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ABSTRACT

Ambivalent attitudes exist toward vegans: While people may admire vegans’ moral aims and commitment, they
may also derogate vegans for seeming arrogant and overcommitted. These latter negative perceptions may un-
dermine the effectiveness of efforts to reduce meat consumption for health, animal-welfare, and sustainability
benefits. In the present research, we investigated the role of a vegan’s motivation (animal ethics vs. health) in
moralized attitudes toward vegans among omnivorous participants through two preregistered studies. In Study 1
(N = 390), we found that a vegan advocate motivated by animal ethics (vs. health) was seen as more moral but
not as more arrogantly overcommitted. In Study 2 (N = 1177), we found that animal ethics (vs. health) vegans
were seen as both more arrogantly committed and more morally committed, but that relative moral commitment
perceptions were attenuated when vegans were described as actively advocating. Both advocating (vs. non-
advocating) vegans and animal ethics (vs. health) vegans were generally seen as less socially attractive by
omnivores due to stronger attributions of arrogant overcommitment, and a lower social attractiveness was
associated with a lower willingness to eat less animal products. Our findings inform ongoing debates within the

vegan movement about the effectiveness of signaling moral commitment in promoting plant-based diets.

1. Introduction

Attitudes toward vegans can be markedly ambivalent. On the one
hand, vegans may evoke admiration among omnivores for their moral
commitment to their vegan diet and lifestyle (De Groeve et al., 2021;
Judge & Wilson, 2019). On the other hand, vegans may be subjected to
stigmatization for appearing to display moralistic traits indicating
arrogance and overcommitment (De Groeve & Rosenfeld, 2022; Mar-
kowski & Roxburgh, 2019). This ambivalence in stereotypical impres-
sions has recently been termed the “vegan paradox” (De Groeve and
Rosenfeld, 2022) and is theorized to stem from the cognitive dissonance
people may feel from eating meat (De Groeve & Rosenfeld, 2022, see
also Rothgerber, 2020): Omnivores may view vegans as morally
committed because they embody care for animals, but defend their own
dietary preferences by negatively stereotyping vegans as arrogantly
overcommitted. These attitudes have the capacity to undermine will-
ingness to reduce meat consumption, which is a behavior change

conducive to improved health, animal welfare, and sustainability (Wil-
lett et al., 2019).

Omnivores’ impressions of vegans may depend crucially on vegans’
espoused motivation (Maclnnis & Hodson, 2017; Vartanian, 2015).
Although vegans often have multiple ethical motivations to be vegan —
including the environment, social justice and religion (Maclnnis &
Hodson, 2021; Ruby, 2012), animal ethics motivations are the most
common (Janssen et al., 2016; Rosenfeld, 2018) and constitute the
primary goal of the vegan movement (Leenaert, 2020; Maclnnis &
Hodson, 2021). Yet, vegans often strategically downplay their moral
commitment to manage social affiliations with omnivores and instead
focus on health benefits of veganism to avoid conflict or seeming
preachy (Greenebaum, 2012; Paxman, 2016). Health reasons for vegan
diets commonly refer to their ability to prevent/reverse many diseases of
affluence associated with Western animal-based diets, including heart
disease, type 2 diabetes, high cholesterol, obesity, and some forms of
cancer (Craig, 2009; Craig & Mangels, 2009). At the same time, some
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vegans may refuse to stay silent about the exploitation and harm animals
endure resulting from their consumption as food, regardless of the
pushback it may generate among omnivores. These divergent commu-
nications among vegans call into question whether one should focus on
ethical or health motivations in persuading omnivores to adopt more
vegan diets — an unresolved matter that has been the topic of ongoing
debates within the vegan movement (Greenebaum, 2015; Leenaert,
2020).

In this article, we tapped into this recurring debate and applied
recent theorizing on the vegan paradox (De Groeve & Rosenfeld, 2022)
to empirically test whether animal ethics vegans elicit more divergent
characterizations (i.e., more morally committed, but also more moral-
istic) than health vegans. We examined this within a context where
omnivores are presented to a vegan who is advocating for plant-based
dieting (Study 1 & 2) and a context where a vegan is not actively
advocating (Study 2). Below, we develop our hypotheses for Study 1
with regard to omnivores’ moralized impressions of animal ethics versus
health vegan advocates, along with effects on vegans’ social attrac-
tiveness and omnivores’ willingness to change their diet. Our theorizing
commences with one side of the moral(istic) coin: perceived moral
commitment.

1.1. Morality commitment

Moral commitment captures two interrelated dimensions of stereo-
type content: morality (Brambilla et al., 2019; Goodwin et al., 2014;
Landy et al., 2016) and commitment (Piazza et al., 2014). Morality is of
primary importance in the impression formation of people (Brambilla
et al., 2019; Goodwin et al., 2014) and signifies whether someone’s
intentions are perceived as helpful or harmful (Landy et al., 2016) — as
captured by traits such as kind and fair (Goodwin et al., 2014; Landy
etal., 2016; Ruby & Heine, 2011). The commitment dimension captures
traits such as determination and dedication, signaling someone’s
intentional strength (Ajzen et al., 2009) or motivation to attain goals (De
Groeve & Rosenfeld, 2022; Piazza et al., 2014).

When comparing animal ethics and health vegan advocates in terms
of morality and commitment, it appears obvious that an animal ethics
vegan advocate would be seen as especially moral. People generally care
about animals (Loughnan et al., 2014; Trethewey & Jackson, 2019), so if
advocates raise awareness that animal-product consumption causes
damage to animal victims (our studies focused on factory farming), this
may evoke negative moral judgements among consumers (Cornish et al.,
2016; Hartmann & Siegrist, 2020). Although health advocates may also
be perceived as moral because of their intention to help others to
become healthier (see Rosenfeld & Burrow, 2017), health reasons are
conventionally thought of as personal (Rosenfeld & Burrow, 2017) and
there is more ambiguity about the (un)healthiness of vegans and their
diets among omnivores (Barnard & Leroy, 2020; Corrin & Papadopou-
los, 2017; De Groeve et al., 2021). Therefore, a lower perceived morality
could be expected. Because morality traits are seen as intrinsically good
(Piazza et al., 2014), we also expected that perceived morality would
positively predict social attractiveness (see also De Groeve et al., 2021),
and consequently, a higher willingness among omnivores to change
their diet (Bashir et al., 2013).

Furthermore, because “more” moral implies a higher motivational
strength (Feinberg et al., 2019; Schein & Gray, 2018), we also hypoth-
esized that animal ethics (vs. health) vegan advocates would be seen as
more committed. In contrast to morality, though, commitment traits
have no clear valence and can amplify either perceived goodness or
badness depending on the perceived goals of an agent (e.g., a dedicated
eco-fascist; Piazza et al., 2014), so it remained an open research question
to us whether commitment perceptions would increase social attrac-
tiveness (and willingness to change diet). We did expect, however, in
light of previous studies (Bolderdijk et al., 2018; Minson & Monin,
2012), that omnivores may defensively distort moral commitment per-
ceptions of animal ethics (vs. health) vegan advocates into two
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negatively stereotyped counterparts: arrogance and overcommitment (De
Groeve & Rosenfeld, 2022).

1.2. Arrogance and overcommitment

Arrogance is a personality/character trait (Goodwin et al., 2014;
Tiberius & Walker, 1998) associated with narcistic self-aggrandizement,
hubristic pride, and low agreeableness (Tracy & Robins, 2007) and can
be captured with terms like pretentious and haughty. Arrogance can be
construed as a negative reflection of morality (De Groeve & Rosenfeld,
2022): Whereas moral people are helpful and have good intentions,
arrogant people believe they are better than others and display disdain
toward others (Tiberius & Walker, 1998). The overcommitment
dimension can be construed as a negative reflection of commitment,
indicating that someone is too committed, motivated or dedicated to
attaining goals or enacting values (De Groeve & Rosenfeld, 2022).
Overcommitment traits, such as fanatical and stubborn, indicate that
someone has an obsessive and rigid personality/character (De Groeve &
Rosenfeld, 2022).

Although promoting vegan diets does not seem inherently arrogant
or overcommitted, when vegans use animal ethics reasons to advocate
for vegans diets, they clearly break social norms and confront omnivores
with animal harms so that they feel or anticipate moral rejection (De
Groeve & Rosenfeld, 2022; Minson & Monin, 2012). Consequently,
omnivores may engage in ego-defensive processing by projecting arro-
gant stereotypes to vegans (De Groeve & Rosenfeld, 2022). Furthermore,
stereotyping animal ethics vegan advocates as overcommitted may
justify the idea that veganism is superfluous or impossible to maintain
(Cole & Morgan, 2011; De Groeve & Rosenfeld, 2022). Similarly,
viewing vegans as a cultural threat has been shown to predict negative
stereotyping (MacInnis & Hodson, 2017). Carnism — the prevailing belief
system of the omnivorous majority that entails the premise of human
dominance over animals (Allen et al., 2000; Dhont & Hodson, 2014; Joy,
2009; Monteiro et al., 2017) and legitimizing animal-product con-
sumption as a harmless, cherished given (Graca et al., 2016; Monteiro
et al., 2017) - reinforces the idea that vegan advocates lack moral
legitimacy to challenge the omnivorous diet and thus justify animal
ethics advocacy as moralistic virtue-signaling (De Groeve & Rosenfeld,
2022). In contrast, when compared to a vegan advocate motivated by
health reasons, we expected that omnivores would feel less morally
judged and stereotype vegans less strongly as arrogant and over-
committed (Weiper & Vonk, 2021). Omnivores may view health vegans
more favorably than animal rights vegans (MacInnis & Hodson, 2017);
health reasons for vegan diets are more mainstream and perceived as
more engaging and credible (Parkinson et al., 2019). Whereas moral
persons are highly attractive, arrogant and overcommitted people are
more likely to push others away (De Groeve & Rosenfeld, 2022). We thus
expected that both perceived arrogance and overcommitment would
decrease the advocates’ social attractiveness and, consequently, omni-
vores’ willingness to change their diet.

2. Study 1: animal ethics versus health vegan advocacy

To summarize, we expected that animal ethics (vs. health) vegan
advocates may be perceived as more moral and committed, which would
positively affect their social attractiveness via perceived morality, but
also as more arrogant and overcommitted, which would have a stronger
negative effect on omnivores’ willingness to affiliate with them and to
change their diet. Fig. 1 gives a conceptual overview of our hypotheses
for Study 1, which were preregistered on Open Science Framework
(OSF): https://osf.io/9y72z. In the following section, we describe our
methodology. All measures, manipulations, and exclusions are reported
and we clearly distinguish between confirmatory and exploratory
analyses.


https://osf.io/9y72z
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Fig. 1. Conceptual Overview of Our Hypotheses. Note. H1-7 indicate our hypotheses. RQ1 is a research question.

2.1. Methods

2.1.1. Participants

We calculated that we needed at least 200 participants for the
exploratory factor analyses (EFAs) we planned, but aimed to recruit 400
participants (see our preregistration for a justification). Participants
were recruited via Prolific (May 2020) and were prescreened for eligi-
bility based on the following inclusion criteria: UK nationality, good
reputation on Prolific (>20 submissions and an approval rate of at least
95%) and not following a vegetarian or vegan diet. Participants had to
be 18-100 years old.

In total, 443 participants started the survey, of which 8 returned their
submission and 2 timed out. Based on disclosed exclusion criteria, 33
participants (7.6% of the remaining 433; nheaith = 16; Manimal ethics = 17)
were rejected without payment because they failed the manipulation
check (see below). Although Prolific users who follow a vegetarian or
vegan diet were not invited for participation, 10 participants did not
indicate eating meat (red meat, poultry, fish or seafood) at least occa-
sionally and were therefore excluded from analysis. After data cleaning,
the final sample thus included 390 participants in total (npeaith = 192;
Manimal ethics = 198). Table 1 gives a demographic overview of this sample
(Study 1 column). We did not find significant differences in de-
mographic or diet-related variables across conditions; random alloca-
tion was effective.

2.1.2. Procedure and stimuli

Upon providing informed consent, participants were randomly
allocated to answer questions about a vegan advocate motivated by
either animal ethics or health. Participants read the following descrip-
tion: “Jane follows a vegan diet and thus avoids eating animal products
(red meat, poultry, fish, seafood, dairy and egg). She advocates for vegan
dieting by showing people how eating animal products is associated
with:

“health issues such as an increased risk of heart disease and type 2
diabetes” [health vegan advocate, coded 0]

“animal rights/welfare issues such as the confinement and harmful
treatment of animals in factory farms” [animal ethics vegan advo-
cate, coded 1]

Next, participants completed study measures, and at the end, par-
ticipants were thanked and debriefed about the purpose of the study.

2.1.3. Measures

2.1.3.1. Trait attributions. Participants rated Jane along 30 traits.
Measured scales included: arrogance, overcommitment, morality, and
commitment for the confirmatory analyses, as well as sociability, ec-
centricity, and perceived healthiness for exploratory analyses (see pre-
registration). All trait attributions were measured using 7-point unipolar

Table 1
Demographics of UK Samples for Study 1 and Study 2.

