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Dear Readers,

 I am thrilled to present to you the Fall 2018 edition of 
the Whitman Journal of Psychology. This particular issue is a 
combination of work by both this and last year’s staff, and features 
the best of well over a hundred submissions. We were extremely 
impressed by the strength of all the submissions, and we are confident 
those we have chosen represent the depth and variety of research high 
school students are conducting. 
 I would like to thank our staff members for the effort and 
enthusiasm they have put into this edition of the Journal, and our 
faculty advisor, Ms. Del Savio, for the constant support throughout. 
And of course, thank you to the many students who submitted, 
without whom this journal would not be possible.
 This coming year is an exciting one. For the first time since 
2006, we will be reestablishing a panel of consulting editors from 
universities around the country. We are also updating our editing and 
reviewing guidelines to comply with APA Publication Manual 6th ed. 
and incorporating the new APA Journal Article Reporting Standards. 
We will be working together with staff from TOPSS to help expand 
the reach of the Journal and get more schools and students involved. 
 We hope you enjoy this issue, and welcome any and all 
feedback.

Sincerely,
Thomas Mande
Editor-in-Chief
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The Effect of Photos on the Human Perception of Shel-
ter Dogs

Kate Weseley-Jones 

North Shore High School

Introduction

About half of the dogs in shelters, or 670,000, 
are euthanized each year in the United States (ASP-
CA, n.d.). However, approximately 80% of cats and 
dogs euthanized in shelters each year are healthy 
and adoptable pets (Humane Society, n.d.). Web-
sites like Adopt a Pet and Petfinder have become 
popular ways for potential adopters to look at dogs 
in shelters near them. Modern society increasingly 
revolves around use of the internet and visual infor-
mation, so websites like these use photos of dogs to 
draw in viewers. Many photos of dogs are presented 
similarly to how clothing is showcased in an online 
store. When people see a dog they find physically 
appealing, they can click on the photo for more in-
formation. Therefore, a dog’s photo can be extreme-
ly important in determining whether or not it will be 
adopted. Common beliefs support the idea that the 

appearance of dogs on adoption websites may affect 
potential adopters’ perceptions of the dogs and their 
likelihood to adopt (Lampe & Witte, 2015; Malnick, 
2014). Photos of dogs online vary drastically from 
blurry and partially obscured images of unkempt 
pups to high-quality photos of dogs in adorable pos-
es. The purpose of this experiment is to look at the 
effect of altering certain aspects of a photograph of 
a shelter dog on people’s perceptions of the dogs’ 
adoptability.

 Gunter, Barber and Wynne found that the 
presence of some people in photos of shelter dogs 
improved participants’ perceptions of the dog 
(Gunter, 2016). A pit bull type dog was perceived 
as more attractive when photographed with a boy or 
a woman compared to the same dog photographed 
alone. On the other hand, the same dog photo-
graphed with a man was seen as less attractive than 
the dog photographed alone. In practice, however, 
it would probably be difficult for shelters to photo-

Abstract

 While many opinions exist regarding how best to present shelter dogs in photographs for 
adoption, these theories remain largely untested. This experiment investigated the effect of photo 
background and zoom on people’s perceptions of a shelter dog’s appeal. In the experiment, 172 
participants were randomly assigned to view one of six photos of the same dog. The photos were 
taken on one of three backgrounds (outside on grass, inside on a neutral background, or inside in a 
cage) and either featured the whole dog’s body or were zoomed in on the dog’s face. Participants 
then rated the dog’s attractiveness. Statistical analyses using ANOVAs showed that background sig-
nificantly affected perceptions but zoom did not; the dog photographed in the cage was rated least 
attractive while the dog photographed outside on grass was rated most attractive. More research 
should be conducted to identify the best ways to present shelter dogs.

Experimental Psychology
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graph all their dogs with people, and it would seem 
odd if all the dogs from a shelter were photographed 
with the same small group of individuals. While pos-
ing a dog with people may counter some of the nega-
tive stereotypes people have about shelter dogs, the 
effect likely depends on the particular people used, 
and this approach seems relatively cumbersome 
(Cattet, 2014). 

 While the Internet is full of suggestions about 
how to photograph shelter dogs to make them look 
adoptable, virtually no research has tested these as-
sertions (Fay, 2006; Fromm, n.d.; McDaniel, n.d.; 
Palmer n.d.). Many agree that dogs should be pho-
tographed at eye level to make the dog seem person-
able and help viewers feel like they are getting a bet-
ter sense of the dog’s character (Fay, 2006; Palmer, 
n.d.). In addition, a Petfinder website advises taking 
the photos from close up and having the dog fill the 
frame, making sure that he or she is the center of at-
tention. Some people also advise zooming in on the 
dog’s face to produce a photo that will capture online 
viewers’ attention and stand out among the many dog 
photos across different websites (Haak, n.d.). 

 With regard to what kind of background to 
use when photographing dogs, some of the sugges-
tions contradict one another.  For instance, some 
people recommend photographing dogs on neutral 
backgrounds (Fay, 2006), while others suggest pho-
tographing dogs on unusual backgrounds (Fromm, 
n.d.). Fay advised that neutral backgrounds were best 
because they would not draw attention away from the 
dog, thus making him or her look more attractive. On 
the other hand, a more unusual background would 
make the dog stand out from other dogs. In addition, 
some people believe that shelter dogs look better 
when photographed outside because it creates a more 
positive and happy atmosphere in the photo (Fromm, 
n.d.; Heimbuch, 2015). Conversely, it seems to make 
sense that dogs photographed in cages would be per-
ceived more negatively than dogs photographed on 
other backgrounds, because having a dog in a cage 
could imply that the dog is aggressive and requires 
restrainment. Thus, a natural setting is more effec-
tive than a cage. However, this idea is not supported 
across all sources. Lampe and Witte’s archival study 

compared photos of black Labradors shown in and 
out of cages on the website Petfinder and the number 
of days that it took for each dog to be adopted. They 
found that dogs who appeared in cages did not take 
longer to adopt than dogs who were photographed 
outside of cages (Lampe, 2015). 

 It is simple to control variables such as the 
background on which a dog is photographed and 
whether just a dog’s face or his/her whole body is 
shown in a photo. Experimental research has yet to 
show whether these factors have a significant effect 
on how attractive people find dogs in photographs. 
If these factors do affect people’s perceptions, it 
would not be difficult for a shelter to alter certain di-
mensions and might have a worthwhile impact that 
could potentially save shelter dogs from euthaniza-
tion. Therefore, the purpose of the present study is to 
test some of the many suggestions for photograph-
ing shelter dogs found on the web. It was hypothe-
sized that 1) compared to a dog shown outside, a dog 
shown on a neutral background or in a cage will be 
rated as less attractive and 2) relative to a dog shown 
in a close up of her face, a dog whose whole body is 
shown will be rated as less attractive.

Method

Design and Procedure: The study used a 2 x 3 
design, with two levels for the independent variable 
of zoom (zoomed in on face or whole body shown) 
and three levels for the independent variable of 
background (neutral/inside background, sunny out-
door background, cage). Participants were recruited 
online, given a brief description of the study, and 
then were asked to complete a click-through consent 
form. After giving consent, participants were ran-
domly assigned to view one of the six photos of the 
dog. Participants evaluated the dog’s attractiveness 
and then answered a variety of demographic ques-
tions including their personal experiences with dogs.

Participants: Participants on the website Ama-
zon Mechanical Turk (mTurk) were invited to be in a 
study “to look at people’s views of dogs up for adop-
tion” and were provided a link to the study on Sur-

veyMonkey. Out of the 204 people who began the 
survey, 172 completed enough of it to be included 
in the data analysis. The sample for the study had 
an age range from 20 to 70, with an average age of 
39 years. All participants were currently living in the 
United States. The majority of the sample was fe-
male (59.9% v. 40.1% male). The sample was also 
predominantly Caucasian (82%), with 6.4% of the 
sample identifying as Black or African-American, 
6.4% as Asian or Asian-American, 4.7% as Hispanic 
and .6% as Multiracial. In addition, over one-third 
of the sample expressed interest in adopting a dog 
within the next year.

Experimental Stimuli: Pit bulls are the most 
commonly seen breed of dogs in shelters and one of 
the hardest to successfully adopt (O’Conner, 2013). 
No pit bulls were available to be photographed for 
the experiment, so a boxer (named Stella) was used 
instead, as the breed is frequently mistaken for pit 
bulls (“10 breeds most commonly mistaken for pit 
bulls,” n.d.). 

To design stimuli appropriate for the study, a 
mini photoshoot was conducted. A white sheet was 
hung up in a well-lit room to control the background 
as suggested by a professional photographer, and the 
photos were taken using tips from another profes-
sional photographer specializing in ways to best get 
a dog’s attention, such as using treats and toys. Many 
photos were taken both inside and outside a cage in 
order to maximize the chance that Stella could be 
captured in the same position and with the same ex-
pression in both backgrounds. 

After selecting the two most similar photos of 
Stella inside and outside of a cage, the image of Stel-
la on a plain background indoors was edited onto a 
sunny outdoor background. Each photo with a differ-
ent background was then replicated in a “zoomed in” 
version so that only the face of the dog was shown, 
thus creating six separate photos for the stimuli.

Dependent Measures: After viewing their 
assigned photo of the dog, participants completed 
an Attractiveness Scale used in previous research 
(Gunter et al., 2015). The scale consisted of five 

items answered using a six-point Likert-type scale. 
The questions were: “This looks like an aggressive 
dog” (reverse-scored), “I would feel comfortable ap-
proaching this dog,” “This dog looks smart,” “This 
dog looks friendly to me,” and “If circumstances al-
lowed, I would consider adopting this dog.” The or-
der of the questions was randomly assigned to elimi-
nate any biases due to question order, and the scale 
had strong reliability in the current study as shown 
by a Cronbach’s alpha of .81.

Data Analysis: Analyses of variance (ANO-
VAs) were used to explore the effect of photo back-
ground and zoom on attractiveness ratings of dogs. 
In addition, given that nearly 35% of the sample ex-
pressed interest in adopting a dog within the next year 
and that it was thought that people looking to adopt a 
dog might react to the photos differently from people 
not interested in adopting, this factor was included as 
a third variable in the analysis. The conventionally 
accepted cutoff for statistical significance of .05 was 
used in this study.

