08  0.32  3.34  0.00  0.44  1.72    0.50  0.30  1.67  0.10  -0.09  1.08    

1st Covariate: men’s 
self-esteem -0.16  0.17  -0.90  0.37  -0.49  0.18    -0.02  0.16  -0.12  0.90  -0.33  0.29    
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2nd Covariate: 
men’s masculinity 
norms 

-0.13  0.10  -1.28  0.20  -0.32  0.07    0.22  0.08  2.75  0.01  0.06  0.37    

3rd Covariate: 
Unknown Woman’s 
perceived age 

0.21  0.11  1.99  0.05  0.00  0.43    0.07  0.09  0.81  0.42  -0.11  0.26    

4th Covariate: 
Unknown Woman’s 
Perceived Good 
Personality   

0.08  0.11  0.71  0.48  -0.13  0.29    0.07  0.10  0.67  0.51  -0.13  0.27    

5th Covariate: 
Unknown Woman’s 
Perceived Good 
Gene 

-0.02  0.08  -0.27  0.79  -0.18  0.14    0.15  0.07  2.04  0.04  0.01  0.29    

6th Covariate: 
Unknown Woman’s 
Perceived Good 
Family Caretaker 

-0.13  0.11  -1.20  0.23  -0.35  0.09    -0.14  0.11  -1.33  0.18  -0.36  0.07    

7th Covariate: 
Unknown Woman’s 
Perceived Religious 
Background 

-0.02  0.08  -0.32  0.75  -0.18  0.13    0.00  0.08  0.05  0.96  -0.16  0.17    

8th Covariate: 
Unknown Woman’s 
Perceived Good 
Earning Ability  

0.16  0.09  1.83  0.07  -0.01  0.34    0.05  0.08  0.57  0.57  -0.11  0.21    

9th Covariate: 
Unknown Woman’s 
Perceived Good 
Family Background 

0.15  0.08  1.86  0.06  -0.01  0.31    0.04  0.08  0.47  0.64  -0.12  0.20    

10th Covariate: 
Unknown Woman’s 
Perceived Well 
Educated 

-0.16  0.10  -1.68  0.09  -0.35  0.03    -0.02  0.09  -0.27  0.79  -0.20  0.15    

11th Covariate: 
Unknown Woman 
Sexually Appeals to 
Participants  

0.25  0.08  2.97  0.00  0.08  0.42    0.19  0.08  2.23  0.03  0.02  0.35    

Additional Analysis – The Match (vs. Unmatched) between the Unknown 

Woman’s Image and her Handbag’s Image. As explained in the Hypothesis 

Development, men have desires to attract an unknown woman using a luxury brand, 

because her overall physical attractiveness is amplified when there is a good match 

between the woman’s image and the handbag brand’s image. With this theorizing, in 

Experiment 3, males were asked a new question: “How do you perceive the match between 
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the woman’s image and the handbag brand’s image in the photo?”, ranging from 1 = totally 

unmatched to 7 = perfect match.  

 A 2 (Handbag Luxuriousness: Chanel vs. H&M) x 2 (Woman’s Overall Physical 

Attractiveness: Attractive vs. Unattractive) between-subjects ANOVA revealed that male 

participants in the attractive woman condition rated the match of the Chanel handbag in the 

photo to be higher than the unattractive woman condition in the photo (M=4.55 vs. 

M=4.24). In contrast, male participants in the unattractive woman condition rated the 

match of the Chanel handbag in the photo to be very close to the H&M handbag in the 

photo (M=3.58 vs. M=3.53). The match between the unknown woman’s image and the 

handbag’s image significantly differed in two unknown woman’s overall physical 

attractiveness conditions: attractive vs. unattractive woman conditions, F (1, 244) = 30.12, 

p=.00). As predicted, this result showed that, for an unknown and attractive woman using a 

Chanel handbag, her beauty was amplified, so males perceived that the attractive woman 

fitted with the Chanel brand’s image. But, for an unknown and attractive woman using a 

H&M brand, her beauty would not be affected greatly because males perceived that the 

attractive woman did not fit with the H&M brand’s image.  

4.6.3 Discussion (Experiment 3) 

 Using a new stimulus (a different unknown woman: attractive vs. unattractive) as a 

manipulated categorical variable, and the same Chanel and H&M logos, the results of 
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Experiment 3 were consistent with the results of Experiment 2. The findings showed that 

an unknown and attractive woman would trigger men’s higher intentions to attract her 

when she is using a luxury brand than using a non-luxury brand. But, for an unknown and 

unattractive woman, there is no difference in men’s attracting intentions when she is using 

a luxury brand than using a non-luxury brand.  

 In addition, the findings showed that an unknown and attractive woman would 

trigger men’s higher intentions to display material materials / physical fitness more when 

she is using a luxury brand than using a non-luxury brand. But, for an unknown and 

unattractive woman, there is no difference in men’s intentions to display material resources 

/ physical fitness when she is using a luxury brand than using a non-luxury brand. Such a 

moderating effect of the attractive (vs. unattractive) woman on the effect of her use of a 

luxury brand than non-luxury brand on men’s intentions to display material resources / 

physical fitness is mediated by their intentions to attract her. The effect of an unknown and 

attractive woman on the effect of her use of a luxury brand on men’s intentions to display 

material resources / physical fitness is significant for men having attracting intentions, but 

not for men without attracting intentions.  

 Across three experiments, this research has addressed its major objective by filling 

the research gap in signaling theory through unraveling how male receivers decode and 

counter-signal to the signal displayed by an unknown woman’s use of a luxury brand. A 
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minor objective was also outlined earlier in this thesis, i.e., to challenge the statement of 

Wang and Griskevicious (2014), who wrote that “many men are unable to differentiate if a 

woman’s handbag, shoes, or outfit costs $50 or $5,000”. Indeed, the findings showed that 

this statement is without grounding. Drawing on the successful manipulation checks for the 

handbag luxuriousness across three experiments, the handbag luxuriousness of the Chanel 

(luxury) brand was found to be higher than that of the H&M (non-luxury) brand. These 

provide evidence that men can distinguish an unknown woman’s luxury brand from an 

unknown woman’s non-luxury brand. 
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CHAPTER 5: GENERAL DISCUSSION 

5.1 Summary of Findings  

Across three experiments, the present research provides converging evidence for the 

perceptions and reactions (counter-signals returned) to the signal displayed by an unknown 

woman using a luxury brand. Experiment 1 and 2 showed that both male undergraduates 

and employees were more likely to perceive that an unknown woman using a Chanel 

handbag (luxury brand) is in a committed relationship than an unknown woman using an 

H&M handbag (non-luxury brand). As explained in Hypothesis Development, previous 

research has provided evidence on men’s intentions to attract an unknown woman being in 

a committed relationship is derived from intrasexual competition in the scope of 

evolutionary psychology. This research’s findings align with the previous research. This 

research showed that men are more likely to believe that an unknown woman using a 

luxury brand is in a committed relationship than an unknown woman using a non-luxury 

brand. Also, men have intentions to attract an unknown woman who is perceived as in a 

romantic relationship (Schmitt, 2004; Schmitt & Buss, 2001). In the decoding process of 

signaling theory, men’s attracting intentions are a kind of temporary state (Schmitt & Buss, 

2001) but a critical response when men perceive the signal displayed by an unknown 

woman with a luxury brand. 

 Experiment 2 demonstrated that an unknown woman with a higher level of overall 
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physical attractiveness would increase men’s higher intentions to attract her when she is 

using a luxury brand than using a non-luxury brand. But, for an unknown woman with a 

lower level of overall physical attractiveness, there is no difference in men’s intentions to 

attract her when she is using a luxury brand than using a non-luxury brand. Experiment 2 

also showed that an unknown woman with a higher level of overall physical attractiveness 

would trigger men’s higher intentions to display material materials / physical fitness when 

she is using a luxury brand than using a non-luxury brand. But, for an unknown woman 

with a lower level of overall physical attractiveness, there is no difference in men’s 

intentions to display material resources / physical fitness when she is using a luxury brand 

than using a non-luxury brand. Such a moderating effect of the woman’s overall physical 

attractiveness on the effect of her use of a luxury brand than a non-luxury brand on men’s 

intentions to display material resources / physical fitness is mediated by their (i.e., the 

males’) intentions to attract her.  

 Consistently, Experiment 3 exhibited that an unknown and attractive woman would 

increase men’s intentions to attract her when she is using a luxury brand than using a non-

luxury brand. But, for an unknown and unattractive woman, there is no difference in men’s 

intentions to attract her when she is using a luxury brand than using a non-luxury brand. 

