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Abstract

This study investigated if a variety-seeking self-concept leads to higher purchase intentions
and tastiness expectations for a novel product compared to a classic product. According to the
differentiation principle, a classic product will be preferred over a novel product despite
having same positive attributes but different negative attributes. The manipulation of this
study urged to trigger a variety-seeking self-concept, which should then affect the subsequent
product rating of a classic and a novel burger. As the strive for variety is related to be
interesting and open-minded, commitment to this attitude was fostered by a public context.
By this means, it was aimed to trigger a higher preference for the novel burger by avoiding
negative feelings of cognitive dissonance. Preference was measured by purchase intentions
and tastiness expectations. In total, answers of 50 students were analyzed. 22 participants
were randomly assigned to the variety condition. Differing to initial expectations, the
manipulation did not show any significant effect, but a trend towards lower preferences for
the classic burger was recorded. Additionally, purchase intentions for the classic product were
rated significantly lower than for the novel product. This variance in purchase intentions is
partly explained by the participants’ medium scores on general health interest and their low
belief in the unhealthy-tasty intuition. The effects of the differentiation principle could not be
replicated. It is assumed that the student sample scored high on openness upfront the study.
Future research should aim for higher sample sizes and evaluate if one’s interest in
sustainability affects product preferences.

Keywords: differentiation principle, commitment, cognitive dissonance, variety-

seeking
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In the last 50 years we have experienced a world-wide increase in annual meat
consumption from 31kg in 1960 to over 63kg per capita (Statista, 2019). In Austria meat
consumption is highly above average with 93,8kg per capita (Statistik Austria, 2020).
Consuming meat in high doses leads to increasing mortality rates, induced by diabetes, heart
stroke and cancer (Lim et al., 2012; Springmann et al., 2016). Recommendations for our
weekly nutrition indicate to consume no more than 300g meat per week (Osterreichische
Gesellschaft fiir Erndhrung, 2020). In a year this would not be more than 15,6kg meat, which
means the Austrian population is eating up to six times more meat than is healthy.

Besides those implications on our health, meat production and livestock are one of the
major contributors to greenhouse gas emissions and climate change with up to 15% of all
human-induced emissions. This is mostly due to methane and supply chain emissions, which
consist of production, processing and transportation of feed. Cattle is producing the highest
emission of all other livestock (Food and Agriculture Organization of the United Nations,
2013).

Recent trends in food industry try to unit those health and environmental concerns
with the joy of eating meat. Plant-based meat surrogates and meat-reduced products have
emerged in the food market promoting the same taste as meat, but being the healthier and
more sustainable alternative (Beyond Meat, 2021; Hermann, 2021; Rebel Meat, 2020).
However, such novel products tend to generally experience significant barriers entering the
market and are not catching up with the preference for familiar products (Alves et al., 2018;
Carpenter & Nakamoto, 1989; Florack et al., 2021; Kardes & Kalyanaram, 1992). Being
longer on the market, classic products profit of setting a standard in their product category
(Carpenter & Nakamoto, 1989). Thus, novel products will be compared with already existing
alternatives and be mainly evaluated by their distinct attributes, which tend to be rather
negative (Alves et al., 2017, 2018). Familiar, classic products benefit from a certain

automaticity of purchase behaviour and the general tendency of consumers sticking to their
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habits. Buying the standard, classic product means avoiding complex evaluation processes by
easing the product decision and for the purpose of self-affirmation (Finkelstein et al., 2019;
Labrecque et al., 2017). However, choosing a product also serves as an expression of one’s
values and characteristics. As the perceived self is responsible for future actions and
behaviour, it also plays a significant role in the decision process (Berger & Heath, 2008;
Markus & Kunda, 1986). This influence of the predominant self-concept leads to the research
question of this thesis: How can market entry barriers for novel products be reduced by means
of a specific self-concept?

Variety-seeking as a domain-specific personality trait puts a contrast to pursuing one’s
habits by the urge of trying out something unknown (McAlister & Pessemier, 1982; Van Trijp
& Steenkamp, 1992). For the purpose of extending research on the consumer decision process
in combination with the resistance towards novel products, | focused on the effect of a
variety-seeking self-concept on purchase intentions and tastiness expectations for novel
products. By means of this study, a variety-seeking self-concept was enhanced just before
participants of the experimental group were asked to rate their preferences for a classic and a
novel burger. For this purpose, | analyzed the effect of the induced intervention on purchase
intentions and tastiness expectations for a classic and a novel burger. To assimilate my study
to a real consumption decision, study participants rated burger types owning the same positive
and distinct negative attributes. The enhancement of a variety-seeking self-concept might thus
be part of future marketing strategies in order to overcome various challenges for novel

products.
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Theoretical Background

Challenges of Novel Products

Novel products experience high barriers when entering the market at a later stage, in
comparison to products entering the market first. This phenomenon is named the pioneering
advantage (Carpenter & Nakamoto, 1989). By entering the market first, pioneer products
seem to set a standard for a certain product category and therefore gain a tremendous
competitive advantage. For this reason, novel products are lagging behind in comparison to
standard classic products (Carpenter & Nakamoto, 1989). Due to the effect of order, a deeper
learning process occurs for products first entering the market. Those pioneer products provide
new information, which is likely to be perceived as interesting and relevant to the consumer.
Whenever another product of the same product category enters the market at a later stage,
some attributes will be shared with the pioneer product. Consumers will perceive those shared
attributes as less interesting and redundant. This learning aspect, influenced by the sequence
of order, strengthens the benefits of a pioneer product (Kardes & Kalyanaram, 1992).

Recent studies have found further evidence that standard products are preferred over
novel products due to the evaluation of their distinct attributes (Alves et al., 2018; Florack et
al., 2021). Named as the differentiation principle, those findings predict the main focus during
the evaluation process of two items, introduced at different points in time, lies on differences.
Similarities between those items are, in contrast, disregarded (Alves et al., 2018). Whenever
an attribute is shared between the two items, the attribute is more strongly linked to the
frequent item that occurred earlier in time. According to the common good phenomenon
positive attributes occur at a higher frequency than negative attributes do (Alves et al., 2017).
Positive attributes are not only more frequent, but also more alike and for this reason likely to
be redundant. Therefore, items tend to be easily comparable towards their positive attributes.
Negative attributes have proven to be relevant for our well-being and are more diverse and

rare (Alves et al., 2017). Negative information, such as a predator in former times, has always
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been significant for our survival and more threatening than positive information.
Consequently, negative attributes are overrepresented among unique attributes. In terms of the
evaluation of a novel item, positive attributes are likely to be shared with the classic item,
whereas negative attributes tend to be different and outstanding (Alves et al., 2017). For this
reason, novel items have a higher tendency to create negative impressions and are less likely
to be chosen among already existing items (Alves et al., 2018).

Florack et al. (2021) tested these findings in examining the choice behaviour between
two products - a classic meat burger and a novel meat-reduced burger. The burgers were each
described with three positive and three negative attributes, randomly selected from a pool of
attributes such as fresh, natural, handmade, crispy and boring, stale, dry, chewy. When the
different burgers shared the same positive attributes and were distinct in terms of their
negative attributes, the participants reported lower purchase intentions and tastiness
expectations for the novel burger. In the negative overlap condition, when the negative
attributes were shared and the positive attributes were unique, the purchase intentions and the
tastiness expectations for the novel burger increased in comparison to the positive overlap
condition. However, tastiness expectations and purchase intentions for the classic burger were
still superior to the novel burger (Florack et al., 2021). This study strongly supports that
shared positive attributes of a novel product are widely disregarded. Even with shared
negative and unique positive attributes the classic product will finally be preferred over the
novel product. Although, the novel product will be valued higher than in the positive overlap
condition, it will not surpass the classic product and will be perceived at maximum at the
same level.

A taste experiment imitating a real consumption situation confirms those findings.
Positive attributes were more likely to be shared by products within the same product
category than negative attributes. This overlap of positive attributes and differing negative

attributes resulted in lower purchase intentions for the novel product (Kunz et al., 2021).
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Self-Concept as a Moderating Factor

I assume that specific aspects of the self may lead to favour novel products in the
consumer decision process. Bem’s self-perception theory states that one’s actions and
behaviours are strongly related to self-perception (1972). Human-beings draw conclusions
about their own self based on observations. By observing how others behave and act, we
make assumptions about their inner states and feelings. In the same way, we are also
monitoring our own actions and behaviours and then relate those to our self (Bem, 1972). As
a consequence, we are acting in the manner we think a person with those characteristics and
our perceived self-concept would act. Future actions and behaviours are therefore shaped by
characteristics, that have been attributed to our self by observations (Kelley, 1967). However,
one’s self-concept is not necessarily stable and can vary depending on the situation (Markus
& Kunda, 1986).
Behaviourial Influences of the Working Self-Concept

The working self-concept relates to a perceived self that is activated by the current
situation (Markus & Kunda, 1986). The current predominant self-concept also determines our
future decisions and behaviour. To give an example, a party will rather induce our outgoing
and extroverted self, which will then form our subsequent behaviour. Furthermore, the
working self-concept is dependend on previously activated self-concepts determined by
experiences, external factors and the social environment (Markus & Kunda, 1986). An
experiment by Fazio et al. (1981) showed that self-perception is strongly modulated by social
interaction. At an interview posing questions to induce extraversion, such as “What would
you do if you wanted to liven things up at a party?”, the test subjects provided rather
extroverted answers and showed significantly higher extraversion at subsequent behaviour
than after questions inducing introversion, such as “What things do you dislike about
parties?”. The results of this study show, that social interaction influences our own self-

perception and has effects on future behaviour. After having responded to questions inducing
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introversion, the test subjects had less intentions to get in touch and communicate with other
people in a subsequent test situation, than after questions inducing extraversion. The subjects’
responses to the questions seem to have been internalized and thus affected their self-esteem
and actions in future situations (Fazio et al., 1981).

Product choices are also determined by the working self-concept. Consumer decisions
are strongly influenced by their observed self-identity, as the chosen product serves as a
signal how others might see us. By choosing products that are consistent to the perceived self,

it is ensured to communicate own values correctly to others (Berger & Heath, 2008).

Variety Seeking as an Important Aspect of the Self-Concept

Consumers will either choose a specific product because of pursuing their habits,
cognitively evaluating different alternatives or seeking for variety (Adamowicz & Swait,
2013). Finkelstein et al. (2019) found evidence that choosing the familiar, standard product is
related to self-affirmation. Consumers experiencing a self-threat tend to reduce their
psychological discomfort by sticking to their habits. Variety-seeking will be hence inhibited
in order to defend the perceived self. When experimentally inducing a self-threat, consumers
chose fewer brands, than without experiencing a self-threat (Finkelstein et al., 2019).
Whenever habit-seeking turns out to be prevalent, the decision in favor of novel products is
clearly inhibited (Labrecque et al., 2017). Habit slips are defined as the “failure to use new
products because of the tendency to fall back on existing habits” (Labrecque et al., 2017, p.
124). Regular and repeated use of classic products create a certain automaticity that easens the
use of classic products. Consumers therefore often stick to their habits despite a general
positive evaluation and intentions to use a novel product. Choosing novel products is rather
avoided due to high switching costs (Labrecque et al., 2017).

