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Can all organizations ensure that their Web site is frustration free? The purpose of this paper is to explore antecedents and effects of

online frustration. A multimethod approach is presented. The current investigation showed that frustration has an impact. A frustrated

consumer is prone to judge the site more severely.
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The Effectiveness of Advertising Disclaimers on Digitally Enhanced Images for  
Men and Women: The Role of Emotional Granularity

Erlinde Cornelis, San Diego State University
Paula Peter, San Diego State, USA

In three experiments, this research tests the effectiveness of advertising disclaimers concerning digitally enhanced images on self-
satisfaction and mood. More specifically, it adds to previous literature by considering the effects of advertising disclaimers on both genders, 
and by establishing emotional granularity as an important moderator of advertising disclaimers’ effects.

When and Why You Should Leave Your Romantic Partner at Home When Going Shopping
Maryse Côté-Hamel, Concordia University, Canada

Onur H. Bodur, Concordia University, Canada
Bianca Grohmann, Concordia University, Canada

Our results demonstrate that shopping companions affect the likelihood of making impulsive purchases through impulsive urges. How-
ever, their effect varies depending on the type of companions (romantic partner, friends or family members) and is moderated by the number 
of companions, shopping motives (experiential vs. instrumental) and susceptibility to informational influence.

On Pachelbel and Prices:  
How Musical Time Signature and Tonal Pattern Impacts Number Predilection

Keith Coulter, Clark University, USA
Rajneesh Suri, Drexel University, USA

In this paper we examine how characteristics of the music accompanying an advertisement impact consumers’ liking of a product price 
contained in that advertisement. In the context of four studies, we find that consumers prefer prices that correspond to: a) meter or time sig-
nature, and b) tonal pitch pattern (melody).

Online Frustration: A Threat to Efficient Communication
David Crete, University of Quebec, Trois-Rivieres

Can all organizations ensure that their Web site is frustration free? The purpose of this paper is to explore antecedents and effects of on-
line frustration. A multimethod approach is presented. The current investigation showed that frustration has an impact. A frustrated consumer 
is prone to judge the site more severely.

The Choice Effect – How a Free Alternative Influences  
Consumers’ Responses to Free-to-Fee Switches

Gerrit Cziehso, TU Dortmund University, Germany
Tobias Schaefers, TU Dortmund University, Germany

Unexpected forced free-to-fee switches often negatively influence consumers’ attitudes and usage. Our study reveals that additionally 
offering a reduced (“light”) alternative for free attenuates these negative consequences. Among highly involved consumers, this choice even 
increases the intention to use the fee-based alternative.

Extending Product Lines to Increase Sales of Original Products
Brittney Dalton, Washington University, USA
Steve Nowlis, Washington University, USA

Line extensions are often considered a threat to preexisting products in the line, as their introduction may cannibalize sales of the origi-
nal products. In four studies, we demonstrate that introducing highly innovative items to a line actually increases purchase incidence of the 
original products, reversing the effect of cannibalization.


