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“Bet You Can’t Eat Just One”’—
What Stimulates Eating Bouts

Brian Wansink

ABSTRACT. A manufacturer of package goods has two ultimate
goals in developing a marketing mix for a product: encouraging
consumers to “choose” and encouraging consumers (o “use.”
Hence, it is critical for food marketers to know what causes dramatic
swings in an individual’s consumption of the brand (eating bouts).

Two questions are examined here: (1) What stimulates eating bouts?

LAnd(2) What determines their frequency over a given time period?
The results from a survey of 178 adults suggest that when an eating
bout is stimulated by external cue“such as_food salience), the
brand’s versatility, perishability, and nutritional value have a major
impact on how frequently the consumer will eat it. These factors
have no impact on eating bouts that are stimulated by internal cues
(such as moods or emotions). This research has implications for
advertising, media planning, sales promotion, packaging, and pric-
ing.

For the marketers of many mature brands, increasing a person’s
consumption frequency of that brand is the most cost-effective way
to build sales (Wansink and Ray 1993a). It is not clear, however,
what marketing variables might alter a person’s consumption fre-
quency of this brand, or of all brands in that food category. Why, for
instance, will a person eat a particular food continually throughout
one week, and then not eat it again for another month?

Brian Wansink is Assistant Professor of Marketing, Amos Tuck School, Dart-
mouth College, Hanover, NH 03755.

The author is grateful to the [owa State Extension Service and to the Dart-
mouth College Nutrition Research Clinic for their support of this research. Spe-
cial thanks also to the researchers from both of these institutions who have
provided invaluable comments on earlier drafts of this paper.
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Food marketers want to understand what causes the dramatic
swings in consumption often referred to as eating bouts. (Two
questions are examined here: (1) What stimulates eating bouts?
and (2) What determines their frequency over a given time period?
Answering these questions provides insights into the consumption
process and suggests important marketing implications for advertis-
ing, media planning, packaging, sales promotion, and for pricing.

Irregularities in one’s consumption rate of a particular food are
common (Adams 1989; Tarsa 1989). While some irregularities are
attributable to a particular situation or occasion (e.g., weddings,
tailgate parties), others can be attributed to seasonality and avail-
abilityThis research focuses on eating bouts that are psychologi-
cally-induced. (Empirical) findings show that(eating bouts)can be
stimulated by either intemal cues or by extemal cues. These cues
not only determine how frequently the food will be consumed, but
also whether eating bout frequency will be influenced by a person’s
perceptions of the food’s perishability, substitutability, price, and
nutritional value.

EATING BOUTS AND THEIR MOTIVATIONS
Eating Bouts Defined

Eating bouts are distinguished from ““binging,” in that they are
not pathological in nature (Herman and Polivy 1984). An “eating
bout™ refers to a period over which a particular type of food is
consumed with much greater frequency than is the norm for an
Mu_al-mm%mk 1975; Logue 1991). One way to
measure this frequency level objectively is by dividing the number
of occasions the food is consumed by the number of days over
which it is consumed (Berry, Beatty, and Klesges 1985). This unit-
free metric allows for a more accurate comparison across foods than
could be made by examining only measures of consumption vol-
ume (Kidder 1980). To look simply at consumption volume would
not allow a comparison across foods because the unit of analysis is
very different depending on whether the product is ice cream, pota-
to chips, cake, or pizza. Measures of consumption frequency allow
this.
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Although a basic hunger drive can obviously trigger an _eating
bout) (Logue 1991), the boundary model of con i
and Polivy 1984) argues that the point at which a person is hungry,
and the point at which he or she is fi very flexible .and
w1ae—rangmg lgunaay, ganaers, and Collier 1983), Unless one is
physically stuffed with food, he_or she.can still.“make.xoom. for
some .more,” particularly in the case of foods containing sugar or
salt (Ferber and Cabanac 1987; Berry, Beatty, and Klesges 1985;
Denton 1982)8 As a result, even if we assume tha
significant physiological role in food consumption, there are other

Jmportant non-physiological factors that also influence eating
bouts.

The Rationality and Impulsivity Perspectives
of Consumption Frequency

One’s consumption frequency of a food can be explained by two
perspectives: rationality perspective and an impulsivity perspective.
The rationality perspective argues that consumption frequency is a
direct function of the costs and benefits a person will incur to
consume a food (Lea 1978; Azjen and Fishbein 1980).

