

[image: image1]
Body Image Dissatisfaction and Impulse Buying: A Moderated Mediation Model












	
	ORIGINAL RESEARCH
published: 26 April 2021
doi: 10.3389/fpsyg.2021.653559






[image: image2]

Body Image Dissatisfaction and Impulse Buying: A Moderated Mediation Model

Zhihui Cai1,2*, Yang Gui1, Dandan Wang1, Han Yang1, Peipei Mao1 and Zhikeng Wang1


1School of Psychology, Central China Normal University, Wuhan, China

2Key Laboratory of Adolescent Cyberpsychology and Behavior, Ministry of Education, Wuhan, China

Edited by:
Shaojing Sun, Fudan University, China

Reviewed by:
Cristina Senín-Calderón, University of Cádiz, Spain
 Amanda Nerini, University of Florence, Italy

*Correspondence: Zhihui Cai, caizhihui922@mail.ccnu.edu.cn

Specialty section: This article was submitted to Eating Behavior, a section of the journal Frontiers in Psychology

Received: 14 January 2021
 Accepted: 18 March 2021
 Published: 26 April 2021

Citation: Cai Z, Gui Y, Wang D, Yang H, Mao P and Wang Z (2021) Body Image Dissatisfaction and Impulse Buying: A Moderated Mediation Model. Front. Psychol. 12:653559. doi: 10.3389/fpsyg.2021.653559



This study investigated the mediating roles of self-acceptance and self-esteem in the relationship between body image dissatisfaction and impulse buying, and tested the moderating effect of gender on the relationships. A sample of 374 college students and graduate students (33.4% male, 66.6% female) participated in the study. Results revealed that (a) body image dissatisfaction positively associated with impulse buying; (b) self-esteem plays a mediating role between body image dissatisfaction and impulsive buying; (c) a serial indirect pathway (i.e., Body image dissatisfaction → self-acceptance → self-esteem → impulse buying) emerged; (d) the mediation path from self-acceptance to self-esteem was stronger for female than that from male. The results underscore the importance of identifying the mechanisms that moderate the mediated path between body image dissatisfaction and impulse buying among students. These findings point to the potential implications about how to reduce impulse buying through improving body image satisfaction.
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INTRODUCTION

Impulse buying is defined as a spontaneous and unplanned purchase, which is characterized by quick purchase decisions, with little or no evaluation of consequences (Rook, 1987). With the rapid development of social economy, the proportion of impulse buying in our daily purchasing activities is increasing and impulse buying has gradually become a mainstream phenomenon in China (Lu et al., 2015). Impulse buying has its positive side, such as alleviating people's negative emotions and promoting self-image (Lucas and Koff, 2017). However, impulsive buying could lead to negative consequences. It could result in negative emotions such as guilt (Li et al., 2015) and lower levels of subjective well-being (Silvera et al., 2008), which could further affect mental health (Rook, 1987); it causes young people to fall into excessive consumption (Forney and Park, 2009), which leads to serious debt problems and even suicide behavior (Yi and Baumgartner, 2011; R3, 2018). Therefore, the formation mechanism of impulsive buying has been deeply explored, which is of great significance for advocating correct and rational consumer behavior.

Body self is an important part of the self-concept. According to the psychodynamics point of view, the body self includes the individual's body image (Huang et al., 2002). Body image is a subjective, comprehensive, and evaluative concept of an individual's physical characteristics, which includes the individual's perception and evaluation of their characteristics and what the individual feels comes from the evaluation of his body image by others (Gallagher, 2005). Previous studies have found that perceptions, feelings, and attitudes to the body and appearance have an important impact on impulse buying (Lucas and Koff, 2017). However, empirical research on the relationship between body image and impulsive buying and research on the internal mechanism is relatively rare. Therefore, this research focuses on the variable of body image dissatisfaction, and explores its mechanism of action with impulse buying.

Body image dissatisfaction refers to people's negative evaluation of their body image, which may have a negative impact on emotional health such as producing negative emotions (Lucas and Koff, 2017) and depression (Fung et al., 2010). Self-regulation theory states that people are driven by two different types of motivations to change their behaviors, thoughts, and emotions to meet their own internal standards. One is the motivation to gain positive results, and the other is the preventive motivation to avoid negative results (Higgins, 2002). Verplanken and Sato (2011) believe that impulse buying may have a self-regulation function, such as providing buyers with required identity symbols (improving motivation) or improving low self-esteem (preventing motivation). A large number of studies have shown that appearance enhancing motive is the core element of impulse buying (Durante et al., 2010). In order to maintain and enhance self-attraction and self-image, people are more likely to purchase related products, such as fashionable clothes, beauty products, etc. (Dittmar et al., 1995). Besides, studies have found that unsatisfactory body image could cause individuals to produce negative emotions. People will conduct impulse buying in the cause of alleviating the pain caused by negative evaluation of body image (Lucas and Koff, 2017). Therefore, we assumed that body image dissatisfaction had a positive predictive effect on impulse buying (H1).

So, how does body image dissatisfaction lead to impulse buying? Previous studies have explored from the perspective of negative emotions (Lucas and Koff, 2017). However, there is still a lack of research on the mechanism of personal self-acceptance and self-esteem in the relationship between body image dissatisfaction and impulse buying. Therefore, current research introduces self-acceptance and self- esteem, constructs an integrated mediation model, and explores the integrated mediation effect of self-acceptance and self-esteem in the relationship between body image dissatisfaction and impulse buying.