Experiment 3 also revealed that an unknown and attractive would trigger men’s higher 

intentions to display material materials / physical fitness when she is using a luxury brand 
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than using a non-luxury brand. But, for an unknown and unattractive woman, there would 

be no difference in men’s intentions to display material resources / physical fitness when 

she is using a luxury brand than using a non-luxury brand. Such a moderating effect of the 

attractive (vs. unattractive) woman on the effect of her use of a luxury brand than a non-

luxury brand on men’s intentions to display material resources / physical fitness is 

mediated by their (i.e., the males’) intentions to attract her. The effect of an unknown and 

attractive woman on the effect of her use of a luxury brand on men’s intentions to display 

material resources / physical fitness is significant for men with attracting intentions, but not 

for men without attracting intentions.  

Evidence across three experiments exhibited that the research gap regarding the 

receivers’ decoding process of signaling theory was filled. This research is the first to test 

how men perceive and react as a counter-signal to an unknown woman’s use of a luxury 

brand from the perspective of evolutionary psychology. Specifically, such males’ counter-

signals align with the literature that men’s material resources and physical fitness 

symbolize their socio-economic status and physical strength respectively (von Rueden, 

Gureven, & Kplan, 2008) in evolutionary psychology.  

5.2 Theoretical Contributions   

The present research has enriched the existing research and bridged the research gap 

by explaining how male receivers decode and respond to the information in the decoding 
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process of signaling theory through the lens of evolutionary psychology.  

Males’ Perception of the Signal Displayed by an Unknown Woman’s Use of a 

Luxury (vs. Non-Luxury) Brand. Only a limited number of management studies have 

examined the importance of receivers returning information to signalers (e.g. Gupta, 

Govindarajan, & Malhotra, 1999, as cited in Connelly, Certo, Ireland, & Reutzel, 2011), 

such as how job applicants return information as counter-signals to the employers to get  

job offers. The present research is the first attempt within the areas of evolutionary and 

consumer psychology to explore how men’s perceptions and reactions are affected by the 

signal displayed by an unknown woman using a luxury brand.  

To generate further knowledge relating to an unknown woman’s visible use of a 

luxury brand in signaling theory, Experiment 1 and 2 found that men decode the signal 

displayed by an unknown woman’s use of a luxury brand as meaning that she is more 

likely to be in a committed relationship than an unknown woman’s use of a non-luxury 

brand. The findings provide convergent support to previous research on committed 

relationships. Men invest enormous amounts of resources (e.g., purchases of luxury brands 

for their female partners) for developing a committed relationship. The more the 

investments the men have devoted, the more the committed relationships should be 

maintained (Rusbult, 1983).  

Males form this perception of the signal displayed by the unknown woman’s visible 
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use of a luxury brand by drawing on male hunting mechanism under intrasexual 

competition. Men use various tactics when facing intrasexual competition, and one of the 

key tactics they use is to display resources to potential mates (e.g., Buss, 1988; Buss & 

Shackelford, 1997). 

The moderation and mediated moderations are also the first attempt to explain how 

and why men have counter-signals in decoding process of signaling theory. 

 Moderating Effect of an Unknown Woman’s Overall Physical Attractiveness on 

the Effect of her Use of a Luxury (vs. Non-Luxury) Brand on Men’s Attracting 

Intentions. Previous marketing research discusses why a luxury brand can improve the 

female brand user’s overall physical attractiveness in the perspective of “the match 

between the luxury brand’s image and the unknown woman’s image”. As elaborated in 

Hypothesis Development, previous research has argued that when the woman’s image is 

congruent with the luxury brand image, the woman’s beauty will be amplified by the 

luxury brand (Prendergast & Lai, 2016, 2017). Men should feel more favorable towards a 

woman using a luxury brand when her image matches with the luxury brand’s image 

(Wheeler, Petty, & Bizeer, 2005). However, no prior research has investigated how men 

(receivers) respond to the match (vs. unmatched) between the luxury brand’s image and the 

luxury brand users’ image. Experiment 2 and 3 provided evidence that an unknown woman 

with a higher level of overall physical attractiveness would trigger men’s higher intentions 
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to attract her when she is using a luxury brand than using a non-luxury brand. But, there 

would be no difference in men’s intentions to attract an unknown woman with a lower 

level of overall physical attractiveness when she is using a luxury brand rather than using a 

non-luxury brand. Thus, this thesis also provides evidence on the interaction effect 

between the visible use of an unknown woman’s luxury brand and her overall physical 

attractiveness on men’s attracting intentions. Furthermore, previous research focused on 

what mate-attraction tactics are effective and commonly used by humans. This thesis 

extended the previous research to test how the signal displayed by an unknown woman’s 

use of a luxury brand triggers men’s attracting intentions. The present research also 

provides additional evidence testing the importance of the interaction between the visible 

use of an unknown woman’s luxury brand and her overall physical attractiveness on men’s 

attracting intentions. 

The 1st & 2nd Mediated Moderation: Moderating Effect of an Unknown Woman’s 

Overall Physical Attractiveness on the Effect of her Use of a Luxury (vs. Non-Luxury) 

Brand on Men’s Intentions to Display Material Resources / Physical Fitness is Mediated 

by Men’s Attracting Intentions. Previous scholars explained that men’s attracting 

intentions are a crucial drive for attracting potential women with good heritable traits, and 

maximizing inclusive fitness in evolutionary psychology (e.g., Buss, 2007; Buss, 

Shackelford, & Mckibbin, 2008; Pedersen, Putcha-Bhagavatula, & Miller, 2010). Using 
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this fundamental concept, men’s attracting intentions are proposed not only to be a 

dependent variable but also take a mediating role on the interaction effect of the woman’s 

use of luxury handbag and her overall physical attractiveness on men’s intentions to 

display material resources / physical fitness. 

Counter-signals. Previous research has provided robust evidence that male visual 

consumption of luxury brands signals a desirable quality to attract females (Griskevicius, 

Tybur, Sundie, Cialdini, Miller, & Kenrick, 2007; Schmitt & Buss, 1996; Sundie, Kenrick, 

Griskevicius, Tybur, Vohs, & Beal, 2011). Using material resources to attract women is a 

common male tactic in the literature. Apart from material resources, previous research has 

focused on explaining that male moderate muscular bodies act as another favorable signal, 

showing their underlying physical fitness to attract females (e.g., Frederick & Haselton, 

2007; Gangestad & Scheyad, 2005; Li & Kenrick, 2006). Male sports participation also 

signals their underlying physical fitness for attracting women (e.g., Faurie, Pointier, & 

Raymond, 2004; Sylwester & Pawlowski, 2011).  

The present research firstly links an unknown woman’s use of a luxury brand with 

her overall physical attractiveness, and how such linkage affects men’s displays of material 

resources or physical fitness under the influence of men’s attracting intentions in the 

decoding process of signaling theory. Experiment 2 and 3 provided statistical evidence that 

an unknown woman with a higher level of overall physical attractiveness would trigger 
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men’s higher intentions to display material materials / physical fitness when she is using a 

luxury brand than using a non-luxury brand. However, there would be no difference in 

men’s intentions to display material resources / physical fitness to an unknown woman 

with a lower level of overall physical attractiveness when she is using a luxury brand rather 

than using a non-luxury brand. Such a moderating effect of the woman’s overall physical 

attractiveness on the effect of her use of a luxury brand than a non-luxury brand on men’s 

intentions to display material resources / physical fitness is mediated by their intentions to 

attract her. The effect of an unknown woman’s overall physical attractiveness on the effect 

of her use of a luxury brand on men’s intentions to display material resources / physical 

fitness is significant for men with attracting intentions, but not for men without attracting 

intentions. 

To summarize, the present research advances the decoding process of male receivers, 

when male receivers expose to the signal displayed by an unknown woman’s use of a 

luxury brand. The findings articulate that an unknown woman’s visible use of a luxury 

brand influences males. The present research demonstrates that men’s consumer behavior 

(counter-signals) will be stimulated. To echo the encoding process of the unknown female 

signaler’s visible use of a luxury brand, male receivers exhibit their resources (an 

implication of their wealth) or show their physical fitness (an implication of their good 

health and gene) to attract her.  
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5.3 Managerial Implications  

 This research suggests several important managerial and marketing implications.  

Under the influence of males’ attracting intentions, males have higher intentions to display 

material resources or physical fitness to the signal displayed by a higher level of overall 

physically attractive unknown woman using a luxury (vs. non-luxury) brand. This research 

provides evidence that men’s intentions to attract an unknown woman is primary in men’s 

decoding process of signaling theory in the domain of evolutionary psychology (Buss, 

1989; Buss, 2007). This research has implications for managers of luxury brands and 

fitness / sports clubs.  

Luxury brands. The visible use of an unknown women’s luxury brand is the focus 

of this study, and this study’s findings shed lights on the overall physical attractiveness of 

female salespersons in the luxury brand shops. Male consumers have physiological 

responses and consume visibly in perspectives of evolutionary psychology (Saad, 2013b). 

To apply this research’s findings, luxury brand managers can consider amplifying their 

female salespersons’ overall physical attractiveness by using their luxury products 

(assuming the female salesperson is attractive), with the purpose to enhance their female 

employees’ images that connect with their brand’s images. It then appears that men may 

have higher intentions to consume luxury brands visibly when they are served by a higher-

level overall physically attractive female salesperson wearing luxury branded products in 
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luxury shops.  