Results

The Effect of Background: An ANOVA re-
vealed that background did have a significant ef-
fect on participants’ perceived attractiveness rating 
of the dog, F(2, 160) = 3.21, p = .04. Contrary to 
the hypothesis, however, post hoc tests showed that 
the dog shown on the plain, indoor background was 
rated as the most attractive—significantly more at-
tractive than the dog shown in a cage. The attractive-
ness rating of the dog pictured on the sunny, outdoor 
background did not differ significantly from the dog 
in either of the other two conditions. Figure 1 shows 
the mean ratings of the dog on each of the three back-
grounds.



Whitman Journal of Psychology8 9November 2018

Figure1.2. The Effect of Zoom on Perceived 
Attractiveness

Figure 3. The Relationship between Interest in Adop-
tion and Overall Attractiveness Rating

The Effect of Zoom: Contrary to the hypoth-
esis, zoom did not have a significant effect on par-
ticipants’ perceptions of attractiveness of the dog, 
F(1, 160) = 0.95, p = .33. The ratings for the zoom 
conditions are shown in Figure 2.

Interest in Adoption: As expected, partici-
pants who answered “Yes” to the question: “Would 
you be interested in adopting sometime within the 
next 12 months” rated the dog in the photo as  mar-
ginally more attractive when compared to partici-
pants who answered “No” to the same question, 
F(1, 160) = 3.10, p = .08. These results can be seen 
in Figure 3. No significant interactions between any 
of the variables were found.

Discussion

The Effect of Background: While back-
ground did affect participants’ attractiveness rat-
ings, it was not in the way that was hypothesized. 
The dog shown on the plain, indoor background was 
rated as more attractive than the dog in the cage, but 
the dog shown on the sunny, outdoor background 
was not rated significantly different from the dog 
shown against either of the other two backgrounds. 
Online opinions about what background was best 
to use when photographing shelter dogs had dif-
fered with some people advocating for plain back-
grounds, (e.g., Fay, 2006) while others suggested 
outdoor settings (Fromm, n.d.; Heimbuch, 2015). 
It is possible that the dog on the plain indoor back-
ground was rated as the most attractive because 
such a background does not provide any distrac-
tions to draw attention away from the dog in the 
photo, thus making the dog appear more attractive. 
While the outdoor photo provided a simple back-
ground of mostly grass and trees in the distance, 
any outdoor background is still necessarily more 
varied and complex than a controlled, indoor space. 
In addition, small shadows and other minuscule de-
tails in the photo of the dog on the sunny outdoor 
background could have distracted the viewer, mak-
ing the dog appear less attractive than the same dog 
did on the plain, indoor background. 

 As predicted, the dog photographed in the 
cage was rated least attractive. People likely as-

sociate a dog in a cage with the dog being sad or 
even potentially aggressive and may elicit negative 
responses. While people may feel sympathy for a 
sad dog and it may even encourage them to donate 
money to shelters, a sad dog is not the dog that they 
are going to find attractive as a potential pet.

The Effect of Zoom: Contrary to the hypoth-
esis, zoom did not have an effect on participants’ at-
tractiveness rating of the dog being photographed. 
While McDaniel suggested taking photos so that 
the dog fills the frame, it may be that people just 
have different preferences for how much of a dog 
they like to see (McDaniel, n.d.). For this reason, 
it might be preferable for shelters to provide both 
zoomed in photos and zoomed out photos of a dog 
on websites like Adopt a Pet, so as to appeal to as 
many viewers as possible. Looking at the effects of 
showing multiple photos that vary how much of a 
dog is shown would be a worthwhile extension of 
the current study. 

Interest in Adoption: As expected, partici-
pants who stated that they were interested in adopt-
ing within the next year rated the dogs in the photos 
as slightly more attractive compared to participants 
who were not interested in adopting. People who 
are considering adopting may view the photos of 
shelter dogs in a different, more positive light. 
Many people have negative stereotypes of shelter 
dogs (Mazzio, 2014), but such views may be less 
common in people who are purposely seeking out 
dogs in shelters.  

Conclusion

The study’s biggest limitation was the in-

ability to perfectly control the photos. Although 
exactly the same photo of Stella was used on the 
plain indoor background and the sunny outdoor 
background, it was not possible to use exactly the 
same photo for the cage setting. Because Stella was 
not highly trained, it was challenging to get her in 
exactly the right poses. If feasible, future studies 
should use well-trained dogs and, ideally, profes-
sional pet photographers. 

In addition, this study only looked at the ef-
fects of background and zoom on photos with one 
specific dog. It is possible that the results might 
have been different if another pit bull-like dog was 
used or even an entirely different breed of dog.

In the future, it is important to look at other 
variables in photos of shelter dogs that could make 
them appear more attractive and get them adopted 
faster. Factors like whether the dogs’ heads are tilt-
ed, their mouths are open, or even whether or not 
they have a toy with them all could potentially af-
fect viewers’ perceptions of shelter dogs. It is also 
important to look at other factors outside of pho-
tos that could be used to get shelter dogs adopted. 
Simple things like whether or not a dog is given a 
human name like Scott versus a non-human name 
like Spot could also contribute to whether a shelter 
dog finds a home.

Hopefully, shelters will be able to use this 
research to get dogs adopted faster. If potential 
adopters think a dog looks attractive, that is the first 
step in getting that dog out of the shelter and into a 
good home. Adoption is nearly the only permanent 
way for shelter dogs to avoid euthanasia. Using this 
research to aid in the adoption of shelter dogs could 
not only save canine lives but could also improve 
the lives of the people who adopt them.  

Figure 1. The Effect of Background on Per-
ceived Attractiveness
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The Effect of Participation in Theater on Emotional In-
telligence

Olivia Nelson and Maria Seidl 

Lakeland High School

Introduction

Emotional intelligence is described as the abil-
ity to understand, control, and express one’s own 
emotions, as well as empathize with others’ feelings 
(Clark, 2006, p. 6). Taking part in the fine arts can 
help cultivate emotional IQ, by teaching how to put 
yourself into someone else’s shoes, practice empa-
thy and control emotions simultaneously.

Studies indicate participation in artistic activi-
ties during the formative and developmental years 
of a person’s life is crucial. Susan J. Clark, doctoral 
student at BYU, tested this belief in a study of 506 
5th grade students from Utah. A control group rep-
resented the emotional intelligence of an average 
fifth grader, and the experimental group was tested 
prior to and after participation in assorted arts pro-
grams. Students who took part in activities involv-
ing dance, music, drama/ theater, and visual arts 
tested noticeably higher in emotional intelligence. 
Those immersed in the musical or dance activities 
scored significantly higher than the others in the ex-
perimental group and control group (Clark, 2006, 
p. 6).

There are cognitive variations in the mental 
functions of students who participate in different ac-
tivities. The key point of focus in Kevin Niall Dun-
bar’s study was the overall cognitive difference be-
tween pupils involved in performing arts and those 
who are not. In order to investigate this, an fMRI 
machine monitored activity in multiple regions of 
the brain during several cognitive tasks. The fMRI’s 
results of performing arts students was compared to 
non-performing arts students to measure the simi-
larity or dissimilarity in usage of certain sections of 
the brain during various simple acts between these 
two groups. Such prospective results would provide 
insight into the changes in students’ brains who 
have been exposed to performing arts programs, as 
well as provide a deeper understanding of how those 
changes occur. Investigation of this subject allowed 
for further comprehension of a specific hypothesis 
pertaining to performing arts (Dunbar, 2008, p. 81).

 Participation in performing arts programs 
can enrich language and creativity that boosts the 
overall intelligence of children previously deemed 
‘gifted.’ In a study by Geneva H. Dillard, 97 gifted/
talented students ranging between kindergarten and 
third grade were tested in a plethora of different ar-

Abstract

 The development of emotional intelligence in adolescence merits a more in depth explora-
tion due to its relevance across multiple disciplines. An emotional intelligence test was administered 
to a random sample of 24 thespians and 24 non-thespians. The participants were students from three 
different high schools in Oakland County, Michigan. The researchers hypothesized that participat-
ing in theater can lead to a higher and more developed emotional intelligence. Both the mean and 
mode of the data collected revealed that students who partook in the performing arts were more 
likely to have a significantly higher emotional intelligence.
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eas of intelligence. The students took intelligence, 
achievement, creativity, and personality tests prior to 
engaging in the fine arts program. It was concluded 
that gifted or talented students who were immersed 
in a fine arts program scored significantly higher on 
these tests than those (gifted/talented) who had not 
taken part in the program (Dillard, 1982, p. 3).

The purpose of the present study was to test 
overall emotional intelligence in high school stu-
dents ages 14 through 18 involved in a theater pro-
gram. This study differs from those of the past re-
garding the hypothesis. The Clark study focused on 
emotional intelligence in theater students, however 
the only participants were elementary school aged 
children. Next, the Dunbar  study observed cognitive 
processing differences of theater students apart from 
non-theater students. In addition, the Dunbar study 
did not focus on emotional intelligence, but rather 
variations in brain usage/makeup between those in-
volved in fine arts and those not involved. The Dil-
lard study tested elementary school students who had 
been deemed gifted or talented on multiple intelli-
gences prior to and following participation in a fine 
arts program.

Method

Participants: The study was comprised of will-
ing participants ages 14 to 18. 24 teenagers who had 
never participated in theater volunteered to represent 
their respective population. In conjunction with the 
non-theater students, 24 people who had participated 
in theater volunteered to represent their population. 
Participants were students from Milford, Lakeland, 
and Walled Lake Northern High School.

Design and Procedure: The study was de-
signed as a correlational study (Appendix A), where 
the independent variable was whether students have 
participated/currently participate in a theater program 
and the dependent variable was the emotional intel-
ligence score. Controls were the test used in order 
to collect data and the number and range of people 
who participated. Operational definitions used were 
the points received on the emotional intelligence test 

taken and the division of students into thespians and 
non-thespians. Emotional intelligence consists of the 
ability to accurately label and recognize feelings and 
use emotions to guide behavior.

The first step of the experiments was to obtain 
willing participants. A link to the Google Forms sur-
vey was posted on researcher Olivia Nelson’s Twit-
ter account, including a message asking volunteers to 
take a moment and fill out a survey.

Participants were instructed to fill the ten ques-
tion survey out and were debriefed at the end of the 
survey. The statement said, “Thank you again for tak-
ing our survey! The purpose of this experiment was 
to determine if students involved in theater develop a 
higher emotional intelligence than those who do not 
take part in a theater program.”