Self-acceptance refers to people taking a positive attitude toward themselves and all their characteristics (Sun and Lu, 2017). Self-acceptance reflects the degree of individual acceptance of oneself. Higher levels of self-acceptance indicate higher levels of self-identification, which may reduce the tendency to use goods as self-projections. Ryff and Singer (1996) psychological well-being theory believes that self-acceptance is an important component and indicator of individual psychological well-being, and self-acceptors tend to have stronger happiness experiences and more positive emotions. At the same time, some studies have shown that self-acceptance is significantly positively correlated with positive emotions (Jimenez et al., 2010). Emotions are an important factor affecting impulse buying. Studies have shown that positive emotions could enhance consumers' buying drive more, thus promoting them to make impulse purchases (Fan and Zhang, 2006; Lu et al., 2015). Therefore, self- acceptance may affect impulse buying. In addition, self-acceptance is also affected by dissatisfaction with body image. Previous studies have found that body image and self-acceptance are positively correlated (Mcguire et al., 2016; Wallwiener et al., 2016; Xie et al., 2018; Wang, 2019). They believe that people with positive body images have correct self-knowledge and thus accept themselves. The body is part of the self. People who have negative self-evaluations of their bodies tend to have negative self-evaluations, which leads to lower levels of self-acceptance. Therefore, individuals with body image dissatisfaction may have a lower degree of self-acceptance. Based on that, our study hypothesized that self-acceptance would mediate the association between dissatisfaction with body image and impulse buying (H2).

As a trait, self-esteem is an important part of self-concept and refers to an individual's overall view of himself as valuable or worthless (Baumeister, 1999). Low self-esteem is the result of individuals comparing themselves to a self-determined standard of value. If there is any negative inconsistency between a person's “self” and his or her perceived value, it could lead to a feeling of low self-esteem. Some researchers believe that body image is positively correlated with self-esteem, and body dissatisfaction could significantly predict low self-esteem. In other words, the lower self-esteem of people dissatisfied with their own body (Littleton and Ollenclick, 2003; Johnson and Wardle, 2005; Paxton et al., 2006; Ping et al., 2011). In addition, a person with low self-esteem will have a feeling of inadequate self, which makes him/her feel stressed and emotionally vulnerable (Higgins, 1987). In order to relieve psychological pressure and bridge the gap, individuals may engage in impulse buying. The theory of “compensatory consumption” (Pettit and Sivanathan, 2011) believes that people with low self-esteem tend to restore their self-esteem by compensating for material goods. Some studies also found that self-esteem could negatively predict impulse buying (Silvera et al., 2008; Bandyopadhyay, 2016). Therefore, this study assumes that unsatisfactory body image could further affect impulse buying through the mediation of self-esteem (H3).

Furthermore, self-esteem is also affected by self-acceptance. In his 1998 book “The Six Brands of Self-Esteem,” Nathaniel Branden, the founder of the psychology of self-esteem, argues that self-acceptance is the second pillar of self-esteem and the basis on which self-esteem grows (Nathaniel, 1998). He pointed out that self-acceptance, as the driving force of self-esteem, could promote the healthy development of self-esteem. Hence self-acceptance could positively predict the level of individual self-esteem. Relevant studies have also confirmed this point (Gao and Cong, 2000; Zhang, 2016; Zhu, 2016). Therefore, this study further hypothesized that body image dissatisfaction was positively related to impulse buying through the integrated mediation of self- acceptance and self- esteem (H4).

According to the theory of evolution, men pay more attention to female reproductive ability when choosing a spouse, so they pay more attention to the appearance and figure that could reflect female reproductive ability; While women pay more attention to the ability of men to nurture offspring when choosing a spouse, so women are more likely to choose a capable, ambitious and accomplished man (Wang, 2012; Wei, 2016). That is to say, there could be gender differences in the dimension of self among individuals. Males pay more attention to their inner self, while females pay more attention to their outer self. Self-acceptance means that people have a positive attitude toward their inner and outer selves. Due to the differences in self-care between males and females, there may be gender differences in individual self-acceptance. Previous studies have also shown that males and females show different self-acceptance (Li, 2003). According to the important weighted model of self-esteem, the degree to which an individual attaches importance to a certain dimension of self will affect the overall level of self-esteem. The more an individual values a particular dimension of the self, the greater its impact on overall self-esteem (Pelham and Swann, 1989; Pelham, 1995; Tajfel, 2003). This also suggests that there could be gender differences in the relationship between self-acceptance and self-esteem. Previous studies have also found that a man's qualities predict his self-esteem more than looks do. For women, only appearance significantly predicted their self-esteem (Peng et al., 2018). Accordingly, this study hypothesized that gender had a moderating effect on the effect of self-acceptance on self-esteem (H5).

To sum up, based on the self-regulation theory, compensatory consumption theory, the perspective of body intention and the results of relevant empirical studies, this study intends to construct an integrated moderated mediation model (As shown in Figure 1). In a nutshell, self-acceptance and self-esteem mediate the relationship between the body image dissatisfaction and impulsive buying. And gender, as a moderator variable, moderates the path of self-acceptance into self-esteem. Specifically, for men, internal self-acceptance is a better predictor of self-esteem than external self-acceptance. For women, external acceptance was a stronger predictor of self-esteem than internal self-acceptance.
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FIGURE 1. Conceptual model.