Variable Category % in Study 1 (n) % in Study 2 (n)
Gender Male 41.0 (160) 39.2 (461)
Female 59.0 (230) 60.4 (711)
Prefer not to say 0.1(1)
Prefer to self-describe 0.3 (4)
Age M (SD) 36.48 (13.13) 37.90 (13.57)
18-27 22.3(92) 27.2 (318)
28-37 31.8 (131) 29.4 (346)
38-47 26.2 (108) 18.3 (217)
48-57 11.7 (48) 14.3 (169)
>58 8.0 (33) 11.0 (127)
Ethnicity White 88.5 (345) 87.3 (1028)
Black 2.8(11) 2.2 (26)
Asian 5.6 (22) 6.5 (76)
Mixed 2.6 (10) 3.6 (42)
Other 0.5(2) 0.4 (5)
Education No formal 0 (0) 034
Secondary school 15.6 (61) 11.8 (139)
College 26.7 (104) 29.8 (351)
Undergraduate 41.3 (161) 41.4 (487)
Graduate 13.6 (53) 14.4 (170)
Doctorate 2.8(11) 2.2 (26)
Income < £10,000 22.1 (86) 19.6 (231)
£10,000 - £19,999 19.0 (74) 21.7 (255)
£20,000 - £29,999 23.8 (93) 27.2 (320)
£30,000 - £39,999 14.4 (56) 13.8 (162)
£40,000 - £49,999 6.2 (24) 5.8 (68)
£50,000 - £59,999 3.1(12) 2.8 (33)
£60,000 or more 2.3(9) 4.3 (51)
Prefer not to say 9.2 (36) 4.8 (57)
MCF M (SD) 4.65 (1.77) 4.71 (1.76)
Flexitarian No 48.7 (190) 45.3 (533)
Yes/Partly 51.3 (200) 54.7 (644)
Semi-vegetarian No 66.2 (258) 68.6 (807)
Yes 33.8 (132) 31.4 (370)
Carnism M (SD) 2.76 (0.80) 2.72 (0.81)

Note. n.d. = no data. MCF = meat consumption frequency (number of days/week
when meat is eaten at main meal).

scales (1 = Not at all, 4 = Neutral, 7 = Extremely), and all scale items were
pooled and randomized across five pages.

Confirmatory Trait Attributions. We developed scales (each five
items in length) to measure arrogance (e.g., arrogant, smug), over-
commitment (e.g., fanatical, stubborn), morality (e.g., ethical, kind-
hearted), and commitment (e.g., dedicated, motivated). Initial items for
these scales were derived from past literature (Broome, 1983; Piazza
et al., 2014; Ruby & Heine, 2011; Tracy & Robins, 2007) and were
evaluated for face validity by the authors and research colleagues. After
data collection, the psychometric validity of the scales was assessed
using exploratory factor analyses (EFAs) according to a preregistered
procedure informed by Costello and Osborne (2005). Based on this
procedure, we excluded one item (“virtuous”) from the morality scale
based on the criterium that all item loadings should be greater than 0.50.
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In addition, we found that the arrogance and overcommitment items
loaded together on a single factor, so for subsequent analyses we decided
to use a composite arrogant overcommitment scale, after excluding one
item (“uncompromising” loaded below 0.50). For more details about the
EFAs, we refer to our supplementary materials (§1.1 and Table S1). The
three final scales for morality, commitment, and arrogant over-
commitment had good internal consistencies (respective o's were 0.80,
0.84, and 0.92).

Exploratory Trait Attributions. We used a five-item scale to mea-
sure sociability (e.g., friendly, sociable) with relevant traits derived from
Goodwin et al. (2014), a three-item scale to measure eccentricity
(eccentric, odd, unconventional) with relevant traits derived from
Bashir et al. (2013), and a two-item scale to measure healthiness
(healthy, physically fit) derived from De Groeve et al. (2021). Respective
o's were 0.78, 0.69, and 0.71.

2.1.3.2. Social attractiveness. We used a six-item scale (« = 0.93) to
measure the social attractiveness of the vegan advocate Jane with items
adapted from the Interpersonal Attraction Questionnaire (Montoya &
Horton, 2004). Example items include “I would like to meet Jane” and
“Jane would probably not make a good friend to me” (reverse-scored
item); responses ranged from 1 (Strongly disagree) to 7 (Strongly agree).

2.1.3.3. Willingness to change diet. We used an eight-item scale (a =
0.91) to measure participants’ willingness to change diet. Four items
from a scale called Openness to Going Vegetarian (Rosenfeld &
Tomiyama, 2020) were adapted by replacing the terms “vegetarian” and
“meat” with “vegan” and “animal products,” respectively. These items
were selected because they captured radical change (e.g., “I am open to
eating a vegan diet”). Another four-item scale measuring willingness to
reduce meat consumption (Jansen, 2016) was adapted to reflect
reducetarian options for dietary change. Although we conceived will-
ingness to change diet as a single factor based on our preregistered
criteria (all item loadings >0.50), we note that EFA (extraction method:
principal axis; rotation: direct oblimin) also supported a distinction be-
tween the four radical change items (o« = 0.85) and the four reducetarian
change items (a = 0.90) based on the Kaiser extraction rule.

2.1.3.4. Manipulation check & COVID-19-related anxiety. We included a
manipulation check to assess whether participants read the description
of the advocate carefully. Participants were asked to check the box that
described the reason why Jane advocated for vegan dieting. Answer
options referred to: (a) animal rights/welfare issues (...), (b) health is-
sues (...), (c) environmental issues (...), or (d) social justice issues (...).
The latter two options were included as distractors to minimize the
chance that participants would answer correctly by accident.

Using a scale adapted from Marteau and Bekker (1992), we
measured how anxious participants felt when thinking about COVID-19

Table 2

Comparison between Health and Animal Ethics Vegan Advocate for Outcome Variables.
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with responses ranging from 1 (Not at all) to 4 (Neutral) to 7 (Extremely)
(e = 0.93).

2.1.3.5. Demographics and diet-related variables. Demographic infor-
mation included: gender, age (open text box), highest level of education,
ethnicity, and income. Based on Rosenfeld and Burrow (2018), dietary
pattern was assessed by asking participants to select all of the following
types of food that they eat at least occasionally: red meat, poultry, fish
and seafood, dairy, and egg. An option “I generally do not eat any of the
above” was also provided. This measure allowed to exclude vegetarians
or vegans from our analysis. Lastly, we asked participants to indicate
how many days a week they eat meat with their main meal (including
red meat, poultry, fish and seafood), using a dropbox with answers
ranging from O to 7 (measuring meat consumption frequency), and we
asked whether they already consciously reduced their meat intake
before taking the survey, with answers “yes,” “partly” (1 = flexitarian)
or “no” (0 = non-flexitarian). We used the inventory from Monteiro et al.
(2017) to measure carnism endorsement (¢« = 0.76).
See OSF for the full survey questionnaire: https://osf.io/3aq9n/.

2.1.4. Analysis

Our preregistered analysis plan, including deviations from it, is
available via the OSF-link above. In the Results section, we refer to our
hypotheses using the numbering in Fig. 1. Because arrogance and
overcommitment were treated as a composite measure, we instead
tested the hypotheses whether the animal ethics (vs. health) vegan
advocate was perceived as more arrogantly overcommitted (H3/4a:
composite of H3a and H4a), and whether this variable predicted a lower
social attractiveness (H3/4b: composite of H3b and H4b). Analyses
based on arrogance and overcommitment as separate scales did not yield
distinct results. We used Cohen’s d to express the size of the difference
between means using Cohen’s (1988) rules of thumb for effect sizes d =
0.20 (small), d = 0.50 (medium), d = 0.80 (large). All analyses were
conducted using IBM SPSS Statistics 26. The SPSS macro PROCESS
version 3.5 was used to perform mediation and moderation analyses
(Hayes, 2018). We used PROCESS to estimate unstandardized model
coefficients, standard errors, t and p values, and confidence intervals
based ordinary least squares (OLS) regression. We used
heteroscedasticity-consistent standard errors (HC3), as recommended
by Hayes and Cai (2007), to correct for heteroscedasticity in the errors of
estimation. PROCESS was also used to estimate indirect effects based on
95% percentile-based bootstrap confidence intervals (BootCI) using 10,
000 bootstrap samples. We refer to Table S2 in the supplementary ma-
terials for an initial correlation analysis of study variables.

Health Animal ethics (n = 198)
(n=192)
Confirmatory Variables M (SD) M (SD) t (388) P d
Social attractiveness 3.93 (1.24) 3.90 (1.18) 0.24 .813 0.02
Willingness to change diet 4.07 (1.23) 4.00 (1.34) 0.60 .546 0.05
Arrogant overcommitment 4.09 (1.22) 4.03 (1.23) 0.50 .615 0.05
Morality 5.00 (0.96) 5.27 (0.84) —2.99 .003** 0.30
Commitment 5.86 (0.79) 5.88 (0.71) —0.32 .748 0.03
Exploratory Traits M (SD) M (SD) t (388) p d
Sociability? 4.00 (0.75) 4.07 (0.75) —0.86 .388 0.09
Eccentricity 3.61 (1.12) 3.77 (1.22) -1.35 177 0.14
Healthiness® 4.84 (0.98) 4.65 (0.93) 1.88 .0607 0.20

Note. ? Kurtosis was evident in both conditions for perceived sociability (2.98 and 2.05) and healthiness (1.26 and 1.27). fp < .10, *p < .05, **p < .01.


https://osf.io/3aq9n/
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2.2. Results

2.2.1. Animal ethics vegan advocate seen as more moral (but less healthy?)

To assess whether there were differences in social attractiveness
(H1), willingness to change diet (H2), perceived arrogant over-
commitment (H3/4a), morality (H5a), commitment (H6), and the
exploratory trait attributions (sociability, eccentricity, healthiness) be-
tween animal ethics and health vegan advocates, we used independent ¢
tests. Levene’s tests indicated that the homogeneity assumption was met
for all the outcomes, Fs(1, 390) < 2.318, ps > .129. As can be seen in
Table 2, the only significant finding was that the animal ethics (vs.
health) advocate was perceived as more moral (small-medium effect), so
only H5a was supported (H1, H2, H3/4a and H6 not). The health (vs.
animal ethics) vegan advocate was perceived as healthier, though the
difference was small and only marginally significant. We did not find
significant differences for the remaining variables, with participants
scoring rather neutral on average (except for commitment).

Concerning willingness to change diet, a separate exploratory paired
sample t test revealed that participants were more willing to reduce their
consumption of animal products (M = 4.65, SD = 1.41) rather than
radically change their diet (M = 3.42, SD = 1.40), t(389) = —21.28,p <
.001,d = 0.88.

2.2.2. Mediation analysis

2.2.2.1. Step 1. In order to test H3/4b and H7, we tested the preregis-
tered mediation model (p. 14 in our OSF-preregistration; PROCESS
model 6) for the effect of vegan advocate type on willingness to change
diet via arrogant overcommitment (fused as first mediator) and social
attractiveness (second mediator). Results of this analysis are shown in
Fig. 2 (Step 1). Consistent with the results of the t tests (Table 2),
advocate type did not have a significant effect on arrogant over-
commitment, axo = —0.06, SE = 0.12, (388) = —0.50, p = .616, or
social attractiveness, asy = —0.07, SE = 0.09, t(387) = —0.75, p = .452.
In line with H3/4b, however, we found that arrogant overcommitment
negatively predicted social attractiveness, bpo = —0.66, SE = 0.04, t
(387) = —15.00, p < .001, which in turn positively predicted partici-
pants’ willingness to change diet, dsy = 0.39, SE = 0.06, t(386) = —5.76,
p < .001, consistent with H7. Arrogant overcommitment predicted

Arrogant

overcommitment
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willingness to change diet indirectly via social attractiveness, IE =
—0.25, BootSE = 0.05, 95% BootCI [-0.35, —0.171, not directly, dao =
—0.05, SE = 0.06, t(386) = —0.76, p = .438. Three separate exploratory
analyses (details not shown for brevity) revealed that this indirect effect
of arrogant overcommitment on willingness to change diet was robust
against the effect of including as additional covariate predictors to the
model sociability, eccentricity, and perceived healthiness, IE = —0.11,
BootSE = 0.03, 95% BootCI [—0.18, —0.06], the demographic variables
gender, age, education, ethnicity, and income, IE = —0.24, BootSE =
0.05, 95% BootCI [—0.34, —0.15], and COVID-related anxiety, IE =
—0.25, BootSE = 0.05, 95% BootCI [-0.34, —0.16].

2.2.2.2. Step 2. In order to assess H5b and RQ1, we included perceived
morality and commitment as parallel mediators to the preregistered
mediation model described in Step 1, using PROCESS model 80. Results
shown in Fig. 2 (Step 1 + 2) suggest that the higher perceived morality of
the animal ethics (vs. health) vegan advocate, ayor = 0.27, SE = 0.09, t
(388) = 2.97, p < .003, predicted a higher social attractiveness
(consistent with H5b), byor = 0.34, SE = 0.07, t(385) = 5.19, p < .001,
which in turn predicted a higher willingness to change diet, dsy = 0.35,
SE =0.07, t(384) = 5.07, p < .001. This indirect effect of vegan advocate
type on willingness to change diet was significant, IE = 0.03, BootSE =
0.02, 95% BootCI [0.01, 0.07]. Perceived morality only predicted will-
ingness to change diet indirectly via social attractiveness, not directly,
dvior = 0.11, SE = 0.08, t(384) = 1.32, p = .186. In contrast, perceived
commitment did not have any direct effect on social attractiveness
(answering RQ1), bcom = 0.02, SE = 0.07, t(385) = 0.26, p = .797, or
willingness to change diet, dcom = —0.02, SE = 0.09, t(384) = —0.21, p
= .836, and consistent with the t test in Table 2, vegan advocate types
did not significantly differ in terms of commitment, acom = 0.02, SE =
0.08, t(388) = 0.32, p = .749, so there was no evidence for indirect ef-
fects via perceived commitment.

