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Recent developments in embodied cognition suggest that people process environmental information
by using their bodily state and mental simulation. The focus of embodiment theory is that cognitive
processing is based on the interaction among the body, the mind, and the world. Based on embodied
theories of cognition, the authors predict that when the representation of marathon running is activated,
bodily feedback such as tiredness and thirst will occur because mental simulation of marathon running
contains sensorimotor representation of marathon running. As a result, it is predicted that participants
primed with marathon runner will have more desire to have products that enable thirsty-quenching.
Specifically, this research proposes that consumers’ tendency to adopt the perspective of others
influences embodied cognition, since perspective taking leads people to assimilate their own self-
judgments and behaviors toward the cognitive representations of others. An experiment reveals that
both perceptual and cognitive perspective taking tendencies moderate how participants respond to the
contextual cues. The effect of perspective taking is moderated by whether participants are prompted
to adopt a first-person view or a third-person view. In detail, among the high perspective takers, those
in the marathon-first-person condition drink more the mineral water than those in the marathon-
third-person condition, who in turn drink more the mineral water than those in the control condition.
Among the low perceptual perspective takers, however, there are no significant differences in the
amount of mineral water intake,

This research delivers important insights for advertising messages. When being exposed to an
advertisement, high perspective taking consumers may be more engaged in the advertised message
than low perspective taking consumers, which in turn high (vs. low) perspective taking consumers’
tendency to respond behaviorally consistent with the message may be higher. Based on the findings
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of this research, if the message induces the high perspective taking consumers to have a first- (vs.
third-) person view, this effect may be stronger. Moreover, if the advertising message contains
behaviors, such as using the target product, inducing consumers to mimic the behaviors seems to
bring more behavioral responses which marketers intend.

Key words: Embodied cognition, Mental simulation, Perceptual perspective taking, Cognitive
perspective taking, First-person view, Third-person view

According to the viewpoint of embodied cog-
nition, knowledge is grounded in and consists
of modality-specific representations which are
used on cognitive processes, such as thinking
and judgment (Barsalou, 1999). The theory ar-
gues that cognitive processes such as percep-
tion and memory are situated activities and
deeply rooted in sensorimotor processing (Clark,
1997: Niedenthal et al., 2005). Thus, seeing an
object or reading its name reenacts features
(e.g.., motion, action) that had become asso-
ciated together. Specifically, embodiment theo-
ry has demonstrated that because cognition is
situated (Bok and Min, 2013) and involves
perception and action, cognition contributes to
situation-appropriate behavior (Glenberg, 1997:
Pfeifer and Scheier, 1999). More central to our
research, literature on embodiment has pro-
posed that motoric simulation plays a role in
imitating, representing, and understanding be-
havior of other people. Consistently, findings in
neuroscience demonstrated that mental simu-
lation of one’s own action and others’ actions
involve similar brain area and computational
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processing (e.g., Decety and Sommerville, 2003:
Lamm, Batson, and Decety, 2007).

Recently, Wilson (2002) distinguished between
online and offline embodied cognition. The term
‘online embodiment’ refers to actual bodily state
on real world environment. Online embodiment
occurs in the presence of real external objects.
In contrast, the term ‘offline embodiment’ re-
fers “simulations of experience in the brain's
modality-specific systems for perception, action,
and introspection (Niedenthal et al, 2009, p.
184)." In this perspective, thinking about an
action involves activation of the motor states
that originally produced it because the body
exerts a critical influence on forming one's
cognitive representation (Barsalou, 2008: Glenberg,
1997: Malter, 1996). Related literature has ar-
gued that offline embodiment occurs during
the use of perceptual symbols that refers to re-
al stimuli not actually present (e.g., Barsalou,
1999). According to Wilson (2002), offline em-
bodiment is body based and thinking about an
object produces embodied states as if the ob-
ject is actually there.