Luxury brand marketers usually advertise their female products from the angle of the 

luxury brand female consumers (signalers) (e.g., Barker & Churchill, 1977; Kahle & 

Homer, 1985; Till & Busler, 2000) who would like to enhance their self-images (e.g., 

Dolich, 1969; Sirgy, 1982). The present research findings give a new way for these 

marketers to create an innovative advertising strategy. Luxury brand marketers may shift to 

promote their male products by using a higher-level overall physically attractive female 

model (signaler) using their luxury products, leading male consumers (receivers) to have 

motives to consume their male products.   

Shopping environments such as fragrance (Morrin & Ratneshwar, 2003) and 

background music (Milliman, 1986) have influences on consumer behavior. Grocery 

stores’ paths also affect consumer behavior (Hui, Bradlow, & Fader, 2009). A recent 

research infers that richer consumers enjoy shopping for luxury brands when they have 

more space in the shop (O’Guinn, Tanner, & Maeng, 2015). However, a limited research 

examines how layouts of luxury brand shops can affect consumer behavior. It is observed 

that female and male products are located in distinct zones in a luxury brand shop. This 

research’s findings help luxury brands to design a new layout, putting female and male 

products (such as bags) together in the same area in the shop. This new layout may 

provoke male consumers to have motives to visibly consume luxury brands if they have 
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more chances to see a higher-level overall physically attractive unknown woman shopping 

in the same area in the brand shop. 

Prior research has provided evidence that gift givers buy and give gifts to signal their 

committed relationships with their gift receivers (e.g., Belk & Coon, 1993; Sherry, 1983; 

Ward & Broniarcyk, 2016). This aligns with this research’s finding, i.e., men are more 

likely to believe that an unknown woman using a luxury brand is in a committed 

relationship than an unknown woman using a non-luxury brand. This research’s finding is 

consistent with previous studies, showing that the higher the price of the gift, the closer the 

committed relationship is perceived (e.g., Belk & Coon, 1993; Sherry, 1983). Men buy 

products as gifts for their committed partner particularly on various festivals and 

occasions, e.g., Valentine’s Day, birthdays, and wedding anniversary days (Sherry, 1983). 

Luxury brand managers may promote their brands by using this research’s finding to 

design their new promotional messages, to arouse men to buy their luxury brands as gifts 

for their committed partners on various festivals and occasions.  

Fitness / Sports Clubs. Fitness club managers have widely employed celebrities to 

endorse their services or products (e.g., Derdenger, Li, & Srinivasan, 2017). Sports club 

managers with the sponsorships of world-known brands have mutual benefits to increase 

the consumers’ awareness to the sports club and luxury brands (Cornwell, Humphreys, 

Maguire, Weeks, & Tellegen, 2006). Fitness club marketers have tried to promote their 
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services by using promotional messages, like “you can do it” or “your action will work 

out”, to elicit their members’ self-efficacy (Han, Duhachek, & Agrawal, 2016). Also, they 

have tried to develop their promotional messages, like “how guilty do you feel? Stop 

overeating and join our fitness program”, to make their members feel humiliation (Han, 

Duhachek, & Agrawal, 2016). Fitness / sports club managers currently convey promotional 

messages, like playing sports can improve or sustain men’s physical fitness (Caspersen, 

Powell, & Christenson, 1985). This research’s findings provide additional directions for 

these marketers to create new promotional messages. This research suggests that fitness / 

sports club managers may consider to crossover with luxury brand marketers to arouse the 

attracting intentions of male consumers (receivers), leading males to improve their physical 

fitness when a higher-level physically attractive female model (a signaler) uses the luxury 

brands.  

Also, fitness / sports club managers can consider increasing their female trainers’ 

overall physical attractiveness by using luxury branded products, with the purpose to 

enhance their female trainers’ images that are congruent with their brands’ images. Males 

may have higher intentions to become more physically fit when they are trained by female 

overall physically attractive trainers using luxury branded products.  

Men’s displays of physical fitness allow men to attract their potential woman (e.g., Escasa, 

Gray, & Patton, 2010; Li & Kenrick, 2006; Nedelec & Beaver, 2014; Schulte-Hostedde, 
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Eys, & Krista, 2008), this research’s findings inspire these marketers to create new 

promotional messages (e.g., a man with a higher level of physical fitness will have a higher 

chance to attract a woman successfully) through the lens of evolutionary psychology, with 

an aim at arousing male to take their services or training.  

 This research has implications from the perspectives of male consumers. It would 

behove male consumers to judge which counter-signal is suitable for them to display. This 

research’s findings are consistent with previous literature. Male consumers respond more 

favourably to physically attractive than to unattractive salesladies, leading them to have 

greater satisfaction with services provided by the physically attractive salesladies than the 

unattractive ones, as well as greater intentions to purchase the products being sold (e.g. 

Reingen & Kerman, 1993, as cited in Wan & Wyer, 2015). When male receivers have 

intentions to display their material resources, one of the ways is the visible consumption of 

luxury brands (Sundie, Kenrick, Griskevicious, Tybur, Vohs, & Beal, 2011). In other 

words, when male receivers have intentions to display material resources, they should have 

actual purchases of luxury brands. This should increase the sales of luxury brands.  

 In a similar vein, if males have intentions to display their physical fitness, they may 

actively and regularly train their muscular bodies at fitness clubs, or participate in sports at 

sports clubs, with the aims to display their good genes and good health to their desired 

overall physically attractive women. In other words, when male receivers have intentions 
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to display physical fitness, they will take actions to train their muscular bodies or sports 

skills. This should be beneficial to the business of fitness / sports clubs.  

5.4 Limitations and Future Research 

Although the present research has a number of theoretical contributions, there are 

limitations. Some may have concerns about the associations between experiment 

methodologies and external validity. Sampling is a great concern in the issue of external 

validity (McGrath & Brinberg, 1983). Experiment 1’s participants were male 

undergraduates, while Experiment 2 and 3 were male non-undergraduates. As discussed 

previously, there are differences in earning capabilities and spending power on luxury 

brands between male undergraduates and non-undergraduates. The findings of Experiment 

1 and 2 showed that both male undergraduates and non-undergraduates were more likely to 

perceive an unknown woman using a luxury handbag was in a committed relationship than 

an unknown woman using a non-luxury handbag. Experiment 2 and 3 used male 

employees, the findings showed that men use counter-signals (displays of material 

resources and physical fitness) to the signal displayed by an unknown woman’s use of a 

luxury brand. In support of sampling several subsets (McGrath & Brinberg, 1983), the 

present research’s sampling ranges from teenagers (male undergraduates) to early adults 

and middle-aged adults (male non-undergraduates). Some may argue that homogenous 

sampling should be used for the entire study (either male undergraduates or male non-
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undergraduates should be used in all experiments). Future research may consider 

homogenous sampling.  

Generalizability is another concern in the issue of external validity (McGrath & 

Brinberg, 1983). Some may question whether the relationship between the variables in the 

context of the experiments can be generalized to different contexts. There are 4 viewpoints 

in response to this question. First, this research was conducted in the context of Hong 

Kong. 90% of participants were Hong Kong residents working in Hong Kong. Male 

knowledge and attitudes about luxury brands may be diverse across cultures (Wilcox, Kim, 

& Sen, 2009). Future research may extend to cross-cultural comparisons, to explore how 

evolutionary psychology is rooted in diverse cultures.  

Second, this research affirms that material resources and physical fitness are used to 

attract women because they symbolize their higher socioeconomic status (e.g., Buss, 1988) 

and good genes respectively (e.g., von Rueden, Gureven, & Kplan, 2008). Some may argue 

that there are other possible males’ counter-signals. Males may use their humor and skills 

in telling jokes; good personality (e.g., caring and kindness); good dressing; good manners; 

intelligence (Buss, 1988; Eastwick & Hunt, 2014); as well as their skills in playing a 

musical instrument (Sluming & Manning, 2000). These may be interesting variables for 

further investigation and comparisons.  

Third, this research selected a Chanel handbag (luxury brand) and an H&M handbag 



  165  
 

(non-luxury brand) as a key independent variable after conducting Pre-test 1. In each 

experiment, the handbag luxuriousness manipulation checks were successful. There are 

many other luxury and non-luxury brands. It may be helpful for future research to 

investigate other luxury and non-luxury brands. As explained earlier, this research used a 

woman’s handbag in each experiment because women’s handbags are one of the typical 

stimuli used in previous research. There are many other female products. These give a 

direction for future research.  

Fourth, this research presented photos to participants to complete online surveys. 

Further research may be conducted in a real environment (e.g., restaurants and parties), 

that may be helpful to explore more factors (e.g., background music, lighting, and food) 

during the process of signaling theory that may affect men’s perceptions and counter-

signals in the real contexts.  

