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Abstract
New technology makes it possible to persuade people in many different ways. By
storing information about the user, persuasive messages can be adapted to, and shown
in the right context. One manner of showing persuasive messages in the right context
is by triggering people to act, close to the location of the task. A framework proposed
by Fogg (2009) states that persuasive technology is only effective when a subject has
enough motivation, ability and there is a trigger present. Also, according to Hühn et
al. (2011) triggers are more effective when given in the correct location, that is, close
to the place of action. Though Fogg’s theory has been widely accepted and is much
cited, (to our knowledge) no empirical proof is given in literature that directly tests
Fogg’s model (FBM; Fogg, 2009).
In the current research we made a first step towards trying to find empirical evidence
that supports the Fogg Behavior model (FBM; Fogg, 2009) by investigating two
factors of Fogg’s model: the effect of motivation, and the location of a trigger on
purchasing behavior and intentions in a purpose build QR-shop in a lab. For the
experiment we asked all participants to imitate their normal grocery shopping
behavior in the QR-shop. During their task they received triggers, location congruent
vs. incongruent and with a highly motivating vs. not motivating text.
Confirming our hypothesis, results of this experiment indicate that a fitting location of
the trigger leads to higher sales. Also in line with our hypothesis and Fogg’s model,
results showed that participants who received a well located trigger that contained a
motivating message purchased more items than participants in other conditions. No
effect of the motivational text in the trigger on sales was found.

III
The data we found confirms Fogg’s model (FBM; Fogg, 2009); high motivation
combined with a well timed/placed trigger lead to higher sales, and thus successful
persuasion. Our findings were also in line with Hühn et al.’s (2011) findings: well
located triggers lead to higher sales than poorly located triggers, and are thereby less
persuasive.
Our findings show that location congruent trigger can change behavior, especially for
motivated subjects. Context (location) based triggers have a positive effect on sales.
To optimize this effect more research on how to motivate trigger recipients is needed.
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Introduction
General introduction into persuasive technology
To explain how behavior can be influenced, first the terms persuasion and persuasive
technology are introduced.
A man walks into a mall. He enters the shop in search for a new washing machine. He
tries to compare washing machines on brand, price, warranty and aesthetics. Unable
to make a decision on which washing machine to buy, he stumbles upon energy
labels. The energy labels show him information about the electricity use of the
appliances. The man figures that in long term the running costs outweigh the price, so
he decides to choose the washing machine with the lowest energy use according to the
energy labels.
The case presented above is a form of persuasion. The energy labels are there to
persuade prospected buyers into making more environmentally friendly decisions.
The energy labels have a double effect: Firstly, they trigger people to think about the
energy uses of the machine and secondly, they inform people on the amount of energy
that specific washing machine uses. In this case the decision of the buyer was made
based on cost, not on the environmental effects. However, the label’s intention, to
persuade a subject into buying an environmental friendly washer, succeeded in its
efforts.
Persuasion is an umbrella term for interpersonal influence. Each attempt to influence
a person's beliefs, attitudes, intentions, motivations, or behaviors can be seen as
persuasion (Seiter, Grass and John, 2010). Persuasion is used in many different
societal domains. For example, governments and environmental organizations try to
persuade people into behaving more environmental friendly in various ways; for
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instance by providing energy labels on (dish) washers and placing information
bulletins on radio and TV. Also, marketers try to persuade prospected buyers into
purchasing their products, for instance by showing them commercials on TV,
websites or in newspapers.
Also, new technologies allow a broad range of different ways to persuade people
(Fogg, 2003). Fogg (2003) coined the term persuasive technology; technology that is
designed to change attitudes or behaviors of the users through persuasion and social
influence, but not through coercion. Prospected buyers can for instance be reached via
email, internet websites, phone or any other communication device. The use of
technology makes it possible to show a persuasive message in the right context. For
instance, while browsing a website the message could be adapted to the subjects
browsing behavior; what the user is looking for and what he is clicking. Since the
introduction of mobile phones with GPS systems, it is possible to trigger people at
specific geographic locations. This has also had a great impact on the marketing
possibilities. For instance, a message might be shown on a person’s phone persuading
him/her to enter a store close to their geographical location for a discount deal.
Fogg (2003) has listed the advantages of persuasive technology over human
persuaders. He claims computers can be more persistent, they can offer greater
anonymity (useful for sensitive/embarrassing information), they can access and
control huge volumes of data, and they can use many modalities (text, audio and
video) to create a seamless and convincing experience (Fogg, 2003). In addition,
persuasive messages can be easily replicated and distributed (addressing large
numbers of people simultaneously), and, with computers becoming increasingly
ubiquitous and embedded, persuasive technology may gain access to areas where
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human persuaders cannot go (e.g., inside technical appliances) or may not be
welcome (e.g., bedroom, bathroom)(Fogg, 2003).

Theories that explain behavior
To explain how behavior can be altered by persuasion and persuasive technology a
small overview of popular behavioral models is provided.
There are many different theories that describe the influences on behavior. For
instance, the Theory of Reasoned Action (TRA; Azjen & Fishbein, 1980) states that
attitudes towards a certain behavior (formed by beliefs and evaluations of outcomes)
and subjective norms (formed by normative beliefs and motivation to comply)
together form a behavioral intention which in turn leads to behavior (TRA; Fishbein
& Ajzen, 1980). Later, in the Theory of Planned Behavior (TPB; Azjen, 1985)
perceived behavioral control is added to attitude and subjective norms as the third
important factor that influences intention. In 1995 Ölander and Thøgersen in their
model of Motivation, Opportunity and Ability (MOA; Ölander & Thøgersen, 1995)
added opportunity to Azjen`s TPB (Azjen, 1985). Ölander and Thøgersen (1995)
claim that behavior originates from motivation (comparable to beliefs and social
norms from TPB; Azjen, 1985), ability (comparable to perceived control from TPB;
Azjen, 1985) and Opportunity (situational variables) (see Figure 1). According to
Ölander and Thøgersen, opportunity in the MOA (Ölander & Thøgersen, 1995) is
conceived as objective phenomenon. They argued that opportunity is related to Belk's
(1975) "situational variables," Triandis' (1977, 1980) "facilitating conditions," and
Dholakia, Dholakia, & Firat's (1983) "structure of available alternatives". It is thereby
not a subjective phenomenon, which relates to Azjen`s (1985) perceived control, ones
evaluation of ability to act. Ölander and Thøgersen (1995) see Opportunity as simply
the chance to act, given the situation. For instance for the behavior of throwing trash
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in a trash can, one might have the ability (e.g. physical ability to pick up/knowledge
on how to pick up/habit of picking up, the trash and put the trash in the can),
motivation (e.g. intention formed by beliefs that picking up garbage is important, or
social norms that picking up garbage is socially desired) but without an opportunity
close by (in this case a trash can in sight) the chances that the subject participates in
the target behavior of throwing their thrash in the can is slim.