Numerous findings have shown the evidence
of both online and offline embodiment. Studies
on online embodiment have shown that bodily
responses during interaction with real objects
affected behavioral responses, such that bodily
postures and motor behavior were associated
with positive and negative tendencies toward
objects. For example, Wells and Petty (1980)
showed that nodding one’s head (vs. shaking
it) affected one's level of agreement with a
persuasive message, such that nodding the head
led to more favorable attitudes toward the
message content than shaking the head. Similarly,
Tom et al. (1991) asked participants to nod or
shake their heads and observed that nodding
caused increased preference for a neutral ob-
ject, whereas shaking resulted in a decline in
preference for the neutral object. Consistent with
this view, Strack, Martin, and Stepper (1988)
showed that holding a pen between one's teeth
(which facilitates a facial expressing during
smiling) led to more favorable evaluation of
cartoons than holding a pen between one's lip
(which inhibits smiling). Also, using a con-
ditioning conceptualization, Cacioppo, Priester,
and Berntson (1993) found that neutral Chinese
ideographs presented during arm flexion (approach
action) were subsequently evaluated more fa-
vorably than ideographs presented during arm
extension (avoidance action). More recently,
research supported the concept of embodied
cognition by showing that visual product de-
piction which facilitated more (vs. less) em-

bodied mental simulation increased purchase
intentions (Elder and Krishna, 2012).
According to offline embodiment approach,
knowledge activates action schemas using mo-
dality-specific representations. Thus, priming
abstract domains (e.g., time, justice, and love)
influences how people perceive physical con-
cepts tied to the body (eg. Boroditsky and
Ramscar, 2002). Consistently, findings sup-
ported the notion that cognition involves not
only abstract mental representation but also
sensorimotor schemas, For example, social ex-
clusion induced an experience of feeling cold
which in turn prompted greater desire for warm
food and drink (Zhong and Leonardelli, 2008).
In the Bargh, Chen, and Burrow (1996)'s study,
participants in whom elderly stereotype had
been primed subsequently walked down a hall-
way more slowly than did participants in whom
the elderly stereotype had not been primed.
Similarly, Chambon (2009) showed that after
being primed with the elderly, participants es-
timated the gradient of various pathway and that
of a hill steeper than non-primed participants.
The study we report in this research focused
on offline embodied cognition. Based on pre-
vious literature, we predicted that when the
representation of marathon running was acti-
vated, bodily feedback like thirst and tiredness
would occur because mental simulation of mar-
athon running contains sensorimotor representa-
tion of marathon running. As a result, it was
predicted that participants primed with mar-
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athon runner would have more desire to have
products that are beneficial for thirst-quench-
ing or fatigue-recovery.

Interestingly, this research examined how
embodied cognition was influenced by an in-
dividual difference - one's perspective taking
tendency. Perspective taking is the ability to
“read the minds” of other individuals. The
ability to “see” things from someone else’s per-
spective is considered to be the socio-cognitive
abilities (Chandler 1973: Davis, 1983: Nurmsoo
and Bloom, 2008). Flavell et al. (1968, p. 5)
defined perspective taking as “that process in
which the individual somehow cognizes-+* cer-
tain attributes of another person.” Consistently,
Epley and Caruso (2009, p. 299) described per-
spective taking as “everything from experienc-
ing another person’s emotion, to sympathizing
with someone’s experience, to anticipating an-
other person’s thoughts, to adopting another's
visual perspective.” One important implication
of offline embodiment is that one’s behaviors
and judgments may assimilate toward the ac-
tions and mindset of others around them (Marx
and Stapel, 2006: Wheeler and Petty, 2001).
Consistently, Wheeler, DeMarree, and Petty
(2007) observed that perspective taking mod-
erated the effect of the overlap between a
prime and the self on subsequent behavior,
The fact is that offline embodiment is mental
simulations of perceived actions and mindsets,
which involves the process of imaginatively