However, over time sticking to one’s habits can create a feeling of satiation, which is
defined as “feeling full or feeling beyond capacity or desire” (Sevilla et al., 2019, p. 91).

Habitual choices occur less often, as soon as they become boring and are characterized by
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satiation (Van Trijp & Steenkamp, 1992). For this reason, the satisfying aspects of a variety-
seeking approach come into the front and a simple preference in change can be the main goal
during the decision process (Van Trijp & Steenkamp, 1992). Variety seeking is often linked to
an optimal stimulation level by purchasing new products and a desire for something unknown
(McAlister & Pessemier, 1982). Furthermore, a variety-seeking approach is associated with
being interesting, open-minded and creative in contrast to being conservative and dull (Ratner
& Kahn, 2002). Studies showed a higher extend of variety-seeking for decisions in a public
context. The experimental design was about choosing a set of candy in a private or public
condition. As a first step, the different candy brands were rated to measure general
preferences. Then, study participants were asked to make a written order for five pieces of
candy. In the private condition no-one else was able to see which kind of candy they ordered.
Participants in the public condition were asked to hand over their written order to the person
next to them, who was then collecting the candy for them. A more varied set of candy was
chosen in the public condition, when participants had the feeling their decision was observed
by others. To ensure a varied choice, the chosen set even included some non-favourite items.
The higher variety in a public context was due to the fact that keeping favorites constant is
seen as narrow-minded, whereas choosing different items expresses an open-minded and
versatile self (Ratner & Kahn, 2002). Moreover, subjects highly monitoring their actions
chose more variety, than low selfmonitors, when aiming to emphasize their decisions as to be
interesting (Ratner & Kahn, 2002). Thus, a variety seeking tendency can not be classified as a
general personality trait, but is domain-specific. As an example, one can always choose the
same destination for vacation, but will still prefer trying out new food items (Van Trijp &
Steenkamp, 1992). Consequently, the choice for novel products is clearly connected to a
variety-seeking approach. A public context of the variety-seeking self further enhances the

feeling of being open-minded and creates commitment to it.
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Making Self-Aspects Public

The term commitment can be described as the binding to one’s actions and behaviour
in a process of attitude change (Kiesler & Sakumura, 1966). Commitment is especially
enhanced in a public setting and by an irrevocable action. Therefore, people are more likely to
stick to a certain behaviour, whenever they are observed by others. Additionally, the action is
more binding if it is repeated and has high costs in terms of money, time or energy (Joule &
Beauvois, 1998). A study about the discrepancy of liking animals but eating meat aimed to
show the concept of commitment (Bastian et al., 2012). Meat-eaters, being reminded that food
animals are only bred for the purpose of meat consumption, indicated lower mental capacities
for food animals than meat-eaters being confronted with a positive rearing. By attributing
fewer mental capacities to food animals, study participants showed commitment towards their
decision of eating meat despite giving harm to beloved animals (Bastian et al., 2012).

Commitment to one’s behaviour and actions is also a way to prevent feelings of
cognitive dissonance. As soon as people are not performing in line with their believes and
opinions and their behaviour is reluctant to their inner states, a feeling of cognitive discomfort
will become prevalent. This mental state, which was named cognitive dissonance by Festinger
(1957), is experienced as fairly unpleasant. As generally all feelings of discomfort are aimed
to be minimized, people are striving to reduce this psychologically uncomfortable state. For
this purpose, any information is avoided that is likely to increase this dissonance. By adapting
believes to the monitored behaviour, the previous actions taken can be justified and the
encountered dissonance can be minimized (Festinger, 1957; Harmon-Jones & Mills, 2019)

Dissonance is experienced especially at a high level, whenever the self-concept is
threatened (Aronson et al., 1995). There is a general tendency to preserve a consistent, stable
and predictable sense of self, to maintain a perception of competent self and morally good
sense of self (Aronson, 1968, as cited in Aronson, 1992). This means, that a predominant

variety-seeking self-concept will thus result in according subsequent behaviour, in order to
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avoid feelings of dissonance. Steele (1988) explained people striving to maintain their
experience of the self as a self-affirmation process. Inconsistency in self-perception would
induce a threat to the self and create dissonance (Steele, 1988).

The same intentions of maintaining a specific self-concept are also prevalent during
the purchase decision process. When choosing a product that is inconsistent to the perceived
self and the currently active self-concept, cognitive dissonance will be experienced. Hence, to
avoid this unpleasant feeling of cognitive dissonance, the product choice is adapted to be in
line with the observed self. Consumers are therefore more likely to choose products that are in
line with their self-concept and identity (Chugani et al., 2015). Results of an online study by
Chugani et al. (2015) indicate commitment to an evoked self-concept in subsequent product
ratings for the goal of avoiding cognitive dissonance. By means of this study Chugani et al.
(2015) examined if the prevalent self-identity will have an effect on perceived enjoyment and
satiation of a product. For this purpose study participants in the identity-prime condition were
manipulated by enhancing their self-identity of being American. This was achieved by
questions why being American is important to them and when they had been proud and
emotional being an American. Participants in this condition showed slower satiation of a
repeatedly presented painting by an American artist, than participants in the control condition.
As a consequence of the repeated presentation, the overall enjoyment of all participants
decreased. However, respondents in the identity consistent condition stated less feelings of
satiation, than respondents in the control condition. As the reduction of enjoyment conflicted
with their self-identity, all participants in the identity consistent condition experienced an
increasing dissonance. This dissonance was aimed to be minimized, which finally resulted in

less feelings of reported satiation (Chugani et al., 2015).
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Hypothesis

An experimental setting shall answer the general research question of this thesis, if a
novel product will be preferred over the standard alternative when a variety-seeking self-
concept is prevalent. For this aim, the following study takes the differentiation principle as its
basis to replicate real consumption situations by means of a positive overlap condition. |
assume that a variety-seeking self-concept in a public setting has a positive effect on the
purchase intentions of a novel product sharing positive attributes and differing in negative
attributes with a classic product of the same product category. Markus and Kunda (1986)
claim that every situation has the chance to activate a different self-concept and the current
predominant self-concept influences decisions and behaviour. In order to avoid feelings of
cognitive dissonance the activated self-concept will also be pursued in subsequent choices
(Aronson et al., 1995). Inconsistent actions to the self-concept would threaten the self and
create cognitive dissonance, which is experienced as an unpleasant state (Festinger, 1957;
Steele, 1988).

The self-concept of variety-seeking has been chosen to be appropriate for enhancing a
higher preference for novel products, as it is defined as the strive of choosing something new
and unknown, in contrast to sticking to one’s habits (McAlister & Pessemier, 1982; Van Trijp
& Steenkamp, 1992). Variety-seeking is closely linked to a diverse, open-minded and
interesting personality, in comparison to be conservative and dull (Ratner & Kahn, 2002).
People aim to be positively perceived by others and therefore tend to strive for variety in
social contexts (Ratner & Kahn, 2002). For this reason, the experimental setting of this study
is intended to activate a variety-seeking self-concept by means of social desirability in a
public context. By activating the self-concept of variety-seeking, it is supposed to extend the
aim for seeking variety to the subsequent unrelated product evaluation and to overcome the

effects of the differentiation principle. Further, it is assumed that a general preference for a
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product is positively linked to purchase intentions. Hence, the first hypothesis shall be as
follows:

H1: Consumers will indicate higher purchase intentions for a novel, healthier food
option compared to a classic product, when a variety-seeking self-concept is activated and

despite positive attributes between the novel and the existing food option are overlapping.

I assume that the general preference of a product can not only be measured by
consumer’s purchase intentions, but also by their tastiness expectations. According to the
findings of a study in the U.S. unhealthy products were associated to a higher tastiness and
thus resulted in a higher preference (Raghunathan et al., 2006). This might be based on an
internal manifestation of things being “healthy” and “good for you™ are contrary to
“enjoyment”, “fun” and “excitement”. Internalizing this inverse relationship forms the belief
in the unhealthy-tasty intuition, which subsequently has an effect on the actual enjoyment of
the food item and furthermore on food choice (Raghunathan et al., 2006). In line with the
differentiation principle, the unhealthy-tasty intuition would suppose higher tastiness
expectations and preference for the classic burger of this study as the traditional burger type is
generally associated with being unhealthy. In contrast, the novel burger is described as being
healthy and would therefore be probable in line with lower preference ratings. However,
recent findings show a healthy-tasty intuition to be prevalent in European countries (Haasova
& Florack, 2019; Werle et al., 2013). In line with this approach, we believe that a European
sample being triggered towards a variety-seeking identity will have a general preference for
the novel, healthier product and thus create higher tastiness expectations. Therefore, the
second hypothesis shall be defined as follows:

H2: Consumers will indicate higher tastiness expectations for a novel, healthier food
option compared to a classic product, when a variety-seeking self-concept is activated and

despite positive attributes between the novel and the existing food option are overlapping.
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The Study

The study on hand shall examine if a variety-seeking self-concept results in higher
purchase intentions and tastiness expectations of a novel product in comparison to a classic
product, despite the positive overlap condition of attributes. As previous findings have shown,
people are striving for variety whenever they feel observed and want to express being open-
minded and interesting. To answer the research question of this thesis, an online study
including a manipulation towards a variety-seeking self was conducted. The study consisted
of two parts, which were announced to be two different studies by naming one researcher for
each study. Both parts were created as an online questionnaire by using the software Unipark

(https://www.unipark.com/). In the experimental group the first part was about to create a

variety-seeking self-concept by provoking socially desirable answers. By this means, the
participants were enhanced to rather describe themselves as being open for new experiences
instead of being conservative. As the provided answers were stated to be published and
visible to other participants, it has been intended to create a feeling of commitment. In order
to avoid cognitive dissonance, it was supposed that the activated self-concept of being open-
minded and thus variety seeking would then have an effect on the product evaluation in the
second part of the study.
Method

Design and Participants

The study was conducted in the laboratory of economic psychology at the University
of Vienna on three days in the end of May and beginning of June 2021. The experimental
design of the study required a control and an experimental group. The experimental group
was primed with a variety-seeking self-concept (variety condition), in contrast to the control
group that was not primed (no-variety condition). Participants were randomly assigned to a
group at the beginning of the study. Whereas the first part of the study differed between

variety and no-variety condition, the second part was identical for both conditions. A within-
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between subject design was prevalent, asking for the rating of purchase intentions and
tastiness expectations of a classic and a novel burger. According to the natural sequence of
market entry the classic burger was always presented at the first place, followed by the novel
burger. The study including both parts took around 15 minutes to be completed. Based on the
within-between subject design of this study with two measurements and two groups, the
power analysis by G*Power with a medium effect assumed (f = 0.25) calculated a sample size
of 34 (Faul et al., 2009). However, the total sample size was aimed to be between 50 and 70.
Psychology students of the University of Vienna were recruited by email in exchange for
course credits. Requirements for participation were fluent German skills, eating meat and not
being on a diet. Those preconditions were necessary, as fluent German skills were essential
for a proper understanding of the burger descriptions and the subsequent evaluation of the
classic meat burger and the meat-reduced burger. In total 50 students were included in data
analysis. The sample consisted of 27 female and 23 male participants. The mean age was
22.00 years, ranging from 18 to 44 years (SD = 4.48). Written consent was obtained from all
participants in the beginning of the study. It was stated that participation is voluntary, and
each participant was assured anonymity and confidentiality. The majority of participants
(78%) indicated their high school degree to be the highest educational level. 20% already had
a university degree and 2% had another formation. 22 participants were randomly assigned to
the variety condition. Participants reported a medium level of general health interest with an
average score of 4.2 (SD = 1.06) and a low belief in the unhealthy tasty intuition with an

average score of 2.06 (SD = 1.26).