Figure 1 The Motivation – Ability – Behavior model (Ölander & Thøgersen, 1995)

In 2009, Fogg introduced the Fogg Behavior Model (Fogg, 2009). Many similarities
can be found between the MOA (Ölander and Thøgersen,1995) and FBM (Fogg,
2009). According to Fogg (2009) whether subject is willing to execute a task is based
upon their motivation, their ability and the presence of a successful trigger (see Figure
2).

5

Figure 2 Fogg Behavior Model (Fogg, 2009)

The main difference between MOA (Ölander and Thøgersen, 1995) and FBM (Fogg,
2009), is that Ölander and Thøgersen (1995) describe an opportunity to act as a key
variable to behavior. Fogg (2009) describes not the opportunity itself, but a trigger
that makes you aware of this opportunity to act as key variable (see Figure 3). Back to
the example of a subject picking up trash and putting it in a trash can, the trash can is
an example of an opportunity (Ölander and Thøgersen, 1995). However the sight of a
trash can can also be described as a trigger (Fogg, 2009). It reminds/prompts a
subject about the opportunity to act. For our current research into persuasive
technology, we will focus mainly on the FBM (2009) , because Fogg’s model (2009)
provides a thorough set of leads to create a persuasive design, in terms of trigger
requirements (time, form and place of trigger) and targets (motivation and ability).

Fogg behavior model for persuasive design
As mentioned before, Fogg (2009) states that whether a subject is willing to execute a
task is based upon their motivation, their ability and the presence of a successful
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trigger. According to Fogg (2009) the level of ability and motivation needs to surpass
a certain threshold (action line; Figure 2) before subjects can be successfully
triggered. Levels of motivation and ability can be influenced to increase the likeliness
to perform the target behavior (Fogg, 2009). Also, different behavior triggers can be
used to trigger the target behavior (Figure 3).

Figure 3 Fogg Behavior Model (Fogg, 2009)

According to Fogg (2009) ability can be influenced by simplicity factors. These six
factors can improve ability;


Reduce time (e.g. by decreasing shopping time),



Reduce money (e.g. by giving discount),



Reduce physical effort (e.g. decreasing amount of physical effort a
target task requires by opening up a store close by),



Match brain cycles (e.g. by decreasing amount of thinking that a target
task requires),
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Avoid social deviance (e.g. decreasing amount in which a target task
requires a person to break social rules) and



Match routine (e.g. choosing a task the subject has experience doing).

According to Fogg (2009) motivation can be influenced with core motivators. These 3
motivators are;


Pleasure / Pain (e.g. by rewarding behavior with a pleasurable
outcome),



Hope / Fear (e.g. by promising positive outcome of behavior) and



Social acceptance / Rejection (e.g. by promising gains or losses of
social acceptance of behavior).

Fogg (2009) claims people can be called to act with triggers. For instance, a popup
message or a stand in a store might trigger people to purchase (act) the triggered
items. There are 3 types of triggers:


Signal (e.g., a store sign which informs shoppers about the opportunity
to buy certain items (e.g. “we now also sell apples”); a prompting
message, no core motivator or simplicity factor),



Facilitator (e.g., a pop up on a smartphone which gives discount; a
trigger with a simplicity factor) and



Spark (e.g., a Facebook advert that shows how much of your friends
like the product; a trigger with a core motivator).

A trigger is successful under conditions of optimal localization; when it can be
noticed, when it is associated with target behavior and when it presented at the right
moment (Fogg, 2009). There are many examples of triggers in day-to-day situations,
e.g. signs in grocery stores to inform consumers about a discount. Dependent of the
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target task, Fogg`s framework can be used to select the right kind of triggers with the
right motivators/simplicity factors to change subject’s behavior (Fogg, 2009).

Effect of Motivation, Ability and Trigger/Oppurtunity on behavior
Earlier research has investigated the role of motivation, opportunity and ability on the
processing of information. For instance, MacInnis, Moorman and Jaworski (1991)
provide a framework to increase brand attitude, brand learning and memory by
enhancing motivation, ability and opportunity to process the brand information. In
2000 Hallahan applied the MOA model to the processing of public relations
messages. In his paper Hallahan (2000) also provided ways to enhance motivation,
opportunity and ability for effective processing of public relation messages. The main
difference of MacInnis et al. (1991) and Hallahan et al.(2000), with Fogg (2009) is
their focus on successful communication while Fogg (2009) focuses on persuasion
(changing behavior). That is, MacInnis et al. (1991) and Hallahan et al.(2000) focus
on trying to enhance the cognitive motivation, opportunity and ability to optimize
processing of a message. Fogg (2009) focuses on enhancing motivation and ability to
perform the target behavior and providing a message in the right context to trigger
awareness about the opportunity to act. However, findings by MacInnis et al. (1991)
and Hallahan et al.(2000) could for instance be used to optimize appearance and
content of a trigger.
Others have researched the effect of Motivation, Ability and Oppurtunity (MOA:
Ölander and Thøgersen, 1995) on behavior. For instance, Siemsen Roth and
Balasubramanian (2008) tested the effect of Motivation, Ability and Oppurtinity on
knowledge sharing among employees. They did a survey at 4 companies to measure
the effect of motivation, ability and opportunity on knowledge sharing. They used this
data to find the bottleneck for knowledge sharing in each company and gave
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directions for solutions to overcome this bottleneck. Their research precedes Fogg`s
notion that motivation, ability and an opportunity are all needed for behavior to take
place (though interchangeable, e.g. low ability can be overcome with high motivation,
none of the three should be equal to zero (Fogg, 2009)). According to Siemsen et al.
(2008) to increase a behavior the bottleneck variable should be found out of three key
variables; ability, motivation and opportunity. After the bottleneck is found, the
bottleneck variable should be increased to stimulate the target behavior. This relates
to Fogg’s model(2009), who claims triggers with a motivational (spark) or an ability
(facilitator) component should be used if either one of those variables is too low
(below the threshold; action line).
Earlier research has also separately investigated the influence of motivation, ability
and effective triggers on purchasing behavior. That is, earlier studies investigated the
influence of motivation (i.e., buying intentions based on attitudes and norms in the
theory of planned behavior, TPB; Ajzen, 1985) and ability (comparable to perceived
control in the TPB; Ajzen, 1985) on buying behavior. For instance, Moorman and
Matulich (1993) studied the influence of health motivation (i.e., core motivator;
hope/fear (Fogg, 2009)) and health ability (i.e., simplicity factors (Fogg, 2009)) on
preventive health behavior (e.g., purchasing healthy items). Results from a survey,
distributed among 403 consumers, suggest health motivation is an important factor
when it comes to preventive health behavior. The effect of health ability on
preventive health behavior is moderated by health motivation (Moorman and
Matulich, 1993), though high motivation and high ability does not always lead to
preventive health behavior. It depends on the kind of preventive health behavior and
specific health ability characteristics (Moorman and Matulich, 1993). Beatty and
Ferrel (1998) researched the effect of ability on impulse buying. Results from their
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survey data showed that available money (simplicity factor; money (Fogg, 2009)) is
an important factor when making impulse purchases. Also, earlier (marketing)
research has investigated the effectiveness of triggering. For example, Hühn, and
colleagues (Hühn et al., 2011) investigated the effect of location based advertising,
and thereby they investigated a crucial characteristic of triggers; localization. Hühn et
al. (2011) tested in a virtual environment if the location of a trigger (near the product
(fit) vs. not near the product (misfit)) had an effect on the perceived intrusiveness and
the buying intention. Localization fit of the trigger positively influenced buying
intention and negatively influenced the perceived intrusiveness.