This research provided evidence on a significant effect of an overall physically 

attractive unknown woman on the effect of her use of a luxury (vs. a non-luxury brand) on 

men’s reactions (including men’s attracting intentions, intentions to display material 

resources / physical fitness). On the other hand, regarding an overall physical unattractive 

woman, there were no differences in male receivers’ reactions when she is using a luxury 

brand than using a non-luxury brand. It is observed that the findings of Experiment 2 and 3 

showed an interesting directional pattern, i.e., male participants have fewer intentions to 
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attract or display material resources / physical fitness towards an overall physically 

unattractive unknown woman using a luxury brand than an overall physically unattractive 

unknown woman using a non-luxury brand. This can be explained in terms of “horns 

effects” (also called “devil effects / reversed halo effects”), which are defined as the 

tendency to “think of a person in general as rather inferior and to color the judgment of the 

separate qualities by this feeling” (Kervyn, Yzerbyt, Judd, & Nune, 2009; Thorndike, 

1920). As a proverb says, “You can’t make a silk purse out of a sow’s ear”, male receivers 

may judge that an overall physical unattractive unknown woman using a luxury brand 

cannot make her attractive out of her natural unattractiveness. Indeed, an overall physically 

unattractive unknown woman using a luxury brand shoots herself in the foot, leading male 

receivers to form negative first impressions. An overall physically unattractive unknown 

woman using a luxury brand is perceived as less favorable than an overall physically 

unattractive unknown woman using a non-luxury brand. This may give a new insight for 

future research to explore why an overall physically unattractive unknown woman using a 

luxury brand is perceived as being potentially even more unattractive than an overall 

physically unattractive unknown woman using a non-luxury brand. 

 Furthermore, this research emphasizes the visible signal displayed by a female 

signaler’s use of a luxury brand. On the other hand, subtle signals displayed by luxury 

brands are theorizing by Eckhardt and Wilson (2015), who suggested researching the 
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effects of subtle signals displayed by luxury brands. In the Hypothesis Development in this 

research, inconspicuous consumption was mentioned to compare with conspicuous 

consumption. Inconspicuous consumption is defined as the use of subtle signals that are 

only observable to the others who have prior knowledge of the brands, so the others can 

recognize the brands even if they have subtle logos (Berger & Ward, 2010). Future 

researchers may draw on this research by investigating whether signals displayed by 

female signalers’ luxury brands with subtle logos have effects on male receivers’ decoding 

process in signaling theory.  

Moreover, in Experiment 1 and 2, the handbag perceived as counterfeit was tested as 

a covariate to preclude the alternative explanation. However, the handbag perceived as 

counterfeit had effects on men’s attracting intentions, men’s intentions to display material 

resources, and men’s intentions to display physical fitness to the signal displayed by the 

woman using a luxury brand. To manipulate the handbag’s authenticity in Experiment 3, a 

new sentence: “The handbag in the photo is real and not sold in Hong Kong yet, as it is 

newly designed by the brand designer.” was added to the cover story. Some may question 

whether counterfeit products will produce any significant effects on men’s responses and 

counter-signals. Some may think that counterfeit products are substitutes for authentic 

luxury products (Han, Nunes, & Drèze, 2010). One more direction might be to further 

compare the displays of an unknown woman’s authentic brands with the displays of an 
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unknown woman’s counterfeit brands.  

Some may argue that there may be ethically problematic selling practices (Zhuang & 

Tsang, 2008). One such practice refers to overall physically attractive salesladies and 

celebrities whose beauty may be used by sellers to sell their products to buyers. In this 

research, managers may be criticized for using such a strategy to elicit male consumers’ 

attracting intentions, and intentions to display their material resources / physical fitness by 

only using an overall physically attractive saleslady, celebrity or female trainer. Is such a 

selling practice ethical? It is not the place of this research to address this issue, but 

certainly, future research may consider evaluating such a selling practice.  

In evolutionary psychology, men take women’s physical attractiveness as the top 

mating preference. This research emphasizes the first impression given to the male 

receivers when they first meet an unknown woman using a luxury brand. Thus, her 

physical attributes are focused on in this research. Some may argue that an unknown 

woman’s other traits, such as personality, may increase their attractiveness to male 

receivers. Indeed, men may find her personality attractive, but only when they have the 

chance to know each other. It is beyond this research’s focus to consider variables (such as 

personality) that might emerge in a longer term encounter between a male and a female. 

Future research may extend to an unknown woman’s personality, in the context where 

male receivers have the chance to explore her personality.  
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The research findings are consistent with the previous literature on the match 

between an unknown woman’s luxury brand image and her image. The congruence creates 

an amplifying effect, such that a luxury brand can make an overall attractive woman appear 

even more attractive. Looking at this mechanism in reverse, does an overall physically 

attractive woman make a luxury brand appear to be even more luxurious? Does an overall 

physical unattractive woman damage the image of a luxury brand? Future research may be 

valuable for addressing these questions. 

This research emphasizes the “women-men” signaling. However, very limited “men 

to men” signaling has been explored. As a study of Hennighausen, Hudders, Lange, and 

Fink (2016) found that male visual consumption of luxury brands works in intrasexual 

competition, this is worth exploring further.  

Another interesting extension may be to test if homosexual males who may have a 

distinct consumer behavior (Kates, 2002). Indeed, this research does not control for sexual 

orientation. Another interesting extension may be to test if there are differences between 

homosexual and heterosexual males. The present research helps arouse interests in more 

constructs in signaling theory and consumer research.  

5.5 Conclusion  

 The major objective of this thesis is to fill the research gap in signaling theory, in 

answering the research question: “How do men perceive and react to an unknown woman’s 
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use of a luxury brand?”. This research offers a deeper explanation of how and why male 

receivers’ evolved mechanism produces their perceptions and reactions (counter-signals) to 

the signal displayed by an unknown woman’s use of a luxury brand. This research enriches 

the existing research and bridges the research gap by explaining how male receivers 

decode. Aligning with previous research (e.g., Connelly, Certo, Ireland, & Reutzel, 2011; 

Johnstone, 1997; Spence, 1973), the present research supports that signaling theory is 

helpful for the “woman to men” communication when men first meet and want to attract an 

unknown woman using a luxury brand.  

 In response to the visible signal displayed by such an unknown woman’s use of a 

luxury (versus non-luxury) brand, male receivers perceive that she is in a committed 

relationship. This is consistent with the literature that men are resource providers (e.g., Li, 

Bailey, Kenrick, & Linsenmeier, 2002; Buss & Schmitt, 1993). Moreover, an unknown 

woman’s higher level of overall physical attractiveness will strengthen or weaken the 

relationship between her use of a luxury (versus non-luxury) brand and men’s attracting 

intentions (i.e., men’s reactions). In addition, men’s counter-signals, including men’s 

material resources (e.g., Sundie, Kenrick, Griskevicius, Tybur, Vohs, & Beal, 2010) or 

physical fitness (e.g., Nedelec & Beaver, 2014) are found to be useful for displaying their 

underlying and good qualities. As such, an unknown woman’s higher level of overall 

physical attractiveness will strengthen or weaken the relationship between her use of a 
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luxury (versus non-luxury) brand and men’s intentions to display material resources / 

physical fitness. Such a moderation effect of her overall physical attractiveness on the 

effect of her use of a luxury (versus non-luxury) brand is mediated by men’s attracting 

intentions. This research’s findings may enlighten managers of luxury brands and fitness / 

sports clubs to develop innovative marketing strategies.  

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



  172  
 

References  

Apicella, C. L. (2014). Upper-body strength predicts hunting reputation and reproductive 
success in Hadza hunter-gatherers. Evolution and Human Behavior, 35, 508-518.  

Arnett, J. J. (2000). Emerging adulthood: a theory of development from the late teens 
through the twenties. American Psychologist, 55 (5), 469-480.  

 
Arriaga, X. B., & Agnew, C. R. (2001). Being committed: Affective, cognitive, and 

conative components of relationship commitment. Personality and Social 
Psychology Bulletin, 27 (9), 1190-1203. 

Bagwell, L. S. & Bernheim, B. D. (1996). Veblen effects in a theory of conspicuous 
consumption. The American Economic Review, 86, 3, 349-373. 

Baker, M. D., & Maner, J. (2008). Risk-taking as a situationally sensitive male mating 
strategy. Evolution and Human Behavior, 29(6), 391-395.  

Baker, M. D., & Maner, J. K. (2009). Male risk-taking as a context-sensitive signaling 
device. Journal of Experimental Social Psychology, 45(5), 1136-1139.  

Barker, M. J. & Churchill, G. A. (1977). The impact of physically attractive models on 
advertising evaluations. Journal of Marketing Research, XIV, 538-555. 

 
Batra, R., Ahuvia, A. & Bagozzi, R. P. (2012). Brand love. Journal of Marketing, 76, 1, 1-
 16. 

Belk, R. W., & Coon, G. S. (1993). Gift to on giving as agapic Love : An alternative the 
Dating exchange paradigm based experiences. Journal of Consumer Research, 
20(3), 393-417. 