These costs can be both physiological and psychological. They
can include the price of purchasing the food (relative to other
foods), the inconvenience of obtaining and preparing the food, and
they can include the nutritional consequences (to one’s diet and
one’s health) of eating the food. Given this perspective, if consum-
ers are rational, an individual will consume a food more frequently,
the more he or she believes it to be relatively inexpensive or easily
substitutable. “Banana economics’ suggests this will also be true if
the individual perceives the food as being perishable. That is, if a
food-such as a banana—is not eaten before it spoils, the amount of
money paid for it is effectively thrown away. When the costs for
consuming the product are instead related to one’s health or one’s
diet, we should see the opposite result. That is, if consumers are
rational, an individual will consume a less nutritious and more
caloric food less frequently.

In contrast to this rationality perspective, the impulsivity perspec-
tive argues that such unplanned consumption is similar to un-
planned purchases because both are accompanied by strong psycho-
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logical pressures. Rook (1987) argues that such behaviors are often
accompanied by:

1. Feeling a “sudden and spontaneous desire to act”

2. Being in a “state of psychological disequilibrium”

3. Experiencing a “psychological conflict and struggle”
4. Reduced “cognitive elaboration”

5. Consuming “without regard for consequences”

In effect, these bouts are driven less by rational considerations
than by a desire for a more emotional form of fulfiliment (Rook and
Hoch 198S). In spite of the intuitive appeal of this impulsivity
perspective, it merely describes the behaviors and feelings that
accompany eating bouts. It does not explain why they occur in the
first place, other than suggesting they are more emotionally stimu-
lated rather than rationally stimulated.

Both of these perspectives have merit: The rationality perspec-
tive has a logical appeal, and the impulsivity perspective has an
intuitive appeal. Our evidence shows that the rationality perspective
best explains eating bouts that are externally cued.

THEORETICAL DEVELOPMENT

The distinction between internal and external cues is a widely
cited framework used to explain the differences in what motivates
people to eat (Schachter and Gross 1968)s A series of studies con-
ducted in the late 1960s suggest that the eating behavior of some
people—particularly overweight people—is greatly influenced by fac-
tors such as food visibility, the number of highly palatable food
cues present, the time of day, and the person’s stress level in the
situation (Nisbett 1968; Schachter and Gross 1968). These studies

imply a dichotomy between internal and external control of feeding

(cf. Schachter, Goldman, and Gordon 1968). They suggest that
people exposed to highly salient cues in the external environment
are more likely to increase their consumption of a food than are
other people who have not been exposed to such cues (Rodin 1981).
These studies are especially important in that they provide justifica-
tion for examining the distinct roles that internal and external cues
play in stimulating consumption.
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What Makes a Product Saliens?
. . . Internal Cues and External Cues

Internal cues represent self-generated needs in tha-

(e.g.
. Although it might seem that eating

bouts may also be attributed to a “craving’’ or hunger one has for
the food, past rescarch has suggested that onco past one s saiation

?t, psychological factors are what drives consumption volume

bring a food t . As with the other types of

motivations, externally cued consumption necessitates at least a thresh-
old-level of aftraction to the target food (Rook and Hoch 1985). The
important issue is whether extemally cued consumption is distinct
from internally cued consumption (Schachter, Goldman, and Gordon
1968; Rodin 1981). Given the frequency with which people attribute

their eating bouts to external cues, there is justification of investigatin
this distinction (RISl ehed Siting boRis a SHRBEEINHEAE
is
1tk

ne made a conscious attempt to actively evoke it

o0 salience (Schachter 1971; Rook and Hoch 1985).

In summary, an eating bout that has been externally cued should

be seen as reasonable, “matter-of-fact’”” behavior and should not

have the strong emotional associations of an internally cued eating
bout. As a result,

Hy:
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This hypothesis is important because it suggests that there are
certain circumstances under which a particular food’s substitutabil-
ity, price, perishability, and nutritional value will influence the fre-
quency with which it is consumed. This should be when a person is
being rational and reasonable. If intemally cued eating bouts are
perceived as being less rational than externally cued eating bouts,
they are also less likely to be affected by perceptions of a product’s
substitutability, price, perishability, and nutritional value.

What Factors Influence Consumption Frequency?