METHODS


Participants

The protocol of the current study was approved by the institutional review boards of the university with which the authors were affiliated with. The participants were undergraduate and graduate students recruited from two universities in the province of Hubei. Pencil-and-paper questionnaires and also the online survey were administered to the participants. Finally, a total of 374 college students and graduate students aged from 16 to 31 years old (M = 20.68, SD = 2.31) participated in present survey. Of the participants, 59 (15.8%) were freshmen, 136 (36.4%) were sophomores, 40 (10.7%) were juniors, 48 (12.8%) were seniors, 85 (22.7%) were post-graduate students, and 6 (1.6%) were doctoral candidates; 149 (39.8%) were liberal arts majors, 178 (47.6%) were science majors, 24 (6.4%) were engineering majors, and 23(6.1%) were art majors; 125 (33.4%) were male, 249 (66.6%) were female.



Procedures

Data were collected in university in September 2019. Graduate students of psychology department were trained to gather the data and administered the questionnaires using standardized procedures to ensure the standardization of the data collection process. Informed consent was obtained from all of the participants before data collection. Questionnaires were distributed centrally in classroom. After all the participants answered, the questionnaires were collected.



Measures


Body Image Dissatisfaction

The Simplified Negative Body Image Scale was used to measure body image dissatisfaction, which was compiled by Chen et al. (2006) and revised by Liu (2009). The scale divided negative body image into one general factor: overall body dissatisfaction and four main special factors: fat, thin, appearance, and short. The scale included 27 items (e.g., “I am worried about my appearance”) to which Participants responded on a 5-point Likert-type scale with values ranging from 1 (strongly disagree) to 5 (strongly agree). Higher scores indicated a greater level of body image dissatisfaction. The Cronbach's α of the scale in this study was 0.877.



Self-Acceptance

We used the Self-acceptance Questionnaire (Cong and Gao, 1999) to assess the degree of self-acceptance. The questionnaire is divided into two dimensions: self-acceptance and self-evaluation. Participants responded to items on a 4-point Likert scale with values ranging from 1 (strongly disagree) to 4 (strongly agree) on the 16 items in the questionnaire. A typical item was “I'm almost all strengths and specialties.” The higher the score, the higher the level of self-acceptance. In our study, the Cronbach's α of the scale was 0.844.



Self-Esteem

The 10-item Chinese revision of the Rosenberg Self-Esteem Scale (Shen and Cai, 2008) was used to measure self-esteem. Each item was rated on a scale from 1 (strongly agree) to 4 (strongly disagree). Higher scores indicated higher self-esteem. A typical item was “I can do as well as most people.” In this study, Cronbach's α for self- esteem was 0.878.



Impulse Buying

We measured impulse buying by using the Chinese Consumers' Impulse Buying Tendency Scale (Jing and Yue, 2005), which included 27 items. Two dimensions was contained in this scale, one focusing on cognitive aspects (e.g., “I have a plan to buy things.”), and the other focusing on affective aspects (e.g., “I will buy something to change my mood.”). Students responded on a 7-point Likert scale with values ranging from 1 (strongly disagree) to 7 (strongly agree). Higher scores indicated that people have a stronger impulse buying tendency. In our study, Cronbach's α for impulse buying was 0.905.




Statistical Analysis

All statistical analyses were conducted by using SPSS 26.0. We calculated the descriptive statistics for all of variables. Pearson correlations were calculated to test the bivariate associations among body image dissatisfaction, impulse buying, self-acceptance and self-esteem. We tested the moderated mediation model using model 91 of the PROCESS macro (http://www.afhayes.com, Hayes, 2013). This approach has been developed and widely used for testing complex models that include both mediating and moderating variables (e.g., Liu et al., 2019; Zheng et al., 2020). The bootstrapping method was used to test the mediation effects. This method produced 95% bias-corrected confidence intervals of the estimates from 5,000 re-samples of the data. Confidence interval that did not contain zero indicate a significant effect. As previous studies have found that students' age was associated with impulse buying (Coley and Burgess, 2003; Vohs and Faber, 2007), we controlled students' age in our analyses.




RESULTS


Preliminary Analyses

The descriptive statistics and correlation matrix for all the variables were presented in Table 1. The missing data were processed by Full Information Maximizing-Likelihood (FIML). Body image dissatisfaction was negatively correlated with self-acceptance and self-esteem and positively correlated with impulse buying. Self-acceptance was positively correlated with self-esteem and negatively correlated with impulse buying. Self-esteem was negatively correlated with impulse buying. The relationship between the variables supports subsequent model testing.


Table 1. Descriptive statistics and correlations between variables.
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Model Testing

Before the regression analysis, we conducted the multicollinearity diagnosis on the predictor variables. The results showed that the tolerance between the predictor variables was >0.2, and the variance inflation factor (VIF) was <5. It showed that the multicollinearity between the predictor variables is not serious (Fox, 1991). The analysis results were presented in Table 2, which consists of four parts: Model 1, Model 2, Model 3, and the conditional indirect effect analysis of Model 2. Model 1 tested the effects of body image dissatisfaction on self-acceptance; Model 2 examined the effects of body image dissatisfaction, gender and self-acceptance on self-esteem; and Model 3 investigated the effects of body image dissatisfaction, self-acceptance, and self-esteem on impulse buying.


Table 2. Test of the moderated mediation.
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The conditional indirect effect analysis of Model 2 analyzed the effects of self-esteem on self-acceptance at the mean, plus and minus one standard deviation level of gender. Model 1 (F = 48.20, R2 = 0.21, p < 0.001), Model 2 (F = 100.36, R2 = 0.58, p < 0.001), and Model 3 (F = 17.80, R2 = 0.16, p < 0.001) show that body image dissatisfaction positively predicted impulse purchasing (β = 0.37, p < 0.001) after controlling for age. The results supported Hypothesis 1. Unexpectedly, body image dissatisfaction negatively predicted self-acceptance (β = −0.32, p < 0.01), but self-acceptance cannot predict impulse buying (β = 0.24, p > 0.05). The results didn't support Hypothesis 2. body image dissatisfaction negatively predicted self-esteem (β = −0.20, p < 0.001), and self-esteem negatively predicted impulse buying (β = −0.46, p < 0.001). Hypothesis 3 was supported. Body image dissatisfaction negatively predicted self-acceptance (β = −0.32, p < 0.01) and self-acceptance positively predicted self-esteem (β = 0.34, p < 0.05), and self-esteem negatively predicted and impulse buying (β = −0.46, p < 0.001). Thus, Hypothesis 4 was supported.