Research question
However, the effect on behavior of the interplay Fogg (2009) proposed between
ability, motivation and the presence of a trigger, to our knowledge, has not been
investigated. This interplay can be very interesting for all persuasive designs with
triggers. It may for instance be that focus on motivation is more important than ability
for a persuasive design or vice versa, or that a well located trigger can overcome a
shortage motivation/ability. It could also be that the context of the trigger is not as
important as suggested, so a misfitted trigger would be just as successful as a well
located trigger (however, this would contradict Hühn et al.`s(2009) findings).
Preferably we would research all 3 variables in a 2 x 2 x 2 setting. However this was
not possible in the scope of this study, so we decided to on a 2 x 2 study. Some
(marketing) research has been done on the the presence of a trigger on purchasing
decisions without manipulating motivation nor ability, for instance Gröppel-Klein et
al. (2012). Thereby we decided to focus on the interaction effect of motivation and a
location congruent trigger on purchasing decisions, leading to the following research
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question: What is the influence of trigger motivation(spark vs. signal) and trigger
localization(fit vs. misfit) on the persuasiveness of in-shop triggers?

Hypotheses
H1: motivation
As mentioned before, according to Fogg (2009) every decision is based on
motivation, ability and the presence of a trigger. Therefore we expected that the
amount of people deciding to purchase a target product would increase when
motivation was increased. There are different methods of increasing motivation,
either by motivation beforehand, by showing a motivating text or poster, or in the
trigger. Since we were interested in the effect of triggers on behavior we decided to
research the effect of a motivational component in the trigger. This also increases the
research relevance, since findings can be used to design persuasive triggers. In this
experiment we used a Spark (increased motivation) vs. Signal (prompting message
without motivational aspect) to manipulate motivation. We expected participants who
received the spark to buy more target items than participants that received a signal.
We also tested the effect of self-assessed motivation on purchase decisions.
H2: trigger location
Furthermore, we expected the location of this trigger to have a positive effect on
sales, since Hühn et al. (2011) found an increase in buying intention when a trigger
was presented at a location-congruent situation(close to the target product), in a VR
setting. Also, Fogg (2009) claims that triggers will only succeed when given in the
right context; when it can be noticed, when it is associated with target behavior and
when it presented at the right moment when recipient can take action(Fogg, 2009).
We researched this by presenting half of the triggers at close to the target item (fit)
and the other half in far away from the target item (misfit), much like Hühn et al.
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(2011). We expected participants who received the trigger in the location congruent
condition (fit) to buy more target items than the participants in the location
incongruent condition (misfit).
H3: Interaction/contrast
In the Fogg behavior model (FBM), Fogg (2009) mentions the ‘activation threshold’
that needs to be surpassed before triggers can provoke actions. According to Fogg
(2009) this threshold has a negative exponential shape; the higher the motivation, less
ability is required and also for more ability less motivation is required (see Figure 2,
page 5). But actions will not take place if motivation or ability is zero. Another
important factor for the action to take place is the presence of a trigger. Because Fogg
(2009) states that even when motivation and ability passed the ‘action line’ an action
will not take place without a person being aware of an opportunity to act. A trigger
should be present to make them aware. Therefore we expected that participants that
received a high motivation trigger, that is located well(fit), would show higher target
item purchases than in the other 3 conditions.
Our hypotheses summarized (Figure 4);
H1: We predicted that participants who received a high motivation trigger (spark)
would purchase more target items than participants who received the low motivation
trigger (signal).
H2: We predicted that participants who received the trigger in a location-congruent
situation (location fit) would purchase more target items than participants who
received the trigger in a location-incongruent situation (location misfit).
H3: We predicted a contrast effect, that is, we expected participants in the high
motivation/fit trigger condition to purchase more and have higher buying intention
compared to the 3 combined other conditions.
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Figure 4 Effect of trigger location and motivation on Sales

Therefore we conducted an experiment to test our hypotheses. We designed an
experiment where we manipulated motivation and trigger location fit. Motivation was
manipulated with a text in the trigger that describes health benefits and tastiness of the
target item. Trigger localization was manipulated by either showing them the trigger
near or further away from the target product. Our dependent measures were amount of
purchases and purchase intention.