Berger, J., & Ward, M. (2010). Subtle signals of inconspicuous consumption. Journal of 
Consumer Research, 37, 555-569.  

Bird, B. R., & Smith, E. A. (2005). Signaling Theory, Strategic Interaction, and Symbolic 
Capital. Current Anthropology, 46(2), 221-248. 

Bonsakesen, T. (2012). Exploring gender differences in quality of life. Mental Health 
Review Journal, 17 (1), 39-49. 

Boulding, W. & Kirmani, A. (1993). A consumer-side experimental examination of 
 signaling theory: do consumers perceive warranties as signals of quality? Journal of 



  173  
 

 Consumer Research, 20, 1, 111-123. 

Bourke, A. F. G. (2011). The validity and value of inclusive fitness theory. Proceeding of 
The Royal Society B, 278, 3313-3320. 

Burnstein, E., Crandall, C. & Kitayama, S. (1994). Some Neo-Darwinian Decision Rules 
for Altruism: Weighing Cues for Inclusive Fitness as a Function of the Biological 
Importance of the Decision. Journal of Personality and Social Psychology, 67(5), 
773-789. 

Buss, D. M. (1985). Human mate selection: Opposites are sometimes said to attract, but in 
fact we are likely to marry someone who is similar to us in almost every variable. 
American Scientist, 73(1), 47-51. 

Buss, D. M. (1988). The evolution of human intrasexual competition: Tactics of mate 
attraction. Journal of Personality and Social Psychology, 54(4), 616-628.  

Buss, D. M. (1989). Sex differences in human mate preferences: Evolutionary hypothesis 
tested in 37 cultures. Behavioural and Brain Sciences, 12, 1-49.  

Buss, D. M. (2007). The evolution of human mating. Acta Psychologica Sinica, 39 (3), 
502-512.  

Buss, D. M. (2009). How can evolutionary psychology successfully explain personality 
and individual differences? Perspectives on Psychological Science, 4 (4), 359-366. 

Buss, D. M. (2009). The great struggles of life. Darwin and the emergence of evolutionary 
psychology. American Psychologist, 64 (2), 140-148.  

Buss, D. M. & Barnes, M. (1986). Preferences in human mate selection. Journal of 
Personality and Social Psychology, 50 (3), 559-570. 

Buss, D. M., & Schmitt, D. P. (1993). Sexual strategies theory: An evolutionary 
perspective on human mating. Psychological Review, 100 (2), 204-232.  

Buss, D. M., & Shackelford, T. K. (1997). From vigilance to violence: mate retention 
tactics in married couples. Journal of Personality and Social Psychology, 72 (2), 
346-361. 



  174  
 

Buss, D. M., Shackelford, T. K., & Mckibbin, W. F. (2008). The Mate Retention 
Inventory-Short Form (MRI-SF). Personality and Individual Differences, 44, 322-
334.  

Buunk, A. P., & Fisher, M. (2009). Individual differences in intrasexual competition. 
Journal of Evolutionary Psychology, 7(1), 37-48.  

Buunk, A. P., & Massar, K. (2012). Intrasexual competition among males: Competitive 
towards men, prosocial towards women. Personality and Individual Differences, 
52(7), 818-821.  

Carver, L. F., Vafaei, A., Guerra, R., Freire, A., Philips, S. P. (2013). Gender Differences: 
Examination of the 12-Item Bem Sex Role Inventory (BSRI-12) in an Older 
Brazilian Population. PloS One, 8 (10), 1-7. 

Caspersen, C. J., Powell, K. E., & Christenson, G. M. (1985). Physical activity, exercise, 
and physical fitness: definitions and distinctions for health-related research. Public 
Health Reports, 100 (2), 126-131. 

Chaplin, L. N. & Roedder, D. J. (2005). The Development of self-brand connections in 
 children and adolescents. Journal of Consumer Research, 32, 119-129. 

Confer, J. C., Perilloux, C., & Buss, D. M. (2010). More than just a pretty face: Men’s 
priority shifts toward bodily attractiveness in short-term versus long-term mating 
contexts. Evolution and Human Behavior, 31(5), 348-353.  

Connelly, B. L., Certo, S. T., Ireland, R. D., & Reutzel, C. R. (2011). Signaling Theory: A 
Review and Assessment. Journal of Management, 37(1), 39-67.  

Cooper, M. L., Shaver, P. R., & Collins, N. L. (1998). Attachment styles, emotion 
regulation, and adjustment in adolescence. Journal of Personality and Social 
Psychology, 74(5), 1380-1397.  

Cornwell, T. B., Humphreys, M. S., Maguire, A. M., Weeks, C. S., & Tellegen, C. L. 
(2006). Sponsorship-Linked marketing: The role of articulation in Memory. Journal 
of Consumer Research, 33, 312-321. 

Cosmides, L., & Tooby, J. (1992). The psychological foundations of culture. In J. H. 
Barkow, L. Cosmides & J. Tooby (Eds.), The Adapted Mind: Evolutionary 
Psychology and The Generation of Culture (pp. 19-136). New York, NY: Oxford 
University Press.  



  175  
 

Cronk, L. (2005). The application of animal signaling theory to human phenomena: Some 
thoughts and clarifications. Social Science Information, 44(4), 603-620.  

Currie, T. E., & Little, A. C. (2009). The relative importance of the face and body in 
judgments of human physical attractiveness. Evolution and Human Behavior, 30, 
409-416.  

Davies, A. P. C. & Shackelford, T. K. (2015). Comparisons of the effectiveness of mate-
attraction tactics across mate poaching and general attraction and across types of 
romantic relationships. Personality and Individual Differences, 85, 140-144.  

Davies, A. P. C., & Shackelford, T. K., & Hass, R. G. (2007).When a "poach" is not a 
poach: Re-defining human mate poaching and re-estimating its frequency. Archives 
of Sexual Behavior, 36, 5, 702-16. 

De Fraja, G. (2009). The origin of utility: Sexual selection and conspicuous consumption. 
Journal of Economic Behavior & Organization, 72(1), 51-69.  

Derdenger, T. P., Li, H., & Srinivasan, K. (2017). Firms’ Strategic Leverage of Unplanned 
Exposure and Planned Advertising: An Analysis in the Context of Celebrity 
Endorsements. Journal of Marketing Research, pp (not available).  

Dolich, I. J. (1969). Congruence Relationships between Self Images and Product Brands. 
Journal of Marketing Research, 6, 1, 80-84.  

Duclos, R., Wan, E. W., Jiang, Y. (2013). Show me the honey! Effects of social 
 exclusion on financial risk-taking. Journal of Consumer Research, 40, 122-135. 

Dugatkin, L. A. (20017). Inclusive Fitness Theory from Darwin to Hamilton. Genetics, 
176, 3, 1375-1380. 

Duntley, J. D., & Buss, D. M. (2012). The evolution of stalking. Sex Roles, 66, 311-327.  

Eastwick, P. W. & Finkel, E. J. (2008). Sex differences in mate preferences revisited: Do 
people know what they initially desire in a romantic partner? Journal of Personality 
and Social Psychology, 94(2), 245-264. 

Eastwick, P. W. & Hunt, L. L. (2014). Relational Mate Value: Consensus and uniqueness 
in romantic evaluations. Journal of Personality and Social Psychology, 106 (3), 728-
751. 



  176  
 

Eckhardt, G. M., Belk, R. W., & Wilson, J. A. J. (2015). The rise of inconspicuous 
consumption. Journal of Marketing Management, 31, 7–8, 807-826. 

Ellis, B. J., & Symons, D. (1990). Sex differences in sexual fantasy: an evolutionary 
psychological approach. The Journal of Sex Research, 27 (4), 527-555.  

Escalas, J. E. & Bettman, J. R. (2005). Self-construal, reference groups and brand meaning. 
Journal of Consumer Research, 32, 378-389.  

Escasa M., Gray P. B., & Patton, J. Q. (2010). Male traits associated with attractiveness in 
Conambo, Ecuador. Evolution and Human Behavior, 31 (3), 193-200. 

Farthing, G. W. (2007). Neither daredevils nor wimps: Attitudes toward physical risk 
takers as mates. Evolutionary Psychology, 5, 754-777. 

Faurie, C., Pontier, D., & Raymond, M. (2004). Student athletes claim to have more sexual 
partners than other students. Evolution and Human Behavior, 25(1), 1-8.  

Ferraro, R., Kirmani, A., & Matherly, T. (2013). Look at Me! Look at Me! Conspicuous 
 Brand Usage, Self-Brand Connection, and Dilution. Journal of Marketing Research, 

L, 477-488. 

Fisher, M., Cox, A., Bennett, S. & Gavric, D. (2008). Components of self-perceived mate 
value. Journal of Social, Evolutionary, and Cultural Psychology, 13-25. 

Flostad, I. & Karter, A. J. (1992). Parasites, bright males, and the immunocompetence 
handicap. American Naturalist, 139 (3), 603-622. 