Procedure

Towards the participants the study had been announced to be two completely different
studies, carried out at the same time for practical reasons. The first part of the online
questionnaire contained a cover story about a new app, that requires some trial profiles before

its official launch. The app was described to use an algorithm by means of psychological
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variables and demographic data for matching user profiles. Users would then be able to
connect and build relationships based on common interests and characteristics. Study
participants were asked to create such a test profile for this app by completing the
questionnaire. During the study it had been persistently stated that all provided data was
handled anonymously, but officially posted in the app with the chosen username and thus be
visible for all other users. This public setting intended to create a feeling of commitment.
Additionally to choosing a username for the app and answering demographic questions,
participants in the variety condition were primed with a variety-seeking self-concept.

The second part of the study consisted of the actual presentation and evaluation of a
classic versus a novel burger with a positive overlap of attributes. In line with the real
sequence of market entry, the classic meat burger was presented at first. For the description of
each burger three positive and three negative attributes, stated to be derived from customer
reviews, were randomly displayed from a pool of six positive (fresh ingredients, exquisite
taste, nice and crispy at the bite, pleasant consistency, balanced composition, looks appealing)
and six negative attributes (altogether slushy, rubbery at the bite, looks colorless, tastes
seasoned one-sidedly, looks oily, boring composition). An example of such an item would be
“Classic burger — customers often describe this classic burger as rubbery at the bite”. The
attributes were used from a similar study design on the differentiation principle by Florack et
al. (2021). The novel burger Rebel Meat was presented as recently introduced in the restaurant
and with a revolutionary concept of modern nourishment. It was explained that new
ingredients were supposed to create exciting taste experiences for consuming burgers in a
healthier and more sustainable way. Just as for the classic burger, three positive and three
negative attributes were randomly displayed to the participants for the purpose of describing
the burger. According to the positive overlap condition, three positive attributes were identical
to the ones previously used to describe the classic burger. The negative attributes were

different and therefore unique to each burger description. After the general introduction of
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each burger, participants rated their purchase intentions and tastiness expectations. Finally,
the participants’ general health interest, such as the belief in the unhealthy-tasty intuition were
measured and demographic data was recorded. At the end of the study the participants were
debriefed, and the purpose of both study parts was explained. The whole questionnaire is
attached in Appendix A.

Material

The variety-seeking manipulation consisted of a bogus question asking the participants
which option better describes their personality: “I am very conservative and rather stick to my
habits” or “I like being inspired from something new and be very open-minded”. The answers
were intentionally formulated extremely controverse to create socially desirable responses.
For enhancing commitment to the response and consequently a variety-seeking self, the
participants were asked to involve themselves even more by describing a situation in their
own words, where they had acted openly and tried out something new. Subsequently, 10
items asking about openness for actions and openness for new insights had to be rated on a 4-
stage Likert scale (1 = not typical for me , 4 = typical for me) (Polzhofer, 2016). As those
items were part of the manipulation, the score on openness was not assessed in the no-variety
condition and could therefore not be used as a manipulation check. Participants in the no-
variety condition were only able to see and answer demographic questions.

Purchase intentions such as tastiness expectations were defined as dependent
variables. After each burger description and based on the study design of Florack et al. (2021)
participants rated their purchase intentions for the classic burger on a scale ranging from 1 to
7: “Could you imagine trying the classic burger?” (1 = not at all, 7 = very well) and “If you
wanted to buy a burger at a restaurant, how likely is it that you would choose the classic
burger?” (1 = not at all likely, 7 = very likely; Cronbach’s alpha = .82). Three questions on the
expectations on tastiness followed and had to be rated on a scale ranging from 1 to 10: “How

delicate do you perceive the classic burger?” (1= not at all delicate, 10= very delicate), “How
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much would you enjoy eating the classic burger?” (1 = not at all, 10= very much) and “How
tasty would you expect the classic burger to be?” (1= not at all tasty, 10= very tasty;
Cronbach’s alpha = .91). The same order of questions followed after the general introduction
of the novel burger. Two items asked for the purchase intentions (Cronbach’s alpha = .86) and
in the same manner as for the classic burger respondents rated their tastiness expectations for
the novel burger (Cronbach’s alpha = .95).

The belief in the unhealthy-tasty intuition and the general health interest of
participants were included as control variables. The unhealthy-tasty intuition claims that a
food item, presented as unhealthy enhances a better taste than a food item, that is presented as
healthy (Raghunathan et al., 2006). In this study two items were used to test the explicit
awareness of the belief in the unhealthy-tasty intuition. On a horizontal scale ranging from 1
to 9 (1 =1don’t agree at all, 9 = | completely agree; Cronbach’s alpha = .71) participants
were asked to rate the following statements: “Products that are good for me, rarely taste good”
and “Food can’t be made healthier without sacrificing taste” (Raghunathan et al., 2006). Eight
items to measure the general health interest were used as a second control variable.
Participants rated those items on a scale ranging from 1 to 7 (1 = / don 't agree at all, 7 = |
completely agree; Cronbach’s alpha = .81). To give some examples, respondents were asked
about their opinions on the value of a healthy and balanced nutrition, the importance of
consuming a low amount of fat and having an emphasis on the daily intake of vitamins and

minerals (Roininen et al., 1999).

Results
In order to test the hypotheses, the answers of all 50 study participants were analyzed
by means of a mixed ANOVA with repeated measures. IBM SPSS Statistics for Macintosh,
Version 27.0 was used for this purpose (IBM Corp, 2020). Tastiness expectations and

purchase intentions served as dependent variables, whereas the two conditions were the



NOVEL PRODUCTS AND THE VARIETY-SEEKING SELF 22

independent variable. The condition served as a between-subjects factor and the burger type
as within-subjects factor. The results of purchase intentions and tastiness expectations were
normally distributed. It was analyzed if the intervention showed a significant effect on the
purchase intentions or tastiness expectations for the novel burger.
Preliminary analysis

86% of respondents in the variety condition chose the desired answer of describing
their personality as being open-minded and ready to be inspired by something new. Except of
one person, all described an adequate situation where they had acted openly and tried out
something new. The answers referred to a journey to a distant country, trying out a new sport,
connecting with new people and a new hairstyle. On the 4-stage Likert scale of openness for
actions and openness for new insights participants of the variety-condition scored on average
3.34 (SD = .38). Due to those results it can be assumed that respondents were successfully
triggered towards responses for being open-minded and thus a variety-seeking self-concept
was enhanced by this manipulation.
Main findings

I assumed study participants in the variety condition having higher purchase intentions
for the novel burger than participants in the no-variety condition (Hz1). To test the first
hypothesis, | computed a repeated-measures ANOVA with the manipulation as between-
subjects factor and purchase intentions for the two different burgers as within-subjects factor.
No significant interaction effect was found between the purchase intentions and the
intervention, F(1, 48) = 1.63, p=.21, n%= 0.033. Instead, results show significantly lower
purchase intentions for the classic burger than for the novel burger in both conditions
F(1, 48)=6.97, p= .01, n%=0.127. As shown in Figure 1, respondents in the no-variety
condition rated their purchase intentions for the classic burger with 4.12 (SD = 1.43) in
comparison to purchase intentions of 4.53 (SD = 1.62) for the novel burger. This shows the

trend of a higher preference for the novel burger even without the intervention. Respondents
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in the variety condition indicated on average 3.38 (SD = 1.44) purchase intentions for the
classic burger, in comparison to 4.56 (SD = 1.40) for the novel burger. For this reason, a trend
towards lower purchase intentions for the classic burger due to the manipulation can be
recognized. This trend did not turn out to be significant but is consistent with the first
hypothesis. Due to the manipulation towards a variety-seeking self, participants seem not to
have increased purchase intentions for the novel burger, but instead have decreased purchase
intentions for the classic burger. When controlling for the belief in the unhealthy-tasty
intuition and the general health interest as covariates, the interaction effect of the
manipulation remained not significant F(1, 46)= 1.22, p= .28, n%= 0.026 and the difference in
purchase intentions depending on the burger type turned not significant F(1, 46)= .36, p= .55,
np= 0.008. The variance between purchase intentions of classic and novel burger can
therefore be related to the general health interest of participants and the absence of the belief

in the unhealthy-tasty intuition.
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Figure 1

Average Purchase Intention as Function of Burger Type
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Note. A significant difference in purchase intentions can be recognized depending on
the burger type. There is a trend of lower purchase intentions for the classic burger in

the variety-condition compared to the no-variety condition.

Furthermore, | assumed participants of the variety condition having higher tastiness
expectations for the novel burger in contrast to participants not being exposed to an
intervention (Hz). | expected tastiness expectations for the classic burger to remain stable in
both conditions. By the same means as for Hi, | conducted a repeated-measures ANOVA with
the manipulation as between-subjects factor and tastiness expectations as within-subjects
factor. No significant interaction effect was found between the tastiness expectations and the
intervention, F(1, 48) = 1.46, p=.23, n%= 0.030. However, as shown in Figure 2, a trend
towards lower tastiness expectations for the classic burger can be recognized in the variety
condition compared to the no-variety condition. Tastiness expectations for the classic burger

in the no-variety condition were rated on average with 5.25 (SD = 1.94), whereas participants
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in the variety condition expected a slightly lower taste for the classic burger 4.58 (SD = 1.79).
Those results show the same tendency as for Hi resulting in the assumption of a lower
preference for the classic burger due to the manipulation. Contrasting to initial expectations,
tastiness expectations for the novel burger remained rather stable, but slightly higher than
tastiness expectations for the classic burger in both conditions. In the no-variety condition
tastiness expectations for the novel burger were on average 5.33 (SD = 1.92), in contrast to
tastiness expectations of 5.45 (SD = 1.78) in the variety-condition. However, the difference in
tastiness expectations depending on the burger type was not significant F(1, 48)= 2.14, p=
.15, n%p= 0.043. When controlling for the belief in the unhealthy-tasty intuition and the
general health interest as covariates, the interaction effect on the tastiness expectations
remained non-significant, F(1, 46)= 1.08, p= .30, n%= 0.023. The covariates neither showed
an influence on the non-significant difference of tastiness expectations depending on the

burger type F(1, 46)= 2.07, p= .16, n%= 0.042.
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Figure 2

Average Tastiness Expectation as Function of Burger Type
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Note. The manipulation did not have a significant effect on the tastiness expectations for both
burgers. Tastiness expectations for the classic burger show a trend to be lower in the variety

condition than in the no-variety condition.