2.2.3. Exploratory mediation analysis: diet-related variables

Lastly, we performed separate exploratory mediation analyses
(PROCESS model 6), which indicated that flexitarians (vs. non-
flexitarians) and those who eat less meat were more likely to affiliate
with the vegan advocates, an effect fully mediated by both carnist beliefs
and perceptions of arrogant overcommitment. In particular, a lower
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endorsement of carnist beliefs predicted higher social attractiveness,
partially explained by lower perceptions of arrogant overcommitment.
For details about these analyses, see Table S3 in the supplementary
materials.

2.3. Discussion

In Study 1, we examined omnivores’ responses to a vegan advocate
motivated by animal ethics reasons versus health reasons. In line with
our expectations, the animal ethics (vs. health) vegan advocate was
perceived as more moral, which was associated with a higher social
attractiveness and, consequently, a higher willingness to change diet
among omnivore targets. The animal ethics (vs. health) vegan advocate
was also perceived as marginally less healthy. Consistent with our hy-
pothesizing, we also found that higher ratings for arrogance and over-
commitment — as a composite measure — robustly predicted lower social
attractiveness and lower willingness to change diet. Perceived
commitment did not have any relationship with social attractiveness or
willingness to change diet (answering RQ1).

Contrary to our expectations, factor analysis suggested that arro-
gance and overcommitment traits could not be separated, and overall,
we found that omnivores did not respond differently to the advocate
types in terms of arrogant overcommitment, social attractiveness, or
willingness to change (and also sociability and eccentricity). It seems
that the measures that were most closely associated with our manipu-
lation (morality and healthiness) generated the largest effects, with
small-medium effect sizes. Our findings therefore contradict previous
findings that animal-motivated vegans and pro-vegan animal messages
generate less favorable responses among non-vegans compared to
health-motivated vegans and messages (Maclnnis & Hodson, 2017;
Parkinson et al., 2019; Weiper & Vonk, 2021).

To explain these contradicting findings, it is informative to compare
our study design with that of MacInnis and Hodson (2017). In their
study, participants were simply asked to evaluate “vegans for animal
rights (/health) reasons”. In our study, however, we compared omni-
vores’ perceptions of advocates for vegan dieting (not simply ordinary
vegans) motivated by animal versus health reasons, which were also
explicitly described as avoiding animal products. First, it is possible that
this “animal” cue in our description made the meat paradox (Kunst &
Hohle, 2016) and the stereotypical view of vegans as animal rights ad-
vocates (Parkinson et al., 2019) more salient in our description of the
health vegan advocate, making it less distinguishable from our
description of the animal ethics vegan advocate. Second, recent studies
on vegan advocacy cast doubt on our original hypotheses and suggest
that the act of advocacy itself might attenuate omnivores’ responses
toward animal ethics versus health vegans. For example, a recent study
by Phua et al. (2019) found that meat-eaters did not respond differently
to a (celebrity) vegan promoting veganism for altruistic reasons (animal
ethics and the environment) versus egoistic reasons (health) in terms of
intention to become vegan (see also Phua et al., 2020). One could reason
that omnivores are more concerned about maintaining their diet, irre-
spective of animal and health motivations that oppose it (Trethewey &
Jackson, 2019). Nevertheless, some studies did find differences in
evaluations of morally motivated advocates, being more negative if
advocates were presented as “typical” (vs. atypical) (Bashir et al., 2013)
and if the participants were self-involved (vs. uninvolved) (Bolderdijk
et al., 2018). These explanations informed Study 2.

3. Study 2: does advocacy status attenuate perceived differences
between animal ethics and health vegans?

The aim of Study 2 was to test whether the act of advocacy attenuates
perceived differences between animal ethics and health vegans by
comparing omnivores’ perceptions toward advocating animal ethics and
health vegans with non-advocating ones. Animal ethics (vs. health)
vegans were expected to evoke more divergent characterizations (more
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moral, more arrogantly overcommitted) and less social attraction, but
only when they are described as non-advocating. We thus manipulated
both vegan motivation (animal ethics versus health) and vegan advocacy
(present versus absent). In doing so, we also tested whether our findings
of Study 1 were replicable when using new experimental manipulations
in which cues to “animal” products were avoided (referring to meat,
dairy, and eggs instead) and in which advocacy was manipulated more
strongly.

Central to Study 2 was a hypothesized interaction effect between a
vegan’s motivation and advocacy status on their social attractiveness
(H1) and arrogant overcommitment (H2a). In line with Study 1, we
expected that omnivores would perceive animal ethics (vs. health)
vegans as more arrogantly overcommitted and that this would have a
negative effect on social attractiveness (H2b). However, we hypothe-
sized that these effects would only occur when vegans are described as
non-advocating (cf. Maclnnis & Hodson, 2017), while no perceived
differences were expected for advocating vegans (see results Study 1). In
addition, we expected that advocating vegans would be perceived as
more arrogantly overcommitted and less socially attractive compared to
non-advocating vegans, because the act of advocacy directly challenges
majority norms. We expected that the non-advocating animal ethics (vs.
health) vegan would be perceived as more akin to both advocating
vegans in terms of arrogant overcommitment and social attractiveness.
The form of these hypothesized interactions can be found in our pre-
registration of Study 2 on OSF (p. 1-2): https://osf.io/a3hm9/.

Concerning morality, we hypothesized an interaction effect between
vegan motivation and advocacy status (H3a), namely that an animal
ethics (vs. health) vegan would be perceived as more moral, but that the
difference in perceived morality would be smaller when a vegan is
described as advocating (vs. non-advocating). We did not preregister
expectations with regard to the form of the interaction. In line with
Study 1, we hypothesized that morality would have a positive effect on
social attractiveness (H3b). In this study, however, we also hypothesized
that perceived arrogant overcommitment would have a negative effect
on perceived morality (H3c) based on previous findings that moralistic
stereotypes may (partly) downplay moral impressions (De Groeve et al.,
2021). This negative effect may (partly) explain why the difference in
perceived morality would be smaller between advocating vegans
compared to non-advocating ones.

Concerning commitment, we expected that an advocating vegan
would be perceived as more committed than a non-advocating one (H4),
because advocacy indicates a higher dedication to attain goals; though
we did not have a clear expectation as to whether vegan motivation and
advocacy status would interact to predict perceived commitment (RQ1).
We expected that perceived commitment would not differ between an-
imal ethics and health vegan advocates (see Study 1) and that a non-
advocating animal ethics (vs. health) vegan would be perceived as
more akin to the advocates in terms of commitment (this hypothesis was
not preregistered). In line with Study 1, we expected no effect of
perceived commitment on social attractiveness and therefore did not
formulate any hypothesis to test this effect.

Lastly, concerning willingness to change, we expected that omni-
vores would not respond differently to animal ethics versus health vegan
advocates (see Study 1: there was an indirect effect via morality, but no
full mediation), and we had no clear expectations as to how omnivores
would respond to non-advocating animal ethics versus health vegans, so
it remained an open question to us how omnivores would respond to the
conditions in terms of willingness to change diet (RQ2). We did expect,
however, that social attractiveness would have a positive effect on
willingness to change diet (H5; see also Study 1). We also added some
exploratory variables (see §3.1.3 Measures).

Fig. 3 gives a conceptual overview of our hypotheses for Study 2,
which were also preregistered (see p. 1-2 of our OSF-preregistration).
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Fig. 3. Conceptual Overview of our Hypotheses for Study 2

Note. Our hypotheses (H1-5) and research questions (RQ1 and RQ2) were tested in several steps, following our preregistered analysis plan. Because of this, and due to
deviations from the plan, the figures in the Results section (§3.2, notably Figs. 5 and 6) do not exactly correspond with this figure.

3.1. Methods

3.1.1. Participants

To test our hypotheses, a sample of UK omnivorous participants were
recruited via Prolific (January 2021). To estimate the sample size
needed, we performed power simulations for interactions in 2 x 2
between-subjects factorial designs using the Shiny web app of White II
(https://markhw.shinyapps.io/power_twoway/). Our power analysis
indicated that we needed a total sample size of 800 to allow to detect our
hypothesized interaction effects for social attractiveness and arrogant
overcommitment with a power of .80 at a standard 0.05 alpha error
probability (for more details, see p. 6-7 of our preregistration). To
further improve the power of our analyses, we aimed to gather a sample
of 1200 participants (about 300 per condition). The same inclusion
criteria as in Study 1 were used to prescreen Prolific volunteers for
eligibility, with the addition that Study 1 participants were ineligible.

In total, 1316 participants started the survey, of which 17 stopped
early in the survey (5 at the beginning, 12 before the manipulation
checks) and either returned their submission (11) or were timed out (6).
Based on disclosed exclusion criteria, 97 participants (7.5% of the
remaining 1299) were asked to return their submission because they
failed the motivation-manipulation check. One participant failed the
two attention checks and another participant returned their submission
after finishing the survey. Of the 1200 remaining participants who
completed the survey, 23 participants did not indicate eating meat (red
meat, poultry, fish or seafood) at least occasionally. Based on their
indicated dietary pattern, four were dietary vegan and the remaining
(19) were non-vegan vegetarians. As in Study 1, we excluded these
participants from our analysis. Following our preregistration, four par-
ticipants that were timed out but completed the survey were retained.
After data cleaning, the final sample included 1177 participants, more or
less equally distributed across conditions (Nanimal, no advocacy = 298;
Nhealth, no advocacy = 306; Nanimal, advocacy = 294; TNhealth, advocacy = 302). As
can be seen in Table 1, the demographics of the Study 2 sample were
highly similar to those in Study 1 in terms of gender (60.4% female), age
(range from 18 to 86; Mage = 37.90; SD = 13.57), ethnicity, education,
income, and diet-related variables (meat consumption frequency, flex-
itarian and semi-vegetarian status, carnism). These variables did not
significantly differ across conditions, apart from flexitarian status.

3.1.2. Procedure and stimuli

Upon providing informed consent, participants were randomly
allocated to answer questions about one of four conditions, namely Jane
as an animal ethics or health vegan (factor motivation, coded 1 and O,
respectively) that was either advocating or not (factor advocacy status,

coded 1 and O, respectively). The stimuli for motivation were the same
as in Study 1, but we removed cues to “animal” products to manipulate
animal ethics versus health motivation more dissimilarly, referring to
meat, dairy, and eggs instead. We included a non-advocating condition
and strengthened the description of advocating Jane. More specifically,
we used identity-first language (“Jane is a vegan advocate™) instead of
person-first language (“Jane follows a vegan diet (...). She advocates for
(...)") and emphasized that the vegan advocate “publicly supports”
plant-based products and “actively advocates for” a plant-based diet,
while the non-advocating vegan was described as merely eating a plant-
based diet. We used the term “plant-based” diet because it is more
descriptive than “vegan” diet. These multiple changes allowed us to
challenge the replicability of Study 1 and test the attenuating effect of
advocacy more strongly but with the consequence that we would not be
able to readily attribute potential differences between the studies to one
variable. Participants read the following description:

“Jane is a vegan [advocate], so she only eats [/publicly supports
eating] plant-based products and avoids eating meat, dairy and eggs.
She eats [/actively advocates for] a plant-based diet to prevent” [stimuli
for advocating vegan between brackets]:

e “health issues such as an increased risk of heart disease and type 2
diabetes” [health motivation]

e “animal rights/welfare issues such as the confinement and harmful
treatment of animals in factory farms” [animal ethics motivation]

Participants were asked to proceed if they had a picture of Jane in
their mind. Next, participants were exposed to our measures, and at the
end, participants were thanked and debriefed. Our manipulations were
effective (see the supplementary materials §2.1 and Table S4 for more
details on our manipulation checks).

3.1.3. Measures

Apart from a manipulation check for advocacy status, a control
variable measuring perceived persuasiveness instead of COVID-19-
related Anxiety and the inclusion of additional control variables
downstream in the survey, the measures of Study 2 were the same as in
Study 1.

3.1.3.1. Trait attributions, social attractiveness and willingness to change
diet. Participants rated 28 traits using 7-point unipolar scales (1 = Not at
all, 4 = Neutral, 7 = Extremely) based upon how well they matched their
perception of Jane, with all scale items being pooled and randomized
across five pages. These traits were derived from Study 1 with the
exception that we excluded the traits “virtuous” and “uncompromising”
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because they did not load on their respective factors. EFA indicated that
the three scales for morality (« = 0.83), commitment (¢ = 0.83), and
arrogant overcommitment (x = 0.92) were again separable (all loadings
>0.57). The other variables had good internal consistencies: sociability
(¢ = 0.84), eccentricity (x = 0.72), healthiness (a = 0.73), social
attractiveness (« = 0.93), and willingness to change diet (x = 0.91),
including radical change (« = 0.87) and reducetarian change (o« = 0.89).

3.1.3.2. Perceived persuasiveness. Instead of measuring COVID-related
anxiety, we asked participants about the persuasiveness of Jane’s rea-
sons for eating/advocating for a plant-based diet using a 7-point scale
from Yoon et al. (2016) consisting of 3 items: Very weak — Very strong,
Not at all convincing — Very convincing, Not at all persuasive — Very
persuasive (e« = 0.91). Because this measure followed the motivation
manipulation check, omnivores were primed to compare the persua-
siveness of different motivations.