Frederick, D. A. & Haselton, M. G. (2007). Why is muscularity sexy? Tests of the fitness 
indicator hypothesis. Personality and Social Psychology Bulletin, 33 (8), 1167-1183. 

Fuchs, C., Prandelli, E., Schreier, M. & Dahl, D. W. (2013). All that Is users might not be 
gold: How labeling products as user designed backfires in the context of luxury 
fashion brands. Journal of Marketing, 77, 75-91. 

Gangestad, S. W., Scheyd, G. J. (2005). The evolution of human physical attractiveness. 
Annual Review of Anthropology, 34, 523-548.  

Gangestad, S. W., & Simpson, J. A. (2000). The evolution of human mating: Trade-offs 
and strategic pluralism. Behavioral and Brain Sciences, 23, 573-644. 



  177  
 

Garsktka, T. A., Schmitt, M. T., Branscombe,- N. R., & Hummert, M. L. (2004). How 
young and older adults differ in their responses to perceived age discrimination. 
Psychology and Aging, 19 (2), 326-335. 

Geary, D. C., Vigil, J., & Byrd-Craven, J. (2004). Evolution of human mate choice. 
Journal of Sex Research, 41(1), 27-42.  

Gilron, R., & Gutchess, A. H. (2012). Remembering first impressions: Effects of 
intentionality and diagnosticity on subsequent memory. Cognitive, Affective & 
Behavioral Neuroscience, 12(1), 85-98.  

Global Powers of Luxury Goods Report issued by Deloitte Touché Tohmatsu Limited in 
 2017. Retrieved September 17, 2017 from 
 https://www2.deloitte.com/global/en/pages/consumer-business/articles/gx-cb-
 global-powers-of-luxury-goods.html 

Gomà-i-Freixanet, M., Martha, C., & Muro, A. (2012). Does the sensation-seeking trait 
differ among participants engaged in sports with different levels of physical risk? 
Annals of Psychology, 28, 223-232. 

Greitemeyer, T., Kastenmüller, A., & Fischer, P. (2013). Romantic motives and risk-
taking: an evolutionary approach. Journal of Risk Research, 16, 1, 19-38. 

Griskevicius, V., Tybur, J. M., Sundie, J. M., Cialdini, R. B., Miller, G. F., & Kenrick, D. 
T. (2007). Blatant benevolence and conspicuous consumption: When romantic 
motives elicit strategic costly signals. Journal of Personality and Social Psychology, 
93(1), 85-102.  

Gurven, M., & Hill, K. (2009). Why Do Men Hunt? Current Anthropology, 50 (1), 51-74.  

Hamilton, W. D. (1964). The genetical evolution of social behavior. Journal of Theoretical 
Biology, 7(1), 1–52. Retrieved August 2, 2014, from 
http://www.ncbi.nlm.nih.gov/pubmed/5875340 

Han, D., Duhachek, A., Agrawal, N. (2014). Emotions shape decisions through construal 
level: the case of guilt and shame. Journal of Consumer Research, 41, 1047-1064. 

Han, D., Duhachek, A., Agrawal, N. (2016). Coping and construal level matching drives 
health message effectiveness via response efficacy or self-efficacy enhancement. 
Journal of Consumer Research, 43, 429-447. 



  178  
 

Han, Y. J., Nunes, J. C., & Drèze, X. (2010). Signaling Status with Luxury Goods : The 
Role of Brand Prominence, Journal of Marketing, 74, 15-30. 

Haufe, C. (2007). Sexual selection and mate choice in evolutionary psychology. Biology & 
Philosophy, 23(1), 115-128.  

Hayes, A. F. (2013). Introduction to mediation, moderation, and conditional process 
analysis: a regression-based approach. New York: The Guilford Press. 

Helson, R., & Soto, C. J. (2005). Up and down in middle age: monotonic and 
nonmonotonic changes in roles, status, and personality. Journal of Personality and 
Social Psychology, 89 (2), 194-204. 

Hennighausen, C., Hudders, L., Lange P. B., and Fink, H. (2016). What if the rival drives a 
Porsche? Luxury car spending as a costly signal in male intrasexual competition. 
Evolutionary Psychology, 1-13. 

Hill, S. E. Rodeheffer, C. D., Griskevicius, V., Durante, K., & White, A. E. (2012). 
Boosting beauty in an economic decline: Mating, spending, and the lipstick effect. 
Journal of Personality and Social Psychology: Interpersonal Relations and Group 
Processes, 103, 2, 275-291.  

Hönekopp, J., Rudolph, U., Beier, L., Liebert, A., & Müller, C. (2007). Physical 
attractiveness of face and body as indicators of physical fitness in men. Evolution 
and Human Behavior, 28, 106–111.  

Hui, S. K., Bradlow, E. R., Fader, P. S. (2009). Testing behavioral hypotheses using an 
integrated model of grocery store shopping path and purchase behavior. Journal of 
Consumer Research, 36, 478-493. 

Janssen, I. and LeBlanc, A. G. (2010). Systemic review of the health benefits of physical 
activity and fitness in school-aged children and youth. International Journal of 
Behavioral Nutrition and Physical Activity, 7(40), 1-16. 

Janssens, K., Pandelaere, M., Van den Bergh, B., Millet, K., Lens, I., & Roe, K. (2011). 
Can buy me love: Mate attraction goals lead to perceptual readiness for status 
products. Journal of Experimental Social Psychology. 47, 254-258.  

Jiang, Y., Gorn, G. J., Galli, M., & ChattopadhyayA. (2015). Does your company have the 
 right logo? How and why circular- and angular-logo shapes influence brand attribute 
 judgments. Journal of Consumer Research. 42, 5, 709-726. 



  179  
 

Johnstone, R. A. (1997).The evolution of animal of animal signals. In J. R. Krebs & N. B. 
Davies (Eds.), Behavioral Ecology: An Evolutionary Approach (pp. 155-178). 
Cambridge, Mass.: Blackwell Science.  

Kahle, L. R., & Homer, P. M. (1985). Physical attractiveness of the celebrity endorser: a 
social adaptation perspective. Journal of Consumer Research, 11, 954-961. 

Kastanakis, M. N., & Balabanis, G. (2012). Between the mass and the class: Antecedents 
of the “bandwagon” luxury consumption behavior. Journal of Business Research, 
65(10), 1399-1407.  

Kates, S. M. (2002). The protean quality of subcultural consumption: An ethnographic 
account of gay consumers. Journal of Consumer Research, 29, 383-399. 

Kenrick, D. T., Neuberg, S. L., Griskevicius. V., & Becker, D. V., & Schaller, M. (2010). 
Goal-driven cognition and functional behavior: The fundamental-motives 
framework. Current Directions in Psychological Science, 19 (1), 63-67. 

Kervyn, N., Yzerbyt, V. Y., Judd, C. M., & Nunes, A. (2009). A question of compensation: 
 The social life of the fundamental dimensions of social perception. Journal of 
 Personality and Social Psychology, 96(4), 828-842. 
 
Kronrod, A. & Danziger, S. (2013). “Wii Will Rock You!” The use and effect of 
 figurative language in consumer reviews of hedonic and utilitarian consumption. 
 Journal of Consumer Research, 40, 726-739. 
 
Lassek, W. D. & Gaulin, S. J. C. (2009). Costs and benefits of fat-free muscle mass in 

men: Relationship to mating success, dietary requirements, and native immunity. 
Evolution and Human Behaviour, 30, 322-328. 

Lertwannawit, A., & Mandhachitara, R. (2012). Interpersonal effects on fashion 
consciousness and status consumption moderated by materialism in metropolitan 
men. Journal of Business Research, 65, 1408 -1416. 

Levenson, M. R., & Massachusetts, B. (1990). Risk taking and Personality. Journal of 
Personality and Social Psychology, 58 (6), 1073-1080. 

Li, N. L., Bailey, M. J., Kenrick, D. T., & Linsenmeier, J. A. W. (2002). The Necessities 
and Luxuries of Mate Preferences: Testing the tradeoffs. Journal of Personality and 
Social Psychology, 82(6), 47-955. 



  180  
 

Li, N. P., & Kenrick, D. T. (2006). Sex similarities and differences in preferences for 
short-term mates: what, whether, and why. Journal of Personality and Social 
Psychology, 90(3), 468–489. doi:10.1037/0022-3514.90.3.468. 

Malhotra, N. K. (1988). Self-concept and product choice: An integrated perspective. 
Journal of Economic Psychology, 9, 1, 1-28. 

Maner, J. K., Kenrick, D. T., Becker, D. V., Delton, A. W., Hofer, B., Wiblur, C. J. & 
Neuberg, S. L. (2003). Sexually selective cognition: beauty cptures the mind of the 
beholder. Journal of Personality and Social Psychology, 85 (6), 1107-1120. 

Manning, J. T., & Taylor, R. P. (2001). Second to fourth digit ratio and male ability in 
sport: Implications for sexual selection in humans. Evolution and Human Behavior, 
22, 61-69. 