Method
Participants and design
In this experiment we used a method comparable to the method of the study by Hühn
et al. (2011). That is, participants were given a shopping task, and during this task
participants received a trigger. Trigger location was manipulated in a store to
influence purchasing intention and purchasing behavior. The trigger location was
manipulated by location the trigger either near the product (fit) vs. on the opposed
side of the store (misfit). We combined the study of Hühn et al. (2011) with the Fogg
Behavior model (FBM; Fogg, 2009). Fogg (2009) claims that actions only take place
when people are motivated, able and triggered. To manipulate motivation, the text in
the trigger contained a motivational component in the high motivation condition and a
short call to action in low motivation condition (see trigger on page 16). Participants’
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ability was kept stable by having the same price for all products and allowing each
participants the opportunity to get up to 7 products total (participants were thereby
able to a get up to 7 instances of any product to their liking).
Ninety-four students (44 males and 50 females) were recruited near the university
campus at the University of Padova (UNIPD) to participate in a lab experiment.
Students were aged between 19 and 34, with an average of M = 23.691 years and
SD = 2.567 years. We chose a sample size of at least ninety-two as a result of a
sample size calculation (G-power; effect size = 0.2, beta = 0,9 and alpha = 0.05).
Participants were randomly assigned to 1 of 4 experiment cells (see table 1 below).
The participants were paid 3 euro’s each for completion of the shopping task and the
post-shopping questionnaire. The shopping task took an average of 8 minutes and 32
seconds and participants completed the survey in 5 to 10 minutes average.
yoghurt
trigger

ziti
trigger

yogurt
ziti
motivation motivation

1

Misfit

Fit

High

High

2

Fit

Misfit

High

High

3

Misfit

Fit

Low

Low

4

Fit

Misfit

Low

Low

Table 1 Experiment cells

The study had a 2 (motivation: low vs. high) x 2 (trigger localization: fit vs. misfit)
mixed design. Motivation was a between participants factor and trigger localization
was a within participants factor. Each participant received two triggers with either
both high or both low motivation texts (learn more about the trigger in materials:
triggers). One of the triggers would appear close to a target product, the other far
away from the other target product. The trigger fit was counterbalanced between
target products, so the design had a total of 4 cells (see table 1).
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Materials
Target Products
We chose 2 target products for our within design. The products we chose were Barilla
Ziti and Granarolo organic low fat yoghurt. The products were located in opposite
sections of our QR-shop (Figure 7). We chose the Barilla Ziti because it’s a less
known type of pasta. We assumed that the effect of the informing text and the trigger
would have a bigger impact on less known items in comparison to items that
participants already know, since participants are less likely to choose the items their
selves without receiving the trigger (motivation is low and unaware of product). The
organic yoghurt we chose because it was less known as well, but also because we
thought the text increasing motivation by stating health benefits should work better
for an item which people will trust to be healthy (low baseline motivation but highly
manipulable). We have tested effect sizes for both separate and combined sales
results. In the analysis we also analyzed the effect of the trigger messages on other
pasta products and other yoghurt respectively to investigate cannibalization effects.
Cannibalization is a decrease in sales of related products by an increase of sales of
target item of an advertisement.
Trigger
In this study we used pop-up messages on an iPad as a trigger. This message
contained a text to make participants aware of the opportunity to buy a target item.
The text was provided combined with a picture of the target item (same picture as on
the shelves on the poster). A path through the store was regulated with the shopping
list of mandatory items (see appendix B). Participants had to find every item on the
list and put it into the virtual shopping basket. This could be achieved by scanning
the QR-code below the item on the poster to access the webshop. When scanned, the
participant would get more information about the scanned item in the webshop
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(accessed via the iPad) and the participant was able to purchase the item in the
webshop. Two QR-codes of products, which were on the shopping list, were replaced
with QR-codes for the triggers. The triggers were received when scanning over these
QR-codes (for location of triggers see Figure 7). Instead of being directed to the
webshop on the iPad, participants were redirected to the trigger message (Figure 5).
The location of the trigger was manipulated by replacing the QR-codes of shop items
with QR-codes which would lead to the website of the trigger message. These
products were chosen based on location, either close or far away from the target item
(see Figure 7).

Figure 5 Ziti Trigger, high motivation

The text of the trigger would be as follows. The title indicated that this was an
advertisement. Below the title the item that was advertised was named. Underneath
was the body of the text. In the low motivation condition the body was reduced to one
sentence that stated: “Buy <insert name of target item>”. In the high motivation
condition there was a text that promised several health benefits of the item over
comparable items. The high motivation text also claimed that the target item was
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tastier than comparable items. Below the body text of the message was a clear picture
of the item (exact copy of picture of item on poster shelve). Below there was a big
button that read: “Click here to continue to the item you scanned” (all off course in
Italian).

QR-Shop
Instead of using a virtual
reality lab (Hühn et al.,
2011) or a real shop
(Gröppel-Klein et al.,
2012) we used a QR-shop
(Figure 6). This QR-shop
was created solely for this
experiment, in the Human

Figure 6 Picture of QR-Shop

Inspired Technology lab at the UNIPD. We chose an experiment setting so we could
control for all external variables. We chose for a QR-shop because it made it easier to
noticeably trigger participants at the intended moment (either close or far away from a
target product). The QR-shop consisted out of 4 2-sided poster displays ordinarily
used for poster presentations. The poster contained different types of products;
breakfast cereals, chocolates, pasta sauces, bread and pasta, pizza (2 posters), dairy
products and drinks (see list in appendix A). Stands were positioned in a cross so each
2 posters made a ‘closed’ shop section (Figure 6). With the cross setup we could
insure that the target item was not visible from the location of the misfitted trigger.
The misfitted trigger was presented at the opposed side of the store from the target
product, which meant participants had to travel through 1 other section of the store
before they arrived at the section of the target product (Figure 7).
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Figure 7 QR-shop set-up

In figure 7 you can see the setup of the QR-store. The light blue rectangle shapes are
the posters on the poster stand. Each of the colored circles represents a product
(remark: not all products are circled, only those important for the trigger setup). The
black circle is target item Ziti and the blue circle is target item Yoghurt. The products
people scan to receive a trigger to buy Ziti are colored light blue. The location
congruent triggers (fit) are highlighted with a green dot; the location incongruent
triggers (misfit) are highlighted with a red dot. The products people scan to receive a
Yoghurt trigger are indicated by the grey colored circles. The location congruent
triggers (fit) are again highlighted with a green dot; the location incongruent triggers
(misfit) are highlighted with a red dot (Figure 7).
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The images on the posters were created using Microsoft PowerPoint`s poster function.
Posters all consisted of a title and the shop section; A to H, (see appendix A). Further
each poster consisted of 3 shelves with 2 to 4 different products per shelf. Underneath
each different product was a QR-code that corresponded to a part of the web shop
where the item could be viewed and ordered (see Figure 8 below).