3.1.3.3. Demographics and diet-related variables. Demographic variables
(gender, age, highest education level, ethnicity, and income) and diet-
related variables (dietary pattern, meat consumption frequency, flex-
itarian status, carnism) were measured in the same way as in Study 1.
However, before measuring carnism (x = 0.78), we also measured
omnivore identification using a single item inspired by Allen et al.
(2000) and Rosenfeld et al. (2019).

3.1.3.4. Personal-health and animal-welfare values. Lastly, we measured
personal-health values (e.g., “I care about the health of my body”) and
animal-welfare values (e.g., “I am against animal cruelty”) using three-
item scales from Trethewey and Jackson (2019), with responses ranging
from 1 (Strongly disagree) to 7 (Strongly agree). The measures had a good
reliability (a = 0.82 and o = 0.80). Participants valued personal health
quite strongly (M = 5.07; SD = 1.03), but animal-welfare values were
more strongly (and uniformly) endorsed (M = 6.14; SD = 0.85) and this
difference was highly significant according to a Paired Sample t-test, t
(1176) = 29.60, p < .001.
See OSF for the full survey questionnaire: https://osf.io/a3hm9/.

3.1.4. Analysis

Our preregistered analysis plan, with mention of deviations from the
plan, is available via the OSF-link above (p. 3-6 in the preregistration).
In the Results section, we refer to our hypotheses using the numbering in
Fig. 3. We used SPSS to calculate two-way between-subjects ANOVAs to
test interaction effects, which allowed to assess H1, H2a, H3a, H4, RQ1
and RQ2 (§3.2.1). To assess H2b, H3b, H3c and H5, we calculated
(moderated) mediation models (§3.2.2) using PROCESS. We used the
same settings and methods for statistical inference as in Study 1 and
continuous predictors in moderation models were mean-centered
(Hayes, 2018). We refer to Table S5 in the supplementary materials
(§2.3) for an initial correlation analysis of study variables.

3.2. Results

3.2.1. Test of interaction effects

To test whether advocacy status (present versus absent) moderated
the effect of motivation (animal ethics versus health) on social attrac-
tiveness (H1), arrogant overcommitment (H2a), morality (H3a),
commitment (RQ1), willingness to change (RQ2) as well as perceived
persuasiveness and the exploratory trait attributions (sociability, ec-
centricity, healthiness), we conducted 2 (motivation: animal ethics vs.
heath) x 2 (advocacy: yes vs. no) between-subjects ANOVAs (see Table 3
for results). The ANOVA for commitment also allowed to assess H4.
Levene’s test indicated that the homogeneity assumption for ANOVA
was violated for social attractiveness, F(3, 1273) = 6.130, p = .001, and
for sociability, F(3, 1273) = 3.567, p = .014. For these variables, we
performed ANOVAs using a heteroscedasticity-consistent standard
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errors estimator to account for the homogeneity violation (HC3; Hayes
& Cai, 2007). Although normality was violated for most variables, we
assumed that the ANOVAs were robust against violations of normality
because our sample sizes were larger than 30-40 (Ghasemi & Zahediasl,
2012). In addition, although we calculated both main and simple effects
for completeness, we only interpreted simple effects when there was an
interaction and we only interpreted main effects when there was no
interaction. Main and simple effects are both reported as mean differ-
ences (Myier) and effect sizes as Cohen’s d to ease comparison and
interpretability. Partial eta-squared (npz) was used to express the effect
size of interaction effects in ANOVA using rules of thumb derived from
Cohen (1988), npz ~ 0.01 (small), npz ~ 0.06 (medium), and npz ~0.14
(large). Fig. 4 shows bean plots for the study variables across conditions
(plots were made in R using the yarrr package). In the next subsections,
we describe the results (H1, H2a, H3a, H4, RQ1 and RQ2) for our
confirmatory variables (§3.2.1.1) and for our exploratory variables
(§3.2.1.2) based on Table 3 and Fig. 4. Results with or without outliers
showed similar patterns of significance (see supplementary materials
§2.2).

3.2.1.1. Confirmatory variables. Social Attractiveness and Arrogant
Overcommitment. For social attractiveness and arrogant over-
commitment, we did not find an interaction effect between advocacy
status and motivation (Table 3). However, we did find significant main
effects of advocacy status and motivation on both social attractiveness
and arrogant overcommitment. As can be seen in Fig. 4a and b, the
advocating vegans were perceived as less socially attractive (M = 4.03;
SD = 1.27) and more arrogantly overcommitted (M = 4.14; SD = 1.30)
compared to the non-advocating vegans (social attractiveness: M = 4.37;
SD =1.12; arrogant overcommitment: M = 3.77; SD = 1.19), and vegans
motivated by animal ethics were perceived as less socially attractive (M
= 4.12; SD = 1.25) and more arrogantly overcommitted (M = 4.05; SD
= 1.26) compared to those motivated by health (social attractiveness: M
= 4.29; SD = 1.16; arrogant overcommitment: M = 3.85; SD = 1.25),
independent of their advocacy status. H1 and H2a were thus partially
supported, while two of our original hypotheses in Study 1 (H1 and H3/
4a in Fig. 1) were supported independent of advocacy status.

Morality and Commitment. For perceived morality, our hypothe-
sized spreading interaction (H3) between advocacy status and motiva-
tion was supported (Table 3). For commitment, we also found a small
but significant interaction effect between advocacy status and motiva-
tion (answering RQ1; Table 3). As can be seen in Fig. 4c and d, a
comparative analysis of the simple effects shows that the non-
advocating animal ethics vegan was indeed perceived as significantly
more moral (M = 5.64; SD = 0.92) and more committed (M = 5.92; SD
= 0.73) than the non-advocating health vegan (morality: M = 5.13; SD
= 0.86; commitment: M = 5.78; SD = 0.79), while differences in
perceived morality and commitment were smaller and not significant if
the advocating animal ethics vegan (morality: M = 5.29; SD = 0.97;
commitment: M = 5.88; SD = 0.82) was compared to the advocating
health vegan (morality: M = 5.19; SD = 0.88; commitment: M = 5.97;
SD = 0.75). The advocating animal ethics vegan was perceived as less
moral than the non-advocating animal ethics vegan but as equally
committed (no significant difference), while the advocating health
vegan was perceived as equally moral (no significant difference), but as
significantly more committed compared to the non-advocating one.
Although it seems that H4 was thus only supported in the health con-
dition, an exploratory analysis below (§3.2.3.1) further qualifies the
results for commitment.

Willingness to Change Diet. For willingness to change diet, we did
not find a significant interaction, nor did we find a significant main ef-
fect for advocacy status or motivation on willingness to change diet
(answering RQ2; Table 3). Omnivores were marginally less willing to
change their diet when exposed to advocating vegans (M = 4.13; SD =
1.33) compared to non-advocating ones (M = 4.26; SD = 1.29), as
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Table 3

Two-Way ANOVAs with Advocacy Status (advocacy: yes vs. no) and Motivation (health vs. animal ethics) as Predictors of Study 2 Outcome Variables. For each variable, Test Statistics for the Interaction effect, Main effects

and Simple effects are reported, including p values and Effect sizes.

Simple effect

Main effect

Interaction

Effect Type

Adv Animal -

No adv Animal —
No adv Health

Adv Animal —

Adv Health —

Motivation (Animal —

Health)

Advocacy (Yes — No)

Advocacy

Adv Health

No adv Animal

No adv Health

* Motivation

Mg (SE), p, d
Mgigs = -0.23 (0.11)

Mg (SE), p, d
Mgigs = —0.10 (0.09)

p=.258,d

Mgt (SE), p, d
Mg = -0.40 (0.10)

p<.001,d

Migs (SE), p, d
Mg;er = -0.28 (0.10)

p=.004,d=0.24

Mgt (SE), p, d
Mg = -0.17 (0.07)

Mgt (SE), p, d
Myg;es = -0.34 (0.07)

p <.001,d

FQ1,1173), p, n,”

F

Outcome

0.757 p = .384

Social attractiveness *

=0.18

p=.032,d

0.09

0.32

=0.14

.018,d
Myiee = 0.21 (0.07)

p=.004,d=0.16

p=

0.28

np> = 0.001 (H1)

F

Th:-2

Mg = 0.19 (0.10)
p =.060, d

Mgige = 0.22 (0.10)
p=.032,d=0.18

Mg = 0.36 (0.10)
p <.001,d=0.29

Mgie = 0.38 (0.10)
p<.001,d=0.31

Mgie = 0.37 (0.07)
p <.001,d=0.30

0.028,p = .867

Arrogant overcommitment

0.15

0.000024 (H2a)
15.83 p < .001

Mg = 0.10 (0.08)

p=.205,d
Mgige = —0.09 (0.06)

Mg;gs = 0.52 (0.07)
p <.001,d = 0.58

Mg = -0.35 (0.08)

p <.001,d

My;iee = 0.07 (0.07)

p=.354,d

0.31 (0.05)

Maige =

Mg = -0.14 (0.05)

p=.008, d

F =

Morality®

0.10

0.37

0.08

0.34

p<.001,d

0.15

0.013 (H3a)
15.83 p < .001

'Ipz
F

Muige = 0.15 (0.06)
p=.021,d=0.19

Mg = —0.04 (0.06)

p=.570,d = 0.05

Mgige = 0.19 (0.06)
p=.002,d=0.25

Mgige = 0.03 (0.05)

p=.494,d = 0.04
Maige = —0.01 (0.07)

Mg = 0.08 (0.05)

p=.078,d

Commitment

=0.11

p=.186,d
Maiee = —0.004 (0.11)

0.10 (H4)

0.006 (RQ1)

2
Mp
F

Maigee = —0.01 (0.11)

p=.914,d

Mgige = —0.13 (0.11)
p=.250,d =0.10

Maige = —0.13 (0.11)

p=.217,d

Mgige = —0.13 (0.07)

p=.092,d

0.002 p = .962
1,2 = 0.000002 (RQ2)

Willingness to Change

=0.01

p=.969, d

0.01

0.10

p=.917,d = 0.02
My = -0.27 (0.08)

p<.001,d

0.10

My = 0.22 (0.11)

Mg;ee = 0.32 (0.11)
p=.003,d=0.25

Mg = -0.26 (0.11)

p=.020,d

Mg = —0.15 (0.11)

p=.165d

Mg;ee = -0.20 (0.08)

p=.008, d

0.475 p = .491
Mp> = 0.0004

F=

Persuasiveness

.049,d = 0.16
My = —0.13 (0.08)

p=

0.20

0.11

0.20

0.15

Mg = 0.02 (0.06)

p=.791,d

Mgige = -0.29 (0.07)
p<.001,d=0.32

Mgigs = -0.14 (0.06)

p=.032,d=0.18

Mg = —0.06 (0.05)

Mgig = -0.21 (0.05)
p <.001,d=0.25

2.187 p = .140
> = 0.002

F=

Sociability *

=0.14

p=.085d

0.02

p=.258,d=0.06
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Note. Significant effects indicated in bold. Simple effects are more informative if there is a significant interaction. ® Heteroscedasticity-consistent standard errors were used.
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Fig. 4e shows, though on average they were rather neutral about
changing their diet (M = 4.19) and there was considerable variation
around the mean (SD = 1.31).

As in Study 1, participants were also more willing to reduce their
consumption of animal products (M = 4.81, SD = 1.41) rather than
radically change their diet (M = 3.56, SD = 1.44), but the ratings did not
significantly differ across the four experimental conditions according to
a repeated measures ANOVA with type of change (reducetarian versus
radical) as within-subjects factor and our manipulations as between-
subjects factors (for all tests of within-subject interactions: p > .245).

3.2.1.2. Exploratory variables. Persuasiveness. In contrast, for
perceived persuasiveness we did find main effects of advocacy status and
motivation (but no interaction effect, see Table 3). As Fig. 4f shows, the
advocating vegans were perceived as less persuasive (M = 5.08; SD =
1.36) compared to the non-advocating vegans (M = 5.28; SD = 1.31),
but vegans motivated by animal ethics were perceived as more persua-
sive (M = 5.32; SD = 1.29) compared to those motivated by health (M =
5.04; SD = 1.37).

Sociability and Eccentricity. For perceived sociability and eccen-
tricity, we did not find significant interaction effects (Table 3), though
we did find a main effect of advocacy status on sociability. Advocating
vegans were seen as less sociable (M = 5.06; SD = 1.90) compared to
non-advocating ones (M = 4.27; SD = 1.79), irrespective of their moti-
vation. For eccentricity, there were no significant main effects of
advocacy status or motivation.

Healthiness. For perceived healthiness, we also found a significant
interaction effect (Table 3). As can be seen in Fig. 4i, the advocating
health vegan (M = 5.13; SD = 0.97) was perceived as healthier than the
advocating animal ethics vegan (M = 4.72; SD = 1.05), while differences
in perceived healthiness for the non-advocating health vegan (M = 5.04;
SD = 1.01) compared to the non-advocating animal ethics vegan (M =
4.89; SD = 0.99) were marginally significant. The advocating animal
ethics vegan was also perceived as significantly less healthy compared to
the non-advocating animal ethics vegan, while for the vegans motivated
by health, there was no significant difference in perceived healthiness
depending on their advocacy status.

Having described these interaction effects,' we now turn to the
(moderated) mediation analyses that allow us to assess H2b (§3.2.2.1),
H5 (§3.2.2.2), H3b and H3c (§3.2.2.3), respectively.

