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Independent novices were the most self-interested, choosing red and white wines that were as expensive as possible, depending on their
wine preferences. Independent experts also significantly increased the prices of red and white wines they chose according to their own
preferences, but did so to a lesser degree than novices.

Importantly, these results are not driven by individuals’ assumptions about others’ preferences—independents who liked red wine
did not choose more expensive red wines because they assumed everyone at the table would be drinking red wine, just like them. Most
participants thought the break down of red versus white wine drinkers at the table would be about 50/50, and these predictions did not
differ according to self-construal.

Our initial study suggests that independents sacrifice others’ interests for their own and behave selfishly even when making decisions
for a group. This initial study raises a number of interesting questions. What motivated independent experts in our study to make less biased
choices for the group? What might encourage independent individuals to make better group choices? In a future study, we plan to
manipulate group characteristics to answer some of these questions: for example, what if the group is comprised of wine experts vs.
novices, or red vs. white wine drinkers? Manipulating these characteristics will uncover the dynamics that underlie individuals’ choices
on behalf of others.

In conclusion, when selecting someone to make a decision for other people, choose individuals with interdependent self-construals—
or you might end up drinking house wine while they enjoy an award winning blend.
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An astonishing finding of research on embodied cognition is that motor behaviors and muscle contractions affect cognitive processes
(Strack, Stepper, & Martin, 1988; Förster & Strack, 1996; Strack & Neumann, 2000; see for an overview Niedenthal, Barsalou,
Winkielman, Krauth-Gruber, & Ric, 2005). In line with this research, recent studies found that body movements also have an impact on
consumer judgments and behaviors (Förster, 2003; 2004). In these studies, participants rated products (Förster, 2003) or tasted a soft drink
(Förster, 2004) and, at the same time, were asked to execute certain body movements. For instance, they were instructed to press their
hand either up against the table from underneath, or down onto the table. Pressing one’s hand up from underneath results in arm flexion,
a movement that is related to grabbing something and pulling it towards oneself. It is argued that such movements are associated with
approach-related behaviors and cognitive representations. In contrast, pressing one’s hand down, results in arm extension, a defensive
movement used to keep something at distance. It was found that arm flexion led to more positive judgments of a drink (Förster, 2003)
and an increased drink intake (Förster, 2004).

In this study, we examined whether not only the execution, but already the observation of body movements affects consumer
behavior. There is evidence that, observing other’s actions, observing individuals seem to run an internal simulation of the observed
behavior. This simulation occurs automatically (Gallese, 2001) and leads to neural activation in brain areas associated with the execution
of the movements (Buccino et al., 2001). Also, there is indirect evidence for such a simulation to occur. Some mental disorders as well
as orbito-frontal lesions lead to the symptom of echopraxia: the impulsive repetition of observed actions or heard sentences that occur
with reflex-like immediacy (Lhermitte, Pillon, & Serdaru, 1986). We assumed that the observation of a body movement leads to a mental
simulation of the movement and, thus, affect cognitive processes in the same way as the execution does.

However, we also assumed that individuals differ in the degree to which they are susceptible to the effects of observed body
movements. Research on empathy has shown that people differ significantly in the degree to which they can feel the internal states of others
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(Chlopan, McCain, Carbonell, & Hagen, 1985). Based on these findings, we assumed that for observers that are empathic with the observed
person, observing the execution of motor actions should result in automatic cognitive responses similar to those elicited by actually
carrying out those actions.

Method
Fifty-nine female undergraduate psychology students participated in the study for a small reward and partial course credit.

Participants first completed a questionnaire for trait empathy (Leibetseder, Laireiter, Riepler, & Köller, 2001). Subsequently, they
answered questions according to sports and recent consumption of food, drinks, and alcohol. Then, the experimenter provided participants
with a glass of water and asked them to drink from it until they feel not thirsty any longer. Afterwards, the experimenter presented them
a short video showing an athlete exercising with a bell bar. In the approach condition, the athlete was standing upright, pulling the weight
from his waist to his chest, executing arm flexions against the weight. In the avoidance condition, he was lying on his back, pushing the
weight up from his chest, doing arm extensions. Before the video started, participants obtained a glass with 300 ml of a drink which was
said to be a new functional sports drink. The experimenter told participants that they should taste the drink and could drink as much as
they wanted to do. After participants watched the video and tasted the drink, the experimenter thanked and debriefed the participants. The
main dependent measure was the amount participants drank from the offered drink.

Results
We conducted a regression analysis with the amount participants drank as dependant variable and empathy as well as the dummy

coded type of movement in the video as predictors. As expected, we found empathic observers to consume more of the drink while
watching the approach related arm flexion movement than while observing the avoidance related arm extension movement. Observers
low in empathy drank less when watching arm flexions than when watching arm extensions. The interaction term of empathy and type
of movement had a significant effect on the amount participants drank from the offered drink. The main effects of empathy, and type of
movement were not significant.

Discussion
Studies have shown that body movements and muscle contractions influence judgments and behaviors (e.g., Förster, 2003; 2004).

Since the observation of other people’s movements tends to elicit neural activations similar to those elicited by executed movements
(Buccino et al., 2001), we assumed that also the observation of body movements affects consumer behavior. Our findings support this
assumption for empathic observers. When observing arm flexion, a movement that is associated with grabbing and pulling something
closer, high empathic observers drank more of an offered drink. When observing an arm flexion, a defensive movement that is involved
in keeping distance and essentially incompatible with consumption, empathic observers drank less. Less empathic observers, in contrast,
exhibited the inverse pattern.

Our findings extend recent research on embodied cognition showing that consumer behavior might be affected by processes related
to motor areas in the brain. Previous research has shown the influence of own body movements. We showed that also the representation
of body movements of others leads to similar effects. Further research should examine whether body movements, for instance in TV
advertising spots, may have long time effects on the product evaluations or whether observing body movements has only immediate effects
on evaluations and behavior.
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