Following the submissions, each test was scored 
based on the key (Appendix B), and the data was or-
ganized and divided by school and theater participa-
tion. The survey was closed to submissions when the 
researchers had received a total of 48 responses, di-
vided evenly between thespians and non-thespians.

Results

Overall, the data showed that the average emo-
tional intelligence of students who have participated 
in a theater program is higher than that of students 
who do not participate in theater. This was con-
cluded by taking the mean of the data between the 
two groups tested. The students who had taken part 
in a fine arts program averaged an emotional intel-
ligence of approximately 109, while the students 
without theater experience averaged an emotional 
intelligence of 95. This data is displayed in Figure 
1. The mode of the emotional intelligence of stu-
dents participating in theater was 160 whereas the 
mode of non-theater students was 100. This data is 
displayed in Figure 2.

Discussion

The results obtained from the study support the 
hypothesis stated in the introduction. Participating in 
theater correlates with an increase in an individual’s 
emotional intelligence. The researchers believe this 
outcome occurred because thespians must embody 
another personality while in a show; they have to 
understand and empathize with situations that may 
be contrary to their own experiences. One of the 
first abilities taught in theater is how to differentiate 
and express complex emotions. The individual must 
learn different non-verbal cues to get across their 

state of mind. Such skills boost their emotional in-
telligence level because they are taught how to label 
and recognize behavior. Those who take part in this 
art form must use the emotion they are portraying 
to guide their interactions with others, which is an-
other skill tested in EI tests. Those not in theater are 
not taught these skills; instead, they must learn them 
on their own. Without help, they may not reach their 
full potential regarding maturity. As a result, their 
EI may be lower.

 This study aligned well with past research 
done on similar topics, however it was unique in 
multiple ways. To begin, the Clark study was simi-
lar to the present study due to the fact that they both 
pertained to the correlation between emotional in-
telligence and theater participation. However, the 
Clark study focused on students in the fifth grade, 
whereas this study observed the emotional intel-
ligence of high school students. Next, the Dunbar 
study investigated the changes in the brain of the-
ater students. This differs from the present study in 
terms of the dependent variables. The Dunbar study 
intended to find a physical change in thespian ver-
sus non-thespian brains while performing cognitive 
tasks, whereas this study focused on the emotional 
intelligence of theater students. Finally, the Dillard 
study looked at multiple intelligences of gifted or 
talented students who had or had not been immersed 
into the fine arts. The present study is set apart from 
the Dillard study through the fact that the purpose 
of this was solely to analyze the Emotional Intelli-
gence. Overall, each study is equally important be-
cause it advances the knowledge and understanding 
of the impact of art on young minds.

 There can be many confounding variables 
within surveys. For instance, the researchers cannot 
distinguish between lies and truth; they must rely 
on the participants to be honest or the results will 
be skewed. If any participants lied, it might have 
changed the mode and average, misleading the 
overall difference between thespians and non-thes-
pians. Another confounding variable was the survey 
itself. The questions were specific and the test taker 
may not have identified with any of the four op-
tions. As a result, they may have chosen a random 

 Figure 1

 Figure 2
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answer which would alter their EI score and skew 
the data. An additional confounding variable would 
be the limited group of participants available. Al-
though the survey was distributed through Twitter 
and email, only 48 responses were collected. Many 
teachers emailed did not respond until after the sur-
vey concluded. Therefore, the researchers did not 
get the diverse response wanted. A wider spectrum 
may have strengthened the correlation being tested. 
Finally, the time in which the survey is available to 
answer should be longer. A lengthened time amount 
would cause more participants, and stronger results. 
To improve this study, next time the researchers 
should select a wider range of individuals. 

 Researchers should elaborate on this study 
by adapting the format so it is experimental. To pro-
duce concrete evidence regarding this correlation, it 
must be experimental as correlational studies can-
not prove causation. Investigators should select par-
ticipants from a wide variety of different art forms 
instead of just theater. 

Greater job success goes hand in hand with 

superior social skills. Emotional intelligence is a 
key component of social skills. A longitudinal study 
tracking the job success of those who took part in 
theater (or other art forms if proven) might reveal 
that theater could be linked to better job success. 
Drama classes and other budgets regarding theater 
have been cut. Data reasserting the importance of 
these classes could be beneficial to students as they 
learn crucial life skills, and the community as teen-
agers come out of school better equipped to handle 
relationships and jobs.

 The researcher’s study was focused on the 
correlation between emotional intelligence and the-
ater participation. The method included a survey 
that was distributed to willing participants. The re-
sults showed that the average EI score of those who 
had taken part in theater were higher than those who 
had not. The researchers have concluded that since 
theater correlates with a higher EI that the art may 
teach how to express emotions, interpret emotions, 
and respond to different scenarios. 

This is an optional study, you are not required to participate! The following questions will give us a 
rough sense of what your emotional intelligence might be. Answer honestly, on the basis of what you re-
ally would be most likely to do. Don’t try to second-guess what seems right.

What school do you go to?
 1.Lakeland
 2.Milford
 3.Walled Lake Northern

Have you ever participated in theater?
 1.Yes
 2.No
 
1. You’re on an airplane that suddenly hits extremely bad turbulence and begins rocking from side to 
side. What do you do?
 a. Continue to read your book or magazine, or watch the movie, paying little attention to the turbu
 lence.
 b. Become vigilant for an emergency, carefully monitoring the stewardesses and reading the emergen 
 cy instructions card.
 c. A little of both a and b.
 d. Not sure -- never noticed.

2. You’ve taken a group of 4-year-olds to the park, and one of them starts crying because the others won’t 
play with her. What do you do?
 a. Stay out of it -- let the children deal with it on their own.
 b. Talk to her and help her figure out ways to get the other children to play with her.
 c. Tell her in a kind voice not to cry.
 d. Try to distract the crying girl by showing her some other things she could play with.

3. Assume you’re a student who had hoped to get an A in a post-registration course, but you have just 
found out you got a C- on the mid-term exam. What do you do?
 a. Sketch out a specific plan for ways to improve your grade and resolve to follow through on your plans.
 b. Resolve to do better in the future.
 c. Tell yourself it really doesn’t matter much how you do in the course, and concentrate instead on  
 other modules where your grades are higher.
 d. Go to see your personal tutor and try to talk them into giving you a better grade.

4. Imagine you’re an insurance salesman calling prospective clients. Fifteen people in a row have hung up 
on you, and you’re getting discouraged. What do you do?
 a. Call it a day and hope you have better luck tomorrow.
 b. Assess qualities in yourself that may be undermining your ability to make a sale.
 c. Try something new in the next call, and keep plugging away.
 d. Consider another line of work.

Appendix A
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5. You’re a ward manager that is trying to encourage respect for racial and ethnic diversity in your work-
place. You overhear someone telling a racist joke. What do you do?
 a. Ignore it -- it’s only a joke.
 b. Call the person into your office for a reprimand.
 c. Speak up on the spot, saying that such jokes are inappropriate and will not be tolerated in the work 
 place.
 d. Suggest to the person telling the joke he goes through a diversity training program.

 6. You’re trying to calm down a friend who has worked herself up into a fury at a driver in another car 
who has cut dangerously close in front of her. What do you do?
 a. Tell her to forget it -- she’s okay now and it’s no big deal.
 b. Put on one of her favourite tapes and try to distract her.
 c. Join her in putting down the other driver, as a show of rapport.
 d. Tell her about a time something like this happened to you and how you felt as mad as she does now,  
 but then you saw the other driver was on the way to the ER.

7. You and your life partner have gotten into an argument that has escalated into a shouting match; 
you’re both upset and, in the heat of anger, making personal attacks you don’t really mean. What’s the 
best thing to do?
 a. Take a 20-minute break and then continue the discussion.
 b. Just stop the argument -- go silent, no matter what your partner says.
 c. Say you’re sorry and ask your partner to apologize, too.
 d. Stop for a moment, collect your thoughts, then state your side of the case as precisely as you can.

8. You’ve been assigned to head a clinical team that is trying to come up with a creative solution to a 
nagging problem at work. What’s the first thing you do?
 a. Draw up an agenda and allot time for discussion of each item so you make best use of your time  
 together.
 b. Have people take the time to get to know each other better.
 c. Begin by asking each person for ideas about how to solve the problem, while the ideas are fresh.
 d. Start out with a brainstorming session, encouraging everyone to say whatever comes to mind, no  
 matter how wild.

9. Your 3-year-old son is extremely timid, and has been hypersensitive about -- and a bit fearful of -- 
new places and people virtually since he was born. What do you do?
 a. Accept that he has a shy temperament and think of ways to shelter him from situations that would  
 upset him.
 b. Take him to a child psychiatrist for help.
 c. Purposely expose him to lots of new people and places so he can get over his fear.
 d. Engineer an ongoing series of challenging but manageable experiences that will teach him he can  
 handle new people and places.

10. For years you’ve been wanting to get back to learning to play a musical instrument you tried in 
childhood, and now, just for fun, you’ve finally gotten around to starting. You want to make the most 
effective use of your time. What do you do?
 a. Hold yourself to a strict practice time each day.
 b. Choose pieces that stretch your abilities a bit.
 c. Practice only when you’re really in the mood.
 d. Pick pieces that are far beyond your ability, but that you can master with diligent effort.

Thank you again for taking our survey! The purpose of this experiment was to determine if students 
involved in theater develop a higher emotional intelligence than those who do not take part in a theater 
program.

If you have any questions or concerns, you can contact us at mariaseidl2018@gmail.com.
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Emotional Intelligence Scoring

200 is the highest score and 100 is average

1. Anything but D -- that answer reflects a lack of awareness of your habitual responses under stress. A=20, 
B=20, C=20, D=0.

2. B is best. Emotionally intelligent parents use their children’s moments of upsets as opportunities to act as 
emotional coaches, helping their children understand what made them upset, what they are feeling, and alterna-
tives the child can try. A=0, B=20, C=0, D=0.

3. A. One mark of self-motivation is being able to formulate a plan for overcoming obstacles and frustrations 
and follow through on it. A=20, B=0, C=0, D=0.

4. C. Optimism, a mark of emotional intelligence, leads people to see setbacks as challenges they can learn 
from, and to persist, trying out new approaches rather than giving up, blaming themselves, or getting demoral-
ized. A=0, B=0, C=20, D=0.