Our findings indicated that self-acceptance positively predicted self- esteem (β = 0.34, p < 0.05), and the predictive effect of self-acceptance on self-esteem was moderated by gender. In order to explain the essence of the interactive effect of gender and self- acceptance more clearly, we divided the subjects into a female group and a male group according to gender, and used a simple slope test to analyze the moderating role of gender in self-acceptance and self-esteem (Aiken and West, 1991). The results were shown in Figure 2. Simple slope tests showed that the association between self-acceptance and self-esteem was stronger for female (βsimple = 0.85, p < 0.001) than for male (βsimple = 0.59, p < 0.001). Therefore, Hypothesis 5 was supported.


[image: Figure 2]
FIGURE 2. Gender moderates the relation between Self-esteem and Self-acceptance.





DISCUSSIONS AND CONCLUSIONS

This study explores the relationship of body image dissatisfaction on impulsive buying and its internal mechanism from the perspective of body image under the guidance of theories such as self-regulation and compensatory consumption. On the one hand, we elucidate how body image dissatisfaction plays a role, namely through the mediating effect of self-acceptance and self-esteem to relate to impulsive buying behavior; On the other hand, this paper analyzes when this effect is greater, that is, the intermediate path of this integrated mediation process is regulated by gender. The moderating effect is manifested in the fact that women's external self-acceptance had a greater predictive effect on self-esteem than men's. The results of this study are of great significance for further exploring the formation mechanism of impulsive buying and advocating correct and rational consumption behavior.

Previous studies mostly focused on the impact of consumers' regulatory orientation, impulsive trait and vanity characteristics on impulsive buying behavior (Sengupta and Zhou, 2007; Niu and Liu, 2015; Xie et al., 2015). This study explores the relationship between body image dissatisfaction and impulsive buying. The results show that body image dissatisfaction is positively correlated with impulsive buying, which is consistent with previous studies (Lucas and Koff, 2017). The possible explanation for the results is that impulse buying was a preventative self-regulation strategy. When negative emotions are caused by unsatisfactory evaluation of body image, individuals make impulse buying to alleviate the pain caused by perception of negative body image. Therefore, body image dissatisfaction plays a significant role in promoting impulsive buying behavior.

The hypothesis that self-acceptance mediated the relation between body image dissatisfaction and impulsive buying was not supported. That is, self-acceptance is not a possible reason that some people engage in compulsive buying in response to body image dissatisfaction. Body image dissatisfaction is closely related to self-acceptance, which is consistent with previous research evidence that body image dissatisfaction negatively predicts self-acceptance (Xie et al., 2018). But the study found that self-acceptance did not significantly predict impulse buying. This may be because self-acceptance is a self-directed attitude, and the level of self-acceptance leads to different emotional experiences. Although studies have shown that high self-acceptance is accompanied by positive emotions (Jimenez et al., 2010), and positive emotions promote impulsive buying (Fan and Zhang, 2006; Lu et al., 2015). However, some researchers have pointed out that people with low self-acceptance are often accompanied by negative emotions such as depression, self-blame and self-hatred (Sun and Lu, 2017). In other words, self-acceptance is negatively correlated with negative emotions (Chamberlain and Haaga, 2001; Cunha and Pavia, 2012). At the same time, Maxwell and Kover (2003) believe that impulsive buying is driven by negative emotions, and individuals could improve their bad mood by buying their favorite goods. In other words, it is not only high self-acceptance that may promote impulsive buying, but low self-acceptance may also lead to impulsive buying. Therefore, the relationship between self-acceptance and impulsive purchase is unclear and needs further discussion in the future.

According to our hypothesis, self-esteem plays a mediating role between body image dissatisfaction and impulsive buying. This study explored the relationship between these three variables and confirmed that body image dissatisfaction could negatively predict self-esteem and positively predict impulsive buying. One possible reason is that individuals may underrate their self-worth when they think they are not beautiful or attractive enough, and thus perceive themselves as far from the ideal image presented in the media. This low self-worth is low self-esteem. When a person with low self-esteem is exposed to a compensatory product of interest in a buying situation, he/she has an irresistible desire (the purchase impulse) to purchase a product that helps bridge the gap between the real self and the ideal self (Wicklund and Gollwitzer, 1981; Dittmar et al., 1996), in order to get rid of the psychological pressure related to the sense of self-inadequacy (Youn and Faber, 2000).

In addition, the results further found that body image dissatisfaction positively predict impulsive purchase through self-acceptance and self-esteem, which is consistent with the previous findings that self-acceptance is beneficial to improve self-esteem (Gao and Cong, 2000; Zhang, 2016; Zhu, 2016). The results show that self-acceptance and self-esteem are able to serve as a sequential mechanism that links body image satisfaction to impulsive buying tendency, such that this process begins with the self-image dissatisfaction, continues with low levels of self-acceptance and negative self-value evaluation as a psychological state and ends with negative emotions toward body. Therefore, for the public, positive evaluation of their own body image, objective view of themselves, acceptance of everything about themselves, and high self-value evaluation may all play a role in restraining impulsive buying behavior.