3.2.2. Mediation analyses

3.2.2.1. Step 1: manipulation exposure predicts social attractiveness via
arrogant overcommitment. Because we found significant main effects of
advocacy status and motivation for both social attractiveness and arro-
gant overcommitment, we used PROCESS model 4 to examine whether
the negative effects of advocacy status, das, rorq = —0.34, SE = 0.07, t
(1,174) = —4.80, p < .001, and motivation, duot, torat = —0.16, SE = 0.07,
t(1,174) = —2.35, p = .019, on social attractiveness were mediated by
perceptions of arrogant overcommitment (thereby also testing H2b).
The results of this dual predictor mediation model are shown in Fig. 5,
which is the same mediation model as the one we preregistered (see p. 4
of our OSF-preregistration), except that we removed the hypothesized
interactions between advocacy status and motivation on arrogant
overcommitment and social attractiveness because our ANOVAs did not
support these interactions.

1 Because the effect of advocacy status and motivation on the outcome var-
iables (social attractiveness, trait attributions, willingness to change and
perceived persuasiveness) may depend on participants’ demographic traits (e.
g., gender), diet-related traits (e.g., carnism) and values (personal health, ani-
mal welfare), we also conducted a moderated moderation analysis for each
outcome variable and participant characteristic separately. Significant results of
this exploratory analysis are reported in the supplementary materials §2.4.
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significant interaction effect and simple effects were interpreted.

10



B. De Groeve et al.

Appetite 174 (2022) 106006

Advocacy

Yes (vs. No)

aps=0.37 ***

Arrogant

CAS,direct =-0.09 *
Cas, total = -0.34 ***

eAS,direct =-0.03 r
eAS, total = -0.12t

overcommitment

Opio = 0.21 **

Motivation e

Animal (vs. Health)

1
1

1

1

1

1

1

1

1

cea 1

- *k %k - %k k 1

bpo=-0.66 Social dsp=0.53 Willingness to :
attractiveness i 1

dyo=0.03 NS Change Diet :

W 1 1

- | 1

- NS 1

B 22" CMot, direct : 0.03 . : eMot, direct = -0.07 NS
o CMot, total = -0.16 : €Mot, total = -0.01M :
i 1

) 1

STEP 1 ! STEP 2 i

T e S S S T e e e

Fig. 5. Results of Mediation Analyses Step 1 and Step 2 Note. In Step 1, advocacy status and motivation were specified as predictors of social attractiveness via arrogant
overcommitment. In Step 2, willingness to change diet was added as additional outcome variable downstream from social attractiveness. Unstandardized regression
coefficients are noted, including total and direct effects of the experimental manipulations on social attractiveness (Step 1) and willingness to change diet (Step 2). N
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Consistent with the ANOVAs, higher perceptions of arrogant over-
commitment were observed for both advocacy (vs. no advocacy), ass =
0.37,SE =0.07, t(1,174) = 5.15, p < .001, and animal ethics (vs. health)
motivation, ay, = 0.21, SE = 0.07, t(1,174) = 2.85, p < .004, and
arrogant overcommitment in turn negatively predicted social attrac-
tiveness, byo = —0.66, SE = 0.02, t(1,173) = —31.11, p < .001,
consistent with H2b. Perceptions of arrogant overcommitment fully
mediated the negative effects of both advocacy (vs. no advocacy) and
animal ethics (vs. health) motivation on social attractiveness, as the
indirect effects of both advocacy (vs. no advocacy), [Eas = —0.25,
BootSE = 0.05, 95% BootCI [—0.34, —0.15], and animal ethics (vs.
health) motivation, IEy, = —0.14, SE = 0.05, 95% BootCI [-0.23,
—0.04]1, on social attractiveness via arrogant overcommitment were
significant and the effects of advocacy (vs. no advocacy), cas, direct =
—0.09, SE = 0.05, t(1,173) = —1.73, p = .084, and animal ethics (vs.
health) motivation, cyof, direcr = —0.03, SE = 0.05, t(1,174) = —0.54,p =
.587, on social attractiveness were not significant anymore when con-
trolling for arrogant overcommitment.

We performed the same robustness checks as in Study 1 on the in-
direct effects for both advocacy status and motivation (but with
perceived persuasiveness instead of COVID-19-related anxiety), which
indicated that the indirect effects were robust (not shown for brevity).

3.2.2.2. Step 2: effect on willingness to change diet. In order to test
whether social attractiveness predicted participants’ willingness to
change their diet (H5), we added willingness to change diet as outcome
variable downstream from social attractiveness. The results of this dual
predictor serial mediation model, calculated using PROCESS model 6,
are presented in Fig. 5 (Step 1 + 2). In line with H5, social attractiveness
positively predicted participants’ willingness to change diet, dsp = 0.53,
SE = 0.04, t(1,172) = 12.74, p < .001, while the effect of arrogant
overcommitment on willingness to change diet, controlling for social
attractiveness, was not significant, dao = 0.03, SE = 0.04, t(1,172) =
0.76, p = .449. Both advocacy (vs. no advocacy) and animal ethics (vs.
health) motivation had an indirect effect on willingness to change via
arrogant overcommitment and social attractiveness, IEas = —0.13,
BootSE = 0.03, 95% BootCI [—0.19, —0.07] and IEp: = —0.07, SE =
0.03, 95% BootCI [—-0.12, —0.02], respectively, while the indirect ef-
fects of the experimental manipulations on willingness to change diet via
each mediator separately were not significant (i.e., there was only a
serial mediation). However, advocacy (vs. no advocacy) and animal
ethics (vs. health) motivation did not have a total effect on willingness to
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change diet, ess rorq1 = —0.13, SE = 0.09, t(1,174) = —1.685, p = .092,
and eppor, rota = —0.01, SE = 0.08, (1,174) = —0.105, p = .917, or a direct
effect on willingness to change diet, eas, girect = 0.04, SE = 0.07, t(1,172)
= 0.529, p = .597, and ewoy, direct = 0.07, SE = 0.07, t(1,172) = 1.062, p
= .288, suggesting that other variables play a role in predicting will-
ingness to change diet (counteracting the reported indirect effects).

3.2.2.3. Arrogant overcommitment downplays perceived morality. To test
whether perceived arrogant overcommitment downplays the positive
effect of morality on social attractiveness (thereby testing H3b and H3c),
we used a serial mediation model with animal ethics (vs. health) moti-
vation as predictor, social attractiveness as outcome, and perceived
arrogant overcommitment and morality as first and second serial me-
diators, respectively. Because ANOVAs indicated that advocacy status
only moderated the effect of motivation on morality, but not the effect of
motivation on arrogant overcommitment and social attractiveness, we
specified advocacy status only as a moderator of the first stage indirect
effect of vegan motivation on morality. The results of this model are
presented in Fig. 6.

Consistent with our theorizing, animal ethics (vs. health) motivation
had two opposite indirect effects on social attractiveness. On the one
hand, animal ethics (vs. health) motivation had a positive indirect effect
on social attractiveness via perceived morality, and the strength of this
indirect effect depended on advocacy status (index of moderated
mediation: IE = —0.14, BootSE = 0.03, 95% BootCI [-0.22, —0.08].
Although both animal ethics (vs. health) vegans were perceived as more
moral (when controlling for arrogant overcommitment), the difference
in perceived morality was bigger for the non-advocating animal ethics
(vs. health) vegan, ayot (no) = 0.58, SE = 0.07, t(1,172) = 8.57,p < .001,
compared to the advocating animal ethics (vs. health) vegan, amot (yes) =
0.15, SE = 0.07, t(1,172) = 2.17, p = .030 (test of highest order inter-
action: RZ = 0.013, F(1, 1172) = 19.19, p < .001) and, in line with H3b,
perceived morality had a positive effect on social attractiveness, byjor =
0.33, SE = 0.03, t(1,173) = 1.062, p < .001. As a result, there was a
significant indirect effect of animal ethics (vs. health) motivation on
social attractiveness via perceived morality when advocacy was present,
IE = 0.05, BootSE = 0.02, 95% BootCI [0.004, 0.10], but especially when
there was no advocacy, IE = 0.19, BootSE = 0.02, 95% BootCI [0.14,
0.25].

On the other hand, animal ethics (vs. health) motivation also had a
negative indirect effect on social attractiveness because of increased
perceptions of arrogant overcommitment, aye = 0.21, SE = 0.07, t
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Fig. 6. Effects of Animal Ethics (vs. Health) Motivation (Mot) on Social Attractiveness (SA) with Arrogant Overcommitment (AO) and Morality (Mor) as Serial Mediators and
Morality Moderated by Advocacy Status (AS) Note. All indirect effects were significant as the bootstrap intervals did not contain zero (see text). Similar opposing effects
of morality and arrogant overcommitment were found for willingness to change diet and perceived persuasiveness as outcome variables (see §2.5 and Table S6 in

supplementary materials). *p < .05, **p < .01, ***p < .001.

(1,175) = 2.82, p = .005, which negatively predicted social attractive-
ness, in part because perceptions of arrogant overcommitment had a
negative effect on perceived morality, dao = —0.29, SE = 0.02, t(1,173)
= —11.92, p < .001, in line with H3c, but more so because of its direct,
negative effect on social attractiveness when controlling for perceived
morality, bao = —0.56, SE = 0.02, t(1,173) = —26.34, p < .001. As a
result, animal ethics (vs. health) motivation had a negative effect on
social attractiveness indirectly via perceptions of arrogant over-
commitment, IE = —0.12, BootSE = 0.04, 95% BootCI [-0.20, —0.04]
and to a lesser extent because perceived arrogant overcommitment also
downplays the effect of perceived morality, IE = —0.02, BootSE = 0.01,
95% BootCI [—-0.04, —0.01].

Notably, the direct effect of animal ethics (vs. health) motivation on
social attractiveness was more negative and significant again (compared
to the mediation model in Step 1) when controlling for the effect of
perceived morality, cwmot, direct = —0.15, SE = 0.05, t(1,173) = —2.91, p
= .004 (see Fig. 6). This effect became smaller and insignificant again
when perceived healthiness was added as covariate in predicting the
effect of motivation on social attractiveness, Cyo, direct = —0.09, SE =
0.05, t(1,173) = —1.69, p = .092.

Having described the results of our main analysis, we will now turn
to the results of two final exploratory analyses to further qualify our
findings.

3.2.3. Exploratory analyses

3.2.3.1. Commitment. Exploratory analyses were performed to gain
insight in the results for perceived commitment, and indicated that (a) a
higher perceived morality fully mediated the higher perceived
commitment of the non-advocating animal ethics (vs. health) vegan,
that (b) the lower perceived commitment of the advocating animal
ethics (vs. health) vegan could be explained by the lower perceived
morality, that (c) advocacy had a positive effect on commitment when
controlling for morality (in line with H4), that (d) animal ethics (vs.
health) vegans were seen as slightly less committed when controlling for
advocacy status and perceived morality, and that (e) perceived health-
iness positively predicted perceived commitment. See supplementary
materials §2.6 for more details on these analyses.
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3.2.3.2. Moderated mediation analysis: omnivore identification, carnism,
and gender. Lastly, an exploratory moderated mediation analysis
revealed that omnivore identification negatively predicted social
attractiveness and this effect was partially mediated by both carnist
beliefs and perceptions of arrogant overcommitment as serial mediators.
In addition, this indirect effect was stronger when omnivores were
exposed to animal ethics (vs. health) vegans, irrespective of their
advocacy status. Because men (vs. women) identify more strongly as
omnivores (see Table S5), we performed the same analysis with gender
entered as the predictor instead of omnivore identification. The findings
were similar: male (vs. female) gender negatively predicted social
attractiveness, yet this effect was fully mediated by carnism and arrogant
overcommitment. Again, this indirect effect was stronger when males
were exposed to animal ethics (vs. health) vegans (for details, see §2.7
and Table S7 in the supplementary materials).”

4. General discussion

In the present studies, we tested the possibility that vegan advocacy
focused on animal ethics (vs. health) acts as a double-edged sword: We
expected that omnivores would view animal ethics vegans as more
moral and committed, but also as more moralistic (arrogant and over-
committed) — which would predict a lower social attractiveness of
vegans and a lower willingness to adopt a more vegan diet. In general,
the findings of Study 2 were in line with this initial theorizing, but we
found that advocacy attenuates relative morality and commitment
perceptions. In line with expectations based on Study 1, we also found
that animal ethics and health vegan advocates did not differ in terms of
perceived commitment nor did they elicit in participants a different
willingness to change diet. In the following sections, we first discuss the
effects of our manipulations on arrogant overcommitment and social
attractiveness, then the role of perceived morality and commitment, and

2 We also redid the mediation analyses covered in section §3.2.2 (Figs. 5 and
6) with gender added as a moderator. Because the few gender differences we
found were small, we only briefly report the results in the supplementary ma-
terials (§2.8).
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finally the role of willingness to change diet, carnism, gender, and
perceived persuasiveness.

4.1. Arrogant overcommitment and social attractiveness

In contrast with our hypotheses formulated in Study 2, advocacy did
not attenuate perceived differences in arrogant overcommitment and
social attractiveness; the effects of advocacy and vegan motivation
instead seemed to be independent and additive. Omnivores rated
advocating vegans as significantly more arrogantly overcommitted than
non-advocating vegans, which could explain a lower social attraction
toward them. Similarly, advocating vegans were seen as less sociable
and less persuasive. Irrespective of the advocacy status of vegans, we
also found that omnivores viewed animal ethics (vs. health) vegans as
more arrogantly overcommitted, and consequently, as less socially
attractive, consistent with a recent study (Weiper & Vonk, 2021).