5. C. The most effective way to create an atmosphere that welcomes diversity is to make clear in public that the 
social norms of your organization do not tolerate such expressions. Instead of trying to change prejudices (a 
much harder task), keep people from acting on them. A=0, B=0, C=20, D=0.

6. D. Data on rage and how to calm it show the effectiveness of distracting the angry person from the focus of 
his rage, empathizing with his feelings and perspective, and suggesting a less anger-provoking way of seeing 
the situation. A=0, B=5, C=5, D=20.

7. A. Take a break of 20 minutes or more. It takes at least that long to clear the body of the physiological arousal 
of anger -- which distorts your perception and makes you more likely to launch damaging personal attacks. Af-
ter cooling down you’ll be more likely to have a fruitful discussion. A=20, B=0, C=0, D=0.
8. B. Creative groups work at their peak when rapport, harmony, and comfort levels are highest -- then people 
are freer to make their best contribution. A=0, B=20, C=0, D=0.

9. D. Children born with a timid temperament can often become more outgoing if their parents arrange an ongo-
ing series of manageable challenges to their shyness. A=0, B=5, C=0, D=20.

10. B. By giving yourself moderate challenges, you are most likely to get into the state of flow, which is both 
pleasurable and where people learn and perform at their best. A=0, B=20, C=0, D=0.
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Effects of Self-Fulfilling Prophecy on Test Scores

Audrey Damon-Wynne

NEW High School

Introduction

The first psychologist to coin the idea of a self-
fulfilling prophecy was Robert Merton. In 1948, he 
defined this phenomenon as “... a false definition of 
the situation evoking a new behavior which makes 
the original false conception become ‘true’...” In 
other words, your perception of an event will influ-
ence your reaction and outcome of any given situ-
ation. Ever since Merton’s original statement, there 
have been hundreds of studies conducted to deter-
mine whether or not he was correct in his hypoth-
esis.

  Robert Rosenthal studied his version of the 
self-fulfilling prophecy called the Pygmalion Effect, 
concluding that having higher expectations lead to 
excelled performance. His experiment took place 

at Oak High School where he told teachers that he 
would be giving out an IQ test known as the Test 
of General Ability (TOGA). This is a test that was 
not relatively common and does not rely on content 
taught in school. In order for his hypothesis to work, 
he told the teachers that the test was called the Har-
vard Test of Inflected Acquisition, which measures 
the children’s “blooming”, or academic potential. 
He then placed the kids on two lists. The teach-
ers of students on the first list were told that their 
students scored very high even though they didn’t. 
Teachers of students on the second list were told 
that they didn’t score as high as the other students, 
even though there were no significant differences 
between the scores from either group. At the end of 
the year, all the students were re-tested and the kids 
in the group who were told they did really well and 
were ready to realize their potential scored higher 

Abstract

 A self-fulfilling prophecy is the process in which a person’s expectation of another elicits 
behavior from the second person that confirms the expectation (Myers 2010). The most widely 
known example of this phenomenon is the tendency of students to fulfill the expectations that their 
teachers have for them; whether that expectation is explicitly expressed through words or implicitly 
expressed through subtle hints. In our experiment, we tested the effects of a self-fulfilling prophecy 
by giving a 10-question logic test (see appendix) and randomly selected volunteers. Group 1, the 
control group, entered with no expectations as to the difficulty of the test; Group 2 was told that the 
test would be easy; Group 3 was told it would be difficult. The researchers expected the number 
of correct answers to be higher in Group 2 than in Group 1, and the number of correct answers in 
Group 3 to be lower than those of Group 1.However, our results showed that self-fulfilling prophecy 
didn’t have an effect on test scores in this case. Group 3, which we expected to be the lowest scores, 
ended up having the highest average score at 5.56, and Group 2, which we expected to have the 
highest scores, actually had the lowest at 5.24.

than those in the other group. This demonstrates that 
self-fulfilling prophecy is a valid concept because 
the kids that had high expectations and therefore be-
lieved that they would succeed did indeed perform 
well.

Stephanie Madon, Max Guyll, Richard Spoth, 
and Jennifer Willard conducted an experiment to 
investigate the differences in a positive versus a 
negative self-fulfilling prophecy. To begin this ex-
periment, they gave seventh graders’ parents a ques-
tionnaire about how much alcohol they suspected 
their children consumed. The kids then filled out a 
questionnaire about how much they actually drank. 
A year later, the kids had to answer the same ques-
tionnaire again. The results showed that kids whose 
parents overestimated how much their child drank 
ended up drinking more than those who only one 
or neither parent overestimated their child’s alcohol 
consumption. This correctly demonstrates the idea 
of a self-fulfilling prophecy because, as parent’s ex-
pectations for the amount of alcohol their children 
would drink rose, the more likely the child would be 
to drink/the more their child actually did. But when 
the parents didn’t expect their child to, they didn’t. 

Another experiment investigating self-ful-
filling prophecies was conducted by researchers 
Stewart-Williams and Podd. They decided to test 
the idea of the self-fulfilling prophecy in relation to 
the placebo effect. Two groups were given the same 
placebo pill: one group was told that the pill was a 
stimulant, and the second was told the pill would 
help them fall asleep. The first group’s participatns 
experiences a faster heart rate, higher blood pres-
sure, and quicker reaction times, while the second 
groups’ participants became relaxed and had lower 
pulses and blood pressures. This experiment helped 
them conclude, as many other psychologists have 
found, that high expectations of a certain result will 
cause that result to come true.

Method

In order to test the effects of the self-fulfilling 
prophecy on test scores, six researchers conducted a 
study on seventy-five McFarland High School stu-

dents. The participants were split into three equal 
groups: the control (Group 1), the group that was 
told the test would be easy (Group 2), and the group 
that was told the test would be hard (Group 3). These 
groups were formed and tested over the course of 
two days. 

To begin, individuals were randomly selected 
volunteers-each third block classroom was asked if 
anybody would like to participate; those who vol-
unteered were administered a ten-question logic 
test. There were fifteen individuals per group on the 
first day. To expand the sample size, each group was 
tested again on the second day, this time with ten 
individuals per group. When each group entered the 
quiet testing area, the following script was read with 
noted variations within the bracketed text (depend-
ing on the group):

“You will be taking this logic test on the com-
puter. Please sign the consent form and write down 
your school email so we can debrief you about the 
results of the experiment. You guys are group (in-
sert appropriate group) and you will be receiving 
swag bucks as compensation for your participa-
tion. [Group 2: This test will be easy so don’t be 
surprised if you finish quickly] [Group 3: This test 
is pretty difficult so don’t feel bad if it takes a while]. 
Once you are done, you can return to your class. 
Thank you for your participation.” 

The participants then filled out the consent 
form, which contained a vague purpose of our ex-
periment, as well as other information pertaining to 
the experimental risks (see Appendix). After turn-
ing this form in, participants started the 10-question 
logic test that was created for them. These questions 
were taken off of various online logic test and com-
piled into one quiz created on Google Forms. Par-
ticipants were allowed as much time as necessary 
to complete the quiz, and could to go back to their 
classroom upon completion. One Swagbuck was 
offered as compensation for participation. The test-
ing area was kept as quiet as possible to allow each 
individual the same work environment to limit any 
foreseeable confounding variables.
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The independent variable was the instruction 
each group received pertaining to the difficulty of 
the logic test. The dependent variable was how well 
each group performed. The operational definition of 
how well the participants performed was their score 
out of ten. Confounding variables that could have 
affected the results are the age/grade of participants 
because the experimental group ranged from fresh-
men to seniors in high school. The testing environ-
ment was identical for each group; however, some 
groups were more talkative despite being given 
warnings about remaining quiet, which could have 
been distracting to some individuals. In addition, 
some participants may have rushed through the test 
because they were in a hurry to arrive at their next 
location or finish at the same time as others in the 
room.

Results

Once the results were calculated, it was deter-
mined that the averages for the three groups were 
as follows: 5.36 for Group 1, 5.24 for Group 2, and 
5.56 for Group 3. Before the experiment was con-
ducted, it was hypothesized that Group 2 would 
have a mean score that exceeded those of the control 
group and that Group 3 would have a mean score 
lower than both of the other groups. This was hy-
pothesized due to the definition of the self-fulfilling 
prophecy: a process in which a person’s expectation 
about another elicits behavior from the second per-
son that confirms the expectation (Myers, 2010). If 
the experiment were to run smoothly, based on this 
definition, the group that was informed that the test 
was hard would take this to mean that they won’t 
do well and vice versa. Prior to doing the statistical 
analysis, the hypothesis was proven incorrect be-
cause the mean score of Group 3 was actually high-
er than both of the other two group’s mean scores. 

 After doing the statistical calculations, the 
results were not statistically significant. When the 
standard deviation of each group was calculated, 
there wasn’t a large enough difference between the 
average scores of each group to draw any conclu-
sions about the data (the error bars overlapped). 

The standard deviation for group one was 1.7408, 
for group two it was 1.7269, and for group three 
it was 1.899. When the error bars are inserted into 
the graph below they cross, proving that our data 
is statistically insignificant. Due to this, we cannot 
draw any definite conclusions meaning that we can 
neither confirm nor deny the null hypothesis.  Fur-
ther, the statistics also show that our hypothesis isn’t 
completely disproven-tweaks to the method have 
the potential to yield statistically significant results.

Discussion

Considering that the hypothesis can neither be 
confirmed nor denied and that the results weren’t 
statistically significant, these results cannot be gen-
eralized to anybody. Had the experiment yielded 
statistically significant results and the effects of 
self-fulfilling prophecy been evident, it still would 
have only been generalizable to the students of Mc-
Farland High School, as our entire sample was from 
this population.

Even though our particular experiment did not 
prove the effects of self-fulfilling prophecy, it’s va-
lidity isn’t necessarily in question. It’s more likely 
that errors within our experiment skewed the results, 
and that self-fulfilling prophecy is still a perfectly 
valid concept. It has implications in many different 
fields, especially within the workforce and in the ed-

ucation system. The main application of this concept 
is how the expectation of superiors (boss, teacher) 
influences the performance of inferiors (employees, 
students). If self-fulfilling prophecy does indeed ap-
ply to this, the performance of inferiors will be bet-
ter if the superior’s expectations (whether explicitly 
or subtly expressed) are high and worse if the supe-
rior’s expectations are low. 