The strength of a person’s motivation to consume a food will
predict the volume of food he or she will ultimately consume (Nis-
bett 1968). For this reason, the more strongly motivated a person is
to initiate an eating bout, the less rational he or she is likely to be,
and the less he or she will be influenced or troubled by consider-
ations of perishability, substitutability, price, or nutritional value
(Herman and Polivy 1984; Rook and Hoch 1985). An eating bout
that is internally cued would characterize this intense level of mo-
tivation because it necessitates that the food be evoked from
memory, and frequently that the person locate and open the food (it
may not be as convenient as simply being “on the table”). Under
these internally cued circumstances, the related needs are likely to
be so strong as to negate rational cost/benefit considerations tempo-
rarily. The frequency with which one consumes the food will thus
be unrelated to the rational factors mentioned earlier.

Hy: The frequency of a consumption bout that is stimulated
by an internal cue willbe . . .

Hza: Uncorrelated with the food’s perceived perish-
ability _

Hop: Uncorrelated with the food’s perceived substi-
tutability

Hj: Uncorrelated with the food’s perceived price

Hog: Uncorrelated with the food’s perceived nutri-
tional value

Recall that Hj stated that eating bouts that are externally cued
will be perceived by a person as more justifiable and reasonable
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than those bouts that are interally cued. If this is true, the rationali-
ty perspective suggests that this frequency will be moderated by the
factors above. Therefore, we expect the following:

Hj: The frequency of a consumption bout that is §tifulated
& will be . . .

H3 a:

Hsp:

H3c:

Hsgq:

METHODOLOGY

Subjects and Procedure

with parents revealed
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Fwer
by the experimenter, whick ed

s issuesto questions about nt
sink 1992).

subijec
U

how many days this eating bout lasted, how many total times they
ate this food during these days, and how many times

this food in this time period (Kirkley, Burge, and Ammerman
1988).

Measures

Subjects

on foods. The use of semantic differential scales is
effective for attitude-related questions, and Likert scales are effec-
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tive for belief-related questions (Stemple and Westley 1988; Kid-
der 1980). Given this, we used 9- -point Likert scales to measure
subjects’ beliefs about various properties of the foods (Gormally,
Black, Daston, and Rardin 1982). Las;_haa;ukmgg;mhm
sures were taken regarding family size, age, and education. It took
most people approximately 25 minutes to complete this 11-page
booklet.

RESULTS
Overview and Coding

jects, 52 percent reported that their eating bout
involved a sweet food, and 36 percent reported their eating bout
nvolved a salty food. The remaining 12 percent of subjects men-
tioned a variety of foods from casseroles to fruit. The average
duration of these eating bouts was 3.1 days, during which the food
was consumed on an average of 6.9 different occasions.

These questionnaires were coded by two judges to determine the
reason why people initiated these consumption bouts. The consen-
sus of the coding (as to whether an _eating bout was internally cued
or externally cued) was high. Consistent with the descriptions of
internal and external cues given earlier in the paperw
the eating bouts were coded as being externally cued an percent
as internally cued (Cronbach alpha = .94). Six disagreements were
resolved through discussion with one of the authors. The remaining
8 percent of the questionnaires noted situation motivations (e.g., “It
was on sale”); they were eliminated from further analysis along
with 17 questionnaires that had not been fully completed. This left
178 questionnaires used for the remainder of the analyses; 47 of
these eating bouts were stimulated by external cues and 131 were
stimulated by internal cues.

The important question is whether the internally cued or exter-
nally cued distinction represents a meaningful difference. To an-
swer this, we used two groups as the two levels in a one-way
analysis of variance (ANOVA). As would be expected, someone
who said their eating bout was stimulated by an external cue indi-
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cated that the food was “sitting out” [F(1,177) = 4.1,p < .0S]or
“in a convenient location” [F(1,177) = 3.1, p < .05]. The eating
bouts stimulated by internal cues were much more frequent than
those stimulated by external cues [X = 3.6 incidence/day versus 2.1
incidences/day; (F(1,177) = 6.1; p < .01)], but they tended to be
shorter in duration than those stimulated by external cues [X = 5.5
days versus 2.2 days; (F(1,177) = 5.8; p < .01)]. These results are
consistent with the assumption that most eating bouts tend to con-
tinue until the product is gone (Schachter and Gross 1968). When a
food is eaten more frequently, it will be gone more quickly, and the
eating bout for that food will temporarily terminate.