projecting oneself onto others’ situation (Harris,
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1992: Lee and Min, 2010). Hence, we predicted
that the extent to which people mentally sim-
ulate actions and emotions would be influenced
by their proclivity to adopt someone else’s
perspective. Most researchers distinguish be-
tween perceptual (sometimes referred to as
visual, spatial or physical) perspective taking,
cognitive (sometimes referred to as conceptual)
perspective taking, and affective perspective
taking (e.g., Epley, Caruso, and Bazerman, 2006:
Farrant, Fletcher, and Maybery, 2006: Kurdek
and Rodgon, 1975). While perceptual perspective
taking is the ability to assume another person’s
visual, auditory or other perceptual viewpoint
(Marvin, Greenberg, and Mossler, 1976), cogni-
tive perspective taking refers to one’s ability to
intuit the knowledge, thoughts, attitudes and
interests of another person (Chartrand and Bargh,
1999: Epley, Savitsky, and Gilovich, 2002:
Savitsky, Epley, and Gilovich, 2002), and af-
fective perspective taking is the ability to as-
sess another person’'s emotional state, also known
as empathy (Davis, 1983). Specifically, this re-
search focused on perceptual perspective taking
and the moderating effect of perceptual per-
spective taking on embodied cognition.
Research has shown that perspective taking
often results in people assimilating their own
self-judgments and behaviors toward the cog-
nitive representations they create of others (e.g.
Davis et al. 1996: Galinsky, Ku, and Wang,
2005: for a review, see Wheeler et al., 2007). For
example, Chartrand and Bargh (1999) found



that people who more readily adopt the per-
spectives of others were more likely to mimic
others. Our view is that if people with a high
perspective taking tendency are more likely to
mentally simulate information they encounter,
then they should be more influenced by con-
texts and advertising messages in their judg-
ments and behaviors as compared to those
with a low perspective taking tendency. We
tested our hypothesis in a study by presenting
participants with information on images of
marathon races from start to finish to prime
participants with the marathon-runner category.
Based on previous findings, we predicted that
high perspective taking participants exposed to
marathon runners would be more likely than
those in the control condition to mentally sim-
ulate the behaviors of someone running the
marathon and simulate the situation of mar-
athon running, and that, subsequently, their
needs for the products that are conducive to
achieving their thirst-quenching or fatigue-re-
covery goals would be higher.

To measure participants perceptual perspective
taking, we asked them to mimic a yoga pos-
ture which was used in Lee and Min (2010,
see Appendix). More specifically, we presented
participants with a picture of a woman stand-
Ing in a yoga posture with her right knee bent
and asked them to demonstrate the same
posture, It was expected that the attention of
the high perceptual perspective takers would
be directed outward toward the woman in the

picture, resulting in a posture that resembles
the image with their right knee bent: whereas
the low perceptual perspective takers would be
taking the more self-focused visual perspective
of "an external observer looking back at one-
self (Hass, 1984, p. 789),” resulting in a pos-
ture of bending their left knee instead. Thus,
perceptual perspective taking is gauged by
whether participants demonstrated the same
(high perspective taking) or reflected (low
perspective taking) yoga posture as the one in
the picture.

Previous studies have suggested that a first-
person view could lead individuals to experi-
ence the similar self-representations as those
the target (Davis et al., 1996: Regan and Totten,
19757 Smith and Henry, 1996: Wheeler,
DeMarree, and Petty, 2005). Consistently, their
findings showed that priming was stronger
when participants adopted a first-person than
third-person view (e.g., Marx and Stapel, 2006:
Wheeler et al, 2001). To test the relationship
between offline embodiment and perspective
taking more clearly and moderating role of ref-
erencing (first- vs. third-person view) on our
predicted effects, we prompted participants to
adopt either a first- or a third-person view while
exposing them to pictures of marathon races or
to pictures of landscapes. Our prediction was
that high (vs. low) perspective takers would
embody to a greater extent when they were
prompted to adopt a first-person (vs, third-
person) view.
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Experiment