Figure 8 Example of poster

Webshop
The web shop was constructed solely for this experiment. The web shop consisted of
56 different products corresponding to the products on the posters (see appendix B).
For each of the products there was a different product page on the website. On each of
these product pages there was a picture of the product, description of the product and
the option to order the product (Figure 9). Pictures corresponded to the picture on the
poster. Most of the descriptions were taken from web shops that sold the item (with
their approval). Some descriptions were made ourselves in the same format as the
others.
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Figure 9 Example of product in webshop

No navigation from and to products was possible in the web shop; products could
only be accessed by scanning the QR-codes on the poster. Only possible navigation
was to go back to scanning by clicking the ‘X’ or to the cart by either click review
cart or by adding a product to the cart. While reviewing the cart the amount of each
product already in the cart could be adapted to a participants wants. If the participant
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wanted to continue shopping the participant could go back to scanning by clicking the
‘X’ (see Figure 10 below).

Figure 10 Flow diagram of experiment

Measurements
Participants were given a shopping list before entering the QR-store, containing 13
products (6 different items; up to 6 units per item)(Appendix B). In addition they were
asked to choose 7 units/items to their own liking from the QR-store (up to 7 units per
item). Participants were asked to imitate their normal grocery shopping, and choose
whatever products they needed or liked from the store. To measure effect of the
motivation and trigger localization on buying intention/behavior we gathered data in 2
different ways: measuring the amount of target products and measuring buying
intention towards target product. The amount of target products sold was measured by
saving the participants’ orders from the shop. Intention was measured using a post
experiment questionnaire.

Procedure
After agreeing to participate, participants first received a short briefing and were
shown the informed consent form. After signing an informed consent they were
shown an instruction. Attached to the instruction was the shopping list (both were
taken with them into the shop). When they finished reading the instruction the
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experiment leader handed
over an iPad and took them
into the shop for a personal
instruction. During this
personal instruction the
experiment leader
summarized the general
instruction and further
explained the experiment by
showing them the shop and
the iPad. To explain better
what was required of
participants the experiment
leader would scan a few items
in the shop using the iPad.
The experiment leader also
Figure 11 Example of participant in QR-shop

showed the different choices

after scanning an item: going back to scanning, ordering the product and checking the
content of the shopping cart. Each option was demonstrated at least once per
participant. While ordering products the experiment leader showed that multiple
instances of 1 product could be ordered at once. After which he also showed that it is
always possible to check the shopping cart. In the shopping cart participants could
still change the amount of instances for each product to their liking. After this
demonstration the experiment leader emptied the cart and handed the iPad to the
participant. The participant was asked to scan 1 item. Hereafter the experiment leader
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asked the required steps to order the products or go back to scanning. If the
participant answered correctly the experiment would start, if he answered incorrectly
the information would be repeated and the participant would be asked the same task
again until he succeeded. During the instruction it was made clear to the participant
that she/he could ask questions at any point. Participants were told to knock the door
if they had questions during the experiment so the experiment leader could come in
and answer their questions (only a handful needed more info after the extensive
instruction). After these instructions the experiment leader would leave the room. The
participants were then asked to perform the shopping task; they were asked to get the
13 items on the list from the shop and choose an additional 7 items to their own
liking. During the task they received 2 triggers, 1 for organic yoghurt and 1 for Ziti.
After participants completed their shopping task and managed to get 20 products in
their shop basket they had to call the experiment leader. They then were presented
with a questionnaire. After filling out a questionnaire they were debriefed. During the
debriefing they also received their reward (3 euro) for participating and were thanked
for participating. No actual groceries were handed out to participants. Their shopping
data was saved and sent to the server.

Proposed analysis of results
For the analysis of the results we will combine sales from target product Ziti and sales
from target product Yoghurt into two groups; misfit and fit sales and high and low
motivation. We will perform a MANOVA in which we will compare these groups.
For further insight into data we will also use the separate sales numbers from the
target products (Ziti and Yoghurt).

24

Results
Manipulation check
While running our experiment, we found out that our manipulation of motivation was
suboptimal. That is, the text in the trigger message was not constructed clear enough.
Though we did not receive any complaints in our pilot runs, participants in the first
two groups had some problems with the experiment. From reactions we understood
that the text and the button to continue to the scanned item in the trigger were too
small, which made the trigger irritating and navigation to the scanned item unclear.
These remarks made us decide to discard the data of these two groups, and adapt the
stimuli for new participants. We adapted the size of the text and the button to take
care of the problems the first group of participants mentioned. We also adapted the
text to make it more convincing.
We used the first groups as trial study for the estimation of the effect sizes. Due to
very low sales with some outliers, we found the Ziti sales data for the first groups
unusable for the estimation. Even with the suboptimal triggers the Yoghurt indicated a
mean 0.26 effect of location on yoghurt sales. We chose a sample of sixty participants
to complete our experiment (G-power; effect size = 0.3, beta = 0.9 and alpha = 0.05).
The deletion of the participants in the discarded groups left us with 4 cells with 15 to
16 participants each (Table 2).
Manipulations

Male Female

Total

Hi mo Fit-misfit

8

7

15

Hi mo Misfit-fit

7

9

16

Lo mo Fit-misfit

7

8

15

Lo mo misfit-fit

7

8

15

29

32

61

Table 2 Participans per cell

Ages ranged from 19 to 34 years (M = 23.69, sd = 2,56 years). The participants were
randomly assigned to one of 4 conditions (see Table 2).
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Before checking whether the trigger message had any effect we first checked if
participants noticed the trigger message. If, for instance people aren’t motivated by
the text this could also be due to not receiving or reading the text. To check our
whether the trigger was noticeable we first checked whether people recalled receiving
the trigger. 58 out of 61 remembered the trigger for yoghurt, 56 out of 61 remembered
the trigger for the Ziti. We thereby concluded the trigger was noticed by almost all.
In our experiment design participants could only receive the trigger in the intended
position (misfitted or fitted to target products), so the location manipulation was
verified by making sure they noticed the trigger. To check if the participants indeed
found the context where they received the message better fitting we asked participants
several questions. They were asked if they remembered being close or away from
product when they received the message, whether they could see the target product on
the poster when they received to message and whether they thought the message was
well placed in respect to the target product. The results indicated that participants
were significantly more positive to all these questions for the location fitted trigger
(for Ziti). For target product yoghurt participants also found the location fitted trigger
better positioned in respect to the target product than the misfitted trigger and found
the misfitted trigger significantly more annoying. It seems thereby that the location
fitted triggers were indeed presented in a better context than the misfitted triggers. We
thereby conclude that the trigger localization manipulation was successful.