Exploratory results

Results of the exploratory analysis support the trend of a decreased preference for the
classic burger in the variety-condition. As Table 1 shows, there is a strong negative
correlation between the mean of openness and purchase intentions for the classic burger in the
variety-condition (r = -.480, p=.024). The more participants stated to be open-minded, the
less they intended to purchase the classic burger. A similar interaction was found between the
ratings in openness and tastiness expectations for the classic burger. A strong negative
correlation shows that the more open-minded the less tasty the respondents expected the
classic burger to be (r = -.566, p=.006). This indicates a trend of high openness ratings
having a lower preference for the classic burger and supports the findings of lower scores on

tastiness expectations and purchase intentions for the classic burger in the variety condition.
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Correlations on openness and purchase intentions for the novel burger were not significant (r
=.098, p=.665), such as tastiness expectations for the novel burger (r = -.038, p=.866).
Furthermore, a strong negative correlation between the mean of openness and the
belief in the unhealthy-tasty intuition (r = -.590, p=.004) was found. The more the
respondents stated to be open for new actions and insights, the less they indicated to believe
in the unhealthy-tasty intuition. Not believing in the unhealthy-tasty intuition might explain
the lower preference for the classic burger of participants in the variety-condition.
Correlations on openness are based on respondents in the variety condition, as the questions

concerning openness were only posed in this group (N = 22).

Table 1

Pearson Correlations with Openness

Variable Pearson correlation Significance (2-tailed)
Belief unhealthy-tasty intuition -.590** .004
Pl_classic -.480* .024
Pl_Reb .098 .665
TE_classic -.566** .006
TE_Reb -.038 .866

Note. N = 22. Pl = Purchase intentions; TE = tastiness expectations; classic = classic burger;
Reb = Rebel Meat burger

*p <.05. **p <.01.
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Additionally, among all study participants (N = 50) a strong positive correlation
between purchase intentions and tastiness expectations for the classic burger was found
(r =.771, p<.001). This goes hand in hand with a strong positive correlation between
purchase intentions and tastiness expectations for the novel burger (r = .815, p<.001). Both
results support the expectation that higher tastiness expectations imply stronger purchase
intentions.

However, purchase intentions of all study participants (N = 50) seem to be different
respective to gender. A strong correlation has been found for men having higher purchase
intentions for the classic burger than women (r = .541, p< .000). This might imply a
difference in gender concerning the preference of classic versus novel products or meat-heavy

versus healthier, meat-reduced food.

Discussion

Novel products offering a healthier and climate friendlier alternative to classic meat
products have not yet surpassed the general preference for classic products (Alves et al., 2018;
Carpenter & Nakamoto, 1989; Florack et al., 2021; Kardes & Kalyanaram, 1992). Novel
products are usually compared with the traditional one and evaluated by their differing
negative attributes (Alves et al., 2017). The main purpose of this study had been to find out if
a variety-seeking self-concept is able to reduce market entry barriers and increase consumer
preferences for novel products despite an overlap of positive attributes and differing negative
attributes. Results show no significant effect of the variety-seeking manipulation on the
preference for the novel product, neither in terms of purchase intentions, nor in terms of
tastiness expectations. However, | found a significant difference in purchase intentions
depending on the burger type. Participants indicated higher purchase intentions for the novel
burger than for the classic burger. Despite of the non-significant manipulation effect, a trend

towards lower ratings for the classic burger in the variety-condition, compared to the no-
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variety condition can be recognized. Correlations support this trend, such as the more open-
minded the respondents were, the less they preferred the classic burger. So, instead of
increasing the preference for the novel product it seems that the variety-condition has lowered
the ratings for the classic product. The hypothesis can therefore not entirely be supported, but
also not rejected.

Results of the preliminary analysis indicate that the manipulation successfully
triggered a variety-seeking self-concept. Differing to initial expectations, this resulted in a
trend towards lower ratings for the classic product and showed no effect on the ratings for the
novel product. The trend towards a decreased preference for the classic product in the variety-
condition can be ascribed to the prevention of cognitive dissonance (Festinger, 1957; Steele,
1988). The manipulation triggered a self-concept of being open-minded and the classic burger
opposed a threat to this predominant self-concept. Participants of the variety-condition might
have scored the classic burger lower than participants in the non-variety condition, as the
traditional, classic burger did not correspond to express their activated values of being open-
minded, interesting and variety-seeking (Berger & Heath, 2008; Ratner & Kahn, 2002). The
classic burger might have seemed boring to them and created a feeling of satiation (Van Trijp
& Steenkamp, 1992). For this reason, positive attributes of the classic burger seem to have
been disregarded. To reduce cognitive dissonance, participants indicated lower purchase
intentions for the classic burger. Due to the sequence of order and the initial presentation of
the classic burger, cognitive dissonance was adequately opposed already before the rating of
the novel burger. Ratings for the novel burger were thus not affected by this dissonant feeling.

The generally higher preference for the novel burger might be due to a situational self-
concept of all participants influencing their behaviour in the product evaluation process
(Markus & Kunda, 1986). | assume that participants of both conditions scored above average
in openness and variety-seeking upfront the study and the intervention. Participating at

officially two unknown studies and actively engaging for it by personally coming to the
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research room might have already activated the self-concept of being open-minded and
variety seeking at all respondents, though only intended for the variety-condition. Moreover,
the first study claimed the participants being the first testing a new App. The study
participation itself and the feeling of trying out something new could have already activated a
self-concept of being open-minded and variety-seeking. This might be a reason for the non-
significant manipulation effect and the significantly higher purchase intentions for the novel
burger. It seems that the self-concept of being open-minded had already been active and the
classic burger opposed a threat to the self-concept in both conditions. The affirmation of a
self-concept is said to also affect unrelated domains if a cognitive dissonance needs to be
avoided (Aronson et al., 1995). To mitigate cognitive dissonance in both conditions the
classic burger was less preferred compared to the novel burger by significantly lower
purchase intentions. However, in the variety-condition the self-concept of being open-minded
and variety seeking was strengthened even more and at least a tendency of decreasing
purchase intentions and tastiness expectations for the classic burger was found. Aronson et al.
(1995) would explain the low ratings for the classic burger by expressing a distance to a
contradictory behaviour or decision. Thus, the variety-seeking intervention might have
resulted in even lower ratings for the classic burger, in order to avoid cognitive dissonance.
Against initial expectations and the assumptions of the hypothesis, no increase in ratings of
the novel burger was found in the variety-condition. However, when assuming that the self-
concept was actually prevalent in both conditions upfront the study, this significant difference
in lower ratings for the classic burger than for the novel burger might have been enough to
affirm the self-concept of being open-minded and variety-seeking.

This general higher preference for the novel burger contrasts with findings of the
differentiation principle (Alves et al., 2018; Florack et al., 2021). The effects of a positive
overlap condition, with same positive and differing negative attributes, resulted in lower

purchase intentions for the novel burger in real consumption situations (Kunz et al., 2021).
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However, the study on hand could not replicate those findings, as participants reported higher
purchase intentions for the novel burger than for the classic burger. This implies the failure of
testing the interactions of the differentiation principle. The study outline was limited to the
overlap of positive attributes of the two products. To test the differentiation principle properly
a comparison to the rating of the two products with an overlap of negative attributes would
have been required. According to the differentiation principle classic and traditional products
are preferred over novel products, whenever positive attributes are overlapping and negative
attributes are unique (Alves et al., 2018). As results from previous studies already proved this
principle, the research design of the study on hand was only based on positive attributes
overlapping and negative attributes being unique (Florack et al., 2021). For this reason, it
might be that the differentiation principle was not tested accordingly and thus results cannot
be used as an adequate trial to overcome the usual effects.

Controlling the covariates of the general health interest and the belief in the unhealthy-
tasty intuition, shows an effect on the variance in purchase intentions for the two burgers.
This means, that the higher rating for the novel burger can at least partly be related to
participants’ medium score in general health interest and their low ratings in the belief of the
unhealthy-tasty intuition. The healthy description of the novel burger might thus have had an
influence on study participants’ purchase intentions. The significantly higher purchase
intentions for the novel product such as the influence of the covariates support the prevalence
of the healthy-tasty intuition in European countries (Haasova & Florack, 2019; Werle et al.,
2013). As the novel burger was described as being healthy, respondents might thus have
concluded a higher product quality. As one of the requirements of participating in the study
were fluent German skills, one might argue that the results on hand are culture specific and
might differ in another country. Organic food products, just like healthy products, can
enhance different tastiness expectations depending on the respective culture. Recent numbers

and figures show that there is a constant increase in the consumption of organic food products
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in Austria. In 2020 organic food products experienced a rise of 17% in Austria with an
amount of 189.238 tons in comparison to the year 2019 (Statista, 2021). The RollAMA
survey in 2021 showed that the market penetration of organic food products is up to nearly the
whole Austrian population (96%) (AMA Marketing, 2021). Especially young women are
generally consuming a higher rate of organic products in contrast to men (AMA Marketing,
2021). Study results about Austrian food habits indicate men having a higher meat
consumption and fat intake than women (Rust et al., 2017). Assuming that the classic burger
is generally associated with consisting of a meat patty and being rather fat, those results are in
line with the correlation on hand between male respondents having higher purchase intentions
for the classic burger than women.

Apart from the healthy description of the novel burger, it has also evoked associations
of being sustainable and exciting. Those aspects might have especially attracted the young
sample, with a mean age of 22 years. A qualitative study with the majority of participants
living in Vienna, indicates that food habits are formed in childhood. Adults being raised with
a high value of organic and regional ingredients, will continue this food lifestyle unless the
atmosphere in childhood has not been repressant but tolerant (Brunner, 2009). As there has
been a rise of organic food products since the last decade in Austria, the sample might have
been influenced by this trend from a young age on. The young sample is thus more likely to
have been raised in this manner and to keep sticking to organic food habits in their adulthood.
Also regional food products have experienced a rise, as they have become unknown and
extraordinary in the past decades of global products and international food offerings like
burger, pizza and Asian noodles (Kofahl & Jahnke, 2020). Food products from regional
production are believed to have the highest potential to experience an increase in the future
(AMA Marketing, 2021). As the novel burger was described to consist of regional ingredients

this might have had a major impact on higher ratings in contrast to the classic burger.
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Limitations and future research

As the sample only consisted of students the results cannot be seen as representative.
At the time of the study all participants were subscribed as Bachelor students of Psychology
and had a highschool degree or equivalent; so an educational level above average. Recent
findings show that the higher the eductional level, the more often organic products are
consumed (AMA Marketing, 2021). Kofahl and Jahnke (2020) claim food habits to be
identity-forming by emphasizing one’s social status. Therefore, choosing the regional product
might also serve as a sign of one’s educational level and consciousness of a healthy and
environmentally-friendly nutrition. The young student sample might have thus distort the
results by indicating a higher preference for the novel product.