1. Method

In the experiment, we used a 2 (perceptual
perspective taking: high vs. low) x 3 (referencing:
marathon-first-person vs, marathon-third-per-
son vs. control) design with the amount of min-
eral water intake being the dependent variable,
A total of 95 undergraduates (51 females)
from a large-size university in Korea partici-
pated in the study in exchange for monetary
compensation. The experiment was run in a
computer lab using Qualtrics program. Before
starting each session of the experiment, we
provided a 500ml bottled mineral water beside
each monitor, Participants were randomly as-
signed to one of the three conditions and an-
nounced that after completing the survey, they
could drink given mineral water as much as they
want, Participants were then presented with
either 20 pictures related to marathon races
(marathon-first-person and marathon-third-person
conditions) or landscapes (control condition). We
adapted the procedure for manipulating each
condition from Lee and Min (2010, Experiments
2 and 3): Participants in the marathon-first-
person condition (N = 31, 16 females) read,
"Please imagine that you have always wanted
to run in a marathon. You follow all the major
marathon events around the world, and have
been training for a while. You are really look-
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ing forward to the event. Now imagine that
you the runner have just crossed the finish line,”
Participants in the marathon-third-person con-
dition (N = 34, 19 females) received the same
message except that “you" was changed to “your
friend.” Participants in the control condition (N
= 30, 16 females) were instructed that they
would be seeing pictures of landscapes. In this
research, we were interested in the relationship
between perception and cognition of physical
concepts. To investigate whether perceptual
perspective taking and cognitive perspective
taking are highly correlated with each other,
we measured participants’ cognitive perspective
taking tendency using the 7-item perspective-
taking subscale (e.g., "I sometimes try to un-
derstand my friends better by imagining how
things look from their perspective,” “I try to
look at everybody's side of a disagreement be-
fore I make a decision.” "I believe that there
are two sides to every question and try to look
at them both.”) of the Interpersonal Reactivity
Index (Davis, 1980). To rule out possible alter-
native interpretations of our effect tied to mood,
participants reported how they felt (happy,
anxious, relaxed, energized, irritated, sad, elat-
ed, contented) using 7-points scales (1 = not
at all, 7 = a lot). They then responded to
some miscellaneous questions such as gender
and handedness. Upon completion of the ques-
tionnaire, participants were led out of the com-
puter lab individually. Before they left. they
were instructed that they should put the bottle



of mineral water on the desk. Once outside the
lab, they were presented with the picture of a
woman In a yoga posture which was used in
Lee and Min (2010) to measure participants’
perceptual perspective tendency. Participants
were then asked to demonstrate the same pos-
ture, supposedly to assess how good their bal-
ance was, Participants’ posture (same or re-
flected) was recorded to measure their percep-
tual perspective taking. Finally, participants
were thanked, debriefed, and dismissed. At the
end of each session, an experimenter measured the
amount of mineral water intake using a beaker.

2. Results

Forty-seven of the 95 participants adopted
the same posture as in the picture: they were
classified as high perceptual perspective takers.
The results of a logistic regression showed that
participants’ yoga posture orientation (1 =
same, 0 = otherwise) did not differ based on
their affective states, gender, and handedness
(68 right-handed and 27 left-handed), ps > .20.

The results of a 2 (perceptual perspective

taking) x 3 (referencing) analysis of variance
(ANOVA) with the amount of mineral water
intake as a dependent variable showed that the
main effect of perceptual perspective taking
was significant (F(1, 89) = 13037, p < .001),
showing that high perceptual perspective tak-
ers drank more of the mineral water than did
low perceptual perspective takers (Mg =

390.08, SD = 81.98 vs. Miow = 24747, SD
= 62.86), The main effect of referencing was
significant (F(1, 89) = 1654, p ¢ .001).
Planned contrast confirmed that the amount of
mineral water intake between participants in
the marathon-first-person condition (M =
340.99,y, SD = 130.67) and those in the mar-
athon-third-person condition (M = 346,62,
SD = 70.89) was not significantly different (t
( 1), however, the amount of mineral water
intake in the control condition (M = 261.88,,
SD = 74.52) was significantly less than that in
the marathon-third-person condition (t(89) =
597, p < .001). The Perceptual perspective
taking x Referencing was also significant (F(2,
89) = 19.74, p { .001). Separate analyses were
conducted for the participants’ perspective taking
tendency. As illustrated in Figure 1, among
the high perceptual perspective takers, those in
the marathon-first-person condition drank more
of the mineral water (M = 46352, SD =
42.10) than those in the marathon-third-person
condition (M = 389.29,,, SD = 43.20: t(89) =
3.83, p € .001), who in turn drank more than
those in the control condition (M = 29958,
SD = 7959: t(89) = 433, p < .001). Among
the low perceptual perspective takers, however,
we did not find any significant difference. In
detall, there was no difference in the amount
of mineral water intake between those in the
marathon-first-person condition (M = 273.88,,
SD = 58.33) and those in the marathon-third-
person condition (M = 28566, SD = 56.81:
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t(89) = 128, p > .10). Low perspective takers'
amount of mineral water intake did not differ
between those in the marathon-third-person
and the control conditions (M = 279.75,, SD
= 60.85: t < 1). Finally, the amount of miner-
al water intake between those in the marathon-
first-person and the control conditions did not
differ (t(89) = 157, p > .10).