According to our hypothesis, gender moderates the relationship between self-acceptance and self-esteem. As explained by the social identity theory, individuals in a social environment will attribute themselves to a certain group based on their gender, identity and other information, and they will identify with this group social norms, and then construct self on the basis of identity to gain self-esteem when individuals think they belong to a certain group (Tajfel, 2003). Under the impact of social norms, people of different genders have different characteristics. Men are stressed that they should have good qualities such as ambition or sense of responsibility, instead of having a better appearance (Josephs et al., 1992). Moreover, men will internalize this social norm and construct themselves based on it. When men have problems in their abilities and qualities, they are threatened by social norms and have more negative emotions toward themselves (Heilman et al., 1995), which leads to a decrease in their self-acceptance. However, women's education and growing environment make them pay more attention to appearance than men. Women are influenced by social and cultural factors to attach more importance to their physical attractiveness. Once they ignore their attention to their appearance, they will have a lower acceptance of themselves (Wang and Guo, 2013). Therefore, when there is a problem with the self-concept that individual value more, it will cause them to have doubts about their self-worth and lead to lower self-acceptance. The emotional model of self-esteem (Brown, 1993) holds that self-esteem is a kind of self-acceptance with emotion, which reflects an individual's love and acceptance of himself. Therefore, such negative self-worth and low self-acceptance could have a negative impact on an individual's self-esteem (Berg et al., 2007). In short, there are gender differences in the importance people attach to self-concept. Due to the influence of gender norms and negative emotions, this gender difference is reflected in the predictive effect of the internal and external self on self-esteem. Specifically, men who were more accepting of positive self-traits had higher self-esteem; Women who were more accepting of their appearance had higher self-esteem.



LIMITATIONS AND IMPLICATIONS

There are some deficiencies in this study, which need to be further improved in future studies. First of all, cross-sectional design is adopted in this study. Although previous theoretical and empirical evidence provided a solid foundation for this study, it is difficult to infer the causal relationship between variables. In the future, researchers could combine experiments and follow-up studies to explore the mechanism of action between variables. Secondly, all the data in this study are from self-reports of the respondents. Although the common method deviation is not obvious, there may still be social approval effect. For example, college students tend to focus on and change their body image. As a result, they may give dishonest answers in order to cater to the mainstream “thin as beauty” or “muscular as beauty.” Future research could attempt to collect data from multiple sources.

Although the current research has some limitations, it still has some important significance. Impulse buying has become a common phenomenon in people's lives (Liang et al., 2008). Therefore, it is of great application value to explore the mechanism between body image dissatisfaction and impulse buying. From the perspective of body image, this study discusses the impact of body image dissatisfaction on college students' impulsive buying and its internal mechanism of action, which is conducive to guiding the public to form an objective and correct evaluation of their appearance and body, thus helping them to reduce their impulsive buying behavior and become rational consumers. At the same time, this study could also provide guidance for people to reduce the negative impact of impulsive buying on psychology and life, improve people's mental health and living conditions, and thus improve life satisfaction and subjective happiness. Teachers could carry out mental health counseling activities in a targeted manner to guide students to establish a correct outlook on the body. Various activities aimed at affirming self-worth could be organized on campus. For students, they should not be overly indulged in the figure beautified by the media, but instead, should explore their inner strengths, enhance their self-identity, and become sensible consumers. In addition, the moderated effect of gender suggests that we need to take different interventions for different genders in impulsive buying behaviors.



DATA AVAILABILITY STATEMENT

The raw data supporting the conclusions of this article will be made available by the authors, without undue reservation.



ETHICS STATEMENT

The studies involving human participants were reviewed and approved by Ethical Committee of School of Psychology of Central China Normal University. Written informed consent for participation was not required for this study in accordance with the national legislation and the institutional requirements.



AUTHOR CONTRIBUTIONS

ZC led the study design, data collection, statistical analysis, and drafted the manuscript. YG helped to analyze the data and draft the manuscript. DW and HY helped to design the study and collect data. PM and ZW participated in the interpretation of the data. All authors read and approved the final manuscript.



FUNDING

This work was supported by Grant CCNU20QN025 from the Fundamental Research Funds for the Central Universities and CCNU19TD019 from the self-determined research funds of CCNU from the colleges’ basic research and operation of MOE.



REFERENCES

 Aiken, L. S., and West, S. G. (1991). Multiple Regression: Testing and Interpreting Interaction. London: Sage.

 Bandyopadhyay, N. (2016). The role of self-esteem, negative affect and normative influence in impulse buying: a study from India. Market. Intell. Plann. 34, 523–539. doi: 10.1108/MIP-02-2015-0037

 Baumeister, R. F., (ed.). (1999). Key Readings in Social Psychology. The Self in Social Psychology. New York, NY: Psychology Press.


 Berg, P. V. D., Paxton, S. J., Keery, H., Wall, M., Guo, J., and Neumark-Sztainer, D. (2007). Body dissatisfaction and body comparison with media images in males and females. Body Image 4, 257–268. doi: 10.1016/j.bodyim.2007.04.003

 Brown, J. D. (1993). Self-esteem and self-evaluation: feeling is believing. Self Soc. Perspect. 4, 27–58.