What Stimulates Eating Bouts? (Hj)

o0
or “foolish” [F(1,177) =
cC

threo differ-
other), even when

What Influences Eating Bout Frequency? (Hy and Hz)

mperson’s consumption frequency of the food should
be unaffected b
at 1s, regardless of one’s

perceptions about these factors, they will not influence how fre-

food is 2
M none was significantly corre-
lated with one’s consumption frequency of the food (p > .05).

it was hypothesized in Hz,.q thmwts
stimulated b ‘would be positively co a

they were examined separately.

(=


Reviewer
Sticky Note
F(1,177)=3.1 has a p value of .080.


Reviewer
Sticky Note
All of these DFs should be (1,176), not (1,177).


Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight

Reviewer
Highlight


Downloaded by [New Y ork University] at 15:52 22 May 2015

Brian Wansink 13
TABLE 1

Distinotons Botweeri{iietnall Cled and Exieraly G Eling Bou)

nciden!y) G > @
<

Consumption Duration (in days) 2.2 - 65
< £ 13
< L1
Location of Food
“The food was in a handy spot” 3.7 < 4.9
“The food was sitting out” 35 <™ 4.8
rcel i ility wi od!
“Can eat the food instead of other foods” 7.7 > 5.2
“Can eat the food in a variety of situations” 4.9 < 6.7
“It's an inexpensive substitute for other foods” 4.4 > 2.9
Perceived Pri
“l was aware of the price of the food” 6.2 <* 6.9
“| never considered the price of the food” 4.9 5.2
“It didn't matter how much | paid for it 5.4 4.9
“Ate it until it was gone” 4.9 4.0

“Usually have it in the house”

" | !e 'oo! is !eaL!_yI
" l !e .oo! taste! good”

- 5.8

4.7
® @
3.3 <
<.
. <

groups yielded significance of p <.10.
** ANOVAs between groups yielded significance of p <.05.
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versatil-
, the average
frequency is‘
, and the average ISNESS @]
frequency is .41 (.43 and .40).

in general §0E 0, be,very
only weakly Gomelied 7

TABLE 2

Carrelations Between Food Perceptions and Eating Bout Frequency

Correlations

FoodPerceptions  Aggregate |

{n=132)

e,
T
Wl =
e,

* p<.05
*op < .01
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—.35(=.34and —.37); p > .10] with one’s consumption frequen-
cy. This may be because food is relatively inexpensive, or it may be
because the decision-buying process and the usage process are very
distinct. Evidence in the consumer behavior literature suggests that
considerations of price tend to be isolated to the purchase occasion,
but not to usage occasions{(Blattberg and Neslin 1990)) That is, any
impact that price has is likely to be witnessed in©ne’s choice at the
grocery store-not in one’s choice(once the food has been purchased
and is'in the kitchen. This is consistent with the findings.

Summary of Resulis

Eating bouts that are internally cued are very distinct from those
that are externally cued. Even though they involve the same foods,
eating bouts that are'internally cued are perceived as less reasonable
andless healthy. Moreover, they are likely to result in more frequent
eating of the product. An examination of the factors that influence
these eating bouts indicates that both the rationality perspective and
the impulsivity perspective have merit. Factors such as the versatil-
ity and the substitutability of a food are important in determining
how frequently a food will be eaten, but as one’s motivation to
consume the food grows stronger, these factors become very signif-
icant. That is, foods that are visually prominent may simply be
eaten instead of other foods because of their convenience and sub-
stitutability. If one desires a food enough to evoke it (without it
being visually prompted), however, any considerations about sub-
stitution, perishability, and nutritional value become unimportant—
the food will be eaten.

Self-Reported Measures of Consumption

There are a number of difficulties associated with self-report
measures, especially when a person is asked to analyze about his or
her motivations in a particular situation. Therefore, it is important in
this type of research to be certain that self-reports are validated with
secondary measures, such as rating measures of availability. If vari-
ables such as external cue salience were manipulated (instead of
measured) in a field study, the results would be valuable, but identi-
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fying “‘internal cues” from an observer’s standpoint would still be
impossible, thus necessitating the measurement of these variables
through introspection.

DISCUSSION OF RESULTS

Recall that the goal of this paper is to provide insights to two
fundamental questions about consumption: (1) What stimulates eat-
ing bouts? and (2) What determines their frequency over a given
time period?