Within this experiment, some of the potential 
errors include that participants shared information 
about the test. One of the participants from the first 
group warned a friend that the test was difficult. 
This may have skewed the other participant’s data 
because they were a part of the second group, which 
was told the test would be easy. Even so, this prob-
ably did not have a significant effect on the data 
due to the fact that it was only one person. Another 
potential error for this experiment was that the test 
may have been too difficult for our participants. If 
the test was too hard originally, the test won’t show 
the results. One last thing that may have skewed the 
results is our being unclear as to how we expected 
the participants to perform on the test-rather than 
directly telling them that they would fail or succeed, 
we only implied that the test would be difficult or 
easy, which would not necessarily be enough to 
show the effects of self-fulfilling prophecy. 

Because of the potential errors and lack of in-
significant data, redesigning this experiment may 
eliminate some of the errors. If we redesigned this, 
we would clearly state that the test is difficult there-
fore that we didn’t expect them to do well. Also, it 
would be important to tell the participants that they 
need to focus more based on the difficulty of the 
test. Another way to improve this experiment would 
be to plant a person outside the test area. This person 
would warn the participants that the test was either 
easy or hard before they took this, which would fur-

ther show them how we expected them to do. In ad-
dition, we could make the groups smaller in order to 
ensure that participants are paying attention to our 
instructions and actually hear our warning about the 
difficulty level. Another change we would make is 
to require participants to stay for a specific amount 
of time, rather than letting the participants leave 
when they were finished, as some of the participants 
were rushing through the test and did not take it se-
riously. Also, when students began to leave, those 
still testing may have felt more pressure to move 
through the rest of the questions quicker. With an 
emphasis on how we expected them to do well, they 
would be more willing to take their time. 

Aside from the errors we encountered, an ex-
planation for our findings is that age played a larger 
role than expected. In Group 3, the majority of the 
participants were juniors or seniors. Because they 
were older, they had a natural advantage due to a 
more developed frontal lobe which is in control of 
logic and reasoning (which was being tested for in 
this experiment). Group 2 consisted of mainly fresh-
men and sophomores and subsequently they had the 
lowest average score-this may be attributed to their 
less developed frontal lobe.

After the test is redesigned, the research could 
be extended by exploring the idea of how people 
will do when wanting to exceed the experimenter’s 
expectations instead of simply meeting them. This 
would be the opposite of the self-fulfilling proph-
ecy, giving us an opportunity to contrast the two 
ideas and their results.
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Research Description for the Institutional Review Board (IRB)

Project Title: Effects of Self-Fulfilling Prophecy on Test Scores
Investigators: Jordin White, McKenna Lacy, Lindsey Medenblik, Noah Fischer, Henrik Bakk, Gina Ruchti
Adult Sponsor: Mrs. Audrey Damon-Wynne

1.What is the purpose of this study?
 a.The purpose of this study is to see if self-fulfilling prophecy has an effect on test scores. We will tell 
participants that the administered test will be easy, hard, or not say anything at all. By comparing scores be-
tween these three groups, we will see if their attitudes towards the test changed how well they did on the test. 

2.What activities/procedures does participation in the study involve?
 a.Participants will be given a multiple choice logic test.

3.Who will the participants in the research be, and how will they be selected?
 a.The participants will be students of McFarland High School. We will ask for five volunteer per class-
room and aim for 15-20 participants for each of the three experimental groups. 

4.Will participants be paid?
 a.Participants will be paid for their services with candy. They will receive this payment after they com-
plete the logic test. 

5.What risks or discomforts can be reasonably expected due to participating in this research?
 a.There are no foreseeable risks or discomforts within this experiment.  

6.What potential benefits can the research offer to participants?
 a.After debriefing the participants, they will have a better understanding of the self-fulfilling prophecy. 
This will benefit them because it may help them change their test taking success. 

7.How will the confidentiality of data be maintained?
 a.To maintain confidentiality of the participants once they have been selected, we will assign individu-
als a subject code; once the numbers have been assigned, the tests will no longer be linked to their names. 
There will be no record of which number corresponds with which participants. 

8.Where will the research take place?
 a.The research will take place at McFarland High School in three separate classrooms

Appendix

Thanks to everyone who participated in our AP psych experiment.

We were testing the effects of self fulfilling prophecy which to put simply is how one performs based off their 
expectations. Depending on which group you were in, you were told nothing about how difficult the test would 
be, that it would be easy, or that it would be very difficult. 

Our hypothesis predicted that groups told the test would be difficult would perform worse than groups told it 
would easy. The results proved the opposite to happen.

Group 1 (control) avg: 5.36
Group 2 (easy) avg: 5.24
Group 3 (hard) avg: 5.56

Thank you again for your participation. Don’t spend that swag buck all in one place!

Email Sent to Debrief Participants
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Introduction

According to Merriam-Webster, feminism is 
defined as the theory of the political, economic, and 
social equality of the sexes.  Recent studies, how-
ever, have shown that there is a negative stigma sur-
rounding the label feminist. For example, feminists 
are often viewed as overly aggressive, unattractive, 
and imperious (Anastospoulos & Desmarais, 2015; 
Precopio & Ramsey, 2016). Additionally, research 
has demonstrated that there is a significant differ-
ence in the perceptions of male and female femi-
nists, with male feminists appearing to be viewed 
less favorably in comparison to their non-feminist 
counterparts than female feminists (Anderson, 
2009; Breen & Karpinski, 2008). The present study 

aims to discover contemporary perceptions of femi-
nists in order to explore the causes of the negative 
feminist stigma and the lack of feminist associa-
tion. 

Research has demonstrated that many unfavor-
able characteristics are often assumed of feminists. 
For example, feminists are often regarded as being 
radical, anti-male, anti-family, anti-marriage, and 
overaggressive. These unflattering stereotypes can 
have many negative real-life repercussions. For ex-
ample, the negative stigma surrounding feminism 
can place feminists at an increased risk for sexual 
harassment and cause people to become reluctant to 
advocate for women’s issues (Anderson, 2009). In 
addition, a 2015 study by Anastospoulos and Des-
marais determined that identifying as feminist plac-
es an individual at risk for hiring discrimination.  In 

Abstract

 According to Merriam-Webster, feminism is the advocacy of women’s rights on the basis of 
the equality of the sexes. Despite this innocuous definition, people often assume negative character-
istics of feminists. This delegitimizes calls for women’s social reform and leads to a reluctance to 

identify as feminist, even if one shares feminist values. The present study sought to determine con-
temporary perceptions of feminists. Two hundred and five participants were recruited online.  Par-
ticipants were randomly assigned to view one of four mock interview transcripts in which gender 
(male or female) and feminist identification (feminist or non-feminist) of the person being inter-
viewed were manipulated. Participants were then asked to evaluate their perceptions of the inter-

viewee in terms of the characteristics potency, attractiveness, and sexual orientation and to indicate 
their own feminist sentiments. The experiment revealed that feminists were perceived as significant-

ly more potent, more attractive, and more likely to be gay than non-feminists. In particular, male 
feminists were seen as significantly more attractive than non-feminist males, and female feminists 

were seen as more potent than female non-feminists. In addition, we found that our participants 
who identified as feminists perceived the feminist in our stimulus as more potent and more attrac-
tive than the non-feminist. Our research helps shed light on perceptions of feminism in the today’s 
politically charged society, highlighting reasons behind the disinclination to identify as feminist.
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feminist. In order to measure their agreement with 
feminist values, they were presented with the 9-item 
liberal feminism scale (Henley, Meng, O’Brien, 
McCarthy, & Scoloskie, 1998). The items were 
measured on a five point Likert-type scale, with 1 
being Strongl Disagree and 5 being Strongly Agree.

       Participants: Participants were recruited on-
line, and every participant was provided a $0.20 in-
centive to take the survey.  Of this sample, 66 par-
ticipants were male while 139 were female, which 
may be due to a larger female interest in the study 
of feminism. Participants were between the ages of 
19 and 65. Seventy-one percent of participants were 
white, eleven percent were Asian, seven percent 
were black, six percent were Latino and four per-
cent were multiracial.

Results

Potency: As shown in Figure 1, the expected 
interaction between target gender and feminist be-
liefs did appear on the potency variable, F(1, 132) 
= 5.622, p = .016, η2p = .044. A woman feminist 
was perceived as more potent than a woman non-
feminist; however, there was almost no difference 
between the perceptions of men based on whether 
or not they identified as feminists. The second part 
of this finding was contrary to what we hypothe-
sized, as we predicted that feminist males would be 
viewed as less potent than their non-feminist coun-
terparts. 

In addition, as hypothesized, feminists, over-
all, were rated more potent than non-feminists, F(1, 
132) = 7.858, p = .006, η2p = .060, as shown in 
Figure 3.  This result is most likely due to the dif-
ferences in perceptions of female feminists shown 
in Figure 2.

As predicted, there was also a significant in-
teraction between participant feminist identifica-
tion and their perceptions of feminists, F(1, 132) = 
18.639, p < .001, η2p = .131, as shown in Figure 3. 
Feminists perceived a feminist as more potent than 
non-feminists; the opposite result was shown in the 
case of a non-feminist.

Attractiveness: An interaction between femi-
nist beliefs and gender also emerged on the per-
ceived attractiveness variable, F(1, 132) = 5.347, p 
= .022, η2p = .040 (see Figure 4).  While women 
were rated fairly similar in terms of attractiveness 
regardless of their beliefs, men were rated much 
more attractive when they identified as feminists 
than when they were not.

Contrary to the hypothesis, participants per-
ceived feminists overall as more attractive than non-
feminists, F(1, 132) = 7.978, p = .005, η2p = .058, 
as shown in Figure 5. This difference seems largely 
due to the perceptions of male feminists as seen in 
Figure 4.

As hypothesized, there was a significant in-
teraction between participant feminist identifica-
tion and their perceptions of feminists, F(1, 132) = 
22.152, p < .001, η2p = .151,  as shown in Figure 6.  
Though there was little difference in the perceptions 
of non-feminists, feminists perceived a feminist as 
more attractive than a non-feminist.

Sexual Orientation: As expected, participants 
perceived feminists as more likely to be gay than 
non-feminists, F(1, 132) = 20.228, p < .001, η2p = 
.136 (see Figure 5).  There were no other significant 
main effects interactions among the sexual orienta-
tion dependent variable.