Furthermore, the final sample size of 50 could have been not sufficient as the effect
size of the manipulation might be lower than expected. At the initial calculation with
G*Power a moderate effect size (f = 0.25) and a power of .8 was assumed. With those
assumptions the sample size resulted in 34. When assuming a low effect size (f=0.1) a
sample of 200 respondents is required. Therefore, it can be concluded that a higher sample
size might have turned results significant. Nonetheless, in this period of time and by means of
using the LABS system no more than 50 respondents could be engaged for participating in the
study. This might be due to the requirements of eating meat, being not on a diet and fluently
speaking German. A total of 22 respondents registered for the study but then cancelled their
participation because of not meeting all premises. On all three dates of the study enough time
slots were open for any further registrations, but still not more than 50 respondents finally
took part in the study. COVID restrictions at the time of the study implicated online classes
without exception and for this reason some students might not have stayed in Vienna. Even
though the survey was conducted in the middle of the term, university facilities were calm and

empty. Probably a higher sample size could have been attained in no COVID times and
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during a semester with personal attendance, so students are around and easily come by for a
15 minutes study.

Future studies should therefore strive for a higher number of participants and consider
a longer survey period for this matter. Additionally, the intervention design should be revised
in future research. Because of actively engaging to take part in a study announced as an
unknown product test, the self-concept of variety-seeking and openness might have been
activated in both conditions. A more natural and unexpected setting could avoid this
possibility. As an example, the survey could be conducted right after a class with students still
sitting in the lecture hall. Moreover, sustainability and regionality as additional control
variables would be of importance. As environmental concerns are one of the major future
trends also in food industry, it is essential to find out if a high environmental interest and
favor for regional and sustainable products has impacts on product choice.
Conclusion

The major challenge of the 21% century is definitely climate change, which requires all
individuals to act and re-think their lifestyles. Having not only a high environmental impact,
but also implications on health, a balanced nutrition is one part of necessary changes.
Recommended meat consumption is much lower than the current rate in Austria, and thus it is
required to strive for more sustainable food products, containing less or no meat. As novel
products are usually less preferred than classic products, there is a need to find a way to shape
consumer preferences in the right direction. The purpose of this study therefore can be seen as
a nudge, which reflects the urge to guide individuals towards a longer, healthier and better life
and more rational decisions (Thaler et al., 2009). Results of this study show the tendency of a
variety-seeking self-concept having a negative influence on the product ratings of a classic,
traditional product in contrast to a novel, meat-reduced, healthier and more sustainable
alternative. Those findings should be used for the basis of future elaborations in order to form

purchase decisions in line with adequate health and sustainability goals.



NOVEL PRODUCTS AND THE VARIETY-SEEKING SELF 35

References
Adamowicz, W. L., & Swait, J. D. (2013). Are food choices really habitual? Integrating
habits, variety-seeking, and compensatory choice in a utility-maximizing framework.
American Journal of Agricultural Economics, 95(1), 17-41.

https://www.jstor.org/stable/23358488

Alves, H., Koch, A., & Unkelbach, C. (2017). Why good is more alike than bad: Processing
implications. Trends in Cognitive Sciences, 21(2), 69-79.

https://doi.org/10.1016/j.tics.2016.12.006

Alves, H., Koch, A., & Unkelbach, C. (2018). A cognitive-ecological explanation of
intergroup biases. Psychological Science, 29(7), 1126-1133.

https://doi.org/10.1177/0956797618756862

AMA Marketing. (2021). Osterreich - Kaufmotive fiir Bio-Lebensmittel 2021. Statista.

http://de.statista.com/statistik/daten/studie/738137/umfrage/umfrage-in-oesterreich-zu-

kaufmotiven-fuer-bio-lebensmittel/

Aronson, E. (1992). The return of the repressed: Dissonance theory makes a comeback.

Psychological Inquiry, 3(4), 303-311. https://doi.org/10.1207/s15327965pli0304_1

Aronson, J., Blanton, H., & Cooper, J. (1995). From dissonance to disidentification:
Selectivity in the self-affirmation process. Journal of Personality and Social

Psychology, 68(6), 986—996. https://doi.org/10.1037/0022-3514.68.6.986

Bastian, B., Loughnan, S., Haslam, N., & Radke, H. R. M. (2012). Don’t mind meat? The
denial of mind to animals used for human consumption. Personality and Social

Psychology Bulletin, 38(2), 247-256. https://doi.org/10.1177/0146167211424291

Bem, D. J. (1972). Self-perception theory. In L. Berkowitz (Ed.), Advances in experimental
social psychology (1st ed., VVol. 6). Academic Press.

http://healthyinfluence.com/wordpress/wp-content/uploads/2011/05/SP-Theory-Bem-

Advances.pdf


https://www.jstor.org/stable/23358488
https://doi.org/10.1016/j.tics.2016.12.006
https://doi.org/10.1177/0956797618756862
http://de.statista.com/statistik/daten/studie/738137/umfrage/umfrage-in-oesterreich-zu-kaufmotiven-fuer-bio-lebensmittel/
http://de.statista.com/statistik/daten/studie/738137/umfrage/umfrage-in-oesterreich-zu-kaufmotiven-fuer-bio-lebensmittel/
https://doi.org/10.1207/s15327965pli0304_1
https://doi.org/10.1037/0022-3514.68.6.986
https://doi.org/10.1177/0146167211424291
http://healthyinfluence.com/wordpress/wp-content/uploads/2011/05/SP-Theory-Bem-Advances.pdf
http://healthyinfluence.com/wordpress/wp-content/uploads/2011/05/SP-Theory-Bem-Advances.pdf

NOVEL PRODUCTS AND THE VARIETY-SEEKING SELF 36

Berger, J., & Heath, C. (2008). Who drives divergence? ldentity signaling, outgroup
dissimilarity, and the abandonment of cultural tastes. Journal of Personality and

Social Psychology, 95(3), 593-607. https://doi.org/10.1037/0022-3514.95.3.593

Beyond Meat. (2021). Our products. https://www.beyondmeat.com/

Brunner, K.-M. (2009). Nachhaltiger Konsum — am Beispiel des Essens. SWS-Rundschau,

49(1), 29-49. https://nbnresolving.org/urn:nbn:de:0168-ssoar-250335

Carpenter, G. S., & Nakamoto, K. (1989). Consumer preference formation and pioneering
advantage. Journal of Marketing Research, 26(3), 285-298.

https://doi.org/10.2307/3172901

Chugani, S. K., Irwin, J. R., & Redden, J. P. (2015). Happily ever after: The effect of identity-
consistency on product satiation. Journal of Consumer Research, 42(4), 564-577.

https://doi.org/10.1093/jcr/ucv040

Faul, F., Erdfelder, E., Buchner, A., & Lang, A.-G. (2009). Statistical power analyses using
G*Power 3.1: Tests for correlation and regression analyses. Behavior Research

Methods, 41(4), 1149-1160. https://doi.org/10.3758/BRM.41.4.1149

Fazio, R. H., Effrein, E. A., & Falender, V. J. (1981). Self-perceptions following social
interaction. Journal of Personality and Social Psychology, 41(2), 232—-242.

https://doi.org/10.1037/0022-3514.41.2.232

Festinger, L. (1957). A theory of cognitive dissonance. Stanford University Press.
Finkelstein, S. R., Xu, X., & Connell, P. M. (2019). When variety is not the spice of life: The
influence of perceived relational self-threat on variety seeking in snack choices.

Appetite, 136, 154-159. https://doi.org/10.1016/j.appet.2019.02.001

Florack, A., Koch, T., Haasova, S., Kunz, S., & Alves, H. (2021). The differentiation

principle: Why consumers often neglect positive attributes of novel food products.

Journal of Consumer Psychology, 31(4), p. 684-705. https://doi.org/10.1002/jcpy.1222


https://doi.org/10.1037/0022-3514.95.3.593
https://www.beyondmeat.com/
https://nbnresolving.org/urn:nbn:de:0168-ssoar-250335
https://doi.org/10.2307/3172901
https://doi.org/10.1093/jcr/ucv040
https://doi.org/10.3758/BRM.41.4.1149
https://doi.org/10.1037/0022-3514.41.2.232
https://doi.org/10.1016/j.appet.2019.02.001
https://doi.org/10.1002/jcpy.1222

NOVEL PRODUCTS AND THE VARIETY-SEEKING SELF 37

Gerber, P.J., Steinfeld, H., Henderson, B., Mottet, A., Opio, C., Dijkman, J., Falcucci, A. &
Tempio, G. (2013). Tackling climate change through livestock: A global assessment of
emissions and mitigation opportunities. Food and Agriculture Organization of the

United Nations (FAO). https://www.fao.org/3/i3437e/13437e.pdf

Haasova, S., & Florack, A. (2019). Practicing the (un)healthy = tasty intuition: Toward an
ecological view of the relationship between health and taste in consumer judgments.
Food Quality and Preference, 75, 39-53.

https://doi.org/10.1016/j.foodqual.2019.01.024

Harmon-Jones, E., & Mills, J. (2019). An introduction to cognitive dissonance theory and an
overview of current perspectives on the theory. In E. Harmon-Jones (Ed.), Cognitive

dissonance: Reexamining a pivotal theory in psychology (2nd ed., pp. 3-24).

American Psychological Association. https://doi.org/10.1037/0000135-001

Hermann (2021). Produkte. https://hermann.bio/produkte/

IBM Corp. (2020). IBM SPSS Statistics for Macintosh (Version 27.0) [Computer software].

IBM Corp. https://www.ibm.com/at-de/products/spss-statistics

Joule, R.-V., & Beauvois, J.-L. (1998). La soumission librement consentie. Presses
Universitaires de France.