Testing hypotheses
For our 2 x 2 mixed model design we preformed a MANOVA, with dependent
variables amount of purchases for Ziti, target Yoghurt and combined sales (Yoghurt
and Ziti), Independent variables location (fit vs. misfit) and motivation (high vs.
low), and covariates self-assessed motivation.
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Effect of motivation in trigger: spark vs. signal

Figure 12 Combined sales split by motivation

Using MANOVA for the combined sales data target products (Yoghurt and Ziti) we
found no proof for hypothesis 1, participants who received a motivating text did not
purchase more target products than participants in the low motivation condition (F <
1). However, we found a small positive trend for high motivation in trigger on the
mean combined sales (Figure 12). More specifically participants who received a
trigger for yoghurt with a highly motivating text (M = 0.47 with sd = 0.739) did not
buy more yoghurt than participants with a less motivating text (Mlo = 0.32, sd =
0.599), t(59) = 0.844, p = 0.402. We did however find a small positive trend for
motivation on Yoghurt sales (Figure 13).

Figure 13 motivation yoghurt
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Sales for the target pasta (Ziti) did not show this trend. However, the effect of
motivation on purchased Ziti is strongly influenced by one cell where participants did
not buy any Ziti. That is, participants who received a trigger for Ziti at an incongruent
location and with a motivating text did not purchase any Ziti (M = 0.00, see Figure 14
below).

Figure 14 Sales per condition for Ziti

Our results indicate that the text in the trigger (spark) did not successfully manipulate
the motivation of our participants, and thereby had no (significant) effect on sales.
However, results of participant’s self-assessed motivation showed predictive value for
the amount of target products sold. Participants self-assessed motivation to buy ziti,
showed a positive regression coefficient with the amount of Ziti bought, B = 0.233, t
= 3.445, p = 0.001. Also, results showed that participants self-assessed motivation to
buy Yoghurt showed a positive regression coefficient with the amount of target
yoghurt bought, B = 0.188, t = 2.964, p = 0.004. This is also clearly visible in the
figures on the next page (Figure 15 and 16). The higher the self-assessed motivation
gets, the higher the amount of sales.
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Figure 15 (Left) Ziti sales dependent of self-assessed motivation (no error bars on participants with 5
motivation since all purchased 1 unit of Ziti)
Figure 16 (Right) Target Yoghurt sales dependent of self-assessed motivation (no error bars on participants
with 5 motivation since all purchased 1 unit of Yoghurt)

Effect of Localization, fit vs. misfit
In line with hypothesis 2, the MANOVA analysis indicated that participants who
received the trigger close to the target product (M = 0.541 , sd = 0.765) purchased
the product more often than participants who received the trigger further away from
the target product (M = 0.1639 , sd = 0.454 ), t(120) = 3.309, p = 0.001 (Figure
17).

Figure 17 Mean combined sales split by trigger location fit
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The hypothesis is also supported for the data of the separate target products. That is,
more Ziti is purchased in the location fit condition (M = 0.53 with sd = 0.819) than in
the misfit condition (M = 0.10 with sd = 0.301 ), t(59) = 2.780 and p = 0.007 (Figure
19). And, more Yoghurt is purchased in the location fit condition (M = 0.55 with sd =
0.723) than in the misfit condition (M = 0.23 with sd = 0.568 ), t(59) = 1.888 and p =
0.064 (Figure 18).

Figure 18 (Left) Mean sales for Target Yoghurt split by trigger location fit
Figure 19( Right) Mean sales for Target Pasta (Ziti) split by trigger location fit

Interaction and contrast effect
Using the MANOVA we found no proof for an interaction effect between the levels
of motivation (spark vs. signal) in the trigger and trigger location (fit vs. misfit). A
contrast study with ANOVA into the other interaction effects was performed. Because
of Fog`s behavior model (FBM; Fogg, 2009) we would expect to find a positive
contrast effect between the high motivation/fit condition and all other positions. In
line with hypothesis 3 we found that this interaction is significant for the combined
sales of target items (Yoghurt and Ziti). Participants who received a location
congruent, high motivation trigger purchased more target items (M = 0.63 with sd =
0.85) than others (M = 0.26 with sd = 0.551 ), t(120) = 2.781 and p = 0.006 (Figure
20).
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Figure 20 Contrast effect fit/high vs. others on mean combined sales

This contrast effect also exists for the separate target items. That is, participants who
received a location congruent, high motivation trigger for Ziti purchased more Ziti (M
= 0.60 with sd = 0.91) than others (M = 0.22 with sd = 0.52 ), t(59) = 2.042, p =
0.046, and participants who received a location congruent, high motivation trigger for
Yoghurt purchased more target Yoghurt (M = 0.67 with sd = 0.82) than others (M =
0.30 with sd = 0.59 ), t(59) = 1.869, p = 0.067.
In the plot of sales per self-assessed motivation split by trigger location we also
clearly see this effect. The combined sales of target products is the highest in the
quadrant where self-assessed motivation is highest (motivation 4 and 5) and the
trigger location was fitted (Figure 21).
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Figure 21 Combined sales split by self-assessed motivation and trigger location

The contrast effect for high motivation, well located triggers vs. other conditions is
also significant for self-assessed motivation. For the contrast we put participants who
scored 4 and 5 on self-assessed motivation in the high self-assessed motivation group
and those who scored 1-3 on self-assessed motivation to buy the target product in the
low self-assessed motivation group. More Ziti is purchased by participants who were
highly motivated (self-assessed) and received a location congruent (M = 1.00 with sd
= 0.926) compared to participants in other conditions (M = 0.09 with sd = 0.288 ),
t(58) = -5.884 and p < 0.001. Also, more Yoghurt is purchased by participants who
were highly motivated (self-assessed) and received a location congruent trigger (M =
1.00 with sd = 0.866) compared to participants in the combined other conditions (M =
0.29 with sd = 0.572), t(59) = 3.179 and p = 0.002.
Also, a linear regression was performed on combined sales (of the 2 target variables,
Ziti and Yoghurt). We stepwise added the following predictors: location fit of trigger,
self-assessed motivation, trigger motivation, interaction between self-assessed
motivation and location and interaction of location fit of trigger and trigger
motivation. We find a regression model (F = 19.008, p < 0.001, R(squared adjusted)
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= .232) with two variables self-assessed motivation(B = .143, t = 4,048 and p < 0.001)
and the interaction effect between self-assessed motivation and location (B = .104, t =
2.136 and p = 0.035).