Discussion 

Potency: Female feminists were perceived as 
more potent than non-feminist women, just as hy-
pothesized. We most likely found this result because 
feminists are generally seen as more formidable than 
non-feminists because they challenge sexist events 
and engage in collective action (Anastospoulos & 
Desmarais, 2015).  Contrary to what was hypoth-
esized, the study showed that that male feminists 
were perceived to be no less potent than male non-
feminists. This result demonstrates a departure from 
traditional beliefs regarding male feminists, as male 
feminists in previous studies were seen as weaker 
than non-feminist males (Breen & Karpinski, 2008; 
Rudman, Mescher & Moss-Racusin, 2012).  This 
effect may be attributed to improving perceptions 

this experiment, 200 participants between the ages 
of 18 and 25 were randomly assigned to listen to an 
interview in which a woman was questioned by a 
male in a mock job interview. In order to manipulate 
the feminist label condition, the job candidate either 
identified as feminist or non-feminist. After listen-
ing, participants filled out a scale which addressed 
common stereotypes (assertiveness, sexual orienta-
tion, political orientation) about the candidate and 
determined whether or not they would hire her. The 
results of the study demonstrated that the feminist 
label significantly reduced the hiring rate. 

Previous studies have shown that male femi-
nists are perceived more unfavorably than both their 
non-feminist counterparts and female feminists. A 
2008 study by Breen and Karpinski studied the ef-
fect of feminist gender on feminist perceptions. Sixty 
participants of mixed race and gender were assigned 
to read a vignette about a typical college student 
engaging in ordinary activities, such as watching a 
film, and some feminist activities, such as protest-
ing against gender discrimination. Each condition 
differed in terms of the gender of the individual 
and his/her feminist identification. After reading 
the vignette, participants completed scales in order 
to gauge their perception of the individual. The re-
sults of the experiment showed that male feminists 
were perceived to be less assertive and more likely 
to be gay than both their female counterparts and 
non-feminist males. Additionally, a 2012 study by 
Rudman, Mescher, and Moss-Racusin showed that 
male feminists were perceived as more feminine, 
weak, and likely to be gay compared to non-feminist 
males, possibly causing a disinclination for males to 
identify as feminist.

Research has shown people are more likely 
to favor those who are similar to them rather than 
those who are not (Ben-Ner & Kramer, 2006). This 
indicates that a greater support for feminism may be 
found in those who share values with feminists or/
and are feminists themselves. 

The current study sought to examine modern 
perceptions of feminism by determining the impact 
of gender and feminist values on impression forma-
tion. In order to do so, the following hypotheses 
were tested: (1) Feminists will be seen as a) less at-
tractive b) more potent and c) more likely to be gay 

than non-feminists.  (2) Female feminists will be 
perceived as more potent than female non-feminists 
(3) Male feminists will be perceived as less potent 
than male non-feminists (4) Participants who iden-
tify as feminists will perceive feminists as a) more 
potent and b) more attractive than non-feminists.

Method

       Design and Procedure: The study employed 
an experimental design to measure people’s percep-
tions of feminists.  A mock interview transcript was 
adapted from a 2013 study by Rudman.  This in-
terview transcript consisted of four questions ask-
ing the fake interviewee about issues surrounding 
the women’s rights movement, and the interview-
ee’s responses. We manipulated two independent 
variables through this transcript: the gender of the 
person being interviewed and whether or not he or 
she identified as a feminist. Gender had two levels, 
male or female, and was manipulated by changing 
the name of the interviewee.  John represented the 
male condition, and Jennifer represented the female 
condition. These names were chosen because they 
are not gender neutral and are typically attributed 
to strictly one sex. Feminist identification had two 
levels: supported women’s rights and identified as 
feminist and did not support women’s rights nor 
identify as feminist.  Each participant was randomly 
assigned to one of the four conditions. The depen-
dent measures in this study was how the participant 
evaluated the interviewee. 
In order to measure the perception of the person be-
ing interviewed, items were adapted from previous 
research (Anderson, 2009).  We included 8 items on 
potency, 3 items on attractiveness, and one item on 
homosexuality. Our survey also included a manipu-
lation check that asked the name of the interviewee 
and whether or not he or she identified as a feminist. 
The responses of the 12 participants who failed the 
manipulation check were excluded from data analy-
ses. 
The second part of the study explored how gen-
der and the belief in feminist values predict femi-
nist identification and perception. Participants were 
first asked to answer whether or not they identify as 
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of feminism, as feminist men are beginning to 
be cast in a more positive light, as evidenced by this 
result and our finding of male feminists being seen 
as more attractive than non-feminists.

In general, feminists were perceived as more 
potent than non-feminists.  This result, however, is 
most likely due to a large difference in perceptions 
of female feminists compared to female non-femi-
nists. It can also be attributed to feminists generally 
being viewed as more powerful than non-feminists 
because they take decisive action – such as partici-
pating in demonstrations – against gender inequal-
ity. 

We also found that participants who identified 
as feminists rated the feminist from our stimulus 
as significantly more potent than the non-feminist, 
while the opposite result held true for participants 
who identified as non-feminists.  This result makes 
sense, as the respective groups would perceive 
themselves, and people with similar views as them, 
as more powerful than people with opposing be-
cause they are naturally inclined to hold positive 
perceptions of those who are alike to them (Breen 
& Karpinski, 2008; Houvouras & Carter, 2008; Liss 
et al., 2001). 

Attractiveness: Our data showed that male 
feminists were perceived to be more attractive than 
male non-feminists.  Just as with our potency result, 
this result could demonstrate a change in percep-
tions towards male feminists, as previous studies 
found feminist male as less attractive than non-fem-
inist males.  However, this result may also be due 
to the high incidence of women in our sample, as 
females are more likely to see people advocating for 
their rights as more attractive.  Therefore, due to the 
high prevalence of women in our sample, this result 
possibly only occurred due to our uneven gender 
proportion. 

Female feminists were also perceived approxi-
mately equal to female non-feminists in terms of 
attractiveness.  Although this result is not as en-
couraging as that of male feminists, it is still an 
improvement from past studies where female femi-
nists were seen as less attractive than female non-
feminists (Anderson, 2009; Rudman & Fairchild, 
2007).  This result may be attributed to improving 

perceptions of feminism, or to the high incidence 
of women in our sample, as females may be more 
likely than males to rate feminists as more attractive 
than their non-feminist counterparts.

 Overall, we found that feminists were per-
ceived more attractive than non-feminists.  This re-
sult is contrary to what was hypothesized, because 
in the past, there has always been a negative stig-
ma surrounding feminists (Anderson, 2009; Breen 
& Karpinski, 2008; Fitzpatrick Bettencourt et al., 
2011; Twenge & Zucker, 1999).  Considering this 
result along with our potency result, the data appears 
to display a trend towards more positive perceptions 
of feminists. 

 In addition, we found that participants who 
identified as feminists rated the feminist from our 
stimulus as significantly more attractive than the 
non-feminist, while there was no difference in per-
ceptions of attractiveness among non-feminist par-
ticipants.  This result was expected as feminists 
would most likely see people who share their views 
more positively than those who do not (Hewstone, 
Rubin, & Willis, 2002).

Sexual Orientation: As researchers predicted, 
the data revealed that feminists were perceived as 
significantly more gay than non-feminists.  These 
results are most likely because feminists are often 
associated with characteristics stereotypically pre-
sumed of gay people. For example, male feminists 
are often viewed as effeminate and impotent, lead-
ing them to be viewed as gay (Anderson, 2009; 
Rudman, Mescher, & Moss-Racusin, 2012; Twenge 
& Zucker, 1999).  Additionally, in terms of female 
feminists, there is common stereotype that “all fem-
inists are lesbians” (Twenge & Zucker, 1999). 

Limitations: There were many limitations in 
this study that could lead to further exploration in 
additional research.  One such limitation was the use 
of an interview excerpt as the experimental stimulus.  
When participants read a stimulus such as this, they 
often have different reactions and perceptions than 
they would in a real-life situation (Gould, 1996).  In 
a future study, researchers could explore if percep-
tions differ after participants view a real-life simula-
tion.  One way to carry this out would be to show 

participants a video of the interview using confeder-
ates.  Another way would be to have the participants 
be interviewed along with the confederate and then 
to have the participant complete a survey detailing 
their perceptions of the confederate after the inter-
view.  Another limitation to this study was the in-
clusion of only people within the United States.  In 
a future study, one could explore whether percep-
tions of feminists differ from country to country.  It 
would be especially interesting to explore amongst 
developing countries, where women are so often 
mistreated and abused.  It would also be interesting 
to see perceptions of the feminist movement in first-
world countries where it is not as active as in the 
United States, such as the Nordic countries.

 Notably, only a small percentage of our 
participants identified as feminists (30.7%) and an 
even smaller percentage are actually involved in the 
feminist movement (8.3%).  These data demonstrate 
that there is still a reluctance to identify as feminist, 
likely caused by the fear of being labeled with the 
negative stigma surrounding feminism. However, 
the results of the present study show that, contrary 
to previous research, feminists were rated more 
positively than non-feminists in terms of both at-
tractiveness and potency. Male feminists were also 
evaluated as more attractive than and equally po-
tent to their non-feminist counterparts, while female 
feminists were seen as more potent than and equally 
as attractive as non-feminist females. These find-
ings suggest that the adverse stereotypes regarding 
feminism are gradually dissipating, paving the way 
for rise in support of the women’s movement.
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Appendix

Perceptions of Feminist Key
A six-point bipolar scale was used to measure 

participants’ perceptions of the person being inter-
viewed in the provided interview.  The participants 
were asked to rate the person on the following qual-
ities based on the prompt:

I think it is likely this person is…
Potency
Fragile - Tough
Weak - Strong
Submissive - Dominant
Emotional – Unemotional
Certain – Uncertain
Assured – Unsure
Disciplined – Undisciplined
Decisive - Indecisive
Attractiveness
Attractive - Unattractive
Desirable - Undesirable
Beautiful - Ugly
Homosexuality
Homosexual - Heterosexual

Feminist Identification 
Do you consider yourself a feminist?
I do not consider myself a feminist at all, and I 

believe that feminists are harmful to family life and 
undermine relations between women and men.

I do not consider myself a feminist.
I agree with some of the objectives of the femi-

nist movement but do not call myself a feminist.
I agree with most of the objectives of the femi-

nist movement but do not call myself a feminist.
I privately consider myself a feminist but do 

not call myself a feminist around others.
I call myself a feminist around others.
I call myself a feminist around others and am 

currently active in the women’s movement.