Because the design and samples of both our studies were very similar,
the different results for the advocacy condition are likely due to differ-
ences in our experimental manipulations. The design of Study 2, how-
ever, does not allow us to provide a clear causal explanation, as we
cannot disentangle whether the different results are due to an avoidance
of “animal” cues that arguably made the stimuli for the animal ethics
versus health vegan advocates more distinguishable and/or due to the
fact that we manipulated advocacy status more strongly (e.g., identity-
first language, amplifying language such as “publicly supports™). It is
possible that these stronger manipulations of advocacy increased par-
ticipants’ self-involvement and feelings of threat relatively more in
omnivores exposed to the (now more distinct) animal ethics (vs. health)
vegan advocates (Bolderdijk et al., 2018). We also used the terms “vegan
diet” and “plant-based diet” interchangeably, but a plant-based diet may
or may not include animal products (Corrin & Papadopoulos, 2017).
Although it might have been clear from the context that the plant-based
diet referred to a vegan diet, different connotations may exert different
effects. Besides the potential effects exerted by the variables in our
design, researchers have identified a long list of moderators of the out-
group homogeneity effect (Rubin & Badea, 2007). Future research could
thus focus more on moderating factors.

4.2. Morality and commitment

With regard to perceived morality, our hypothesized interaction in
Study 2 was supported: Animal ethics (vs. health) vegans were seen as
more moral, but the difference in perceived morality was smaller when
the vegans were described as actively advocating. As a result, the posi-
tive indirect effect of motivation on social attractiveness via perceived
morality was weaker in the advocacy (vs. non-advocacy) condition.
Furthermore, we found that the positive effect of animal ethics (vs.
health) motivation on social attractiveness via perceived morality was
counteracted by a negative effect of perceived arrogant over-
commitment on both morality and social attractiveness, reflecting do-
gooder derogation (Minson & Monin, 2012).

The finding that the advocating animal ethics vegan was perceived as
less moral than the non-advocating one (while no difference was found
for the health vegan), resembles a common theme within minority in-
fluence research: Agreement with minorities is most marked at a private
level while resistance to minorities is typical in public settings because
people experience normative pressures to avoid appearing deviant and
to comply with the majority position (Moscovici, 1985; Mugny & Pérez,
1991; Wood et al., 1994). Animal ethics motivations are stigmatized
(Greenebaum, 2012), and expressing agreement with a vegan who
publicly promotes them (as reflected by morality ratings) would appear
self-contradicting for omnivores, while health motivations for veganism
are more mainstream and do not radically undermine omnivore prac-
tices. A pattern of private acceptance and public disagreement with
animal ethics motivations might also explain why omnivores generally
perceived the animal ethics vegan as equally healthy as the health vegan
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in the (“private”) non-advocacy condition, but as less healthy in the
(“public”) advocacy condition, while the neutrality of health motiva-
tions pro veganism may explain why advocating and non-advocating
health vegans were perceived as equally healthy. By signaling conflict-
ing interests as outgroups (Brewer, 1999), omnivorous may also view
vegan and animal ethics advocates more suspiciously as having a
self-serving agenda (Parkinson et al., 2019) or threatening cherished
traditions (Dhont & Hodson, 2014), thus reducing moral impressions.

Concerning commitment, we found that the non-advocating animal
ethics (vs. health) vegan was perceived as more committed, which could
be explained by their higher perceived morality. The fact that the
advocating animal ethics vegan was perceived as less moral than the
non-advocating one could also explain why the advocating animal ethics
vegan was not perceived as more committed, despite engaging in
advocacy. Surprisingly, when we controlled for morality, omnivores
viewed health (vs. animal ethics) vegans as more committed irrespective
of their advocacy status, perhaps because it may appear more difficult to
commit to veganism for (less persuasive) health reasons. Overall, our
article suggests that commitment perceptions might be affected by a
variety of factors including dietary adherence (high commitment),
advocacy (higher commitment), perceived morality and perceived
healthiness (higher commitment).

4.3. Willingness to change diet, carnism, gender, and perceived
persuasiveness

Concerning willingness to change diet, our results suggest that ani-
mal ethics (vs. health) vegans and advocating (vs. non-advocating)
vegans induce a lower willingness to change diet via perceptions of
arrogant overcommitment and social attractiveness. At the same time,
an exposure to animal ethics (vs. health) vegans is also indirectly asso-
ciated with a higher willingness to change via perceived morality,
especially in the non-advocacy condition. Consistent with minority in-
fluence research (Wood et al., 1994), we also found that omnivores were
more likely to show a willingness to change on the measure not directly
related to the minority identity; they were open for reducetarian
changes, but not radical changes to their diet. However, the ratings for
the willingness to change (sub)scales did not significantly differ across
conditions, corroborating minority influence studies showing that the
influence minorities exert on majority members is usually non-existent
at a manifest level (Moscovici, 1985; Mugny & Pérez, 1991; Wood
et al., 1994). In the case of veganism, eating meat and other animal
products is embedded in deeply rooted habits (Bastian & Loughnan,
2017; Graca et al., 2015) and supported by the carnist majority ideology
(Joy, 2009; Monteiro et al., 2017), with which a willingness to change
diet is strongly inversely correlated.

Concerning the role of carnism, our exploratory analyses showed
that carnism endorsement was positively predicted by meat consump-
tion frequency (Study 1), being non-flexitarian (Study 1) and strength of
identification as an omnivore (Study 2). Carnism endorsement itself
predicted a lower social attractiveness of vegans, partially via arrogant
overcommitment perceptions. In addition, participants who endorsed
carnism more strongly were more likely to derogate animal ethics (vs.
health) vegans as arrogantly overcommitted and socially unattractive.
These analyses corroborate Joy’s (2018) theorizing that primary carnist
defenses which validate the consumption of animals are interrelated
with “secondary” defenses that invalidate vegan ideology and practice.

Men (vs. women) also endorsed carnism more strongly and had more
negative attitudes toward vegans; animal ethics (vs. health) vegans in
particular. Although gender differences in our exploratory analyses were
not highly pronounced, our findings are consistent with research
showing that (traditional) notions of masculinity conflict with veganism
in general (Thomas, 2016; Vartanian, 2015), but also with animal rights
motives and - to a lesser extent — health motives in specific (Hopwood
etal., 2020; Rothgerber, 2013). Future research could include the role of
perceived masculinity threat as an explanatory variable for gender
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differences.

Despite the findings covered above, we also found that omnivores in
general strongly endorsed animal-welfare values, that carnism
endorsement was fairly low, and that animal ethics motivations were
generally considered persuasive, and more so than health motivations.
Although previous research (Parkinson et al., 2019) reported that om-
nivores attribute higher credibility to pro-vegan health (vs. animal
ethics) messages, this contradicting finding can be explained by a
pattern of private acceptance versus public disagreement (i.e., plural-
istic ignorance) with animal ethics motivations. The study of Parkinson
et al. (2019) was carried out in a public setting (i.e., focus groups),
which might prompt omnivores to engage in normative reasoning and
advertise health (vs. animal ethics) motives pro veganism as more
persuasive to enable consensus and eliminate deviance, while in a
(more) private setting (e.g., our questionnaire) omnivores may indicate
that they find animal ethics arguments more persuasive based on the
informational content.

Having discussed our main findings, we will now turn to the limi-
tations of our study, which may inspire future research, and conclude
with practical and theoretical implications.

4.4. Limitations and future research

First, researchers may question the ecological validity of the vignette
method because reading about a vegan is very different from being
exposed to an actual vegan. Future research may thus rely on more
practically relevant stimuli (e.g., video fragments of vegan advocates).
Future research could also manipulate animal ethics or health motiva-
tions differently (De Groeve & Rosenfeld, 2022) or use stimuli of vegans
with other motivations (e.g., the environment, social justice, religion)
(Maclnnis & Hodson, 2021); other calls for change (e.g., reducetarian-
ism) or different source attributes (De Groeve & Rosenfeld, 2022;
Weiper & Vonk, 2021), such as gender. Concerning gender, our choice
for a female vegan (“Jane”) is consistent with the fact that women are
more often vegan (Ruby, 2012) and engage in lifestyle choice activism
on behalf of animals (Costa et al., 2019), yet future studies with more
sophisticated experimental designs could examine gender matching
versus mismatching effects in perceptions of vegans (Phua et al., 2019).

Secondly, for some variables we used scales that were not rigorously
validated, yet all our initial scales were grounded by theory and their use
was substantiated by empirical evidence (e.g., factor analysis, reliability
measures). Concerning arrogant overcommitment, we did not anticipate
that the arrogance and overcommitment traits would be inseparable in
factor analysis. One explanation is that moralistic stereotypes capture
both arrogance and overcommitment simultaneously (e.g., preachy,
judgmental) and was therefore an underlying factor in omnivores’ trait
judgments. Future research should assess the validity of the construct
more rigorously. Concerning our morality scale, we used traits that are
directly relevant to having helpful intentions, but the scale did not
include traits related to truthfulness (e.g., trustworthy, honest) or justice
(e.g., fair), which are generally considered highly relevant to morality in
stereotype content research (Brambilla & Leach, 2014; Goodwin et al.,
2014). As a result, our findings are not generalizable to all morality traits
and future research may include these traits.

Thirdly, we also acknowledge that, apart from the causal relations
imposed by our experimental manipulations, our cross-sectional data
and statistical analyses on themselves do not allow us to infer the causal
relations we deduced theoretically. Additional research is needed to
empirically demonstrate theorized mechanism(s) underlying omni-
vores’ impressions of animal ethics and health vegans. Although we
found that diet-related variables and carnism endorsement were asso-
ciated with attributions of arrogant overcommitment, future studies
could also consider the role of moral identity, anticipated moral
reproach, and feelings of self-involvement or threat. In addition, future
research on right-wing ideology and moralistic stereotyping seems
promising. Measures of right-wing ideologies have been shown to
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predict negative attitudes toward animals and vegans (Dhont & Hodson,
2014; Judge & Wilson, 2019; Maclnnis & Hodson, 2017) and are asso-
ciated with omnivore identification, traditional masculinity (Allen et al.,
2000), and carnism (Dhont & Hodson, 2014; Monteiro et al., 2017).

Lastly, despite potential concerns about generality, we found that
our findings were mostly robust against our demographic variables and
COVID-related anxiety (Study 1). Other important strengths of our study
include its reliance on preregistration, its theoretical grounding, and the
use of factor and power analysis to ensure proper measurement.

4.5. Practical implications, theoretical implications and conclusion

Practically, our findings inform recurring debates within the vegan
movement on how to effectively persuade others (Greenebaum, 2015;
Leenaert, 2020). We provide experimental evidence for what vegans
already experience (Greenebaum, 2012): To remain socially attractive
to omnivores, it is better for vegans to remain silent about their identity,
and if they do advocate for plant-based dieting, health (vs. animal
ethics) motivations will evoke less rejection. On the other hand, we
provide clear evidence that an animal ethics vegan is seen as more
persuasive and as distinctively more morally committed when not
advocating. Omnivores show a pattern of private acceptance and public
disagreement in this regard; raising awareness about it might help to
break pluralistic ignorance among omnivores. Overall, women and
people with weaker carnist identities (e.g., flexitarian, low omnivore
identification) are more likely to respond favorably to vegan advocacy,
while men are more likely to derogate (animal ethics) vegans. Although
animal ethics advocacy may evoke the most direct resistance, its indi-
rect, long-term effects remain to be explored (De Groeve & Rosenfeld,
2022; Mathur et al., 2021).

Theoretically, we provide empirical support for the central premise
within vegan paradox theorizing that the meat paradox and the vegan
paradox are interrelated. Just like there is an ambiguity in caring for
animals and eating animal products, animal ethics vegans may simul-
taneously have a moral ring to them and a moralistic sting; an ambiguity
less pronounced in health vegans. We extend this theorizing by high-
lighting the attenuating role of advocacy on perceptions of moral
commitment. We also contribute to the psychology of do-gooder dero-
gation (Minson & Monin, 2012) and corroborate Joy’s (2018) theorizing
that the derogation of vegans is a manifestation of carnism. Although
omnivores’ dietary orientation seems largely pre-established, our
research provides a first step to revive the topic of minority influence
within research on the promotion of plant-based diets by examining the
underexplored topic of vegan advocacy (De Groeve & Rosenfeld, 2022).

Open practices

Preregistered materials, data, and analysis scripts are available via
https://osf.io/v8a63/.

Author contributions

All authors contributed to the design of the study. The first author
performed the experiment, analyzed the data, and wrote the manuscript
with the second, third and last author providing edits, guidance and
suggestions. All authors have read and approved the final article.

Funding

This research was supported by a Research Foundation — Flanders
PhD Fellowship fundamental research awarded to the first author (grant
number FWO.3F0.2017.0033.01). This research was also supported by a
National Science Foundation Graduate Research Fellowship awarded to
the second author (grant numbers DGE-1650604 and DGE-2034835).
The last author has the title of postdoctoral fellow fundamental research
of the Research Foundations - Flanders (grant number


https://osf.io/v8a63/

B. De Groeve et al.

FWO0.3E0.2015.0035.01).
Ethical approval

The studies are part of a project for which ethical approval was ob-
tained from the Ethical Committee of the Faculty of Political and Social
Sciences at Ghent University (Belgium). Participants were guaranteed
anonymity and were informed that the questionnaires were entirely
voluntary: Participants could withdraw their participation at any time.