Further findings
To control for pre-experiment preferences we asked our participants if they like
yoghurt and ziti and would normally buy these products. We also checked gender
differences. No significant gender differences were found in pre-experiment
preferences, women (M = 3.22, sd = 1.01) however seemed to be more motivated to
buy ziti after they received the trigger compared to men (M = 2.50, sd = 1.20), t(58) =
2,520, p = 0,015. For yoghurt sales a trend in the same direction was found. Women
(M = 2.69, sd = 1.18) seemed to be more motivated to buy Yoghurt after they
received the trigger compared to men (M = 2.21, sd = 1.26), t(58) = 1,505, p =
0,138). We argue that women are either more positive in their motivation rating, have
a preference for Ziti and Yoghurt and/or are easier to persuade. Because each
condition has a (almost) amount of women men (see Table 2) this difference has no
effect on our findings.
For marketing purposes of triggers it is interesting to check the effect of the trigger on
cannibalization of products from the same product category. Cannibalization is when
an increase of sales of item A results in a decrease of sales of item B. For the location
fit of a trigger we found a positive effect on sales of the target yoghurt, there was also
a positive trend for the total yoghurt sales (Figure 14). That is, more Yoghurt is
purchased in the location fit condition (M = 0.871 with sd = 0.885) than in the misfit
condition (M = 0.3667 with sd = 0.765), t(59) = -2.378 and p = 0.021. In the store
there was also strawberry yoghurt, from the same brand as the yoghurt participants
were triggered to purchase. The only difference between the two yoghurts was the
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taste; natural vs. strawberry taste. A small positive trend in sales was visible for the
strawberry yoghurt sales, for the location fit of the natural yoghurt trigger (Figure 22).

Figure 22 (Left) Strawberry yoghurt sales split by location fit of (natural) yoghurt trigger
Figure 23 (Right) Dessert sales exc. target item split by location fit of (natural) yoghurt trigger

As you can see the heightened sales of the target product didn’t cannibalize the sales
of other deserts. In fact, though not significantly, people who received the trigger for
yoghurt close to the desert section also bought on average more other deserts (Figure
23). For the amount of pasta (Ziti excluded) sold we also find similar trends, though
not significant (Figure 24). This means that pasta sales didn`t get cannibalized by
heightened Ziti sales.