To test whether the measurement of percep-
tual perspective taking was enough to explain
participants’ cognitive perspective taking ten-
dency, we examined the relationship between
participants perceptual and cognitive perspective
taking. For this, we created a cognitive per-
spective taking index by averaging the seven
items (a = 95). Not surprisingly, a regression
analysis showed a positive effect of perceptual

perspective taking on cognitive perspective

taking (B = 198, SE = 17, t(93) = 1194, p
¢ .001). Subsequent analyses showed that con-
dition had no effect on perceptual perspective
taking (X* < 1) or cognitive perspective taking
(F ¢ 1), suggesting that the three conditions
had equivalent numbers of high and low per-
spective takers. Further, participants’ affective
states, gender, and handedness did not differ
among the three conditions, ps > .10.

To investigate whether there were substantial
differences when cognitive perspective taking
was used instead of perceptual perspective
taking, we next examined the effect of cogni-
tive perspective taking. Firstly, we categorized
participants as high and low cognitive per-
spective takers based on a median split of the
cognitive perspective taking index. The results
of a 2 (cognitive perspective taking) x 3 (re-

{Figure 1> The Effect of Perceptual Perspective Taking and Referencing
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ferencing) ANOVA with the amount of min-
eral water intake being a dependent variable
showed very similar patterns of data as did the
results of a 2 (perceptual perspective taking) x
3 (referencing) ANOVA. The main effect of
cognitive perspective taking was significant
(F(1, 89) = 5494, p < .001), showing that
high cognitive perspective takers left less the
mineral water than low cognitive perspective
takers (Mg, = 377.76,y, SD = 86.26 vs, My
= 264.26,y, SD = 83.94). The main effect of
referencing was significant (F2, 89) = 1457, p
¢ .001). Planned contrast confirmed that the
amount of mineral water intake between par-
ticipants in the marathon-first-person condition
(M = 340.99,y, SD = 130.67) and those in the
marathon-third-person condition (M = 346.62,.,,
SD = 70.89) did not show a significant differ-

ence (t < 1). However, the amount of mineral
water intake in the control condition (M =
26188, SD = 7452) was significantly less
than the amount of mineral water intake in
the marathon-third-person condition (t(89) =
4.66, p < .001). More importantly, the effect of
Cognitive perspective taking * Referencing
was significant (F(2, 89) = 790, p < .005).
Follow-on contrasts showed that among the
high cognitive perspective takers, those in the
marathon-first-person condition drank more
the mineral water (M = 45833, SD =
4556) than those in the marathon- third-per-
son condition (M = 38929,, SD = 43.20:
t(89) = 261, p < .001), who in turn drank
more the mineral water than those in the con-
trol condition (M = 28566, SD = 80.78:
t(89) = 4.01, p < .001). Among the low cogni-

{Figure 2) The Effect of Cognitive Perspective Taking and Referencing
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tive perspective takers, participants across three
conditions did not differ in the amount of min-
eral water intake (Mgys = 26688y, SD =
11050 vs. Mg = 28566y, SD = 5681 vs.
Meontrat = 243.70,, SD = 66.04: ps < .10). The
results are illustrated in Figure 2.

