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synergy or cannibalization between magazine and television advertising. 

Truly interactive websites: an eye tracking approach 
Polyxeni (Jenny) Palla, Rodoula Tsiotsou, Yorgos Zotos 
Designing effective websites remains a challenging task for academics and 
practitioners. Attention is the starting point of any further cognitive process. The 
present study makes an attempt to assess which elements in a website gain 
individuals’ attention by measuring actual behavior instead of self-reported data. 
An online experiment was conducted and an eye-tracking system was employed in 
order to track users’ attention to three interactive versions of a website that 
present a high involvement product. Data analysis establishes that five out of six 
web characteristics proposed by Voorveld et al. (2011) increase perceived 
interactivity. 

5.3 – This session will improve your health! 
Chair: Sandra Zwier – Room: Kleine Zaal 

Hong Kong consumers’ attitudes toward acupuncture: a 
quantitative study 
Kara Chan, Lennon Tsang, Timothy Fung 

A sampling survey was conducted to examine consumers’ attitudes toward 
acupuncture in Hong Kong. Altogether 879 individuals aged 20 or above 
participated in a survey using quota sampling. Results found that the respondents 
perceived that acupuncture as a medical treatment has the advantages of not 
involving taking medicine, fewer side effects and good for preventive cure. 
Acupuncture was perceived as less scientific as well as less vigorous than 
biomedicine. Respondents with no prior experience with traditional Chinese 
medicine or acupuncture tend to be more skeptical toward acupuncture than those 
who had prior experience with either TCM or acupuncture. 

Branded alcohol advertising and price effects: exploring the 
influence on brand and segment consumption levels 
Marlize Terblanche-Smit, Tiaan van der Spuy 

This study explored the influence of branded alcohol advertising and price effects 
on alcohol consumption in the South African market. The research design used 
was secondary data analysis (SDA) with quantitative time series data, over a 
period of 32 months. Variables included brand advertising expenditure; -sales 
volume; -market share; -retail selling price (RSP); and segment volume. Tests for 
stationarity, co-integration and regression were applied to assess associations 
between constructs. Findings indicated that branded alcohol advertising had little 
or no effect on brand- and segment consumption, or brand market share. 
Conversely, price effects were significant. 

Altering health-pleasure trade-off via advertising claims 
Svetlana Bialkova, Lena Sasse, Anna Fenko 

The study investigated whether and how advertising claims (taste vs. health 
benefit) influenced consumer taste perception and buying intentions of potato 
chips. Participants (N=154) were exposed to the front of the product package and 
were invited to taste the product. Taste benefit claims lead to perceiving the chips 
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as more tasty, while health benefit claims reduced the perceived level of 
tastefulness of the product. The buying intention was higher when the package 
carried taste than health benefit claims. These outcomes show that advertising 
claims may alter consumer health-pleasure trade-off and thus play a crucial role in 
buying decisions. 

Advertising literacy and obesity in children 
Francisco Costa Pereira, Rui Estrela, Jorge Bruno 
Media and the advertising they convey, significantly influence children, to the point 
that there is a great debate in the scientific community about the food advertising 
influencing or not their eating behaviors. A research was carried out with a sample 
of 602 children, 20 parents and two teachers to try to understand these effects. 
The results show that children are highly exposed to the media that disseminate 
advertising and that greater literacy of advertising on children may lead them to be 
more critical in relation to advertising and to accept healthier food in their diet. 

5.4 – Listening and responding to consumers 
online 

Chair: Guda van Noort – Room: Studio 

Social media use and corporate reputation 
Corné Dijkmans, Peter Kerkhof, Camiel Beukeboom 
We investigate whether and when a company’s online activities to get engaged 
consumers are beneficial for corporate reputation. In a survey among 3,531 
customers and non-customers of an international airline, we measured consumers' 
engagement in the airline's social media activities and perception of corporate 
reputation. Results show that consumers' intensity of social media use is positively 
related to their engagement in the airline's social media activities, especially 
among customers. Engagement in the social media activities in turn is positively 
related to corporate reputation, especially among non-customers. We discuss the 
implications of the results for corporate social media policies. 

How company respond to negative tweets can affects it image 
Daniel Karney, Lawrence Ang 

This study examines whether two different types of company response, problem-
solving and empathetic, to a tweeted complaint can affect its image. The study 
found when a company resolves a complaint the damage to its image is 
significantly less than if the company just responded empathetically. This study 
also found that the more well-known the company, the more likely its image will 
suffer when consumers tweeted negatively about it.  

Is it worth responding? The effect of different response strategies 
on the attitude toward the reviewed hotel. 
Heike Kniesel, Martin Waiguny, Sandra Diehl 
Complaint management literature suggests that corporate response to consumer 
grievance is an important issue. But within practice the responding to (negative) 
online reviews remains modest. We tested experimentally the perception and 
impact of different response strategies to online hotel reviews, using a 2 (response 
voice) x 2 (respondent position) x 2 (source identification) + 1 (control group) 