Kardes, F. R., & Kalyanaram, G. (1992). Order-of-entry effects on consumer memory and
judgment: An information integration perspective. Journal of Marketing Research,

29(3), 343-357. https://doi.org/10.2307/3172744

Kelley, H. H. (1967). Attribution theory in social psychology. Nebraska Symposium on
Motivation, 15, 192—-238.
Kiesler, C. A., & Sakumura, J. (1966). A test of a model for commitment. Journal of

Personality and Social Psychology, 3(3), 349-353. https://doi.org/10.1037/h0022943

Kofahl, D., & Jahnke, B. (2020). ,,(No) One-fits-all* — Eine ern&dhrungssoziologische Analyse

zur Beeinflussung des Lebensmittelmarkts durch Millennials. In N. Baur, J. Fulling, L.


https://www.fao.org/3/i3437e/i3437e.pdf
https://doi.org/10.1016/j.foodqual.2019.01.024
https://doi.org/10.1037/0000135-001
https://hermann.bio/produkte/
https://www.ibm.com/at-de/products/spss-statistics
https://doi.org/10.2307/3172744
https://doi.org/10.1037/h0022943

NOVEL PRODUCTS AND THE VARIETY-SEEKING SELF 38

Hering, & E. Kulke (Eds.), Waren — Wissen — Raum (pp. 421-447). Springer

Fachmedien Wieshaden. https://doi.org/10.1007/978-3-658-30719-6 14

Kunz, S., Florack, A., Campuzano, I., & Alves, H. (2021). The sustainability liability
revisited: Positive versus negative differentiation of novel products by sustainability

attributes. Appetite, 167, 105637. https://doi.org/10.1016/j.appet.2021.105637

Labrecque, J. S., Wood, W., Neal, D. T., & Harrington, N. (2017). Habit slips: When
consumers unintentionally resist new products. Journal of the Academy of Marketing

Science, 45(1), 119-133. https://doi.org/10.1007/s11747-016-0482-9

Lim, S. S., Vos, T., Flaxman, A. D., Danaei, G., Shibuya, K., Adair-Rohani, H., AlMazroa,
M. A., Amann, M., Anderson, H. R., Andrews, K. G., Aryee, M., Atkinson, C.,
Bacchus, L. J., Bahalim, A. N., Balakrishnan, K., Balmes, J., Barker-Collo, S., Baxter,
A., Bell, M. L., ... Ezzati, M. (2012). A comparative risk assessment of burden of
disease and injury attributable to 67 risk factors and risk factor clusters in 21 regions,
1990-2010: A systematic analysis for the global burden of disease study 2010. The

Lancet, 380(9859), 2224-2260. https://doi.org/10.1016/S0140-6736(12)61766-8

Markus, H., & Kunda, Z. (1986). Stability and malleability of the self-concept. Journal of
Personality and Social Psychology, 858-866.
McAlister, L., & Pessemier, E. (1982). Variety seeking behavior: An interdisciplinary review.

Journal of Consumer Research, 9(3), 311-322. https://www.jstor.org/stable/2488626

Osterreichische Gesellschaft fiir Ernahrung. (2020). 10 Ernéhrungsregeln der OGE.

https://www.oege.at/index.php/bildung-information/empfehlungen

Polzhofer, M. A. (2016). Erweiterung des Big-Five Struktur Inventars: Faktor Offenheit

[unpublished diploma thesis]. Karl-Franzens-Universitat Graz. https://unipub.uni-

graz.at/obvugrhs/content/titleinfo/1378034/full.pdf



https://doi.org/10.1007/978-3-658-30719-6_14
https://doi.org/10.1016/j.appet.2021.105637
https://doi.org/10.1016/j.appet.2021.105637
https://doi.org/10.1007/s11747-016-0482-9
https://doi.org/10.1016/S0140-6736(12)61766-8
https://www.jstor.org/stable/2488626
https://www.oege.at/index.php/bildung-information/empfehlungen
https://unipub.uni-graz.at/obvugrhs/content/titleinfo/1378034/full.pdf
https://unipub.uni-graz.at/obvugrhs/content/titleinfo/1378034/full.pdf

NOVEL PRODUCTS AND THE VARIETY-SEEKING SELF 39

Raghunathan, R., Naylor, R. W., & Hoyer, W. D. (2006). The unhealthy = tasty intuition and
its effects on taste inferences, enjoyment, and choice of food products. Journal of

Marketing, 70(4), 170-184. https://doi.org/10.1509/jmkg.70.4.170

Ratner, R. K., & Kahn, B. E. (2002). The impact of private versus public consumption on
variety-seeking behavior. Journal of Consumer Research, 29(2), 246-257.

https://doi.org/10.1086/341574

Rebel Meat. (2020). Vision. https://www.rebelmeat.com/vision

Roininen, K., L&hteenméki, L., & Tuorila, H. (1999). Quantification of consumer attitudes to
health and hedonic characteristics of foods. Appetite, 33(1), 71-88.

https://doi.org/10.1006/appe.1999.0232

Rust, P., Hasenegger, V., & Konig, J. (2017). Osterreichischer Ernahrungsbericht 2017.
Department fir Ernahrungswissenschaften Universitat Wien.

https://broschuerenservice.sozialministerium.at/Home/Download?publicationld=528

Sevilla, J., Lu, J., & Kahn, B. E. (2019). Variety seeking, satiation, and maximizing
enjoyment over time. Journal of Consumer Psychology, 29(1), 89-103.

https://doi.org/10.1002/jcpy.1068

Springmann, M., Godfray, H. C. J., Rayner, M., & Scarborough, P. (2016). Analysis and
valuation of the health and climate change cobenefits of dietary change. Proceedings
of the National Academy of Sciences, 113(15), 4146-4151.

https://doi.org/10.1073/pnas.1523119113

Statista. (2019). Osterreich—Entwicklung des Fleisch-Verbrauchs 1960—2012.

http://de.statista.com/statistik/daten/studie/1048060/umfrage/pro-kopf-verbrauch-von-

fleisch-in-oesterreich-und-weltweit/

Statista. (2021). Osterreich—Einkaufsmenge von Bioprodukten 2020.

http://de.statista.com/statistik/daten/studie/611008/umfrage/einkaufsmenge-von-

bioprodukten-in-oesterreich/



https://doi.org/10.1509/jmkg.70.4.170
https://doi.org/10.1086/341574
https://www.rebelmeat.com/vision
https://doi.org/10.1006/appe.1999.0232
https://broschuerenservice.sozialministerium.at/Home/Download?publicationId=528
https://doi.org/10.1002/jcpy.1068
https://doi.org/10.1073/pnas.1523119113
http://de.statista.com/statistik/daten/studie/1048060/umfrage/pro-kopf-verbrauch-von-fleisch-in-oesterreich-und-weltweit/
http://de.statista.com/statistik/daten/studie/1048060/umfrage/pro-kopf-verbrauch-von-fleisch-in-oesterreich-und-weltweit/
http://de.statista.com/statistik/daten/studie/611008/umfrage/einkaufsmenge-von-bioprodukten-in-oesterreich/
http://de.statista.com/statistik/daten/studie/611008/umfrage/einkaufsmenge-von-bioprodukten-in-oesterreich/

NOVEL PRODUCTS AND THE VARIETY-SEEKING SELF 40

Statistik Austria. (2020). Versorgungsbilanz fur Fleisch nach Arten 2019.

https://www.statistik.at/web de/statistiken/wirtschaft/land und forstwirtschaft/preise

bilanzen/versorgungsbilanzen/

Steele, C. M. (1988). The psychology of self-affirmation: Sustaining the integrity of the self.
Advances in Experimental Social Psychology, 21, 261-302.

https://doi.org/10.1016/S0065-2601(08)60229-4

Thaler, R. H., Sunstein, C. R., & Bausum, C. (2009). Nudge: Wie man kluge Entscheidungen
anstoit (3rd ed.). Econ.

Van Trijp, H. C. M., & Steenkamp, J.-B. E. M. (1992). Consumer’s variety seeking tendency
with respect to foods: Measurement and managerial implications. European Review of

Agricultural Economics, 19(2), 181-195. https://doi.org/0165-1587/92/0019-018

Werle, C. O. C., Trendel, O., & Ardito, G. (2013). Unhealthy food is not tastier for
everybody: The “healthy=tasty” French intuition. Food Quality and Preference, 28(1),

116-121. https://doi.org/10.1016/j.foodqual.2012.07.007



https://www.statistik.at/web_de/statistiken/wirtschaft/land_und_forstwirtschaft/preise_bilanzen/versorgungsbilanzen/
https://www.statistik.at/web_de/statistiken/wirtschaft/land_und_forstwirtschaft/preise_bilanzen/versorgungsbilanzen/
https://doi.org/10.1016/S0065-2601(08)60229-4
https://doi.org/0165-1587/92/0019-018
https://doi.org/10.1016/j.foodqual.2012.07.007

NOVEL PRODUCTS AND THE VARIETY-SEEKING SELF

Appendix

Appendix A: Questionnaire

Fragebogen

1 VpnNr

Vpn Nr

2 ExpStudie
Liebe Teil in, lieber Teilneh 5

herzlichen Dank fiir Ihre Bereitschaft, an unserer kurzen Studie teilzunehmen.
Die Studie wird vom Arbeitsbereich Angewandte Sozialpsychologie und ver

g der Universitat Wien durchgefiihrt.

Im Folgenden werden Sie gebeten einige Angaben zu Ihrer Person zu machen, um die Testung einer neuen psychologischen App zur Kontaktfindung zu
unterstiitzen.

Es ist fiir uns wichtig, dass Sie alle Fragen beantworten. Wenn Sie sich bei einer Frage nicht ganz sicher sind, kreuzen Sie einfach das Feld an, das am ehesten
zutrifft. Es geht um Ihre personliche Einschatzung, es gibt keine richtigen oder falschen Antworten.

Die Studie dient ausschlieBlich wissenschaftlichen Zwecken. Die Befragung wird vom Institut fiir Angewandte Psychologie: Arbeit, Bildung, Wirtschaft der
Universitat Wien durchgefiihrt. Alle Informationen, die wir von Ihnen erhalten, werden vertraulich behandelt und anonymisiert ausgewertet, sodass keine
Riickschlisse auf Ihre Person méglich sind.

» Im Rahmen der Studie werden Thre Daten kodiert, d.h. im Falle der Abfrage von personlichen Daten (z.B. Name; IP-Adresse; etc.), werden diese strikt von den
Untersuchungsdaten (z.B. Fragebogendaten) getrennt. Durch diese Kodierung wird im der haftlichen Auswertung kein Unbefugter Thre
personlichen Daten erhalten. Nach Beendigung der Untersuchung werden alle Daten geldscht, die einen Bezug zu Ihrer Person erlauben. Die Daten werden nicht
an Personen weitergegeben, die an der Studie nicht beteiligt sind. In eine méogliche Veroffentlichung der Resultate der Untersuchung gehen die Daten
anonymisiert ein. Wir sichern Thnen zu, dass alle von uns erhobenen Daten entsprechend dem Datenschutzgesetz geschiitzt werden.

