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The study investigates the grotesque genre of representation in luxury fashion advertising. In doing so, both the art and marketing

literature is synthesized in order to identify distinct types of grotesque. In particular, Marc Jacobs advertising was examined. As such,

the study further expands the theoretical parameters of the grotesque.
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171.  Grotesque Imagery in Fashion Advertising
Jennifer Zarzosa, New Mexico State University, USA

Cuauhtemoc Luna-Nevarez, New Mexico State University, USA

The study investigates the grotesque genre of representation in luxury fashion advertising. In doing so, both the art and marketing lit-
erature is synthesized in order to identify distinct types of grotesque. In particular, we examine advertisements for Marc Jacobs. As such, the 
study further expands the theoretical parameters of the grotesque.

172.  A Meta-Analysis of Nonverbal Accuracy Outcomes in Consumer Research Settings
Susan A. Andrzejewski, Franklin & Marshall College, USA

This meta-analysis quantitatively summarizes the literature on the relationship between nonverbal accuracy and consumer response in 
retail and service settings. In addition, this meta-analysis explores several potential moderators of the relationship between nonverbal accu-
racy and consumer response (i.e., domain, type of nonverbal cue decoded, channel of nonverbal cue).

173.  (Illusory) Distance of Exposure as a Moderator of the Mere Exposure Effect
Anneleen Van Kerckhove, Ghent University, Belgium

Maggie Geuens, Ghent University, Belgium

Two studies demonstrate that (illusory) distance of exposure moderates the mere exposure effect, such that distant rather than nearby 
stimuli are more likely to generate liking after initial exposure. This advantage for distant stimuli levels off after multiple exposures; both 
distant and nearby stimuli then generate liking.

174.  The Effects of Perceived Product-Association Incongruity on Consumption 
Experiences

Sarah Clemente, Brock University, Canada
Eric Dolansky, Brock University, Canada

Antonia Mantonakis, Brock University, Canada
Katherine White, University of British Columbia, Canada

The level of congruity between an object and its attribute is determined by the degree of match. Products with moderately incongruent 
associations enhance evaluations–this is the moderate schema incongruity effect. We investigate the influence of (in)congruity between an 
extrinsic cue (sponsor) and a product (wine) on consumers’ product evaluations.

175.  The Effect of Menu Presentation Characteristics on Consumer Food Choices
Jing Lei, University of Melbourne, Australia

Ying Jiang, University of Ontario Institute of Technology, Canada
Catharinna Cao, Mars Australia, Australia

This research examines how menu presentation characteristics such as the number of healthy vs. unhealthy options, separate vs. mixed 
presentation of healthy and unhealthy options, and text vs. picture presentation format influence consumers’ food choices. We discuss the 
results from an experimental study and its implications.

176.  The Impact of Category Labels on Perceived Variety
Tamara Ansons, University of Michigan, USA

Aradhna Krishna, University of Michigan, USA
Norbert Schwarz, University of Michigan, USA

We examine how different category labels influence viewers’ perceptions of variety of a set by impacting visual imagery. Perceptions 
of variety increase when category labels sponsored the generation of mental imagery specifically related to the attributes of the set, but not 
when the labels merely increase imagery.