Figure 24 Total sales Barilla (green) and Pasta (blue) per location
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Discussion
Earlier research suggested persuasive technology is only effective when a subject has
enough motivation, ability and a trigger is present (Fogg, 2009). According to Hühn
et al. (2011) triggers are more effective when given in the correct context, that is, in a
location close to the place of action. Though Fogg’s theory has been widely accepted
and is much cited, (to our knowledge) no empirical proof is given in literature that
directly tests Fogg’s model (2009).
In the current research we made a first step towards finding empirical evidence that
supports the Fogg Behavior model (FBM; Fogg, 2009) by investigating the combined
effects of a motivating trigger and the location context of a trigger on purchasing
behavior and intentions. In our research we tried to find answers to the question:
What is the influence of trigger motivation (spark vs. signal) and trigger
localization (fit vs. misfit) on the persuasiveness of in-shop triggers? Because of
Fogg`s (2009) theory and Hühn et al.`s (2011) findings we suspected that location fit
and motivation have a positive effect on the persuasiveness of in-shop triggers. We
also suspected there to be a contrast effect, that is we suspect participant that received
a location fitted, motivating trigger to purchase more items compared to other
conditions.
To investigate this interaction, in our experiment, participants were asked to do a
simulated shopping task, in which they received 2 triggers for two different target
products. One trigger was received near target product number one (Ziti, a type of
pasta), the participants received the other trigger further from the second target
product (Yoghurt). The location fit/misfit per target item was counterbalanced. Half
of the participants received triggers with a motivating text while the other half
received a trigger without a motivating component (see method for further details).
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In line with our hypothesis we found that participants who received the location
congruent (fit) trigger purchased more target items than participants who received the
location incongruent (misfit) trigger. This finding is in line with Hühn et al.`s (2011)
findings. Hühn et al. (2011) researched the effect of location congruency of a trigger
on purchase intention; we however, also proved this effect on behavior. That is, we
found that participants who received the trigger near the item decided to purchase the
item more often than other participants. Though our experiment took place in a labsetting, this implicates that real in-store triggers might also be more effective when
given close to the target item.
Participants who received a spark did not purchase more target items than participants
who received a signal. That is, the motivational text in the trigger did not show an
effect on sales. However, self-assessed motivation did show an effect on sales for
combined and for sales of the separate target items. We can thereby conclude that
(self-assessed) motivation has a positive effect on purchase decisions, that is
participants buy more target items when they are more motivated to buy the item.
This finding is in line with Fogg`s (2009) behavior model, which claims that
motivation is one of three key variables when it comes to decision making. The
threshold of the amount of ability required for the target behavior to happen decreases
when motivation increases (actionline; Fogg, 2009). However, the motivational text in
the trigger did not motivate participants enough to increase sales. Based on reactions
of participants we argue that this is most likely because our young participants (M =
23.691) are used to receiving pop-up triggers, and instinctively click them away
before reading them, even in a lab setting.
In line with our third hypothesis we found that participants who received a spark
(high motivation), location fitted trigger bought more target items than other
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participants. This finding is in line with the Fogg behavior model (2009). Fogg (2009)
claims that increased motivation leads to a lowered action line, a well located trigger
should thereby lead to increased amount of target behavior when motivation is
increased. In a regression analysis we found that the most important independent
variables to predict the purchase behavior are; self-assessed motivation and the
interaction between self-assessed motivation and trigger location. This means that
high (self-assessed) motivation increases the sales especially when triggered in the
right position. From this we can also conclude that triggers work best when
participants are motivated. These findings are fully in line with Fogg`s behavior
model (2009), which states that motivation only leads to behavior when triggered, and
reversely, triggers only work when there is sufficient motivation.
Interestingly we found that increased sales of target items did not cannibalize sales of
same type and same brand items. Rather, a marginal upward trend (not significant) of
sales was recorded for same type products when a location fitted trigger was shown
(e.g. an increase of total dessert sales(excl. target yoghurt) for Yoghurt trigger and
total pasta sales(excl. Ziti) for Ziti trigger). This has important implications for
implementation of a trigger. For marketers a location based advertisement for one
product might even have a positive effect on sales of comparable items or on other
items of their brand.
The main goal of our experiment was to research the effect of motivation (spark vs.
signal) and trigger location (fit vs. misfit) on behavior (sales), in an effort to find
empirical prove for the Fogg behavior model (2009) and research the effect of
location-congruent triggers (with a motivational aspect) on behavior (Hühn et al,
2011). Findings point to the direction that location-congruent triggers indeed lead to
increased sales, especially so when participants are motivated. These findings are also
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in line with Ölander and Thøgersens MOA model (1995). According to Ölander and
Thøgersen (1995) motivation, ability and opportunity influence behavior. Oppurtunity
is described by Ölander and Thøgersen (1995) as facilitating conditions, structure of
alternatives and situational variables. According to them, when trying to change
behavior, the management of ‘time and place utility’ (context) is very important. In
this case we found that a trigger shown near the place where we can order the item
(context) has a positive effect on the items sales, thereby our results are in line with
Ölander and Thøgersen (1995). The practical implications seem simple. Investments
in location based persuasion/advertising seem fruitful. Emphasis on the context of a
trigger is very important for effectiveness of persuasive designs.
Gröppel-Klein et al. (2012) did a comparable study into the effect of in-store triggers
on impulse buying behavior. They found that participants bought more milk when
they received a location fitted trigger for a particular kind of milk in the store, but did
not buy more chocolate when they received a location fitted trigger for a particular
kind of chocolate. Gröppel-Klein et al. (2012) describe both taste (motivation; Fogg,
2009) and price (ability; Fogg, 2009) in the trigger message; however the trigger did
not focus on altering motivation nor perceived ability. Also, the total sales of target
items in all experiment cells were very low; thereby, it could be that for the target
items they chose the effect is very small due to a bottom effect. However, GröppelKlein et al. (2012) did the experiment in a real shop, where subject actually purchased
the item and took it home. Subjects might react differently to triggers in a lab vs. real
situation, since it is their own money they need to spend (decreased ability; Fogg,
2009). We argue that not all behavior is easily changed with triggers; when the
baseline motivation and ability is low (below action line; Fogg, 2009), a trigger
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without core motivators (spark; Fogg, 2009) or simplicity factor (facilitator; Fogg,
2009) will not lead to the targeted behavior.
For successful persuasion motivation also plays a roll. Our findings show that it is
difficult to increase motivation with a text in a trigger, participants who were shown
the shown the spark (high motivation) trigger did not purchase more target items than
participants who were shown the signal (low motivation) trigger. These findings have
important implications for persuaders and advertisers. That is, the findings show that
context relevant triggers can induce a target behavior, but are especially effective
when participants were also motivated. Thereby finding a way of motivating a
recipient of the trigger is the next important hurdle to successful persuasion with
location based triggers. To successfully motivate recipients a trigger could use
multimodality (e.g. sounds, visuals etc.) or triggers could be further personalized to
personal interest. For instance, triggers based on hobbies, interest or normal shopping
behavior instead of only location.
The participants in our study were all students, with an average age of 23.69; thereby
they had a lot of experience with handheld digital devices such as the iPad we
provided. We argue that with an older sample of participants the experiment might
have gone differently. For instance, it is possible that older, inexperienced participants
might not have been able to participate, or would have taken longer to finish the
experiment due to complexity of the experiment. As mentioned before, the young
sample was experienced with receiving pop-up messages and thereby might have
instinctively closed them before reading. It might thereby be the case that an older
less experienced sample would have been easier to motivate by the trigger, since they
are more likely to read the contents of the trigger. However, the effect of the triggers
might also decrease because of an increase in irritation. Future research might
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investigate the different effects of a motivational trigger on participants from different
ages.
Further, in our study we only studied the effect of motivation and trigger location
congruency on behavior (sales numbers). For full empirical proof of Fogg`s behavior
model (2009) research into the effect of ability on behavior and ability`s interaction
effects with motivation and the interaction effect with motivation and the trigger
(location) on behavior is needed. Fogg (2009) claims for a trigger to be successful it
should be presented in the right context, that is, in the right location, time and form. In
the current study we only investigated the location of the trigger, future research
should investigate the other 2 constructs in dept. Since in our motivation manipulation
in the trigger was not very successful, research to the form and motivating content of
a trigger could be fruitful.
Returning on the example of the introduction, where a man walked into the store
looking for a new washing machine. In the near future that situation might be
different.
A man walks into a mall. He enters the shop in search for a new washing machine.
He looks at his phone and searches the location of washing machines in the store.
When he arrives at the kitchen appliances section he receives a text on his phone. In
the message is an advertisement for a washing machine. The message claims the
washing machine is environmental friendly and thereby has very low running cost.
The man compares the price and running cost of the advertised washing machine to
the price and running cost of other washing machines and decides to purchase the
advertised item. The man figures that in long term the running costs outweigh the
price, so he decides to choose the washing machine with the lowest energy use.
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The case presented shows us the near future of persuasion. With new location
congruent triggers persuaders are enabled to more effectively influence people beliefs,
attitudes, intentions, motivations and behavior. We have shown location congruent
trigger can change behavior especially so for motivated subjects.
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B. Instruction and Shopping list

Istruzioni
Ti trovi in un piccolo negozio di alimentari ed il tuo compito consiste nell’effettuare
20 acquisti, alcuni predefiniti, altri a tua scelta.

In questo negozio moderno, anziché prendere i prodotti e portarli alla cassa, dovrai
usare l’IPad che ti verrà fornito per inquadrare il codice QR posizionato sotto ogni
prodotto. Un esempio di codice QR è riprodotto qui sotto.

Inquadrando il codice QR con l’iPad accederai ad un sito web di shopping. Questo
sito fornisce informazioni su quello specifico prodotto, ti consente di acquistarlo nella
quantità desiderata e ti permette di controllare lo stato del tuo carrello. E’ possibile
che a volte appaia sullo schermo dell’iPad un messaggio pop out.

I 13 acquisti obbligatori sono indicati in una lista della spesa che ti verrà consegnata
assieme a queste istruzioni; in più dovrai fare altri 7 acquisti, che possono anche
essere ulteriori quantità di quelli che hai già acquistato.

Lo sperimentatore ti mostrerà il funzionamento del codice QR prima di iniziare il
compito e potrai fare delle domande. Se poi dovessi avere dubbi o domande durante
l’esperimento potrai chiamare lo sperimentatore, che sarà fuori dalla porta.

Quando avrai completato i 20 acquisti (13 della lista della spesa e 7 scelti da te)
chiama lo sperimentatore.
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Lista della spesa predefinita
Nome

Immagine

Quantità

Tavoletta Excellence 90%
Cacao

1

Sugo al pomodoro Barilla

2

Pane Integrale Mulino Bianco

1

Pizza Margherita Tradizionale

1

Becks

6

Latte Fresco Granarolo Alta
Qualità

2
tot

13