Feminist Support 
The following items were measured on a 

5-point Likert scale, with 1 being Strongly Disagree 

and 5 being Strongly Agree. 

Whether one chooses a traditional or alterna-
tive family form should be a matter of choice.

People should define their marriage and family 
roles in ways that make them most comfortable.

Women should receive an equal chance at edu-
cation and employment to men.

The availability of adequate child care is cen-
tral to a woman’s right to work outside the home.

Social change for sexual equality will best 
come about by acting through federal, state, and lo-
cal government.

Legislation is the best means to ensure a wom-
an’s choice of whether or not to have an abortion.

Women should try to influence legislation in 
order to gain the right to make their own decisions 
and choices.

Men need to be liberated from oppressive sex 
role stereotypes just as much as women do.
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& Painter, 2006). The results from these stud-
ies show that it is possible to reduce the amount of 
food consumed by an individual through the means 
of manipulating tableware. 

Further research has investigated how to reduce 
fluid consumption. For example, a study by Wan-
sink and Van Ittersum in 2003 examined whether 
the manipulation of glassware can affect consump-
tion. The results indicated that the elongation of a 
cup directly affects the amount of a drink that is 
poured and consumed. Participants who drank from 
small, wide glasses consumed significantly more 
liquid compared to participants who drank from tall 
slender glasses (Wansink & Van Ittersum, 2003). 
Therefore, we became interested in investigating 
an alternative method that used the manipulation of 
straw size to reduce fluidic consumption.

Our study sought to examine how manipulating 
straw width affects consumption. Previous research 
in this field has shown that taking a single drink 
straight from a cup produces larger intake volumes 
than a single sip from a straw (Bender, Lawless, 
Oman, & Pelletier, 2003). This is important to note, 
as smaller sips could imply decreased overall con-
sumption volume. Likewise, another study revealed 
that participants who used wider straws (8 mm) 
drank water at a faster rate than those who used nar-
rower straws (4 mm); however, consumption was 
not measured in this study, just drinking rate. (Hard-
ing, Morris, Fitzpatrick, & Aloysius, 2014). Based 
on this study, it might be anticipated that the faster 
consumption speed from a wider straw could result 
in an increase in actual consumption. In addition, 
a study by Anderson, Clark, and Hietpas (2014) 
revealed that smaller diameter straws produced 
smaller bolus volumes in discrete sips compared to 
straws of larger diameters. Seven straws were used 
in this study with internal diameters varying from 
0.65 mm to 5 mm. Lastly, a study conducted by 
Lin, Lo, and Liao (2013) demonstrated that partici-
pants who drank from thin straws (4 mm) perceived 
themselves to have consumed more of a beverage 
compared to those who drank from thick straws (12 
mm). Therefore, we questioned whether manipulat-
ing a straw’s internal diameter would have an ef-
fect on one’s perceived sense of thirst or fullness. 

Although existing research has examined the effects 
of manipulating straw diameter on the perceived 
consumption, drinking speeds, and bolus volumes, 
no prior study had actually examined how manipu-
lating a straw’s diameter can affect fluid consump-
tion. Our study investigated how changing the inter-
nal diameter of a straw affects the consumption of a 
soda, perceived thirst, and perceived fullness. This 
study tested three main hypotheses: 1) Participants 
given a narrow straw will consume less soda com-
pared to participants given no straw or a wide straw; 
2) Participants who drink from a narrow straw will 
perceive themselves as thirstier than participants 
given no straw or a wide straw; and that 3) Partici-
pants who drink from a narrow straw will perceive 
themselves as less full than participants given no 
straw or a wide straw.

Method

       Participants: Participants were recruited from 
high school AP Psychology classes and the high 
school cafeteria during lunch periods at a 1,000 stu-
dent northeastern high school. Potential participants 
were told that the study was meant to assess how 
watching T.V. affects perceived thirst. Participants 
were not aware that consumption and perceived 
fullness were being assessed in order to avoid any 
participant biases. Participants and their parents 
signed an informed consent form. In addition, par-
ticipants were also told that they would receive free 
Coca-Cola™ to drink while they participated. The 
informed consent form notified them that the study 
involved drinking Coca-Cola™. Incentives for par-
ticipation included the chance to win a $25 Visa™ 
gift card. We recruited a total of 31 participants (fe-
males = 17, males = 14) between the ages of 14 and 
18, and all were included in the data analysis except 
for one due to an experimenter error. The study was 
run on 5 days over the course of two weeks in a 
high school classroom. Conditions were randomly 
assigned to each time slot; however, we controlled 
for a repeat of the same condition twice in one day. 
After data analysis, all participants were debriefed 
via an email that explained the actual purpose of our 
study as well as the findings of our study.

Examining the Psychological and Physical Effects of 
Straw Size Diameter on Consumption

Jake Stoller and Yasin Badawy

Roslyn High School

Abstract

 In the United States, people of all ages drink large amounts of soda and other beverages with 
high sugar levels daily. This finding is frightening: these drinks are associated with numerous perni-
cious health effects, such as weight gain, obesity, type two diabetes, heart disease, kidney disease, 

non-alcoholic liver disease, tooth decay, gout, and arthritis (CDC, 2017). Past research showed that 
using a straw with a diameter of 4 mm reduced the rate of consumption of water compared to an 8 
mm straw (Harding et al., 2014). The present study extended this line of research by investigating 
how manipulating the internal diameter of a straw affects soda consumption, perceived thirst, and 
perceived fullness. Participants were asked to drink soda from a straw with an internal diameter of 

3 mm straw, 8 mm, or directly from the cup while they watched a 10-minute video clip. The straw’s 
diameter had a significant relationship with perceived thirst of male participants, revealing that boys 

who drank from a thin straw perceived themselves as thirstier than boys who drank straight from 
the cup (p=.014). Furthermore, straw diameter also had a significant effect on perceived fullness 

(p=.033); people who drank from the wider straw reported feeling more full than those who drank 
from the narrow straw. However, interestingly, straw condition had no statistically significant effect 

on the actual amount of soda actually consumed. The difference between our results and those of 
Harding et al. (2014) highlight a need for further research on the effects straws have in reducing fluid 

consumption.

Introduction

Currently the United States is ranked second in 
the world in soda consumption, a worrying statistic 
given soda’s various pernicious health effects (worl-
datlas.com). Therefore, it is critical that we work to 
limit the amount of soda consumption in the United 
States. In 2012, the mayor of New York City, Mi-
chael Bloomberg, proposed a ban on large sugary 
drinks, which ultimately failed as it was rejected by 
a court (Grynbaum, 2014). In this study we investi-
gated another approach: manipulating straw diam-
eter in order to to limit the consumption of soda. 

 In the past, research regarding the size of ta-

bleware has demonstrated an effect on people’s per-
ceived consumption.  For example, a study by Wan-
sink and Van Ittersum revealed that manipulating 
plate size can cause people to misjudge the amount 
of food served. In the study, larger plates made par-
ticipants perceive a serving of food as smaller, and 
smaller plates made participants perceive the same 
serving of food as larger (Wansink & Van Ittersum, 
2006). Furthermore, another study revealed that 
larger serving bowls resulted in an increase in the 
amount served and consumed (Wansink & Cheney, 
2006). A study also revealed that regardless of bowl 
size, participants served themselves and ate more 
when given a larger spoon (Wansink, Van Ittersum 
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Figure 1. The Effects of Straw Condition on the 
Consumption of Soda

 We also looked at the effect of gender on 
consumption. As shown in Figure 2, males con-
sumed almost three times more soda than females, 
F (1, 24) = 16.581, p < .001. The ANOVA revealed 
that there was no statistically significant interaction 
between straw condition and gender on consump-
tion.

Figure 2. Differences Between Genders on the 
Consumption of Soda

 The study’s second hypothesis on perceived 
thirst was largely rejected. Figure 3 shows a signifi-
cant interaction between the gender and straw con-
dition (p <.05). The interaction showed that while 
girls reported similar levels of thirst across condi-
tions, boys in the strawless condition had a lower 
perceived thirst than the boys in the SID condition 
with boys in the WID condition falling somewhere 
in the middle. 

 Figure 3. Interaction Between and Straw 
Condition on Perceived Thirst

 As hypothesized, the SID straw led to the 
lowest fullness ratings, F (2, 24) =3.937, p=.033. 
A Tukey-Kramer post hoc analysis revealed that 
the significant difference was present between the 
SID and strawless conditions. As shown in Figure 
4, the SID straw condition yielded the lowest mean 
for perceived fullness while the strawless condition 
produced the highest mean for perceived fullness. 
There was no statistically significant interaction be-
tween gender and perceived fullness. 

Figure 4. The Effect of Straw Condition on Per-
ceived Fullness

Discussion

 Although the different straw conditions did 
not result in different amounts of consumption in 
this study, the thirst and fullness results suggest the 
potential role that straw diameter can play in drink-
ing. We had predicted that drinking from a nar-
row straw would lead participants to report great-
er thirst; interestingly, this result only occurred in 
boys. Using the SID straw could make individuals 
feel that they have to work harder in order to drink 
their soda and this intensified approach to drinking 
could cause individuals to feel thirstier. The partici-
pants likely had to exert more energy to drink from 
the SID straw, yet as explained in Clark, Anderson, 
and Hietpas (2014), a SID straw results in smaller 
bolus volumes per sip. An interesting extension of 
the research could assess how straw diameter affects 
how long an individual drinks from a cup. Based off 

Independent Variable: Our study compared 
three conditions: a strawless condition, a small in-
ternal diameter straw condition (SID) of 3 mm, and 
a wide internal diameter straw (WID) of 8 mm. In 
the strawless condition, participants drank direct-
ly from the cup. The cups that were used were 22 
ounces and opaque. Both straw types were the same 
length, of the same color, and made of the same 
plastic material. Coca-Cola™ was poured into the 
22 fluid ounce cups. If a straw was being used by 

participants then a lid was placed on the cup.

