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1. Introduction  

1.1. Problem Background and Motivation 

Consumers have continuously been on the quest for the new. The strong appetite for newness in 

products is deeply rooted in the human nature of curiosity, which is spurred by the vast 

availability of products declared as ‘new’ along with the recent possibilities of immediate 

consumption in today’s digital era. Globally, 63% of the consumers like it when companies offer 

new products and 57% of them bought a new product during their last grocery shopping (The 

Nielsen Company, 2015a). In fact, perceived product newness (PPN) by consumers represents 

one of the top four drivers for consumer purchases (The Nielsen Company, 2015b). 

 

Product newness indeed matters, and serves as a “vital selling point” (Bloch, 1995, p. 25). This is 

particularly the case for fast moving and overcrowded marketplaces, such as that for fast-moving 

consumer goods (FMCG), where new products have a high potential to foster demand, enhance 

growth and determine a company’s rise or fall (Calantone, Chan, & Cui, 2006; Talke, Salomo, 

Wieringa, & Lutz, 2009a). Acknowledgement for its importance is reflected in the consistent 

heavy spending for developing newness in products by FMCG companies. Procter & Gamble 

represents the largest spender in the sector, investing an average of up to $2 billion per year in the 

last ten years, whilst Henkel, Beiersdorf and L’Oreal are “medium” or “modest” spenders 

(Corstjens, Carpenter, & Hasan, 2019). The strategic relevance of PPN from the consumer’s 

perspective is on top of the agenda for executives and scholars alike, as some of their statements 

exemplify:  
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“We try to define [innovation] in the terms that our consumers view it and 
experience it. […] We really try to put […] the end consumer at the center of 
everything that we do”  
– A.G. Lafley, former CEO of P&G (Lafley & Michelman, 2008) 

 

 
 “At Beiersdorf innovation always starts and ends with the consumer”  
– Mark Schulzig, Head of Innovation Management at Beiersdorf (The Nielsen Company, 

2015c) 

 
“The implications for companies are clear: Focus development on innovations 
that your customers will easily recognize.”  
– Duncan Simester, Professor and head of the marketing group at the MIT Sloan School of 

Management (Duncan, 2016)  

 

“What businesses need are consistent inputs to act as starting points, and 
perhaps the best place to start is with consumers. After all, it’s consumers who 
are creating this need for innovation.” 
– Kristian Bannister, Senior Marketing Manager of Brandwatch (Bannister, 2017) 

 
 

Despite the high efforts, launching new products is a risky bet (Figure 1). New product failure 

rates remain persistently high, averaging between 35-45% across industries, with consumer goods 

showing the highest failure percentage (Castellion & Markham, 2013). A study in the U.S. 

sampling nearly 9000 new FMCG products revealed that only 40% of them remained on the 

market three years later (Anderson, Lin, Simester, & Tucker, 2015).  

 

Figure 1. Overview of failure rates across industry sectors  

 

Note: Data are adopted from Castellion and Markham (2013) 
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Amongst the many causes, one of the main reasons for such high failure rates lies in the 

discrepancy between what companies define as new and what consumers perceive as new 

(Goode, Dahl, & Moreau, 2013; Gourville, 2006). Companies devote their attention to develop 

product newness often without sufficiently focusing on whether or how consumers will perceive 

it. As Gourville (2006, p. 99) describes it: “Many innovations fail because consumers irrationally 

overvalue the old and companies irrationally overvalue the new. […] The result is a mismatch of 

nine to one, or 9×, between what innovators think consumers desire and what consumers really 

want. Left unchecked, this mismatch is a recipe for disaster”. Essentially, the apparent “clash in 

perspectives” poses a crucial challenge for companies during product launch to be aware of the 

fact that what is objectively new does not necessarily equate with what is subjectively perceived 

as new by consumers (Gourville, 2006, p. 100). That is, companies need to understand what 

drives consumers to perceive a product as new and convey the newness message in a way that is 

perceivable at the point of sale, which is one of the most influential stages during consumers’ 

purchase decision process (Lamey, Deleersnyder, Steenkamp, & Dekimpe, 2018). After all, 

consumers cannot evaluate product newness if they do not perceive it and do not know what to 

look for (Duncan, 2016). 