1. What Stimulates Eating Bouts?

Broadly speaking, eating bouts are stimulated by external cues
(‘it was sitting on the table”);and by internal cues (moods, bore-
dom).In both cases, the food becomes highly salient) in one’s mind,
either because the person(sees the food (externally cued) orlevokes
it (internally cued).

Although a salient food will not always be consumed, the more
frequently it is evoked, the more frequently it will be considered
and, ultimately, consumed. In this study, a food was generally men-
tioned to be salient, if it were sitting out. This, in itself, would not be
a revelation to most consumers: If it’s sitting out, you eat it; if it’s
not sitting out, perhaps you don’t eat it . . . out of sight, out of mind.
It is important to realize, however, that visual salience is only one of
the ways a product can become salient. Memory research has
shown that salience is also directly related to how frequently one
eats a food and how recently (Baker, Hutchinson, Moore, and
Nedungadi 1986). As a result, the more recently a food has been
eaten, the more salient it is, whether it sits on the counter or is
buried in the freezer.

2. What Determines the Frequency of Eating Bouts
over a Given Time Period?

If the(eating bout is internally cued, the motivation is generally
perceived as relatively irrational, and it is unaffected by perceptions
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of the food’s substitutability, perishability, or nutritional value. If an
eating bout is externally cued (the food is salient because it is sitting
out or “in plain sight”), these perceptions have a significant impact
on a person’s consumption of it. That perception of price has no
impact on consumption of a food is not surprising. Price' mayinflu®
ence one’s choice in the grocery store, but it has less of an impact on
decision making once the food has been purchased and is in the
house (Blattberg and Neslin 1990). This may be because purchases
represent “‘sunk costs,” or it may simply be because people do not
remember prices.

IMPORTANT MARKETING IMPLICATIONS

We noted that the marketer of package goods has two ultimate
goals when advertising: Encouraging consumers to “choose,” and
encouraging consumers to “use.” For marketers of mature food
products, increasing a person’s consumption frequency of that
product will be the most cost-effective way of building sales (Wan-
sink 1990; Wansink and Ray 1993a). Although the majority of the
products identified in this study were either “sweets or salts” (pota-
to chips or crackers), a variety of food from canned fruit to TV
dinners was mentioned. That is, the marketing implications of eat-
ing bouts are relevant to an entire range of foods.

The results of this study indicate that a brand manager will want
to generate product salience. Whatever the product, the consumer,
or the situation, generating product salience is the only way a prod-
uct will enter into a consumer’s consideration set. In some cases,
such product salience happens fortuitously . . . a product will be left
on the kitchen table or left in a prominent place in the cupboard
(Wansink and Deshpandé 1992). In most cases, however, a con-
certed effort is needed to help prompt the mental associations that
will help bring a product to salience at the appropriate time. Figure
1 shows that the inferences and assumptions a manager makes
about the salience of his or her product (in a given consumption
situation) can lead to drastically different marketing communication
strategies.

Figure 1 is most useful if a manager can infer whether the salience
of the product (in a particular consumption situation) depends on
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FIGURE 1:

Suggested Strategies for Increasing the Consumption Freguency
of 2 Brand in a Specific Target Situation*®
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internal cues or external cues. How can a manager determine this?
Although the impact of these cues will vary from person to person,
products that tend to be “left out” (opened bags of potato chips or
cookies, for example) can benefit from being externally cued. Prod-
ucts that need refrigeration or require the use of eating utensils will
need to be internally cued.

It is important to remember that a person’s motivation for con-
suming a product will be related both to the product and to the
situation involved. Focus groups and quantitative research can pro-
vide some guidance about the consumption of specific products in
specific situations, although the results of this study suggest mar-
keting implications that are generalizable across product categories.

Media Planning Implications

We know a product was often rated as salient simply because it
was left sitting out on the kitchen table (or counter). Consider,
however, that a product can also be made salient through advertis-
ing. Indeed, some people in the study mentioned they went on an
eating bout because an ad had reminded them of how good the
product was.

The choice of media and the timing of ads can be crucial. The
Campbell’s Company, for instance, schedules many of its television
ads for canned soup just prior to meal times. Campbell’s has also
found that soup consumption tends to increase during stormy
weather. To capitalize on this tendency, the company produces radio
ads called “storm spots,” which radio stations are instructed to
broadcast during stormy weather.

