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Tweets and Retweets For Oreo Touchdown

Vimviriya Limkangvanmongkol, The University of Illinois at Chicago, USA 
 
Oreo was the first advertiser of Superbowl XLVII who responded to the blackout opportunism by tweeting “You can still dunk in the

dark." The tweet received more than 10,000 retweets within the first hours. This paper presents a content analysis of tweets and

retweets by developing new coding scheme drawn from J. Josko Brakus et al’s scale of brand experience in the dimensions of sensory,

affective and intellectual. The results explained Oreo’s successful story that the brand smartly used Twitter to interact quickly and

publicly. Oreo created “brilliant” content tweet and sent out in “real-time” to surprise all audiences. Thus, the brand personality of

Oreo was perceived as “fast reaction,” “the winner,” “awesome,” and “brilliant.” In the final analysis, the author concludes that

Twitter becomes a communication platform to leverage brand personality through brand experience.

 
 
[to cite]:

Vimviriya Limkangvanmongkol (2013) ,"Tweets and Retweets For Oreo Touchdown", in NA - Advances in Consumer Research

Volume 41, eds. Simona Botti and Aparna Labroo, Duluth, MN : Association for Consumer Research.

 
[url]:

http://www.acrwebsite.org/volumes/1015361/volumes/v41/NA-41

 
[copyright notice]:

This work is copyrighted by The Association for Consumer Research. For permission to copy or use this work in whole or in

part, please contact the Copyright Clearance Center at http://www.copyright.com/.

http://www.acrwebsite.org/volumes/1015361/volumes/v41/NA-41
http://www.copyright.com/
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29-A: Wow, You're Tall! Effects of Others' Body Height on Consumers' Product 
Evaluations

Utku Akkoç, University of Alberta, Canada
Jennifer J. Argo, University of Alberta, Canada

We present and test a framework to show whether the height of another individual can influence a consumer’s product evaluations. Our 
findings reveal that the non-interactive social presence of a conspicuously tall individual activates a height related association (status), which 
leads to evaluations consistent with this association.

29-B: Product Aesthetics Trigger Appearance Related Concerns
Christopher Ling, University of South Carolina, USA

Laurence Ashworth, Queen's University, Canada

We examine how product aesthetics influence product attitude by testing impression management concerns as a moderator, finding that 
in situations where impression management concerns are salient, the effect of product aesthetics on product attitude is enhanced.

29-C: Contaminating Retrospective Enjoyment
Scott Roeder, University of California, Berkeley, USA

Clayton Critcher, University of California, Berkeley, USA

People sometimes learn that others have had the same experience as the self. In this paper we examine how learning of others' parallel 
experiences may alter retrospective enjoyment for one's own experience. Three experiments suggest that people predict, expect and in fact 
report experiential contamination in such circumstances.

29-D: The Lucky Financial Advisor: How Luck Perceptions Influence Consumers' 
Investment Decisions

Peter Darke, York University, Canada
Jennifer J. Argo, University of Alberta, Canada

Monica Popa, Edwards School of Business, University of Saskatchewan, Canada

We show that financial advisors' luck in areas unrelated to investment influences consumers: they invest more when learning that the 
advisor is lucky. The effect is prominent for consumers who believe in good luck, and arises regardless of advisor's expertise: consumers place 
as much stock in luck as in competence.

29-E: Tweets and Retweets for Oreo Touchdown
Vimviriya Limkangvanmongkol, The University of Illinois at Chicago, USA

Oreo was the first advertiser of Superbowl XLVII who responded to the blackout opportunism by tweeting “You can still dunk in the 
dark." The tweet received more than 10,000 retweets within the first hours. This paper presents a content analysis of tweets and retweets 
by developing new coding scheme drawn from J. Josko Brakus et al’s scale of brand experience in the dimensions of sensory, affective and 
intellectual. The results explained Oreo’s successful story that the brand smartly used Twitter to interact quickly and publicly. Oreo created 
“brilliant” content tweet and sent out in “real-time” to surprise all audiences. Thus, the brand personality of Oreo was perceived as “fast reac-
tion,” “the winner,” “awesome,” and “brilliant.” In the final analysis, the author concludes that Twitter becomes a communication platform 
to leverage brand personality through brand experience.

29-F: Consumer Judgments as a Function of Social Class
Jaehoon Lee, University of Houston at Clear Lake, USA

L. J. Shrum, HEC Paris, France
Tina M. Lowrey, HEC Paris, France

Using a service context, two experiments tested the hypothesis that lower class individuals, who are more holistic thinkers, focus primar-
ily on context as a whole, whereas upper class individuals, who are more analytic thinkers, focus primarily on specific events only.