May, F. (2017). The Effect of Future Event Markers on Intertemporal Choice Is Moderated 
by the Reliance on Emotions versus Reason to Make Decisions. Journal of 
Consumer Research. 44, 2, 313-331. 

McArthur, L. Z. & Baron, R. M. (1983). Towards an ecological theory of social 
perception. Psychological Review, 90 (3), 215-238. 

McCreary, D. R., Sasse, D. K., Saucer, D. M., & Dorsch, K. (2004). Measuring the drive 
for muscularity: factorial validity of the drive for muscularity scale in men and 
women. Psychology of Men & Masculinity, 5(1), 49-58. 

McGrath, J. E., & Brinberg, D. (1983). External validity and the research process: A 
comment on the Calder / Lynch Dialogue. Journal of Consumer Research, 10, 115-
124. 

McIntyre, M., Gangestad, S. W., Gray, P.B., Chapman, J.F., Burnham, T.C., O’ Rourke, 
M.T., & Thornhill, R. (2006). Romantic involvement often reduces men’s 
testosterone levels--but not always: the moderating role of extrapair sexual interest. 
Journal of Personality and Social Psychology, 91 (4), 642-51. 

Meier-Pesti, K. & Penz, E. (2008). Sex or gender? Expanding the sex-based view by 
introducing masculinity and femininity as predictors of financial risk taking. Journal 
of Economic Psychology 29, 180-196.  

Miller, S. L., Maner, J. K., & McNulty, J. K. (2012). Adaptive attunement to the sex of 
individuals at a competition: The ratio of opposite- to same-sex individuals 



  181  
 

correlates with changes in competitors’ testosterone levels. Evolution and Human 
Behavior, 33(1), 57-63.  

Milliman, R. E. (1986). The Influence of background music on the behavior of restaurant 
patrons. Journal of Consumer Research. 13, (2), 286-289. 

Monga, A. B., Gȕrhan-Canli, Z. (2012). The Influence of Mating Mind-Sets on Brand 
Extension Evaluation. Journal of Marketing Research, XLIX, 581-593. 

Morrin, M., & Ratneshwar, S. (2003). Does it make sense to use scents to enhance brand 
memory? Journal of Marketing Research, XL, 10-25. 

Murstein, B. I. (1970). Stimulus Value. Role: A theory of marital choice. Journal of 
Marriage and Family, 32 (3), 465-481. 

 
Nedelec, J. L. & Beaver, K. M. (2014). Physical attractiveness as a phenotypic marker of 

health: an assessment using a nationally representative sample of American adults. 
Evolution and Human Behaviour, 35, 46-463. 

Nelissen, R. M., & Meijers, M. H. C. (2011). Social benefits of luxury brands as costly 
signals of wealth and status. Evolution and Human Behavior, 32(5), 343-355.  

O’Guinn, T. C., Tanner, R. J., & Maeng, A. (2015). Turning to Space: Social Density, 
Social Class, and the Value of Things in Stores. Journal of Consumer Research, 42, 
196-213. 

Ortega F. B., Ruiz J. R., Castillo, M. J., & Sjőstrőm, M. (2008). Physical fitness in 
childhood and adolescence: a powerful marker of health. International Journal of 
Obesity, 32, 1-11.  

Palmer, C. T., & Pomianek, C. N. (2007). Applying signaling theory to traditional cultural 
rituals. The example of Newfoundland mumming. Human Nature, 18(4), 295-312.  

Pedersen, W. C., Putcha-Bhagavatula, A., & Miller, L. C. (2011). Are men and women 
really that different? Examining dome of sexual strategies theory (SST)’s key 
assumptions. Sex Roles, 64, 629-643. 

Prendergast, G. P., & Lai, C. S. M. (2016, December). Men, women, and luxury brand 
signals. Presented at the 6th World Business Ethics Forum of School of Business, 
the Hong Kong Baptist University, Hong Kong. 



  182  
 

Prendergast, G. P., & Lai, C. S. M. (2017). How Hong Kong men perceive the signals sent 
by women displaying luxury brands. Journal of Brand Management (under review). 

Puts, D. A. (2010). Beauty and the beast: Mechanisms of sexual selection in humans. 
Evolution and Human Behaviour, 31, 157-175. 

 
Rao, A. R., Qu, L., & Ruekert, R. W. (1999). Signaling unobservable product quality 
 through a brand ally. Journal of Marketing Research, 36, 2, 258-268. 

Rhea, M. R., Alva, B. A. & R. Gray (2004). Physical fitness and job performance of 
firefighters. Journal of Strength and Conditioning Research, 18 (20), 348-352. 

Roberts, B. W., Caspi, A. & Moffitt, T. E. (2003). Work experience and personality 
development in young adult. Journal of Personality nd Social Psychology, 84 (3), 
582-593.  

Rosenberg, M. (1965). Society and the adolescent self-image. Princeton, NJ: Princeton 
University Press. 

Rusbult, C. E. (1983). A longitudinal test of the investment model: The development (and 
deterioration) of satisfaction and commitment in heterosexual involvements. Journal 
of Personality and Social Psychology, 45 (1), 101-117. 

Saad, G. (2013a). Evolutionary consumption. Journal of Consumer Psychology, 23(3), 
351-371.  

Saad, G. (2013b). Consuming Instinct. What Darwinian consumption reveals about human 
nature. Politics and The Life Sciences, 32 (1), 58-72.  

Sacco, D. F., Brown, C. M., Young, S. G., Bernstein, M. J., & Hugenberg, K. (2011). 
Social inclusion facilitates risky mating behavior in men. Personality and Social 
Psychology Bulletin, 37 (7), 985-998. 

Schmitt, D. P. (2004). Patterns and universals of mate poaching across 53 nations: The 
effects of sex, culture, and personality on romantically attracting another person’s 
partner. Journal of Personality and Social Psychology, 86 (4), 560-584. 

Schmitt, D. P., Alcalay, L., Allik, J., Ault, L., Austers, I., Bennett, K. L., … Zupanèiè, A. 
(118 Members of the International Sexuality Description Project) (2003). Universal 
sex differences in the desire for sexual variety: tests from 52 nations, 6 continents, 
and 13 islands. Journal of Personality and Social Psychology, 85(1), 85-104. 



  183  
 

Schmitt, D. P., & Buss, D. M. (1996). Strategic self-promotion and competitor Derogation: 
Sex and context effects on the perceived effectiveness of mate attraction tactics. 
Journal of Personality and Social Psychology, 70, 6, 1185-1704. 

Schmitt, D. P & Buss, D. M. (2001). Human mate poaching: Tactics and temptations for 
infiltrating existing mateships. Journal of Personality and Social Psychology, 80(6), 
894-917. 

Schooler, D. & Ward, L. M. (2006). Average joes: men’s relationships with media, real 
bodies, and sexuality. Psychology of Men & Masculinity, 7, 1, 27-41. 

Schulte-Hostedde, A. I., Eys, M. A., & Krista, J. (2008). Female mate choice is influenced 
by male sports participation. Evolutionary Psychology, 114-124.  

Scott, M. L., Mende, M., & Bolton, L. E. (2013). Judging the book by its cover? How 
 consumers decode conspicuous consumption cues in buyer–seller relationships. 
 Journal of Marketing Research, Vol. L, 334–347. 

Sell, A., Home, L. S. E., & Pound, N. (2012). The Importance of Physical Strength to 
Human Males. Human Nature, 23, 30-44.  

Seyfarth, R. M., & Cheney, D. L. (2003). Signalers and receivers in animal 
communication. Annual Review of Psychology, 54, 145-73.  

Siegel, D. (2006). Physical Fitness and Academic Achievement. Journal of Physical 
Education, Recreation & Dance, 77, 2, 9.  

Sharifzadeh, M. (2013). Does fitness and exercises increase productivity? Assessing 
health, fitness and productivity relationship. American Journal of Management, 
13(1), 32-52. 

Shackelford, T. K., Goetz, A. T., & Buss, D. M. (2005). Mate retention in marriage: 
Further evidence of the reliability of the Mate Retention Inventory. Personality and 
Individual Differences, 39(2), 415-425.  

Sheehy, G. (1995). New passages: Mapping your life across life. New York: Random 
House.  

Sherry, J. F. (1983). Gift giving in anthropological perspective. Journal of Consumer 
Research, 10 (2), 157-168. 



  184  
 

Silverman, I., Choi, J., & Peters, M. (2007). The hunter-gatherer theory of sex differences 
in spatial abilities: Data from 40 countries. Archives of Sexual Behavior, 36(2), 261-
268.  

Singh, D. (2004). Mating strategies of young women: Role of physical attractiveness. 
Journal of Sex Research, 41(1), 43-54. 

 
Singh, D. & Young, R. K. (1995). Body weight, waist-to-hip ratio, breasts, and hips: Role 

in judgments of female attractiveness and desirability for relationships. Ethology and 
Sociobiology, 16, 483-507.  