 

Labeled as the ‘first moment of truth’ by P&G, the point of sale serves as one of the most 

effective places to trigger newness perceptions (Procter & Gamble, 2006). This is especially the 

case for FMCG, where consumers make up to 82% of all buying decisions in stores with most of 

them unplanned (POPAI, 2014). Thereby, packaging serves as a key extrinsic cue to 

communicate product newness at the point of sale (Underwood & Klein, 2002). Being the 

“salesman on the shelf ” (Pilditch, 1972; Rettie & Brewer, 2000, p. 56), packaging alone can 

increase the visibility of a new product by 34% and persuade 64% of the consumers to buy a new 
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product (The Nielsen Company, 2016). A recent study by IRI reveals a fundamental shift of 

consumer behavior in the FMCP sector as consumers become primarily guided by attributes 

labeled on packages instead of by brands (Nair, 2017). 

 

Given the high potential of packaging to convey product newness, a central challenge for FMCG 

companies is to strike for a well-thought combination of visual and verbal information on the 

product packaging. Typically, companies change the package shape that visually deviates from a 

category prototype, which represents the average shape of existing products in the category 

(thereafter: package shape deviation) (Schoormans & Robben, 1997). Along with package shape 

deviation, companies typically combine at least one of the following verbal information types, i.e. 

a functional benefit claim, an emotional benefit claim (Lee & O'Connor, 2003; Nair, 2017; Talke 

& Snelders, 2013) or a newness cue (Carpenter, Glazer, & Nakamoto, 1994; Mukherjee & Hoyer, 

2001; Sung, Hartley, Vanman, & Phau, 2016).  

 

Despite the strategic importance of PPN from the consumer’s perspective, the concept is not well 

understood and remains scarcely researched, both conceptually and empirically. In the sector of 

FMCG specifically, given the evolutionary nature of these products with around 90% of them as 

being incrementally updated (Times and Trends, 2010), “seeing the market as shoppers see it” by 

offering products that consumers perceive as new becomes a key strategic imperative to 

maximize sales (Nair, 2017, p. 7). The consumer perspective approach allows FMCG companies 

to predict new product sales with up to 95 to 98% accuracy (Nair, 2017). Hence, in today’s 

hypercompetitive markets where consumers continuously seek for the new, it remains a strategic 

imperative for marketing managers to understand the drivers and outcomes of PPN and 

incorporate this knowledge in their launch decisions. 
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The aim of this dissertation is to advance the research stream of product newness with focus on 

product newness perception from the consumer’s perspective. The intention is to enrich the 

theoretical understanding of PPN, complemented by empirical analyses with consumers to derive 

actionable guidelines for marketing managers in preparation of new product launches. 

 

1.2. Objectives and Dissertation Outline 

As mentioned in our introductory section, the concept of PPN from a consumer’s perspective 

remains understudied, as primary attention has been put on the firm’s perspective so far 

(Calantone et al., 2006). Thus, the dissertation attempts to address this research gap from both a 

conceptual and an empirical angle, where each analysis encompasses a stand-alone article 

manuscript. Therefore, the dissertation is composed of a literature review article (Chapter 2) and 

an empirical article with experimental consumer studies (Chapter 3).  

 

The objective of this dissertation is threefold. First, we intend to advance the research field of 

product newness from the consumer’s perspective by conceptually investigating the definition, 

determinants and outcomes of PPN based on past research. Second, we aim to empirically 

examine PPN in the context of FMCG by testing what influences package shape and verbal 

information may have regarding a consumer’s newness perception and what monetary values 

they would carry regarding consumer’s choice. Third, we attempt to methodically contribute to 

the product newness research by applying a dual-method approach based on a combination of 

between-subjects and discrete choice experiments. In essence, we hope to use our academic 

insights to help marketing managers in better navigating amongst the trade-off choices during a 

new product launch and easing their decisions on what ‘pays off’. 
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1.2.1. Chapter 2: Literature Review of PPN 

In a first step, we conceptually analyze PPN with the primary goal of gaining a better 

understanding and overview of its definitions, determinants and outcomes examined in existing 

literature. Chapter 2 is based on an unpublished working paper by Huang and Fassnacht (n.d.), 

which provides an overview of the state-of-the-art research in form of a literature review of 116 

relevant empirical, conceptual and meta-analysis papers published between July 1960 and August 

2018.  