      Dependent Measures: We examined three de-
pendent variables: consumption, perceived thirst, 
and perceived fullness. A digital scale was used to 
measure the mass of soda in grams that was left in 
the cup after the experiment. This mass was sub-
tracted from the mass of 22 ounces of Coca-Cola™, 
which is 572.29 grams. We used a digital scale in-
stead of a volume measurement tool in order to mini-
mize experimenter error. A survey was administered 
to participants following the video clip. The survey 
consisted of 7 items; three questions measured per-
ceived thirst and one item measured fullness, all on 
a 5-point Likert-type scale. Questions 5-7 asked for 
participants’ gender, age, and race. The items mea-
suring thirst were: 1. I feel thirsty right now, 2. It 
would be pleasant to drink some water right now, 
and 3. My mouth is moist (reverse scored); the third 
item was eliminated from the analysis in order to 
raise the scale reliability to above .8. Fullness was 
measured by a question that read “My stomach feels 

full.”

Procedure

The study used a between-participants design. Par-
ticipants reported to a room at either the 3:00 or 
3:30 time slot based on their schedule and availabil-
ity. Each time slot was exposed to only one condi-
tion at a time.  At each desk in the room, a filled cup 
of soda with the experimental condition was pres-
ent. Extra cups of soda were placed on a table at the 
back of the room. Participants were told that they 
could get additional cups of soda if they finished 

their first cup. Participants watched a 10-minute clip 
of the T.V. show Phineas and Ferb. At the end of 
the video, participants were given stickers with a 
number that they would place on the survey and any 
cups of soda they drank from, allowing us to match 
the cup(s) of soda to the corresponding survey. Par-
ticipants were then asked to move to a second room 
to take a survey. As the first group of participants 
completed the survey, the other room was cleaned, 
cups were stored for later measures, and new cups 
of Coca-Cola™ for the next condition were filled.

 At the conclusion of both time slots for that day, the 
cups of soda were measured to see how many grams 
of soda were left. Each cup was filled to a specific 
line on the cup, meaning that all cups weighed ap-
proximately 572 grams. All results were then en-

tered into SPSS for analysis.  
ime slot; however, we controlled for a repeat 

of the same condition twice in one day. After data 
analysis, all participants were debriefed via an 
email that explained the actual purpose of our study 
as well as the findings of our study. time slot; how-
ever, we controlled for a repeat of the same condi-
tion twice in one day. After data analysis, all partici-
pants were debriefed via an email that explained the 
actual purpose of our study as well as the findings 
of our study.

Results

 The study’s hypothesis proposed that drink-
ing from a SID straw would result in a lower con-
sumption volume compared to a WID straw. How-
ever, Figure 1 shows there was no significant effect 
caused by straw size on the amount consumed, F(2, 
24) = 0.993, p =.385. Figure 1 demonstrates that the 
people in strawless condition drank the most soda 
(191.47 grams), while unexpectedly, but not sig-
nificantly, the WID straw condition had the lowest 
mean consumption volume (grams = 128.47).
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of our findings, we would expect that the SID 
straw condition would cause people to drink for a 
longer period of time, while individuals in the WID 
straw condition would drink for a shorter period of 
time.

Participants in the SID condition reported the 
least fullness. We believe this finding was a di-
rect result of the fact that the SID straw condition 
likely deceived participants into thinking they con-
sumed less, while being able to drink directly from 
the cup could lead participants to believe they had 
consumed more. This effect seems to contradict the 
one found in the Wansink and Van Ittersum (2006) 
study, where an increase in spoon size caused partic-
ipants to serve and eat more. Yet, there is definitely 
a distinct difference in the role of eating utensils and 
drinking utensils in consumption which could ex-
plain this discrepancy. Thus, it seems that avoiding 
straws and drinking directly from a cup may reduce 
a person’s hunger which could help them consume 
less while eating or drinking. 

It is possible that the insignificant finding on 
consumption was due an inadequate sample size. 
Furthermore, we believe that the 10 minutes of 
drinking time may not have been enough time to 
produce significant differences in the consumption 
of soda amongst conditions. Therefore, in future 
studies, we would like to extend the drinking time. 
Furthermore, in future studies, controlling for prior 

perceived thirst and fullness could make our results 
even more meaningful. Future studies should also 
investigate the drinking behaviors between differ-
ent ages since our sample reflects the behaviors of 
adolescents between the ages of 14 and 18 only. Ad-
ditionally, we would also investigate whether the 
effects of straw diameter on consumption varies be-
tween individuals of a different weight classes, and 
whether the differences that were observed would 
become further pronounced when evaluating this 
variable. 

Although straw diameter had no effect on ac-
tual consumption in this study, its psychological 
effects could potentially be utilized to reduce con-
sumption. On the basis of our results, using WID 
straws should lead to a decrease in soda consump-
tion volumes. However, further study is necessary 
with a larger sample size, across a greater range in 
age and body mass index to investigate the demo-
graphic, temporal, and regional factors that may af-
fect drinking behaviors.
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Directions for questions 5-7: Read the following 
questions and choose the answer that applies to you.
What is your age? _______________________
What is your race? Please circle one.
American Indian or Alaska Native 
Asian 
Black or African American 
Native Hawaiian or other Pacific Islander 
White 
Other: ______________________
What is your gender? Please circle one. 
A. Male   B. Female   
C. Other

Appendix

Thirst Sensations After Watching T.V. Survey

 Your participation in this survey will be anon-
ymous; therefore, it will be impossible for anyone to 
know which answers are yours. This survey should take 
you only about 5 minutes to complete; however, feel 
free to take as much time as you’d like. If you don’t 
feel comfortable answering a question, feel free to skip 

it.  Upon completion you will be entered into a raffle to 
win a $25 Visa Gift Card. Thank you very much for your 
participation. 
Directions for questions 1-4: Read the following state-
ments. Then circle any number from 1-5 that accurately 
represents your opinion to each statement. 
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Psychological vs. Pharmacological Treatment of Anti-
social Personality Disorder

Amy C. Lucas

Howell High School

Discussion

Since treatment for Antisocial Personality 
Disorder (ASPD) began, there have been issues 
with its effectiveness. There is conflicting research 
on whether psychological or pharmaceutical ap-
proaches are more effective in treating symptoms. 
Overall, most research points in a single direction: 
psychotherapeutic methods have broad applications 
to ASPD.

Borderline Personality Disorder (BPD) is simi-
lar to ASPD; both are classified by impulsive be-
haviors and are included in cluster B of personality 
disorders in the DSM-5 (Hoermann, 2016).  A study 
done in 2006 and later updated in 2012 has shown 
evidence that psychotherapy is effective in BPD. 
Among many treatment options analyzed, dialec-
tical behavior therapy (DBT) was the most exten-
sively reviewed. Although the study recognizes that 
more research must be done on the topic, the find-
ings indicate that psychotherapy plays a substantial 
role in the treatment of BPD (Stoffers, 2012). Dem-
ocratic Therapeutic Community (DTC) is another 
common psychotherapeutic treatment for ASPD. In 
a study done over 24 months, self and other directed 

aggression was significantly improved in patients 
who received DTC along with their normal treat-
ment (Pearce, 2017).

The same study on BPD was completed in 
2006 and updated in 2010, but focused on pharma-
cological treatment. Antipsychotics and mood sta-
bilizers seemed especially effective; however, these 
conclusions must be drawn carefully due to limita-
tions in evidence. Pharmacological approaches had 
no effect on core BPD symptoms, like abandonment 
and identity disturbance, which are linked to over-
all impulsivity (Stoffers, 2010). Without treating 
impulsivity, the effectivity of the ASPD treatment 
is significantly lowered. Some medications can be 
used to treat byproducts and symptoms of the dis-
order. There is some evidence that Nortriptyline 
can reduce misuse of alcohol, and phenytoin could 
improve the intensity of impulsive acts. These two 
medications are no longer widely used and have 
been largely replaced by newer drugs (“The Use of 
Medication,” 2008). Selective serotonin reuptake 
inhibitors can decrease aggressiveness, primarily 
for those with anxiety or depression (“Antisocial 
Personality Disorder,” 2013). Some ethical com-
plications can arise when prescribing medications 

Abstract

 For years there has been debate over the best way to treat Antisocial Personality Disorder 
(ASPD), or if it can be treated at all. There are two available approaches to treatment: psychotherapy 
and pharmacology. Psychotherapy comes in many different forms, including direct dialect with the 

patient, group therapies, and therapeutic communities. A number of these therapies have proven 
effective in the treatment of ASPD. In addition to psychological therapy, there are several medica-

tions prescribed to treat the symptoms that come with ASPD. This paper will analyze the benefits and 
drawbacks of both forms of treatment, and draw a conclusion on which treatment is more effective 

and safer for the patient.
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to treat ASPD, namely the possibility of substance 
abuse by the patient. Currently, there are no medica-
tions approved by the Food and Drug Administra-
tion to treat ASPD (Mayo Clinic Staff, 2017).

Overall, there is a lack of relevant literature fo-
cused entirely on treating ASPD using a pharmaco-
logical approach. Most studies focus on byproducts 
of the disorder, such as alcoholism and drug abuse. 
Others focus on symptoms of the disorder, which 
include impulsivity or anxiety. ASPD is by nature 
very difficult to treat using medications as it has 
been found to be most likely caused by impairments 
in the brain. The areas most commonly impaired are 
the prefrontal cortex, the superior temporal gyrus, 
the amygdala-hippocampal complex, and the ante-
rior cingulate cortex. Deficits in these areas can be 
linked to antisocial behaviors when their key func-
tions are considered (Yang, 2008). Medications can-
not change the structure of the brain, making them 
largely ineffective.

With regard to psychotherapeutic treatment, 
the biggest challenge is convincing the patient to 
participate. Many people with ASPD do not want 
to be treated, and it can be difficult to change be-

haviors and ways of thinking if a person has lived 
that way for a long time. Treatment is most effec-
tive when the patient is younger, and it can be cus-
tomized based on a person’s primary needs. Group 
therapy, psychotherapy, cognitive therapy, and be-
havior therapy are all methods that could be used 
(“Antisocial Personality Disorder,” 2013). Some 
treatments will be more effective for specific people 
than others.

Conclusion

There are many forms of psychotherapy that 
can treat different aspects of ASPD, and treatment 
can be chosen based on the needs of the individual 
patient. Pharmacological approaches are less effec-
tive in the treatment of core aspects of the disorder, 
but can be used to treat some byproducts and symp-
toms. When drugs are prescribed, however, the risks 
of potential drug abuse must be considered. Due to 
insufficient research conducted on treating the dis-
order itself, any conclusions about the effectiveness 
of different treatments must be drawn carefully.