Declaration of competing interests

The authors declare that they have no known competing financial
interests or personal relationships that could have appeared to influence
the work reported in this paper.

Acknowledgements
We thank the reviewers for their supportive comments.
Appendix A. Supplementary data

Supplementary data to this article can be found online at https://doi.
org/10.1016/j.appet.2022.106006.

References

Ajzen, 1., Czasch, C., & Flood, M. G. (2009). From intentions to behavior: Implementation
intention, commitment, and conscientiousness. Journal of Applied Social Psychology,
39(6), 1356-1372. https://doi.org/10.1111/j.1559-1816.2009.00485.x

Allen, M. W., Wilson, M., Ng, S. H., & Dunne, M. (2000). Values and beliefs of vegetarians
and omnivores values and beliefs of vegetarians and omnivores. The Journal of Social
Psychology, 140(4), 405-422. https://doi.org/10.1080/00224540009600481

Barnard, N. D., & Leroy, F. (2020). Children and adults should avoid consuming animal
products to reduce the risk for chronic disease: Debate Consensus. American Journal
of Clinical Nutrition, 112(4), 937-940. https://doi.org/10.1093/ajcn/nqaa237

Bashir, N. Y., Lockwood, P., Chasteen, A. L., Nadolny, D., & Noyes, I. (2013). The ironic
impact of activists: Negative stereotypes reduce social change influence. European
Journal of Social Psychology, 43(7), 614-626. https://doi.org/10.1002/ejsp.1983

Bastian, B., & Loughnan, S. (2017). Resolving the meat-paradox: A motivational account
of morally troublesome behavior and its maintenance. Personality and Social
Psychology Review, 21(3), 278-299. https://doi.org/10.1177/1088868316647562

Bolderdijk, J. W., Brouwer, C., & Cornelissen, G. (2018). When do morally motivated
innovators elicit inspiration instead of irritation? Frontiers in Psychology, 8(JAN),
1-9. https://doi.org/10.3389/fpsyg.2017.02362

Brambilla, M., Carraro, L., Castelli, L., & Sacchi, S. (2019). Changing impressions: Moral
character dominates impression updating. Journal of Experimental Social Psychology,
82(May), 64-73. https://doi.org/10.1016/j.jesp.2019.01.003

Brambilla, M., & Leach, C. W. (2014). On the importance of being moral: The distinctive
sole of morality in social judgment. Social Cognition, 32(4), 397-408. https://doi.
org/10.1521/50c0.2014.32.4.397

Brewer, M. B. (1999). The psychology of prejudice: Ingroup love or outgroup hate?
Journal of Social Issues, 55(3), 429-444. https://doi.org/10.1111/0022-4537.00126

Broome, B. J. (1983). The attraction paradigm revisited: Responses to dissimilar others.
Human Communication Research, 10(1), 137-151. https://doi.org/10.1111/1.1468-
2958.1983.tb00008.x

Cohen, J. (1988). Statistical power analysis for the behavioral sciences (2nd). Lawrence
Erlbaum Associates.

Cole, M., & Morgan, K. (2011). Vegaphobia: Derogatory discourses of veganism and the
reproduction of speciesism in UK national newspapers. British Journal of Sociology, 62
(1), 134-153. https://doi.org/10.1111/j.1468-4446.2010.01348.x

Cornish, A., Raubenheimer, D., & McGreevy, P. (2016). What we know about the public’s
level of concern for farm animal welfare in food production in developed countries.
Animals, 6(11), 1-15. https://doi.org/10.3390/ani6110074

Corrin, T., & Papadopoulos, A. (2017). Understanding the attitudes and perceptions of
vegetarian and plant-based diets to shape future health promotion programs.
Appetite, 109, 40-47. https://doi.org/10.1016/j.appet.2016.11.018

Costa, 1., Gill, P. R., Morda, R., & Ali, L. (2019). More than a diet™: A qualitative
investigation of young vegan women’s relationship to food. Appetite, 143(August).
https://doi.org/10.1016/j.appet.2019.104418

Costello, A. B., & Osborne, J. W. (2005). Best practices in exploratory factor analysis:
Four recommendations for getting the most from your analysis. Practical Assessment,
Research and Evaluation, 10(7). http://pareonline.net/getvn.asp?v—=10&n=7.

Craig, W. J. (2009). Health effects of vegan diets. American Journal of Clinical Nutrition,
89(5), 3-9. https://doi.org/10.3945/ajcn.2009.26736N

Craig, W. J., & Mangels, A. R. (2009). Position of the American dietetic association:
Vegetarian diets. Journal of the American Dietetic Association, 109(7), 1266-1282.
https://doi.org/10.1016/j.jada.2009.05.027

15

Appetite 174 (2022) 106006

De Groeve, B., Hudders, L., & Bleys, B. (2021). Moral rebels and dietary deviants: How
moral minority stereotypes predict the social attractiveness of veg*ns. Appetite, 164,
Article 105284. https://doi.org/10.1016/j.appet.2021.105284

De Groeve, B., & Rosenfeld, D. L. (2022). Morally admirable or moralistically deplorable?
A theoretical framework for understanding character judgments of vegan advocates.
Appetite, 168, Article 105693. https://doi.org/10.1016/j.appet.2021.105693

Dhont, K., & Hodson, G. (2014). Why do right-wing adherents engage in more animal
exploitation and meat consumption? Personality and Individual Differences, 64, 12-17.
https://doi.org/10.1016/j.paid.2014.02.002

Feinberg, M., Kovacheff, C., Teper, R., & Inbar, Y. (2019). Understanding the process of
moralization: How eating meat becomes a moral issue. Journal of Personality and
Social Psychology, 117(1), 50-72. https://doi.org/10.1037/pspa0000149

Ghasemi, A., & Zahediasl, S. (2012). Normality tests for statistical analysis: A guide for
non-statisticians. International Journal of Endocrinology and Metabolism, 10(2),
486-489. https://doi.org/10.5812/ijem.3505

Goodwin, G. P., Piazza, J., & Rozin, P. (2014). Moral character predominates in person
perception and evaluation. Journal of Personality and Social Psychology, 106(1),
148-168. https://doi.org/10.1037/a0034726

Graga, J., Calheiros, M. M., & Oliveira, A. (2015). Attached to meat? (Un)Willingness and
intentions to adopt a more plant-based diet. Appetite, 95, 113-125. https://doi.org/
10.1016/j.appet.2015.06.024

Graca, J., Manuela, M., & Oliveira, A. (2016). Situating moral disengagement: Motivated
reasoning in meat consumption and substitution. Personality and Individual
Differences, 90, 353-364. https://doi.org/10.1016/]j.paid.2015.11.042

Greenebaum, J. B. (2012). Managing impressions: “Face-saving” strategies of vegetarians
and vegans. Humanity and Society, 36(4), 309-325. https://doi.org/10.1177/
0160597612458898

Greenebaum, J. B. (2015). Veganism. In K. Albala (Ed.), The SAGE encyclopedia of food
issues (pp. 1420-1425). https://doi.org/10.4135/9781483346304

Hartmann, C., & Siegrist, M. (2020). Our daily meat: Justification, moral evaluation and
willingness to substitute. Food Quality and Preference, 80, Article 103799. https://
doi.org/10.1016/j.foodqual.2019.103799. January 2019.

Hayes, A. F. (2018). Introduction to mediation, moderation, and conditional process analysis:
A regression-based approach. Guilford Publications.

Hayes, A. F., & Cai, L. (2007). Using heteroskedasticity-consistent standard error
estimators in OLS regression: An introduction and software implementation.
Behavior Research Methods, 39(4), 709-722. https://doi.org/10.3758/BF03192961

Hopwood, C. J., Bleidorn, W., Schwaba, T., & Chen, S. (2020). Health, environmental,
and animal rights motives for vegetarian eating. PLoS One, 15(4), 20-24. https://doi.
org/10.1371/journal.pone.0230609

Jansen, E. (2016). Men and meat: The interaction between gender identity, masculinity type,
and attachment to meat [Master’s Thesis,. Psychology Leiden University]. Student
Repository.. https://openaccess.leidenuniv.nl/handle/1887,/40922

Janssen, M., Busch, C., Rodiger, M., & Hamm, U. (2016). Motives of consumers following
a vegan diet and their attitudes towards animal agriculture. Appetite, 105, 643-651.
https://doi.org/10.1016/J.APPET.2016.06.039

Joy, M. (2009). Why we love dogs, eat pigs and wear cows: An introduction to carnism. CA:
Conari Press.

Joy, M. (2018). Beyond beliefs: A guide to improving relationships and communication for
vegans, vegetarians, and meat eaters. Lantern Books.

Judge, M., & Wilson, M. S. (2019). A dual-process motivational model of attitudes
towards vegetarians and vegans. European Journal of Social Psychology, 49(1),
169-178. https://doi.org/10.1002/ejsp.2386

Kunst, J. R., & Hohle, S. M. (2016). Meat eaters by dissociation: How we present, prepare
and talk about meat increases willingness to eat meat by reducing empathy and
disgust. Appetite, 105, 758-774. https://doi.org/10.1016/j.appet.2016.07.009

Landy, J. F., Piazza, J., & Goodwin, G. P. (2016). When it’s bad to be friendly and smart:
The desirability of sociability and competence depends on morality. Personality and
Social Psychology Bulletin, 42(9), 1272-1290. https://doi.org/10.1177/
0146167216655984

Leenaert, T. (2020). Steakholders: How pragmatic strategies can make the animal
protection movement more effective. In K. Dhont, & G. Hodson (Eds.), Why we love
and exploit animals: Bridging insights from academia and advocacy (pp. 245-259).
Routledge. https://doi.org/10.4324/9781351181440-15.

Loughnan, S., Bastian, B., & Haslam, N. (2014). The psychology of eating animals.
Current Directions in Psychological Science, 23(2), 104-108. https://doi.org/10.1177/
0963721414525781

Maclnnis, C. C., & Hodson, G. (2017). It ain’t easy eating greens: Evidence of bias toward
vegetarians and vegans from both source and target. Group Processes & Intergroup
Relations, 20(6), 721-744. https://doi.org/10.1177/1368430215618253

Maclnnis, C. C., & Hodson, G. (2021). Tensions within and between vegans and
vegetarians: Meat-free motivations matter. Appetite, 164, 105246. https://doi.org/
10.1016/j.appet.2021.105246

Markowski, K. L., & Roxburgh, S. (2019). If I became a vegan, my family and friends
would hate me:” Anticipating vegan stigma as a barrier to plant-based diets. Appetite,
135, 1-9. https://doi.org/10.1016/J.APPET.2018.12.040

Marteau, T. M., & Bekker, H. (1992). The development of a six-item short-form of the
state scale of the Spielberger State—trait Anxiety Inventory (STAI). British Journal of
Clinical Psychology, 31(3), 301-306. https://doi.org/10.1111/j.2044-8260.1992.
tb00997.x

Mathur, M. B., Peacock, J., Reichling, D. B., Nadler, J., Bain, P. A., Gardner, C. D., &
Robinson, T. N. (2021). Interventions to reduce meat consumption by appealing to
animal welfare: Meta-analysis and evidence-based recommendations. Appetite, 164,
105277. https://doi.org/10.1016/j.appet.2021.105277


https://doi.org/10.1016/j.appet.2022.106006
https://doi.org/10.1016/j.appet.2022.106006
https://doi.org/10.1111/j.1559-1816.2009.00485.x
https://doi.org/10.1080/00224540009600481
https://doi.org/10.1093/ajcn/nqaa237
https://doi.org/10.1002/ejsp.1983
https://doi.org/10.1177/1088868316647562
https://doi.org/10.3389/fpsyg.2017.02362
https://doi.org/10.1016/j.jesp.2019.01.003
https://doi.org/10.1521/soco.2014.32.4.397
https://doi.org/10.1521/soco.2014.32.4.397
https://doi.org/10.1111/0022-4537.00126
https://doi.org/10.1111/j.1468-2958.1983.tb00008.x
https://doi.org/10.1111/j.1468-2958.1983.tb00008.x
http://refhub.elsevier.com/S0195-6663(22)00097-6/optZ2zbAiuVvA
http://refhub.elsevier.com/S0195-6663(22)00097-6/optZ2zbAiuVvA
https://doi.org/10.1111/j.1468-4446.2010.01348.x
https://doi.org/10.3390/ani6110074
https://doi.org/10.1016/j.appet.2016.11.018
https://doi.org/10.1016/j.appet.2019.104418
http://pareonline.net/getvn.asp?v=10&amp;n=7
https://doi.org/10.3945/ajcn.2009.26736N
https://doi.org/10.1016/j.jada.2009.05.027
https://doi.org/10.1016/j.appet.2021.105284
https://doi.org/10.1016/j.appet.2021.105693
https://doi.org/10.1016/j.paid.2014.02.002
https://doi.org/10.1037/pspa0000149
https://doi.org/10.5812/ijem.3505
https://doi.org/10.1037/a0034726
https://doi.org/10.1016/j.appet.2015.06.024
https://doi.org/10.1016/j.appet.2015.06.024
https://doi.org/10.1016/j.paid.2015.11.042
https://doi.org/10.1177/0160597612458898
https://doi.org/10.1177/0160597612458898
https://doi.org/10.4135/9781483346304
https://doi.org/10.1016/j.foodqual.2019.103799
https://doi.org/10.1016/j.foodqual.2019.103799
http://refhub.elsevier.com/S0195-6663(22)00097-6/sref32
http://refhub.elsevier.com/S0195-6663(22)00097-6/sref32
https://doi.org/10.3758/BF03192961
https://doi.org/10.1371/journal.pone.0230609
https://doi.org/10.1371/journal.pone.0230609
https://openaccess.leidenuniv.nl/handle/1887/40922
https://doi.org/10.1016/J.APPET.2016.06.039
http://refhub.elsevier.com/S0195-6663(22)00097-6/sref36
http://refhub.elsevier.com/S0195-6663(22)00097-6/sref36
http://refhub.elsevier.com/S0195-6663(22)00097-6/sref37
http://refhub.elsevier.com/S0195-6663(22)00097-6/sref37
https://doi.org/10.1002/ejsp.2386
https://doi.org/10.1016/j.appet.2016.07.009
https://doi.org/10.1177/0146167216655984
https://doi.org/10.1177/0146167216655984
https://doi.org/10.4324/9781351181440-15
https://doi.org/10.1177/0963721414525781
https://doi.org/10.1177/0963721414525781
https://doi.org/10.1177/1368430215618253
https://doi.org/10.1016/j.appet.2021.105246
https://doi.org/10.1016/j.appet.2021.105246
https://doi.org/10.1016/J.APPET.2018.12.040
https://doi.org/10.1111/j.2044-8260.1992.tb00997.x
https://doi.org/10.1111/j.2044-8260.1992.tb00997.x
https://doi.org/10.1016/j.appet.2021.105277