 

Scholars widely agree that PPN is inherently subjective and comparative by nature. Yet, we 

observe large terminological ambiguity and operational vagueness in past literature. The reasons 

can be mainly summarized in the following factors: differences in product attribute focus (e.g. 

functionality, appearance), product type (e.g. FMCG, durables), point of reference (e.g. 

competing and predecessor products) and/or context (e.g. product, brand). The systemization of 

past research substantiates the fact that large inconsistences emerge from existing definitions of 

PPN, which in turn, led to a dispersed variety of determinants and outcomes. In an attempt to 

improve scientific rigor and comparative power in future studies, a systematic review of past 

literature is an important first step to gain an overarching view on the concept and use of PPN. 

 

As Danneels and Kleinschmidt (2001, p. 371) describe it, examining PPN is “methodologically 

challenging since the proper judges of innovativeness to the customer can only be customers.". 

By investigating research gaps of extant literature along with emerging market and social trends, 

we derive a comprehensive list of future research opportunities to contribute to the knowledge 
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development of product newness research and derive managerial implications to enhance the 

practical relevance of this research arena.  

 

1.2.2. Chapter 3: Experimental Studies of PPN 

In a second step, we empirically analyze PPN by conducting consumer experiments to test 

whether visual and verbal information may drive PPN at the point of sale and how they may 

interact with each other in the context of packaging of FMCG. Specifically, the aim is to test 

whether package shape deviation and frequently applied verbal information (functional benefit 

claim, emotional benefit claim, newness cue) may drive PPN per se and how they may interact in 

regard to PPN, given that both types of packaging attributes go hand in hand for FMCG. To 

enhance the generalizability of the study results, consumer experiments for two different product 

categories were carried out, namely shampoo and dish soap. The empirical analysis in Chapter 3 

is based on an unpublished working paper by Schlereth, Fassnacht and Huang (n.d.) that has been 

refined based on reviews of the International Journal of Research in Marketing and is planned to 

be submitted to Journal of the Academy of Marketing Science.  

 

Drawing on the gestalt theory (Jia, Shiv, & Rao, 2014; Wertheimer, 1923), an exterior package 

shape that deviates from its category prototype may represent the first automatic step for a 

consumer to visually recognize product newness on a gestalt level before evaluation on a 

component level is stimulated. Likewise, the visual presence of verbal information may also 

provide informational value on PPN, such that it encourages a consumer to a detailed 

examination and steer the focus from the gestalt to the component level. Because verbal 
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information types come in different types, we focus on the three most common ones, namely 

functional benefit claim, emotional benefit claim and the newness cue. 

 

Apart from the direct effects, we are particularly interested in the interaction effects between 

package shape deviation and verbal information types. According to dual response theory (Strack 

& Deutsch, 2004), the automatic, impulsive system coexists with the deliberate, reflective 

system, where both compete for control and steer consumer’s newness perception. Because the 

impulsive system is automatic and can be compared with perceptual processes, it is always 

engaged by default, whilst the reflective system is effortful and may be disengaged. Thus, a 

certain evaluation of product newness can be triggered without the consumer’s deliberate 

intention. Depending on the verbal information type, the question is whether pairing each with 

package shape may increase or decrease PPN compared with the sum of each of their direct 

effects. 

 

Past studies in the context of consumer durables have also indicated that shape deviation of a 

product alone may enhance purchase intentions beyond its effect on PPN. Thus, we are interested 

in examining whether PPN serves as a prerequisite for package shape deviation to drive purchase 

intention.  

 

What is more, in practice, the implementation of changes for packaging attributes often comes 

with a high price and marketing managers are highly interested in knowing whether the change of 

packaging attributes is worth the effort and what are which combinations would ‘pay off’. That 

is, beyond newness perception, in the context of product choice, the question remains what are 
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the monetary values of package shape deviation and all three verbal information types when they 

are combined simultaneously.  

 

1.2.3. Chapter 4: Conclusion 

In a final step, we conclude the dissertation in Chapter 4 with a comprehensive summary of the 

main conceptual and empirical findings in conjunction with a discussion of the implications for 

research and managerial practice.  