 Chamberlain, J. M., and Haaga, D. A. F. (2001). Unconditional self-acceptance and psychological health. J. Ration. Emot. Cogn. Behav. Ther. 19, 163–176. doi: 10.1023/A:1011189416600

 Chen, H., Feng, W. F., and Huang, X. T. (2006). The “bodily beauty”: ideal physical self of Chinese adolescents. J. South West China Normal Univ. 32, 12–17. doi: 10.3969/j.issn.1673-9841.2006.05.003

 Coley, A., and Burgess, B. (2003). Gender differences in cognitive and affective impulse buying. J. Fashion Mark. Manag. 7, 282–295. doi: 10.1108/13612020310484834

 Cong, Z., and Gao, W. F. (1999). The development of self-acceptance questionnaire and the test of its reliability and validity. Chin. J. Behav. Med. Brain Sci. 8, 20–22.

 Cunha, M., and Pavia, M. J. (2012). Text anxiety in adolescents: The role of self-criticism and acceptance and mindfulness skills. Span. J. Psychol. 15, 533–543. doi: 10.5209/rev_SJOP.2012.v15.n2.38864

 Dittmar, H., Beattie, J., and Friese, S. (1995). Gender identity and material symbols: Objects and decision considerations in impulse purchases. J. Econ. Psychol. 16, 491–511. doi: 10.1016/0167-4870(95)00023-H

 Dittmar, H., Beattie, J., and Friese, S. (1996). Objects, decision considerations and self-image in men's and women's impulse purchases. Acta Psychol. 93, 187–206. doi: 10.1016/0001-6918(96)00019-4

 Durante, K. M., Griskevicius, V., Hill, S. E., Perilloux, C., and Li, N. P. (2010). Ovulation, female competition, and product choice: hormonal influences on consumer behavior. J. Consum. Res. 37, 921–934. doi: 10.1086/656575

 Fan, X. C., and Zhang, Y. L. (2006). Research on the mechanism of emotional influence on impulsive buying. Soc. Sci. 2, 148–151.

 Forney, J. C., and Park, E. J. (2009). Browsing perspectives for impulse buying behavior of college students. TAFCS Res. J. 1, 1–3.

 Fox, J. (1991). Regression Diagnostic. Thousand Oaks, CA: Sage Publication.

 Fung, S. S. W., Stewart, S. M., Ho, S. Y., Wong, J. P. S., and Lam, T. H. (2010). Body dissatisfaction, maternal appraisal, and depressive symptoms in Hong Kong adolescents. Int. J. Psychol. 45, 453–460. doi: 10.1080/00207594.2010.481719

 Gallagher, S. (2005). How the Body Shapes the Mind. New York, NY: Cambridge University Press. doi: 10.1093/0199271941.001.0001

 Gao, W. F., and Cong, Z. (2000). Relationship of social anxiety to self-esteem and self-acceptance in college students. Health Psychol. J. 8, 276–279. doi: 10.13342/j.cnki.cjhp.2000.03.017

 Hayes, A. F. (2013). Introduction to Mediation, Moderation, and Conditional Process Analysis: A Regression-Based Approach. New York, NY: The Guilford Press.

 Heilman, M. E., Block, C. J., and Martell, R. F. (1995). Sex stereotypes: do they influence perceptions of managers? J. Soc. Behav. Pers. 10, 237–252.

 Higgins, E. T. (1987). Self-discrepancy: a theory relating self and affect. Psychol. Rev. 94, 319–340. doi: 10.1037/0033-295X.94.3.319

 Higgins, E. T. (2002). How self-regulation creates distinct values: The case of promotion and prevention decision making. J. Consum. Psychol. 12, 177–191. doi: 10.1207/S15327663JCP1203_01

 Huang, X. T., Chen, H., Fu, M. Q., and Zeng, X. (2002). An exploration into the characters of adolescent students' physical self. J. Psychol. Sci. 25, 260–264. doi: 10.16719/j.cnki.1671-6981.2002.03.002

 Jimenez, S. S., Niles, B. L., and Park, C. L. (2010). A mindfulness model of affect regulation and depressive symptoms: positive emotions, mood regulation expectancies, and self-acceptance as regulatory mechanisms. Pers. Individ. Dif. 49, 645–650. doi: 10.1016/j.paid.2010.05.041

 Jing, F. J., and Yue, H. L. (2005). The development of Chinese consumers' impulse buying tendency scale. Pub. Finan. Res. 5, 37–40. doi: 10.19477/j.cnki.11-1077/f.2005.05.015

 Johnson, F., and Wardle, J. (2005). Dietary restraint, body dissatisfaction, and psychological distress: a prospective analysis. J. Abnorm. Psychol. 114, 119–125. doi: 10.1037/0021-843X.114.1.119

 Josephs, R. A., Markus, H. R., and Tafarodi, R. W. (1992). Gender and self-esteem. J. Pers. Soc. Psychol. 63:391. doi: 10.1037/0022-3514.63.3.391

 Li, W. G. (2003). Studies on the correlations between female college students self-acceptance and human relationship. J. Fujian Normal Univ. 199, 125–131. doi: 10.3969/j.issn.1000-5285.2003.02.023

 Li, Z. F., Deng, S., and Moutinho, L. (2015). The impact of experience activities on tourist impulse buying: an empirical study in China. Asia Pac. J. Tourism Res. 20, 191–209. doi: 10.1080/10941665.2013.877043

 Liang, Y. P., Liang, J. L., and Duan, Y. S. (2008). Relationship between consumer information exposure, product knowledge, and impulse purchasing behavior: an empirical analysis. Int. J. Manag. 5, 415–430.

 Littleton, H. L., and Ollenclick, T. (2003). Negative body image and disordered eating behavior in children and adolescents: what places youth at risk and how can these problems be prevented? Clin. Child Fam. Psychol. Rev. 6, 34–37. doi: 10.1023/A:1022266017046

 Liu, P., He, J., and Li, A. (2019). Upward social comparison on social network sites and impulse buying: a moderated mediation model of negative affect and rumination. Comput. Hum. Behav. 96, 133–140. doi: 10.1016/j.chb.2019.02.003

 Liu, Q. D. (2009). Body image in Chinese college students: mass media and peer influences (Unpublished master's thesis). Xiamen: Xiamen University.