Remember that when an ad helps stimulate a product to salience,
the motivation is externally cued. When a product is externally
cued, a person’s consumption of this product is significantly af-
fected by perceptions of the product’s substitutability, versatility,
perishability, and nutritiousness. If the purpose of an ad is to en-
courage immediate consumption, the message should focus on the
specific, tangible advantages of consuming the product. Depending
on the product, these advantages might include its substitutability,
any nutritional advantages it might have, and how it is best when it
is fresh.
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Advertising Message Implications

Although we now know why people initiate eating bouts, we do
not know whether such a bout will involve ice cream, or cookies, or
cranberry sauce. When such eating bouts are internally cued, an
advertising message needs to focus on the emotional feeling that
initiates the eating bout in the first place. In this way, an emotional
feeling will cue the product as being an attractive consumption
alternative (Wansink 1993a). For instance, a Snickers candy bar
campaign in the late 1980°s positioned the candy bar as a solution
for the low-energy “blahs.” To the extent that the onset of low-en-
ergy “blahs” can stimulate someone to look for a snack, Snickers
positioned itself as an option that may be cued to mind.

Some evidence exists that people remember sequences of events
better than individual events themselves. In effect, people have
mental behavior scripts for many of the routines they frequently
encounter. One of these routines that may be stored in the form of a
behavior script is a “low-energy snacktime” script. Insofar as a
product’s message can tie in to some type of pre-existing consump-
tion script such as this, the more likely the product is to be evoked
when one begins this pre-programmed set of behaviors.

In general, if a product is one that will be internally cued to
salience, it is important not to advertise simply tangible attributes.
The last two rows in Table 1 are illustrative in this regard: Consum-
ers whose eating bouts are internally cued are more likely to eat
foods that remind them of the foods they ate as children. Clearly,
when eating bouts are internally cued, consumers are looking for
something that will yield more satisfaction than simply “filling
them up.” For this reason, an ad should emphasize the emotions,
the images, and the memories associated with the product as well as
highlight its sensory aspects. Such appeals can be made indepen-
dently, or they can be made in the context of a consumption script.
Regardless of the appeal, copy-testing should be conducted to de-
termine whether such executions will be effective in increasing
usage (Wansink and Ray 1992),

Sales Promotion and Pricing Implications

One effect of sales promotions is that they encourage consumers
to stockpile or to forward buy. Evidence exists that such stockpiling
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will increase ones consumption rate of the product only if the prod-
uct is salient (Wansink and Deshpandé 1992). If its out of sight . . .
it’s out of mind. Such results are consistent with the findings of this
study: If no effort is made to increase the salience of the product,
the product will merely gather dust in the pantry.

Obviously, increasing gross rating points and altering the adver-
tising message can change this salience, but such salience can also
be tied to the promotion itself. A P-O-P display can offer ideas for
new uses of the product. Any related premiums can be items that
can be tied to usage—a “chip clip,” a scoop, a glass—anything that
will keep the product in the front of the buyer’s mind and in the
front of the pantry.

Recall that prices are thought to influence decisions in the store,
but not eating decisions in the house. These results are consistent
with what we find in this study. Unless prices are so low that they
encourage stockpiling, they will have no impact on eating bouts.
The only way that prices affect consumption rates is if prices are
given in the context of quantity discounts (“Buy three, get one
free”). Across-the-board price discounting will be ineffective.

Packaging Implications

Many of the implications for advertising that are mentioned in
the text and displayed in Figure 1 are also relevant for packaging. If
a product is one that is likely to be left sitting out, tangible attributes
related to its substitutability, and its nutritiousness should be high-
lighted on the package. If a product is one that is not likely to be left
out, information on the package should provide potential memory
cues-that can help highlight the sensory aspects of the product. In
addition, this information should emphasize the emotions, the
images, and the memories associated with the product and with
consuming the product.

We show in Table 2 that concerns about a food’s perishability can
speed the frequency with which someone eats that food. It is impor-
tant to inform consumers of such perishability, and this is especially
true if sales promotions focus on large-size packages. Opening a
large package of a food necessitates that it be eaten at a relatively
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brisk pace (compared to a smaller package) if a consumer does not
want it to grow stale (Wansink 1993b).

ONE FINAL NOTE

For the marketers of many mature brands, increasing a person’s
consumption frequency of that brand is the most cost-effective way
to build sales. An effective marketer will be one who leverages
advertising, media planning, sales promotion, packaging, and pric-
ing to most cost-effectively build these sales. An admirable market-
er will be one who does so responsibly.
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