 

Specifically, by taking an overarching view on the results of the previous chapters, the objective 

of the concluding chapter is twofold. One is to succinctly summarize the key findings of the 

literature review related to the definitions, determinants and outcomes of PPN derived from 

empirical and conceptual research to date. Another objective is to interlink the insights of the 

literature review with the empirical research and for the first time, provide results regarding the 

joint effects of visual and verbal information on PPN at the point of sale based on consumer 

experimental data. Figure 2 illustrates the structure of this dissertation from Chapter 1 to 4. 
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Figure 2. Outline of dissertation 

 

Note: PPN, perceived product newness 
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2. Literature Review of PPN – Determinants and 

Outcomes of Perceived Product Newness from the 

Consumer’s Perspective – A State of the Art 

Article
1
 

 

2.1. Introduction 
 
The purpose of the literature review is to assess the current knowledge and findings of empirical 

and theoretical research in the field of PPN in terms of its definition, determinants and outcomes. 

Encompassing a total 116 relevant theoretical and empirical papers that were published between 

July 1960 and April 2018, this paper intends to identify what is known in the research area of 

PPN to date and thereby, aggregate, systemize and put some continuity to the understanding of 

PPN. Future research avenues are derived accordingly, some of which will be touched upon in 

the next chapter 3. This chapter 2 is based on the unpublished working paper by Huang and 

Fassnacht (n.d.) (Figure 3). 

                                                 
1 This chapter is based on an unpublished working paper „Determinants and outcomes of perceived product newness 
from the consumer’s perspective – A state of the art article“ by Huang & Fassnacht (n.d.)  

Figure 3. Extract of the first page of the literature review paper 

 

Note: The literature review paper is based on the unpublished working paper by Huang & Fassnacht (n.d.) 
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2.1.1. Background and Relevance of Subject 

Consumers have always been walking on a hedonic treadmill in search of the new (Raghunathan 

& Irwin, 2001). For companies of consumer durables and fast-moving consumer goods (FMCG) 

alike, product newness is of fundamental strategic and financial importance for their relevance on 

the market, despite the odds of high failures rates (Calantone et al., 2006; Castellion & Markham, 

2013). Depending on the product category, products fail at an average rate of 35% to 45%, 

meaning that up to half of newly launched products are later taken from the market (Castellion 

& Markham, 2013). For consumer packaged goods in particular,  a U.S. study sampling up to 

9000 new FMCG products showed that only 40% of them survived the first three years 

(Anderson et al., 2015). Amongst the many reasons for product failure, one important aspect is 

that many consumers do not perceive the newly launched products deemed as ‘new’ 

(SymphonyIRI, 2011). That is, there is a discrepancy in perspectives regarding what companies 

define as new versus what consumers actually perceive as new (Gourville, 2006). The 

consequences can be far-reaching, considering that newness perceptions at the point of sale 

predominantly define the fate of sales success (Lamey et al., 2018). This is especially the case for 

“spontaneously” purchased products, such as FMCG, where most purchases take place at the 

point of sale We chose FMCG as they are more likely to be purchased spontaneously by 

uninformed consumers than consumer durables (Lamey et al., 2018; Talke & Snelders, 2013, 

p. 734). 

 

According to Goode et al. (2013, p. 194), PPN refers to “how unique, different, innovative, 

creative, or novel a consumer perceives a product to be”. In essence, PPN is “inherently 

comparative”, “highly subjective” (Goode et al., 2013, p. 192) and is based on a frame of 
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reference “from which [consumers] compare, contrast, and evaluate” the newness of a product 

(Goode et al., 2013, p. 195) in terms of perceived benefits, product attributes and habit change 

compared to existing products within a category (Calantone et al., 2006; Sorescu & Spanjol, 

2008). In face of persistently high failure rates amongst new products, it would be essential for 

companies to understand what triggers consumer’s newness perceptions per se and to what 

consequences these would lead. A clear understanding of PPN is of particular importance as it is 

“a vital selling point” (Bloch, 1995, p. 25). It allows companies to directly address the human 

innate nature of curiosity reflected in consumers’ desire for the ‘new’ (Litman, 2005). In crowded 

marketplaces where companies relentlessly fight for consumer’s attention, products perceived as 

new have a high potential to address consumer’s need for new stimulations, encourage their 

approach and enhance their predisposition to buy for further exploration (Sung et al., 2016). 

