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In order to prevent obesity, French government imposes industries to insert health messages on advertisements. This requirement

seems righteous, nevertheless it has unexpected adverse effects. An experiment collecting implicit and explicit measures shows that

adding a sanitary message could fill in consumers’ need for justification leading to a greater acceptability of the advertised product.
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the behavioral reaction of the control group and that of all three experimental groups. For the behavioral differences between the three 
experimental groups the multiple mean comparisons show no statistically significant differences.

To test whether the two interventions reduced the self-reported snack behavior during the follow-up week, we conducted an 
ANOVA. The main effect of the interventions was not significant F(3,160)=1.72. Following a Wilcoxon-test there was a highly significant 
(p<.05) effect of “Time” for the combined experimental group. Thus, those subjects who received both interventions reduced their snack 
consumption significantly during the follow-up compared to the baseline week (Mbaseline=7.81; Mfollow-up=6.45).

To conclude, our study provides first insights about the effect of the combination of economic and psychological interventions on 
consumers’ food choices. Our data reveal that incentives and self-regulation mechanisms encourage consumers to engage in healthy 
snack behavior. Incentives seem to have the strongest power. Moreover, the result provides evidence that the combined effect is more 
overlapping than additive. This finding initiates the discussion of how independent psychological and economic processes are. It could 
be argued that in daily life strong incentives encourage consumers to engage in self-regulation activities. From the food industry’s point 
of view, such a combined approach may be more attractive–in contrast to taxation-because it gives leeway for communication activities 
rather than just following policies. Further research should determine details about the long-term effects of combined interventions.
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The Boomerang Effect of Mandatory Sanitary Messages to Prevent Obesity
Caroline Cuny, Grenoble Ecole de Management, France
Carolina Werle, Grenoble Ecole de Management, France

The prevalence of overweight and obesity increases in a tremendous way in France, especially since the beginning of the 1990s. 
To counter this problem, French authorities establish new guidelines and, since 2007, companies are obliged to include health sanitary 
messages on their advertisements for foods and beverages. Four health message (“For your health, eat at least five fruit and vegetables 
a day”; “For your health, avoid foods that are too fatty, too salty or too sweet”; “For your health, avoid snacking between meals”; and 
“For your health, practice a regular physical activity”). These health messages must “be presented in a way they are easily readable and 
clearly differentiated from the advertising message” and must occupy at least 7 % of the advertising space. 

The inclusion of sanitary messages on advertisements is based on the assumption that food advertisements favour obesity among 
children. Previous studies emphasized the influence of advertisements on the gain of weight among children (Pécheux, Derbaix and 
Charry, 2006). The objective of the inclusion of sanitary messages in the food advertisements was to prevent obesity and to easily 
disseminate health messages to the population. 

However, the presence of sanitary messages can have a different effect on consumers’ perception of a hedonic product. Indeed, the 
consumption of hedonic products is associated with a need for justification and feelings of guilt (Kivetz and Simonson, 2002). Although 
hedonic products’ consumption generates positive emotions (Chitturi, Raghunathan and Mahajan, 2007), this choice is difficult to justify 
(Okada, 2005) and may have negative consequences in the long run, increasing guilt (Hoch and Loewenstein, 1991). The policy makers’ 
objective including sanitary messages in advertisements for foods is to increase the guilt associated with the product, reducing its 
consumption. Nevertheless, the presence of the health message can be a justification for the hedonic choice. Previous research indicates 
that presenting a justification for the choice of a hedonic product increases its consumption (Kivetz and Simonson, 2002; Lee, Shavitt, 
2009). Making a hedonic decision and claiming to do something good for your health just after it reduces the feeling of guilt and finally 
encourages the hedonic choice (Strahilevitz and Myers, 1998). Here, presenting a hedonic food simultaneously with the solution to face 
the consequences of its consumption (sanitary message) may have an unexpected opposite effect. 

The objective of this article is to verify the effects of the sanitary messages on the explicit and implicit attitudes towards hedonic 
foods. Following the conceptualisation above, we propose that attitudes towards the product will be more positive when the sanitary 
message is present in the advertisement than when it is absent, because the message provide a justification for the hedonic consumption.

One-hundred thirty-one students (average age 20 years old) participated in the study. A single health message was tested in the 
present study: “For your health, eat at least five fruit and vegetables per day”. This message was chosen because it is the best recalled 
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message among the four mandatory messages imposed by the French government (INPES study, 2007). The hedonic food advertisement 
used was a real advertisement for McDonald’s showing the picture of a BigMac. To measure the implicit attitude towards the product, 
we developed a visuo-semantic priming protocol. In a task unrelated to the test, participants were instructed to determine as quickly as 
possible if character strings were real French words or not (lexical decision task). The test comprised a total of 96 sequences including 
12 test sequences and 84 distractive sequences designed to prevent participants from understanding the real objective of the study. The 
12 test sequences were constituted by the presentation of the Big Mac advertisement followed by the presentation of a real French 
word. The words used as semantic concepts targets were the following: health, nutrition, wellness, pleasure, taste, credibility, obesity, 
constraint, casual, guilt, weakness, confusion; they represented 6 positive concepts and 6 negative concepts. The Big Mac advertisement 
was presented alone in half of the trials and including the sanitary message in the other half. 

Participants were then asked to fill in a questionnaire. Before answering they were presented the Big Mac picture with or without 
the sanitary message for 5 seconds. Participants answered questions about their attitudes towards the product (adapted from Voss, 
Spangenberg & Grohmann, 2003; Homer, 1990) and general questions, such as gender, age, weight and height, and when was their 
last meal. After finishing the questionnaire participants received a McDonald’s coupon as a thank-you gift for their participation in the 
study. They had the choice between two coupons for a McDonald dessert: a sundae (unhealthy option) or a bag of fruits (healthy option).

Results indicated no effects of the sanitary messages on the explicit attitudes towards the product, neither on the behavioural 
measure (choice of dessert). However, results of the lexical decision task demonstrated greater reaction times to process the negative 
concepts when the Big Mac advertisement was presented with a health message that when it was not. Thus, implicit measures showed 
that participants associated more easily negative concepts to the product when the advertisement was presented without the sanitary 
message than when it was presented with a health sanitary message. This result is consistent with our conceptualization. 

The presence of the health message can automatically activate representations associated to a justification for the product consumption, 
leading to a less negative perception of the product. Thanks to implicit and explicit data collection protocols, our research shows that 
the presence of a health sanitary message on an advertisement for a hedonic product made it less negative. These results highlight an 
unconscious automatic process which could lead to the association of health messages to a justification for an indulgent behaviour, 
leading therefore to opposite effects than those expected. Further research should replicate these findings using other products and other 
health messages in order to design new ways to communicate obesity prevention messages.
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The Dove Effect:  
How the Normalization of Obesity Can Influence Food Consumption 

Lily Lin, University of British Columbia, Canada
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Extended Abstract
Several years ago, Dove introduced the “Real Beauty” campaign, which featured “real women with real curves” as the models in its 

advertisements. While one of the goals of this campaign was to counter the stigma often faced by overweight individuals, the campaign 
also set out to enhance women’s self-esteem by encouraging them to embrace their physical appearance. Although there is no question 
that finding ways to reduce the stigma many obese individuals face and promoting a healthy body-esteem are laudable and important 