B. De Groeve et al.

Minson, J. A., & Monin, B. (2012). Do-gooder derogation: Disparaging morally motivated
minorities to defuse anticipated reproach. Social Psychological and Personality Science,
3(2), 200-207. https://doi.org/10.1177/1948550611415695

Monteiro, C. A., Pfeiler, T. M., Patterson, M. D., & Milburn, M. A. (2017). The Carnism
Inventory: Measuring the ideology of eating animals. Appetite, 113, 51-62. https://
doi.org/10.1016/j.appet.2017.02.011

Montoya, R., M., & Horton, R., S. (2004). On the importance of cognitive evaluation as a
determinant of interpersonal attraction. Journal of Personality and Social Psychology,
86, 696-712. https://doi.org/10.1037/0022-3514.86.5.696

Moscovici, S. (1985). Social influence and conformity. In G. Lindzey, & E. Aronson (Eds.)
(3rd,, Vol. 2. Handbook of social psychology (pp. 347-412). Random House.

Mugny, G., & Pérez, J. A. (1991). The social psychology of minority influence. Cambridge
University Press. https://doi.org/10.2307/2075801

Parkinson, C., Twine, R., & Griffin, N. (2019). Pathways to veganism: Exploring effective
messages in vegan transition. https://research.edgehill.ac.uk/en/publications/pathwa
ys-to-veganism-exploring-effective-messages-in-vegan-transi.

Paxman, C. G. (2016). Vegan voices [PhD dissertation,. University of Iowa]. Iowa Research
online. doi: 10.17077/etd.03h12n4d.

Phua, J., Jin, S. V., & Kim, J. J. (2019). The roles of celebrity endorsers’ and consumers’
vegan identity in marketing communication about veganism. Journal of Marketing
Communications, 26(8), 1-23. https://doi.org/10.1080/13527266.2019.1590854

Phua, J., Jin, S. V., & Kim, J. J. (2020). Pro-veganism on Instagram: Effects of user-
generated content (UGC) types and content generator types in Instagram-based
health marketing communication about veganism. Online Information Review, 44(3),
685-704. https://doi.org/10.1108/0IR-06-2019-0213

Piazza, J., Goodwin, G. P., Rozin, P., & Royzman, E. B. (2014). When a virtue is not a
virtue: Conditional virtues in moral evaluation. Social Cognition, 32(6), 528-558.
https://doi.org/10.1521/50c0.2014.32.6.528

Rosenfeld, D. L., & Burrow, A. L. (2018). Development and validation of the Dietarian
Identity Questionnaire: Assessing self-perceptions of animal-product consumption.
Appetite, 127, 182-194. https://doi.org/10.1016/j.appet.2018.05.003

Rosenfeld, D. L., & Tomiyama, A. J. (2020). Taste and health concerns trump anticipated
stigma as barriers to vegetarianism. Appetite, 144, Article 104469. https://doi.org/
10.1016/j.appet.2019.104469

Rosenfeld, D. L. (2018). The psychology of vegetarianism: Recent advances and future
directions. Appetite, 131, 125-138. https://doi.org/10.1016/j.appet.2018.09.011

Rosenfeld, D. L., & Burrow, A. L. (2017). Vegetarian on purpose: Understanding the
motivations of plant-based dieters. Appetite, 116, 456-463. https://doi.org/10.1016/
j-appet.2017.05.039

Rosenfeld, D. L., Rothgerber, H., & Tomiyama, A. J. (2019). Mostly vegetarian, but
flexible about it: Investigating how meat-reducers express social identity around
their diets. Social Psychological and Personality Science, 11(3), 406-415. https://doi.
org/10.1177/1948550619869619

16

Appetite 174 (2022) 106006

Rothgerber, H. (2013). Real men don’t eat (vegetable) quiche: Masculinity and the
justification of meat consumption. Psychology of Men and Masculinity, 14(4),
363-375. https://doi.org/10.1037/a0030379

Rothgerber, H. (2020). Meat-related cognitive dissonance: A conceptual framework for
understanding how meat eaters reduce negative arousal from eating animals.
Appetite, 146, Article 104511. https://doi.org/10.1016/j.appet.2019.104511

Rubin, M., & Badea, C. (2007). Why do people perceive ingroup homogeneity on ingroup
traits and outgroup homogeneity on outgroup traits? Personality and Social
Psychology Bulletin, 33(1), 31-42. https://doi.org/10.1177/0146167206293190

Ruby, M. B. (2012). Vegetarianism. A blossoming field of study. Appetite, 58(1), 141-150.
https://doi.org/10.1016/j.appet.2011.09.019

Ruby, M. B., & Heine, S. J. (2011). Meat, morals, and masculinity. Appetite, 56(2),
447-450. https://doi.org/10.1016/j.appet.2011.01.018

Schein, C., & Gray, K. (2018). The theory of dyadic morality: Reinventing moral
judgment by redefining harm. Personality and Social Psychology Review, 22(1), 32-70.
https://doi.org/10.1177,/1088868317698288

Thomas, M. A. (2016). Are vegans the same as vegetarians? The effect of diet on
perceptions of masculinity. Appetite, 97, 79-86. https://doi.org/10.1016/j.
appet.2015.11.021

Tiberius, V., & Walker, J. D. (1998). Arrogance. American Philosophical Quarterly, 35(4),
379-390.

Tracy, J. L., & Robins, R. W. (2007). The psychological structure of pride: A tale of two
facets. Journal of Personality and Social Psychology, 92(3), 506-525. https://doi.org/
10.1037/0022-3514.92.3.506

Trethewey, E., & Jackson, M. (2019). Values and cognitive mechanisms: Comparing the
predictive factors of Australian meat intake. Appetite, 142, Article 104386. https://
doi.org/10.1016/j.appet.2019.104386. February.

Vartanian, L. R. (2015). Impression management and food intake. Current directions in
research. Appetite, 86, 74-80. https://doi.org/10.1016/j.appet.2014.08.021

Weiper, M. L. V., & Vonk, R. (2021). A communicational approach to enhance open-
mindedness towards meat-refusers. Appetite, 167, Article 105602. https://doi.org/
10.1016/j.appet.2021.105602. August 2020.

Willett, W., Rockstrom, J., Loken, B., Springmann, M., Lang, T., Vermeulen, S., ...
Murray, C. J. L. (2019). Food in the anthropocene: The EAT-lancet commission on
healthy diets from sustainable food systems. The Lancet, 393(10170). https://doi.
0rg/10.1016/50140-6736(18)31788-4

Wood, W., Lundgren, S., Ouellette, J. A., Busceme, S., & Blackstone, T. (1994). Minority
influence: A meta-analytic review of social influence processes. Psychological Bulletin,
115(3), 323-345. https://doi.org/10.1037/0033-2909.115.3.323

Yoon, H. J., La Ferle, C., & Edwards, S. M. (2016). A normative approach to motivating
savings behavior: the moderating effects of attention to social comparison
information. International Journal of Advertising, 35(5), 799-822. https://doi.org/
10.1080/02650487.2016.114509


https://doi.org/10.1177/1948550611415695
https://doi.org/10.1016/j.appet.2017.02.011
https://doi.org/10.1016/j.appet.2017.02.011
https://doi.org/10.1037/0022-3514.86.5.696
http://refhub.elsevier.com/S0195-6663(22)00097-6/sref50
http://refhub.elsevier.com/S0195-6663(22)00097-6/sref50
https://doi.org/10.2307/2075801
https://research.edgehill.ac.uk/en/publications/pathways-to-veganism-exploring-effective-messages-in-vegan-transi
https://research.edgehill.ac.uk/en/publications/pathways-to-veganism-exploring-effective-messages-in-vegan-transi
http://refhub.elsevier.com/S0195-6663(22)00097-6/sref53
http://refhub.elsevier.com/S0195-6663(22)00097-6/sref53
https://doi.org/10.1080/13527266.2019.1590854
https://doi.org/10.1108/OIR-06-2019-0213
https://doi.org/10.1521/soco.2014.32.6.528
https://doi.org/10.1016/j.appet.2018.05.003
https://doi.org/10.1016/j.appet.2019.104469
https://doi.org/10.1016/j.appet.2019.104469
https://doi.org/10.1016/j.appet.2018.09.011
https://doi.org/10.1016/j.appet.2017.05.039
https://doi.org/10.1016/j.appet.2017.05.039
https://doi.org/10.1177/1948550619869619
https://doi.org/10.1177/1948550619869619
https://doi.org/10.1037/a0030379
https://doi.org/10.1016/j.appet.2019.104511
https://doi.org/10.1177/0146167206293190
https://doi.org/10.1016/j.appet.2011.09.019
https://doi.org/10.1016/j.appet.2011.01.018
https://doi.org/10.1177/1088868317698288
https://doi.org/10.1016/j.appet.2015.11.021
https://doi.org/10.1016/j.appet.2015.11.021
http://refhub.elsevier.com/S0195-6663(22)00097-6/sref68
http://refhub.elsevier.com/S0195-6663(22)00097-6/sref68
https://doi.org/10.1037/0022-3514.92.3.506
https://doi.org/10.1037/0022-3514.92.3.506
https://doi.org/10.1016/j.appet.2019.104386
https://doi.org/10.1016/j.appet.2019.104386
https://doi.org/10.1016/j.appet.2014.08.021
https://doi.org/10.1016/j.appet.2021.105602
https://doi.org/10.1016/j.appet.2021.105602
https://doi.org/10.1016/S0140-6736(18)31788-4
https://doi.org/10.1016/S0140-6736(18)31788-4
https://doi.org/10.1037/0033-2909.115.3.323
https://doi.org/10.1080/02650487.2016.114509
https://doi.org/10.1080/02650487.2016.114509

	Moralistic stereotyping of vegans: The role of dietary motivation and advocacy status
	1 Introduction
	1.1 Morality commitment
	1.2 Arrogance and overcommitment

	2 Study 1: animal ethics versus health vegan advocacy
	2.1 Methods
	2.1.1 Participants
	2.1.2 Procedure and stimuli
	2.1.3 Measures
	2.1.3.1 Trait attributions
	2.1.3.2 Social attractiveness
	2.1.3.3 Willingness to change diet
	2.1.3.4 Manipulation check & COVID-19-related anxiety
	2.1.3.5 Demographics and diet-related variables

	2.1.4 Analysis

	2.2 Results
	2.2.1 Animal ethics vegan advocate seen as more moral (but less healthy?)
	2.2.2 Mediation analysis
	2.2.2.1 Step 1
	2.2.2.2 Step 2

	2.2.3 Exploratory mediation analysis: diet-related variables

	2.3 Discussion

	3 Study 2: does advocacy status attenuate perceived differences between animal ethics and health vegans?
	3.1 Methods
	3.1.1 Participants
	3.1.2 Procedure and stimuli
	3.1.3 Measures
	3.1.3.1 Trait attributions, social attractiveness and willingness to change diet
	3.1.3.2 Perceived persuasiveness
	3.1.3.3 Demographics and diet-related variables
	3.1.3.4 Personal-health and animal-welfare values

	3.1.4 Analysis

	3.2 Results
	3.2.1 Test of interaction effects
	3.2.1.1 Confirmatory variables
	3.2.1.2 Exploratory variables

	3.2.2 Mediation analyses
	3.2.2.1 Step 1: manipulation exposure predicts social attractiveness via arrogant overcommitment
	3.2.2.2 Step 2: effect on willingness to change diet
	3.2.2.3 Arrogant overcommitment downplays perceived morality

	3.2.3 Exploratory analyses
	3.2.3.1 Commitment
	3.2.3.2 Moderated mediation analysis: omnivore identification, carnism, and gender



	4 General discussion
	4.1 Arrogant overcommitment and social attractiveness
	4.2 Morality and commitment
	4.3 Willingness to change diet, carnism, gender, and perceived persuasiveness
	4.4 Limitations and future research
	4.5 Practical implications, theoretical implications and conclusion

	Open practices
	Author contributions
	Funding
	Ethical approval
	Declaration of competing interests
	Acknowledgements
	Appendix A Supplementary data
	References