Bei Fragen zur App wenden Sie sich bitte an Niklas Pivecka unter niklas. pivecka@univie.ac.at

Mit dem Klicken des "Weiter”-Buttons, bestitigen Sie, die Einleitung gelesen zu haben, und willigen ein, an dieser Studie teilzunehmen:

"Ich bin damit einver: den, dass meine Al i ausschlieBlich fiir wissenschaftliche Zwecke am Institut fiir Angewandte Psychologie: Arbeit, Bildung, Wirtschaft
aufbewahrt und ausgewertet werden. Nach Beendigung des Forschungsvorhabens werden alle Daten geloscht, die einen Bezug zu meiner Person erlauben.”

Vielen Dank fiir Thre Teilnahme an der Studiel

3 Einfiithrung

Die App Socialize soll Personen verhelfen Gleich innte mit ahnli hologi Profil | lernen. In der App kann man gefiltert nach
Interessensgebieten diverse Profile und Persdnlichkeiten einsehen. Ein Algorlthmus vereinfacht die Zuordnung durch Kontaktvorschldge. So ist es auf einen Blick
maoglich Gleichgesinnte zu erkennen, um zusammen Sport zu machen, zu leren oder sich nur online iiber Interessen hen

Um dem Algorithmus hinter der App noch den letzten Schliff zu geben, ist es nétig diesen mit einigen Testprofilen zu {berpriifen. Wir bitten Sie daher ein
unverbindliches Profil fiir diese App mittels der nachfolgenden Fragen zu erstellen. Alle Angaben werden anonymisiert in der App zur éffentlichen Ansicht
frei hal Alle T konnen somit jegliche Personlichkeitseigenschaften einsehen.

Falls es zu einem Match mit einer anderen Person kommt, erfolgt eine automatische Benachrichtigung per Email und es besteht die Méglichkeit eines Austauschs
der Kontaktdaten.

4 Demographie

Sie kénnen nun Ihr Profil fiir die App gestalten.

Alle Daten, die Sie hier eingeben, werden in der App unter Ihrem gewé B namen und sind fiir alle Nutzerinnen ersichtlich.

Geben Sie bitte hier Ihren Benutzernamen ein:

Bitte wahlen Sie eines oder mehrere Bilder, mit denen Sie sich identifizieren kénnen:

0 Antwortoption 1
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| Antwortoption 2

Antwortoption 3

0 Antwortoption 4

(] Antwortoption 5
Welches Geschlecht haben Sie?

(O weiblich

(3 ménnlich

() anderes

Bitte geben Sie Ihr Alter in ganzen Zahlen an:

5 Demographie Teil 2

Alle Daten, die Sie hier eingeben, werden in der App unter Ihrem

Wie ist Ihr derzeiti d?
(O verwitwert
O ledig

() in einer Beziehung
() verheiratet
(O 9geschieden

Haben Sie Kinder?

O Ja
O Nein
Welchen hichsten allg inbild S haben Sie?

(O Ich bin ohne Abschluss von der Schule abgegangen

und sind fiir alle Nutzerinnen ersichtlich.

(O Ich habe einen einer P (2.B. Haup oder P Stufe einer anderen Schulform)

() Ich habe einen Realschulabschluss oder einen vergleichbaren Abschluss

() Ich habe einen einer F. oder ber i Schule
() Ich habe die all oder fachgebund H hulreife / Abitur / Matura oder die Fachhochschulreife
() Ich habe einen Universitats- oder F: ( , Master, Diplom, Magi: , Lizenziat, Pr ion, Habilitation oder andere)

() Ich habe einen anderen Schulabschluss und zwar

Welche berufliche Stellung trifft derzeit auf Sie zu?

(] Ich bin Angestellite(r)
(1 Ich bin Arbeiter(in)
1 Ich bin Akademiker(in) in freiem Beruf (Arzt/Arztin, Rechtsanwalt/-anwéltin, Steuerberater/in u. &.)
(1 Ich bin selbsténdig (Handel, Gewerbe, Handwerk, Industrie, Dienstleistung, Landwirtschaft)
Ich bin Beamter/Beamtin, Richter(in), Berufssoldat(in)
(] Ich bin kiinstlerisch tatig
a Ich bin in Ausbildung (Schule, Lehre, Studium, weitere Ausbildungen)

Sonstiges

0

6 Offenheit

Alle Daten, die Sie hier eingeben, werden in der App unter lhrem

und sind fiir alle Nutzerinnen ersichtlich.

42
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Was trifft eher auf Sie zu?
Ich bin sehr konservativ und bleibe lieber bei meinen Gewohnheiten.
() Ich lasse mich von Neuem inspirieren und habe eine sehr offene Einstellung.

Beschreiben Sie nun bitte eine vergangene Situation, in der Sie aus sich herausgegangen sind und etwas anderes ausprobiert haben:

Es folgen nun einige Schi rte oder Red d die sich auf Persénli itsei ten
Bitte geben Sie an, inwieweit Sie diese als fiir Sie typisch em pfinden.

+Untypisch™ bedeutet, dass die Beschreibung nur selten oder iiberhaupt nie auf Sie zutrifft, ,Typisch™ bedeutet, dass die Beschreibung in den meisten Situationen
auf Sie zutrifft.

eher untypisch fiir  eher typisch fiir

fich el typisch fiir mich

untypisch fiir mich

an neuen Erkenntnissen interessiert O

begeisterungsfahig O @) D)
Dinge gerne ausprobieren O (®] S
offen fiir neue Aktivitidten O O @)

neues Wissen erwerben wollen @) ®)

A ? eher untypisch fiir eher typisch fiir 5 Ay
untypisch fiir mich mich el typisch fiir mich
offen fiir Vorschléage O 9) @) O
neue Fr vitéten auspl O ) 0
andere Werthaltungen tolerieren kénnen @) &) O

neue Speisen ausprobieren O

offen fir neue Meinungen und Ansichten

Vielen Dank fiir die Erstellung Ihres Testprofils!

7 Ende

Ihre Angaben werden nun zur Testung der App Socialize veréffentlicht und sind von allen unter lhrem g

Bei Fragen zur App wenden Sie sich bitte an Niklas Pivecka unter niklas pivecka@univie ac al

Bitte klicken Sie nun auf Weiter, um zur zweiten Studie zu gelangen.

8 Informed Consent
Liebe Teilnehmerin, lieber Teilnehmer,

herzlichen Dank fir Ihre Bereitschaft, an unserer kurzen Studle teilzunehmen.
Die Studie wird vom Arbeitsbereich ych und verhal schung der Universitét Wien durchgefiihrt.

In dieser Studie beschéftigen wir uns mit der Bewertung von Speisen.

Es ist fir uns wichtig, dass Sie alle Fragen beantworten. Wenn Sie sich bei einer Frage nicht ganz sicher sind, kreuzen Sie einfach das Feld an, das am ehesten
zutrifft. Es geht um Ihre persénliche Einsch&tzung, es gibt keine richtigen oder falschen Antworten,

Die Studie dient ausschlieBlich wissenschaftlichen Zwecken. Die Befragung wird vom Institut fir Angewandte Psychologie: Arbeit, Bildung, Wirtschaft der
Universit4t Wien durchgefiihrt. Alle Informationen, die wir von Ihnen erhalten, werden vertraulich behandelt und anonymisiert ausgewertet, sodass keine
Riickschliisse auf Thre Person méglich sind.

= Im Rahmen der Studie werden Ihre Daten kodiert, d.h. im Falle der Abfrage von persénlichen Daten (z.B. Name; IP -Adresse; etc.), werden diese strikt von den
Unter (z.B. Frageb ) getrennt. Durch diese Kodierung wird im Rahmen der wi: Auswertung kein L gter Thre
persénlichen Daten erhalten. Nach Beendi der Unter werden alle Daten geléscht, die einen Bezug zu Ihrer Person erlauben. Die Daten werden nicht
an Personen weitergegeben, die an der Studie nicht beteiligt sind. In eine mégliche Verdffentlichung der Resultate der Untersuchung gehen die Daten

anonymisiert ein. Wir sichem Ihnen zu, dass alle von uns er Daten P dem D zgesetz g utzt werden.




NOVEL PRODUCTS AND THE VARIETY-SEEKING SELF

Bei Fragen zur Studie kénnen Sie sich gerne an Karina-Anna Karpf unter a01151567 @unet.univie.ac.at melden.

Mit dem Klicken des “Weiter”-Buttons, b Sie, die gels zu haben, und willigen ein, an dieser Studie teilzunehmen:

“Ich bin damit einver den, dass meine A ben ausschlieBlich fiir wissenschaftliche Zwecke am Institut fir Angewandte Psychologie: Arbeit, Bildung, Wirtschaft
aufbewahrt und ausgewertet werden. Nach Beendigung des Forschungsvorhabens werden alle Daten geldscht, die einen Bezug zu meiner Person erfauben.”

Vielen Dank fir Ihre Teilnahme an der Studie!
Hier platzieren Sie den Text fiir Ihre Frage.
Hier erldutern Sie, wie die Frage ausgefilllt werden soll (optional).
9 Diit
Machen Sie derzeit eine Di&t?
O Ja
() nein
Essen Sie Fleisch?
Wie oft oder viel Sie Fleisch konsumieren ist hier nicht wichtig, es geht nur darum ob Sie generell Fleisch essen.

10.1 Filter

Aufgrund Ihrer Angaben fallen Sie leider nicht in die relevante Zielgruppe fiir diese Studie.
Da wir die Wahmehmung von verschied Burgern , b wir nur Teilneh » die nicht auf Di&t sind und sich nicht fleischlos em&hren.

Wir danken Ihnen trotzdem sehr herzlich fur Ihre Bereitschaft teilzunehmen!

11 Einleitung Gruppe A

Thnen wird nun ein klassischer Burger eines Burger-Restaurants und die Bewertungen einiger Géste vorgestellt.

Bitte schauen Sie sich die Eigenschaften des Burgers genau an. Nachdem wir Ihnen den Burger vorgestellt haben, werden wir Sie bitten diesen zu bewerten.

12 Erinnerung klassischer Burger
Klassischer Burger

13.1 Gruppe A
Speise:
Klassischer Burger

Géste beschreiben den klassischen Burger oft als:

#LoopA_2#

14 Zusammenfassung_Attribute

Géste beschreiben den klassischen Burger also oft als:
- #c_0056#
- #c_0058#
- #c_0057#
- #c_0055#
- #c_0059#
- #c_0060#

15 Purchase Intention TYPISCH
Kénnten Sie sich vorstellen, den klassischen Burger zu probieren?

Uberhaupt nicht

1
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6
Sehr gut

7
Wenn Sie in einem Restaurant einen Burger kaufen méchten, wie wahrscheinlich wire es, dass Sie den klassischen Burger ausw&hlen wiirden?

Uberhaupt nicht wahrscheinlich

1

6

Sehr wahrscheinlich

16 Bewertung_Geschmack_TYPISCH
Wie schmackhaft schitzen Sie den klassischen Burger ein?

gar nicht schmackhaft

i

9
sehr schmackhaft
10

Wie delikat schitzen Sie den klassischen Burger ein?

gar nicht delikat

1

~

9
sehr delikat
10

Wie sehr wiirden Sie es genieBen, den klassischen Burger zu essen?