 Lu, P. Y., Zhang, L. M., Miao, X. M., and Tu, J. L. (2015). Third - party product reviews and impulse buying intent of online group - buying: The mediating and moderating role of emotion. China J. Health Psychol. 23, 214–218. doi: 10.13342/j.cnki.cjhp.2015.02.018

 Lucas, M., and Koff, E. (2017). Body image, impulse buying, and the mediating role of negative affect. Pers. Individ. Dif. 105, 330–334. doi: 10.1016/j.paid.2016.10.004

 Maxwell, S., and Kover, A. (2003). Negative affect: the dark side of retailing. J. Bus. Res. 56, 553–559. doi: 10.1016/S0148-2963(01)00245-4

 Mcguire, J. K., Doty, J. L., Catalpa, J. M., and Ola, C. (2016). Body image in transgender young people: findings from a qualitative, community based study. Body Image 18, 96–107. doi: 10.1016/j.bodyim.2016.06.004

 Nathaniel, B. (1998). The Six Pillars of Self-Esteem: The Definitive Work on Self-esteem by the Leading Pioneer in the Field. New York, NY: Bantam Books. p. 103–192.

 Niu, C., and Liu, J. P. (2015). Effect of impulsive characteristics and money attitude in the impulse buying behavior. Psychol. Res. 8, 57–62. doi: 10.3969/j.issn.2095-1159.2015.04.009

 Paxton, S. J., Neumark-Sztainer, D., Hannan, P. J., and Eisenberg, M. E. (2006). Body dissatisfaction prospectively predicts depressive mood and low self-esteem in adolescent girls and boys. J. Clin. Child Adolesc. Psychol. 35, 539–549. doi: 10.1207/s15374424jccp3504_5

 Pelham, B. W. (1995). Self-investment and self-esteem: Evidence fora Jamesian model of self-worth. J. Pers. Social Psychol. 69, 1141–1150. doi: 10.1037//0022-3514.69.6.1141

 Pelham, B. W., and Swann, W. B. (1989). From self-conceptions toself-worth: On the sources and structure of global self-esteem. J. Pers. Social Psychol. 57, 672–680. doi: 10.1037/0022-3514.57.4.672

 Peng, M. Y., Jiang, K., Shen, Y., Zhao, X. L., and Yang, J. (2018). Which one determines your global self-esteem: physical attractiveness or personality character? Chin. J. Appl. Psychol. 24, 334–343. doi: 10.3969/j.issn.1006-6020.2018.04.005

 Pettit, N. C., and Sivanathan, N. (2011). The plastic trap: self-threat drives credit usage and status consumption. Soc. Psychol. Personal. Sci. 2, 146–153. doi: 10.1177/1948550610385138

 Ping, F., Pan, Q. Q., Zhou, Z. K., and Tian, Y. (2011). Relationship between body mass index, perceived teasing and self-esteem: mediation effect of body image. Chin. Mental Health J. 25, 369–373. doi: 10.3969/j.issn.1000-6729.2011.05.012

 R3 (2018). Share of Adults Who Worry About Their Current Level of Debt in Great Britain in 2018, by Age Group. Available online at: www.statista.Com/statistics/293877/adults-worrying-about-their-level-of-debt-in-the-united-kingdom-by-age-group/ (accessed December 12, 2020).

 Rook, D. W. (1987). The buying impulse. J. Consum. Res. 14, 189–199. doi: 10.1086/209105

 Ryff, C. D., and Singer, B. (1996). Psychological well-being: meaning, measurement, and implications for psychotherapy research. Psychother. Psychosom. 65, 14–23. doi: 10.1159/000289026

 Sengupta, J., and Zhou, R. (2007). Understanding impulsive eaters' choice behaviors: the motivational influences of regulatory focus. J. Mark. Res. 44, 297–308. doi: 10.1509/jmkr.44.2.297

 Shen, Z. L., and Cai, T. S. (2008). Disposal to the 8th item of rosenberg self esteem scale (Chinese version). Chin. Mental Health J. 22, 661–663. doi: 10.3321/j.issn:1000-6729.2008.09.009

 Silvera, D. H., Lavack, A. M., and Kropp, F. (2008). Impulse buying: the role of affect, social influence, and subjective wellbeing. J. Consum. Mark. 25, 23–33. doi: 10.1108/07363760810845381

 Sun, D. Y., and Lu, B. D. (2017). Self-acceptance: concepts, measures and influences. Psychol. Res. 6, 61–68. doi: 10.3969/j.issn.2095-1159.2017.06.009

 Tajfel, H. (2003). Social psychology of intergroup relations. Annu. Rev. Psychol. 33, 1–39. doi: 10.1146/annurev.ps.33.020182.000245

 Verplanken, B., and Sato, A. (2011). The psychology of impulse buying: an integrative self- regulation approach. J. Consum. Policy 34, 197–210. doi: 10.1007/s10603-011-9158-5

 Vohs, K. D., and Faber, R. J. (2007). Spent resources: Self-regulatory resource availability affects impulse buying. J. Consum. Res. 33, 537–547. doi: 10.1086/510228

 Wallwiener, S., Strohmaier, J., Wallwiener, L. M., Schonfisch, B., Zipfel, S., Brucker, S. Y., et al. (2016). Sexual function is correlated with body image and partnership quality in female university students. J. Sex. Med. 13, 1530–1538. doi: 10.1016/j.jsxm.2016.07.020

 Wang, G. F., and Guo, W. (2013). Review on the decade research of the western psychology of women. J. Psychol. Sci. 36, 1237–1241. doi: 10.16719/j.cnki.1671-6981.2013.05.037

 Wang, J. P. (2019). College students' body image and interpersonal disturbance: the mediating role of self-acceptance (Unpublished master' s thesis). Changchun: Jilin University.

