Understanding and steering
online consumer behaviour

~©.0/0060/0)

foer onaantrekkel - S “eer aantiekkelijk
el N AR e
s ) ‘ﬂr‘\\\“ g
& IEA ) \ \ \
> Y i e e e T
oF AANTREKKEL LKHE IDEKijk omhoognaarde’
tonaten en gesf aan hoe aantrekkelijk u deze
%, /4 tomaten\indton eeq sefiagl van | tat en migt 9.

4 (// ’I{‘ 1‘{ JQ‘ ‘ I\, e\

i

‘\\‘ L\

Consumers’ perceived risk when considering buying * VR glasses are difficult to use and therefore do

online may be larger than when considering buying not as;jslst il the_(;)roduFt assessment.d o

offline (Van den Poel & Leunis, 1999). Digital Sl ergee W €05 Increases pro uct fiking,
. . freshness and buying intention.

nudges can be an effective means to influence the

choice behavior of online users in a food-related

decision scenario (Jesse et al 2021).  Liking and purchase intention were highest for

physical product in offline setting compared to
Novel techniques can assist in product perception, online methods using 2D images and 360 videos.
especially for product assessment in an online e Liking and purchase intention of a physical
environment. product is similar in an at home setting

compared to central location test.

The current research investigated:

* Central location test in evoked context with * Positive nudges increases purchase intention in a
physical product (CLT-EC) IHUT test, however no significant effect.

* Virtual reality glasses (VR) + Social nudges have no effect on purchase

* 360 degree videos (IHUT-360) intention and liking in CLT test.

* 2D product images (IHUT-2D) * 56% of consumers are aware of social nudges.

This project was financed by the Dutch Eva Ketel

WAGENINGEN Ministry of Agriculture, Nature and Food
UNIVERSITY & RESEARCH Quality and was part of the KB Healthy &
Safe Food Systems program.

Scientific Researcher Product Quality
+31 642524917
eva.ketel@wur.nl