Given that consumers are the ultimate decision-makers of product purchases at the point of sale, 

the focus of this literature review lies on the determinants and outcomes of PPN from the 

consumer’s perspective. 

 

2.1.2. Objectives and Structure of the Paper 

All too often, even if companies devote resources to develop product newness with clear benefits 

and advancements compared to competing products, consumers do not necessarily perceive the 

newness, and product purchase is not a sure thing. The concept of product newness from the 

company’s viewpoint  essentially differs from that of consumers (Goode et al., 2013). Whilst the 

former often focuses on resources, capabilities and processes, the latter refers to perceived 

benefits, product attributes and habit change (Calantone et al., 2006; Sorescu & Spanjol, 2008).  
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One main reasons why the examination of newness perception from the consumer’s perspective  

is highly relevant for the overall new product development process is that it may help managers 

to predict whether newness is perceivable at all and whether it ultimately ‘pays off’ in form of 

purchase or willingness to pay. As such, an essential first step is to gain a comprehensive 

understanding of the determinants and outcomes of PPN by reviewing past relevant literature s, 

and thereby, use study insights to help managers  recognize, anticipate and respond  to 

consumer’s newness perceptions when preparing for “one of the most important marketing 

activities of companies”, namely product launch (Gielens & Steenkamp, 2007b, p. 97; Talke & 

O'Connor, 2011a). 

 

Up to now, five papers have attempted to provide a literature review on product newness from the 

consumer’s perspective. Yet, existing reviews reflect either an understanding from the firm’s 

viewpoint or predominantly focus on product design as one aspect of PPN. (Garcia & Calantone, 

2002) outlined an in-depth typology of the definitions and classifications of product newness 

along with suggested operationalization and future research avenues exclusively based on a 

sample of empirical papers. The authors differentiate between macro- (industry) and micro- 

(firm) levels as well as marketing and functional level perspectives when referring to ‘objective’ 

product newness. The ‘subjective’ product newness, namely PPN, represents an outcome of 

‘objective’ product newness, but the authors do not explicitly mention the respective 

determinants from the consumer’s viewpoint. Papers by Luchs and Swan (2011), Luchs, Swan, 

and Creusen (2015),  Noble (2011), Townsend, Montoya, and Calantone (2011) focus on the 

development of design research in the product newness context, where they acknowledge design 

as an essential attribute affecting PPN and where shape and function are interrelated components. 

The authors request further research to examine the effect of shape-function-interplay on 
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consumer’s newness perceptions, responses and choices. Papers by Luchs and Swan (2011) and 

Luchs et al. (2015) are the only reviews that encompass the examination of outcomes. However, 

the subject of focus of these two papers is solely related to product design and not consumers’ 

newness perception on an overall level, where PPN is only briefly mentioned. Therefore, the 

analysis portraits one aspect of PPN and one cannot speak of a comprehensive review. 

 

Our paper clearly distinguishes from existing literature reviews by providing a comprehensive 

overview of the determinants and outcomes of product newness from a consumer’s perspective, 

as well as by categorizing the factors into common themes across relevant empirical and 

conceptual research in leading marketing journals. Specifically, we believe this review can 

extend extant conceptual research in three aspects: 

 

1. we provide an aggregated overview of the commonalities and differences of existing 

definitions of PPN  

2. we synthesize the determinants and outcomes of PPN into common topic clusters 

3. we derive a comprehensive agenda for future research and managerial implications based 

on gaps in past research and observations of emerging market trends 

 

To the best of our knowledge, this is the first paper to review product newness from a consumer’s 

perspective, given the predominant focus on the firm’s perspective so far (Danneels 

& Kleinschmidt, 2001). The purpose of our paper is to provide a state-of-the-art examination of 

extant literature by drawing on relevant conceptual, empirical and meta-analyses papers in 

marketing, to delineate the determinants and outcomes of PPN, and to introduce a comprehensive 

agenda for future research directions. Drawing on the theoretical conceptualizations of PPN (see 
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Chapter 2), we provide an extensive review on the definitions, determinants and outcomes by 

categorizing factors into common thematic groups with the attempt to put some clarity to the 

context and use of PPN (see Chapter 3). Given the lack of explicit empirical research from the 

consumer’s perspective, on the basis of Chapter 2, Chapter 3 later provides an empirical zoom-in 

by testing the impact of visual and verbal information as potential drivers of PPN at the point of 

sale in the context of packaging of FMCG.  