45
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O gar nicht

i

sehr

10

17 Einleitung Gruppe B REBEL MEAT

Seit kurzem bietet das Restaurant auch einige Burger an, die auf dem "Rebel Meat"-Konzept basieren.

Dabei handelt es sich um einen revolutionéren Ansatz des modernen Essens, bei dem neue Wege beschritten werden, um aufregende Geschmackserlebnisse zu
erreichen. Es werden neue Zutaten verwendet, um das Konsumerlebnis besser und den Konsum gleichzeitig gesiinder zu machen.

Das Fleisch stammt aus kleinen regionalen Landwirtschaften und durch die Verwendung von 50 Prozent weniger Fleisch werden bei der Herstellung weniger
Ressourcen wie CO2, Wasser und landwir Flache b h

prucht.

Das Ziel ist die Kreation aufregender und nachhaltiger Produkte fiir einen gesunden Planeten.

Sie sehen nun Bewertungen einer dieser "Rebel Meat"-Burger.

Bitte schauen Sie sich die Eigenschaften des Burgers wieder genau an. Nachdem wir Ihnen den Burger vorgestellt haben, werden wir Sie wieder bitten diesen zu
bewerten.

18 Erinnerung Rebel Meat
Rebel Meat Burger

19.1 Gruppe B1
Speise:
Rebel Meat Burger

Géste beschreiben den Rebel Meat Burger oft als:

#LoopB_2#

20 Zusammenfassung_Attribute

Géste beschreiben den Rebel Meat Burger also oft als:
- #c_0061#
- #c_0065#
- #c_0063#
- #c_0064#
- #c_0062#
- #c_0066#

21 Purchase Intention REBEL MEAT
Kénnten Sie sich vorstellen den Rebel Meat Burger zu probieren?

Uberhaupt nicht

1
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6
Sehr gut
7

Wenn Sie in einem Restaurant einen Burger kaufen méchten, wie wahrscheinlich ist es, dass Sie den Rebel Meat Burger auswihlen wiirden?

Uberhaupt nicht wahrscheinlich

1

¥

6

Sehr wahrscheinlich

22 Bewertung_Geschmack_REBEL MEAT
Wie schmackhaft schitzen Sie den Rebel Meat Burger ein?

gar nicht schmackhaft

1

9
sehr schmackhaft

10
Wie delikat schitzen Sie den Rebel Meat Burger ein?

gar nicht delikat

1

o9
sehr delikat

10

Wie sehr wiirden Sie es genieBen den Rebel Meat Burger zu essen?

gar nicht
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sehr

10

23 Info Board Skalen

Wir werden Ihnen nun noch einige Fragen zu Ihrem Verhalten sowie Ihren persénlichen Einstellungen stellen. Wir bitten Sie, ehrlich und spontan zu antworten.
ung und Ihre g. Es gibt daher keine richtigen oder falschen Antworten.

geht nur um Thre

24 Explicitness of believe

Bitte geben Sie an, wie sehr Sie mit den Aussagen iibereinstimmen:

stimme
iiberhaupt z
nicht zu

Produkte, die gut fiir mich sind, \
schmecken selten gut. ~

Man kann Speisen und Produkte nicht
gesiinder machen, ohne dass der (
Geschmack darunter leidet.

25 general health interest

Bitte geben Sie an, wie sehr Sie mit den Aussagen iibereinstimmen:

stimme
iiberhaupt 2
nicht zu

Wie gesund ein Produkt ist, hat keine
Auswirkungen auf meine Wahl bei
Lebensmitteln. O )

Ich bin sehr genau, wenn es darum geht,
wie gesund Nahrungsmittel sind.

Ich esse, was ich will, und mache mir
keine Gedanken iiber die N&hrwerte des
Produkts.

Fiir mich ist es wichtig, dass ich wenig
Fett zu mir nehme.

Ich achte sehr auf eine ausgewogene und
gesunde Ern&hrung.

Ich achte darauf, dass meine tégliche
Emé&hrung reich an Vitaminen und
Mineralien ist.

Ob ein Snack gesund ist oder nicht macht
fir mich keinen Unterschied.

NOVEL PRODUCTS AND THE VARIETY-SEEKING SELF

stimme
7 8 vollkommen
2u

stimme
6 vollkommen
zu
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Ich meide Lebensmittel auch dann nicht,
wenn sie eventuell meinen

Cholesterinspiegel erhéhen. ®) ‘® O ® O O

26 Allergien

Haben Sie Leb ittel! traglichkei und / oder Allergien?

O Ja
() nein
27 Demographie 1

Welches Geschlecht haben Sie?

() weiblich
() mannlich
() anderes

Bitte geben Sie Ihr Alter in ganzen Zahlen an:

Ist Deutsch ihre Muttersprache?
O Ja

(O Nein

28 Demographie 2

Wenn nicht Ihre ist, wie gut sp Sie ?

() Sogut wie meine Muttersprache
Sehr gut

¢ Gut

) MéaBig

() Nichtsogut

() Sehr schlecht

Welche berufliche Stellung trifft derzeit auf Sie zu?

() Ich bin Angestelite(r)
(1 Ich bin Arbeiter(in)
Ich bin Akademiker(in) in frelem Beruf (Arzt/Arztin, Rechtsanwalt/-anwéltin, Steuerberater/in u. &.)
Ich bin selbsténdig (Handel, Gewerbe, Handwerk, Industrie, Dienstleistung, Landwirtschaft)
Ich bin Beamter/Beamtin, Richter(in), Berufssoldat{in)
(1 Ich bin kiinstlerisch tatig
Ich bin in Ausbildung (Schule, Lehre, Studium, weitere Ausbildungen)

(] Sonstiges

Welchen héchsten allgemeinbildend hulab haben Sie?

() Ich bin ohne Abschluss von der Schule abgegangen

() Ich habe einen Abschl einer Pflichtschule (z.B. Haup oder prechende Stufe einer anderen Schulform)

Ich habe einen Realschulabschluss oder einen vergleichbaren Abschluss

O Ich habe einen Abschluss einer Fachschule oder berufsbildenden Schule
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Ich habe die all oder fac

Hochschulreife / Abitur / Matura oder die Fachhochschulreife

—~

Ich habe einen Universitéts- oder Fachh h (

, Master, Diplom, Magi: , Lizenziat, Pr

. Habilitation oder andere)

() Ich habe einen anderen Schulabschluss und zwar

29 Demographie 3

Wie viele Personen leben zur Zeit in Ihrem Haushalt?
Bitte z&hlen Sie sich zu den Personen im Haushalt.

Bitte wéhlen Sie aus
1 Person

2 Personen

3 Personen

4 Personen

5 Personen

6 Personen

Mehr als 6 Personen

Sind Sie fiir die Erziehung von Kindern im Alter von unter 18 Jahren verantwortlich?
O Ja

() Nein

30 Endseite

Vielen Dank fir Ihre Teilnahme an dieser Studie.

Ihre Antworten wurden erfasst.

Ziel der Studie ist es den Einfluss eines b aktiven auf die Produktp enz eines neuen Produktes zu erheben. Die bisherige Forschung
konnte feststellen, dass klassische Produkte mit gleichen positiven Eigenschaften und unter negativen en im Verg 2u einem neuen
Produkt préferiert werden.

Der erste Teil der Studie diente in diesem Fall zur Aktivierung eines Selbsts das offen fiir Neues ist und nach Vielfalt strebt. Es besteht die Annahme, dass sich

dieses Selbstbild, das konsistent gehalten werden méchte, positiv auf die Kaufwahrscheinlichkeit und Geschmackserwartungen des neuen Produktes der zweite

Studie auswirkt und dieses dann gegeniiber dem klassischen Produkt préferiert wird. Dieser positive Einfluss wird angenommen, obwohl die positiven Eigenschafter
der vorgestellten Produkte geteilt werden und negative Eigenschaften individuell sind und hervorstechen,

Die Angaben der ersten Studie dienten rein zu Priming-Zwecken und werden somit fiir keine Testung einer App genutzt bzw. verdffentlicht.

Bel Fragen zur Studie kénnen Sie sich gerne an Karina-Anna Karpf unter a01151567@unet.univie.ac.at melden.
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Appendix B: Zusammenfassung
Die vorliegende Studie untersuchte die potenziellen Auswirkungen eines nach Vielfalt
strebenden Selbstkonzepts auf die Préaferenz eines neuen Produkts im Vergleich zu einem
klassischen Produkt. GemaR des Differenzierungsprinzips wird ein klassisches Produkt trotz
gleicher positiver Eigenschaften, aber anderer negativer Eigenschaften, gegeniiber einem
neuen Produkt bevorzugt. Das experimentelle Setting dieser Studie induzierte eine
Manipulation, die ein nach Vielfalt strebendes Selbst aktivieren sollte. Dadurch wurde ein
positiver Effekt auf die anschlie3ende Bewertung eines neuen Burgers versus eines
klassischen Burgers erwartet. Das Bedurfnis nach Vielfalt wird mit interessanten und offenen
Charakterzuigen assoziiert. Um jenes induzierte Selbstkonzept auf die Produktbewertung zu
ubertragen, wurde durch den 6ffentlichen Kontext der Antworten ein Gefuhl der Konsistenz
und Reduktion von kognitiver Dissonanz erstrebt. Zur Produktbewertung wurden
Geschmackserwartungen und Kaufwahrscheinlichkeit des neuen und des klassischen Produkts
erhoben. Insgesamt wurden Daten von 50 Studierenden analysiert. 22 Probanden wurden
zufallig der Experimentalgruppe zugeteilt. Es konnte kein signifikanter Manipulationseffekt
festgestellt werden, jedoch bestand ein Trend zu niedrigeren Bewertungen des klassischen
Burgers aufgrund der Manipulation. Generell wurde die Kaufwahrscheinlichkeit des
klassischen Produkts signifikant niedriger bewertet, als die des neuen Produkts. Dies kann auf
die mittlere Ausprégung des generellen Gesundheitsinteresses der Teilnehmerinnen sowie der
niedrigen Auspragung des ungesund=besser Glaubenssatzes zuriickgefuhrt werden. Die
Effekte des Differenzierungsprinzips konnten durch diese Studie nicht repliziert werden. Es
wird angenommen, dass das Selbstkonzept fiir Offenheit bei den Studierenden bereits vor der
Manipulation aktiviert wurde. Zukiinftige Studien sollten eine héhere Stichprobengrofie
erstreben und untersuchen, ob das Nachhaltigkeitsinteresse Produktpréferenzen beeinflusst.
Schlusselbegriffe: Differenzierungsprinzip, commitment, kognitive Dissonanz, Streben

nach Vielfalt
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