General Discussion

Prior studies demonstrated that embodied cog-
nition affects cognitive representation (Barsalou,
2008: Glenberg, 1997), judgment (Brifol and
Petty, 2008: Chambon, 2009), choice, purchase
intention (Elder and Krishna, 2012: Rosa,
Garbarino, and Malter, 2006), purchase behavior
(Thompson, Locander, and Pollio, 1990), and
emotional response (Dimberg, Thunberg, and
Elmehed, 2000: Hawk, Fischer, and Van Kleef,
2012). In this research, we show that priming
of marathon running increases desire for min-
eral water. Importantly, this process is mod-
erated by participants’ perspective taking ten-
dency, such that participants embody more
when they are more inclined to perceptually
take on another person’s perspective. This ef-
fect is also found when participants has stronger
tendency to take others’ perspective cognitively.
Our study also shows that high perspective
takers embody to a greater extent when they
are asked to adopt the first-person rather than
third-person view. Hence, the findings general-

126 ASIA MARKETING JOURNAL Vol. 15 No. 02 July 2013

ize the results of prior research which reveal
the moderating effect of referencing on em-
bodied stereotyping, such that people writing in
first- (vs. third-) person become more stereo-
typed, and exhibit more stereotype-consistent
behaviors (e.g.. Marx and Stapel, 2005).

This research has a contribution to consumer
research by introducing embodied cognition as
an alternative framework to the traditional
structural model of memory and cognition to
understanding how consumer interacts with
environment in their judgment and action.
Although the traditional amodal models have
demonstrated that the mind is separated from
and operates independently of the body (for
review, see Haney, 2002), our results are more
consistent with the embodiment model that the
mind and the body are integrated. When par-
ticipants are exposed to images of marathon
races, they desire mineral water more, provid-
ing evidence that the body is an integral part
of an inseparable mind-body whole,

This research contributes to the literature on
embodied cognition in several ways. First, it
identifies one's perspective taking tendency as
an important moderator of embodiment. Second,
this study offers one way to measure people's
perceptual perspective taking proclivity, Third,
it establishes the moderating effect of refer-
encing on the relationship between embodi-
ment and perspective taking.

According to embodied cognition theories,
online cognition occurs in the presence of actual



stimuli, whereas offline cognition occurs then
the perceiver represent objects in their absence
(Wilson, 2002). In this research, our interests
are on offline embodiment and the similarity in
the moderating effect of perceptual and cogni-
tive perspective taking on embodiment. Can
our results be obtained with online embodiment?
In the view of online embodied cognition, bod-
ily responses during interaction with objects in-
fluence later-reported attitudes and action ten-
dencies toward the objects. Thus, it is possible
that perceptual perspective taking is more sen-
sitive measure than self-reported cognitive per-
spective taking in online embodiment since
perceptual perspective taking operates directly
on bodily states. Investigation of this premise
awaits further research.

This research further delivers important in-
sights for advertising messages. When being
exposed to an advertisement, high perspective
taking consumers may be more engaged in the
advertised message than low perspective taking
consumers, which in turn high (vs. low) per-
spective taking consumers tendency to respond
behaviorally consistent with the message may
be higher. Based on the findings of this re-
search, if the message induces the high per-
spective taking consumers to have a first- (vs,
third-) person view, this effect may be stronger.
However, if consumers are low perspective
takers, the effect of referencing may not be
found. Precious studies have suggested that
mimic behavior increases one’s perspective taking

tendency. Therefore, if the advertising message
contains behaviors, such as using the target
product, inducing consumers to mimic the be-
haviors seems to bring more behavioral responses
which marketers intend.

Recent social psychology literature demon-
strates that psychological power decreases the
tendency to take other's perspective (e.g.,
Galinsky et al, 2006). Many companies often
phrases such as “the customer is always right”
and “the customer is king” to convey their ea-
gerness to put their customers first, which in
turn make their customers feel special and
powerful. However, as Former Continental Airlines
CEO Gordon Bethune points out, the strategy
of making customers feel powerful can induce
unreasonable and intransigent behaviors (Bethune
and Huler, 1998). This result could come from
perceptually powerful customers’ reduced ten-
dency to take the corporates” perspective. With
this issue, Min and Kim (2012, 2013)’s sugges-
tion that “firms should augment their custom-
ers’ perceived power cautiously. Therefore, in-
stead of "the customer is always right,” for
example, the slogan “"we address what you
want before you ask™ may slightly shift the
center of power from the customer to the firm”
seems to be helpful. We leave this issue to fu-
ture empirical research,
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