Sirgy, J. M. (1982). Self-Concept in Consumer Behavior: A Critical Review. Journal of 
Consumer Research, 9(3), 287-301.  

Sluming, V. A. & Manning, J. T. (2000). Second to fourth digit ratio in elite musicians: 
Evidence for musical ability as an honest signal of male fitness. Evolution and 
Human Behavior, 21, 1-9. 

Smith, E. A. (2004). Why do good hunters have higher reproductive success? Human 
Nature, 15( 4), 343-364. 

Soster, R. L., Gershoff, A. D., & Bearden, W. O. (2014). The bottom dollar effect: The 
 Influence of spending to zero on pain of payment and satisfaction. Journal of 
Consumer  Research, 41, 656-677. 

Spence, M. (1973). Job market signaling. The Quarterly Journal of Economics, 87 (3), 
355-374. 

Spiller, S. A., Fitzsimons, G. J., Lynch, J. G. & McCleelland, G. H. (2013). Spotlights, 
floodlights, and the magic number zero: simple effects tests in moderated regression. 
Journal of Marketing Research, 1, 277-288. 

Sprecher, S., Sullivan, Q., & Hatfield E. (1994). Mat selection preferences: gender 
differences examined in a national sample. Journal of Personality and Social 
Psychology, 66 (6), 1074-1080. 

Stanley, S. M., & Markman, H. J. (1992). Assessing Commitment in Personal 
Relationships. Journal of Marriage and the Family, 54(3), 595–608.  



  185  
 

Stokburger-Sauer, N. E., & Teichmann, K. (2013). Is luxury just a female thing? The role 
of gender in luxury brand consumption. Journal of Business Research, 66(7), 889–
896.  

Sunderani, S., Arnocky, S., & Vaillancourt, T. (2013). Individual differences in mate 
poaching: An examination of hormonal, dispositional, and behavioral mate-value 
traits. Archives of Sexual Behavior, 42, 533-542. 

Sundie, J. M., Kenrick, D. T., Griskevicius, V., Tybur, J. M., Vohs, K. D., & Beal, D. J. 
(2011). Peacocks, Porsches, and Thorstein Veblen: Conspicuous consumption as a 
sexual signaling system. Journal of Personality and Social Psychology, 100(4), 664-
680.  

Sylwester, K. & Pawlowsk, B. (2011). Daring to be darling: Attractiveness of risk takers as 
partners in long- and short-term sexual relationships. Sex Role, 64, 695-706. 

Thompson, J. J., Blair, M. R., & Henrey, A. J. (2014). Over the hill at 24: persistent age-
related cognitive-motor decline in reaction times in an ecologically valid video game 
task begins in early adulthood. PLoS ONE. 9 (4), 1-10. 

Thorndike, E. L. (1920). A constant error on psychological rating. Journal of Applied 
Psychology, 4, 25–29. 

Till, B. D. & Busler, M. (2000). The match-up hypothesis: Physical attractiveness, 
expertise and the role of fit on brand attitude, purchase intent and brand beliefs. 
Journal of Advertising, 29, 3, 1-13. 

Townsend, C. & Sood. S. (2012). Self-affirmation through the choice of highly aesthetic 
products. Journal of Consumer Research, 39, 415-428.  

Trigg, A. B. (2001). Veblen, Bourdieu, and conspicuous consumption. Journal of Economic 
 Issues, 35, 1, 99-115.  

Tynan, C., McKechnie, S., & Chhuon, C. (2009). Co-creating value for luxury brands. 
Journal of Business Research, 63(11), 1156–63. 

Üstüner, T., & Holt, D. B. (2010). Toward a theory of status consumption in less 
industrialized countries. Journal of Consumer Research, 37(1), 37-56.  



  186  
 

Van Dusen, D. P., Kelder, S. H., Kohl, H. W., Ranjit, N., & Perry, C. L. (2011). 
Associations of physical fitness and academic performance among school children. 
Journal of School Health, 81 (12), 73-740. 

Veblen, T. (1994). The Theory of the Leisure Class. In the Collected Works of Thorstein 
 Veblen. Vol. 1. 1899. Re-print, London: Routledge.  

Venkatesh A., Annamma J., Sherry, J. F., & Deschenes J. (2010). The aesthetics of luxury 
fashion, body and identify formation. Journal of Consumer Psychology, 20, 459-470. 

Vingeron, F., Johnson, L. W. (2004). Measuring perceptions of brand luxury. Journal of 
Brand Management, 11(6), 484-506. 

Voland, E. (1998). Evolutionary ecology of human reproduction. Annual Review of 
Anthropology, 27, 347-374.  

Von Ruedena C., Gurvena, M., Kaplan, H. (2008). The multiple dimensions of male social 
status in an Amazonian society. Evolution and Human Behavior, 29, 402–415. 

Walster, E., Aronson, V., & Abrahams, D. (1996). Importance of physical attractiveness in 
dating behavior. Journal of Personality and Social Psychology, 4 (5), 508-16. 

 
Wan L. C. & Wyer, R. S. (2015). Consumer Reactions to Attractive Service Providers: 

Approach or Avoid? Journal of Consumer Research, 42, 578-595. 

Wang, Y., & Griskevicius, V. (2014). Conspicuous consumption, relationships, and rivals: 
Women’s luxury products as signals to other women. Journal of Consumer 
Research, 40(5), 834-854.  

Ward, M. K. & Broniarczyk, S. M. (2016). Ask and you shall (not) receive: close friends 
 prioritize relational signaling over recipient preferences in their gift choices. Journal 
 of Marketing Research, LIII, 1001–1018 

Welling, L. L.M., Persola L., Wheatley, J. R., Cárdenas, R. A., Puts, D. A. (2013). 
Competition and men’s face preferences. Personality and Individual Differences, 54, 
414-419. 

Wen, S., J. S., Hunter, M. D., Peng, K., Shao, X., Wu, Y., Liu, S., Lua, J., Yang, J., Zhang, 
W., Qiao, M., Wang, J., & Wang, Y. (2012). Mating strategies in Chinese culture: 
Female risk avoiding vs. male risk taking. Evolution and Human Behavior, 33(3), 
182-192.  



  187  
 

West, S., & Gardner, A. (2013). Adaptation and inclusive fitness. Current Biology , 23(13), 
R577–84.  

Wheeler S. C., Petty, R. E., and Bizer, G. Y. (2005). Self‐schema matching and attitude 
change: situational and dispositional determinants of message elaboration. Journal of 
Consumer Research, 31, 4, 787-797. 

Wilcox, K., Kim, H. M., & Sen, S. (2009). Why do consumers buy counterfeit Luxury 
brands? Journal of Marketing Research, XLVI, 247-259. 

Yeung, C. W. M., & Wyer, R. S. (2004). Affect, appraisal, and consumer judgment. 
Journal of Consumer Research, 31, 412-424. 

Yong, J. C., Li, N. P. (2012). Cash in hand, want better looking mate: Significant resources 
cues raise men’s mating standards. Personality and Individual Differences, 53, 55-
58. 

Yoon, S. Y. & Kim H. C. (2016). Keeping the American dream alive: The interactive effect 
of perceived economic mobility and materialism on impulsive spending. Journal of 
Marketing Research, LIII, 759-772. 

Zahodne, L. B., Manly, J. J., Smith, J., Seeman, T., & Lachman, M. E. (2017). 
Socioeconomic, health, and psychosocial mediators of racial disparities in cognition 
in early, middle, and late adulthood. Psychology and Aging, 32 (2), 118-130. 

Zhang, H., You, J., Teng, F., & D. K. S.Chan, 2014). Differential roles of physical 
attractiveness and earning capability in explaining sense of power among dating 
individuals in China: A gender comparison. Sex Roles, 70, 343-355. 

Zhuang, G., & Tsang, A. S. L. (2008). A study on ethically problematic selling methods in 
 China with a broaden concept of gray-marketing. Journal of Business Ethics, 79(1-
 2), 85-101. 
 
 
 
 
 
 
 
 



188 

Appendices  
Appendix A: Photos Presented in Pre-test 1 

Woman A Woman B 

Woman C Woman D 
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Woman E Woman F 
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Appendix B: Photos Presented in Experiment 1 

Condition 1 - Chanel Condition 2 - H&M 

Condition 3 - No Logo 
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Appendix C: Photos Presented in Experiment 2 

Condition 1 - Chanel Condition 2 - H&M 

Condition 3 - No Logo 
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Appendix D: Photos Presented in Pre-test 2 
 

Condition 1 - Chanel & Attractive Condition 2 - Chanel & Unattractive 

  

Condition 3 - H&M & Attractive Condition 4 - H&M & Unattractive 
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Appendix E: Photos Presented in Experiment 3 
 

Condition 1 - Chanel & Attractive Condition 2 - Chanel & Unattractive 

  
Condition 3 - H&M & Attractive Condition 4 - H&M & Unattractive 
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Appendix F: 
Consent Forms signed by Women presented in Pre-tests and Experiments 
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