 

The literature base consists of 116 papers in total based on a systematic keyword search 

(consumer perceived product newness/innovativeness/novelty) in the databases of ABI Inform 

Global, EBSCO, JSTOR and Science Direct. The review identified all papers that touched upon 

the topic of PPN that were published starting from July 1960 until the cut-off date of end of April 

2018 across 11 top marketing journals (VHB Jourqual, 2015),  where we first examined the 

abstracts followed by the review of the complete paper to decide on its relevance. Noticeably, the 

publication trend across time and by journals of our literature base (Figure 4 and Figure 5) 

exemplifies that empirical studies dominate the research in PPN with a seemingly exponential 

rise over the last 55 years and most of the publications belonging to the Journal of Product 

 Innovation Management. Although the number of conceptual papers increased along with that of 

empirical papers, these make up a very small portion. This seems surprising, considering that 

conceptual reviews would help to aggregate, systemize, put continuity to the understanding of 

PPN to date and more importantly, pinpoint potential research avenues ahead. 
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Figure 4. Publication trend on PPN over time 

Note: PPN, perceived product newness; Cumulated number of published articles on PPN by type 

 

Figure 5. Publication trend on PPN by journals 

Note: JSR, Journal of Service Research; JR, Journal of Retailing; MS, Marketing Science; JAP, Journal of 
Applied Psychology; IJRM, International Journal of Research in Marketing; JAMS, Journal of the Academy of 
Marketing Science; JCR, Journal of Consumer Research; JMR, Journal of Marketing Research; JM, Journal of 
Marketing; JPIM, Journal of Product Innovation Management  

 

A key contribution of our paper is to provide comprehensive and new research opportunities 

inspired by existing literature and uprising technological and sociocultural market trends alike. 

Whilst the former build on the progressive foundations of current research, the latter are more of 

extrapolative nature referring to trends that are likely to be important in practice and academic 

research in the PPN context. References to emerging trends and considerations of opportunities 

and challenges that companies may confront serve as an insightful and complementary approach 

to enhance the practical relevance of marketing research as a whole. As such, managers can use 
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this compact assessment on PPN to adequately decide on how to make use of certain 

determinants and outcomes in the specific context of their new product strategy.  

 

2.2. Definition of PPN  

Goode et al. (2013) provide an overarching definition by describing PPN as “how unique, 

different, innovative, creative, or novel a consumer perceives a product to be” (p.194). There is 

an overall agreement amongst authors that PPN is inherently subjective, relative and that involves 

the consumer to compare and contrast with a certain “frame of reference” (p.194). Such a 

reference point can either be a preceding or competing product within a product category, 

whereas practitioners and researchers prevalently use the competitive perspective (Talke 

& Snelders, 2013). Put differently, PPN refers to the extent to which a consumer perceives a 

product differs from existing products of a category regarding perceived benefits, product 

attributes and habit change (Calantone et al., 2006; Sorescu & Spanjol, 2008). 

 

The general consensus on the inherently comparative nature of PPN across existing literature 

mostly refers to perceived product benefits, attributes or habit change (Calantone et al., 2006; 

Sorescu & Spanjol, 2008) (Table 1). First, authors that include the aspect of benefits in their 

definitions relate PPN with improved need fulfillment, reduced costs, self-related meaningfulness 

and a degree of superiority that is unique for the underlying product and is not found in other 

existing products (Calantone et al., 2006; Cooper, 1979; Garcia & Calantone, 2002; Rijsdijk, 

Langerak, & Hultink, 2011; Sorescu & Spanjol, 2008; Szymanski, Kroff, & Troy, 2007; Talke & 

O'Connor, 2011b). Second, definitions encompassing the aspect of perceived attributes refer to 

both visual features appearance-wise as well as to functional features content-wise. Because the 
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exterior appearance is the first thing a consumer perceives when viewing a new product (Bloch, 

1995; Radford & Bloch, 2011), several authors highlight the phenomenon of judgement bias 

triggered by product shape alone (Hoegg & Alba, 2011; Mugge, Dahl, & Schoormans, 2018; 

Radford & Bloch, 2011). That is, the visual shape of a product has such a dominating power on 

consumer perceptions that it may lead consumers to misjudgments of functional advancements, 

despite the presence of objective written information. Third, definitions that comprise the aspect 

of perceived habit change touch upon the learning efforts, change of mental models and 

interruption of habitual behaviors that consumers associate with when using or consuming the 

new product (Mugge et al., 2018; Talke & O'Connor, 2011b). In terms of product categories, 

habit change is more often discussed to in contexts of durables than FMCG.  