 Wang, L. (2012). Research on the criterion of spouse-selection of single and married women (Unpublished master's thesis), Hebei Normal University, Shijiazhuang. doi: 10.7666/d.Y2212952

 Wei, W. (2016). A study on the compile of the questionnaire for the spouse choosing values of collegestudents and its relationship with theirself-esteem (Unpublished master's thesis), Southwest University, Chongqing.

 Wicklund, A., and Gollwitzer, M. (1981). Symbolic self-completion, attempted influence, and self-deprecation. Basic Appl. Soc. Psych. 2, 89–114. doi: 10.1207/s15324834basp0202_2

 Xie, X. D., Yu, C. F., and Zhang, W. (2015). Vanity trait and impulsive buying behavior among university students: the mediating role of materialism. Chin. J. Appl. Psychol. 21, 354–361. doi: 10.3969/j.issn.1006-6020.2015.04.008

 Xie, Y. T., Shi, M. H., Wei, S. W., and Zhu, L. H. (2018). The relationship between body image of rural order oriented medical students and life satisfaction: the media - ting effect of sense of self - acceptance. Chin. Health Serv. Manag. 8, 609–611.

 Yi, S., and Baumgartner, H. (2011). Coping with guilt and shame in the impulse buying context. J. Econ. Psychol. 32, 458–467. doi: 10.1016/j.joep.2011.03.011

 Youn, S., and Faber, R. J. (2000). “Impulse buying: it's relation to personality traits and cues,” in Advances in Consumer Research. Vol. 27, eds S. J. Hoch, and R. J. Meyer (Provo, UT: Association for Consumer Research), 179–185.

 Zhang, W. L. (2016). Mediating role of college students' self-esteem between social anxiety and self-acceptance. Chin. J. School Health 37, 1354–1357. doi: 10.16835/j.cnki.1000-9817.2016.09.023

 Zheng, Y. L., Yang, X. J., Liu, Q. Q., Chu, X. W., and Zhou, Z. K. (2020). Perceived stress and online compulsive buying among women: a moderated mediation model. Comput. Human Behav. 103, 13–20. doi: 10.1016/j.chb.2019.09.012

 Zhu, H. B. (2016). A research on the relationship between self-acceptance and social anxiety: the mediating effect of self-esteem (Unpublished master' s thesis). Changsha: Hunan Normal University.

Conflict of Interest: The authors declare that the research was conducted in the absence of any commercial or financial relationships that could be construed as a potential conflict of interest.

Copyright © 2021 Cai, Gui, Wang, Yang, Mao and Wang. This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY). The use, distribution or reproduction in other forums is permitted, provided the original author(s) and the copyright owner(s) are credited and that the original publication in this journal is cited, in accordance with accepted academic practice. No use, distribution or reproduction is permitted which does not comply with these terms.



OPS/images/fpsyg-12-653559-t001.jpg
Variables M sD 1 2 3 4 5

1. Gender 033 0.47 -

2. Age 20.68 231 0.02 -

3. Body image dissatisfaction 258 057 0.02 -0.10 -

4. Self-acceptance 245 0.42 -0.03 0.13* —0.4 e

5. Self-esteem 285 0.51 0.00 -0.08 —0.50"* {04 b -

6. Impulse buying 337 0.82 0.06 0.06 035" -0.19** -0.33"

Gender was dummy coded such that

female; N = 374; *p < 0. 05; ***p < 0.001.





OPS/images/fpsyg-12-653559-t002.jpg
Gender

Age

Body image dissatisfaction
Self-acceptance

Seff-esteem
Self-acceptance x Gender

Model 1

(Outcome: Self-acceptance)

SE

0.01
0.08

0.21
48.20"

B

0.02
-0.32*

t

268
—9.42

Model 2

(Outcome: Self-esteem)

SE

023
0.01
0.03
0.16

0.09
0.68
100.36**

B

-0.62"
-0.01
-0.20*
034"

0.26™

-27

-1.90

-6.77
212

2.87

Model 3

(Outcome: impulse buying)

SE

0.02
0.08
014
0.12

0.16
17.80"*

B

0.02
037
024
—0.46**

t

1.16

4.59

172
-3.99





OPS/xhtml/Nav.xhtml




Contents





		Cover



		Body Image Dissatisfaction and Impulse Buying: A Moderated Mediation Model



		Introduction



		Methods



		Participants



		Procedures



		Measures



		Body Image Dissatisfaction



		Self-Acceptance



		Self-Esteem



		Impulse Buying









		Statistical Analysis







		Results



		Preliminary Analyses



		Model Testing







		Discussions and Conclusions



		Limitations and Implications



		Data Availability Statement



		Ethics Statement



		Author Contributions



		Funding



		References

















OPS/images/cover.jpg
, frontiers
in Psychology

Body Image Dissatisfaction and
Impulse Buying: A Moderated
Mediation Model





OPS/images/fpsyg-12-653559-g001.gif
sitaspunes

o oz dssntion | oty






OPS/images/fpsyg-12-653559-g002.gif









OPS/images/crossmark.jpg
©

2

i

|





OPS/images/logo.jpg
, frontiers
in Psychology