 

Despite that existing literature differs in their emphasis of dimensions when defining PPN, 

authors agree on the aspect that newness is desirable up to a certain extent. That is, newness that 

change consumer habits may satisfy the need for new sources of pleasure as part of human 

curiosity (Litman, 2005), yet newness perceived as complex or difficult can scare consumers 

away. In essence, it has to be perceived as providing substantial benefits that outweigh the 

perceived costs. Subsequently, products with greater newness require an even greater 

communication effort for firms to satisfy consumers’ higher information needs in order to 

translate perceived costs into a bundle of perceived benefits (Lee & O'Connor, 2003; Talke 

& O'Connor, 2011b). Thus, this further substantiates the need to understand what drives PPN in 

the first place and to what outcomes PPN leads to. 
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Table 1. Selected exemplary definitions PPN 

References Definitions 

Focus Product Category 

Consumer 
benefit 

Visual 
appearance 

Functional 
advances 

Habit 
change 

Durable FMCG 

Empirical papers 

Blake, 
Perloff, 

Zenhausern, 
& Heslin, 
1973 

“The perception of unusual products as new could be a function 
of a specified personality characteristic - intolerance of ambiguity 

- and be related to acceptance of those products. […] The greater 
unfamiliarity of such products would lead him to judge them to 
be newer than would individuals who are more tolerant of 

ambiguity.” (p.239) 

(other: individual’s tolerance of ambiguity) x -- 

Calantone et 

al., 2006 

“Product innovativeness is concerned with technical and 

marketing discontinuities […], whereas product advantage refers 
to a product’s superiority relative to other products in the 
marketplace on dimensions such as quality, benefit, and function 
[…].” (p.410)  
Product innovativeness is positively associated with product 

advantage [and] reduces customer familiarity.” (p. 413) 

x -- x -- x -- 

Cooper, 
1979 

“The single most important dimension leading to new product 
success is product uniqueness and superiority. Unique, superior 
products were typically highly innovative and new to the market; 

incorporated unique features for the customer; met customers' 

needs better than competing products; allowed the customer to 
reduce costs or to do something previously impossible; and were 
of higher quality […] than competing products.” (p.100) 

x -- x -- x -- 

Goode et al., 

2013 

“We define newness perceptions in terms of how unique, 
different, innovative, creative, or novel a consumer perceives a 

product to be. There is an implied sentiment that newness 
perceptions are formed with respect to a frame of reference.” 
(p.194) 

-- x -- -- x -- 

Hoegg 

& Alba, 
2011 

“A product’s form suggests a particular level of functional 
performance, consumers naturally incorporate that information 

into judgments of feature performance, even when presented with 
conflicting feature information from an objective source.” (p.346) 

-- x -- -- x -- 

Mugge et 
al., 2018 

“The first design dimension that affects the product’s perceived 
ease of use is novelty. As discussed, consumers associate novel 
product appearances with the implementation of new 

technology.” (p.322) 
“Perceptions of technological advancement are first of all 
influenced by the design dimension novelty. [...] As a result, the 
design dimension novelty positively affects consumers’ 
perception that a product is technologically advanced. To 

stimulate consumers’ perceptions of technological advancement, 

designers thus first need to establish the prototype of the category 
and then design a product appearance that deviates strongly from 
this prototype.” (p.323) 

-- x -- x x -- 

Radford 

& Bloch, 
2011 

“Newness of a product is strongly communicated through its 

design, and visual product newness (VPN) is a central 
determinant of new product adoption. […] Those products which 
differ most within the category will be perceived as newer, and 
will also gain consumer’s attention because this newness 

differentiates them from the product clutter.” (p.208-209) 

-- x -- -- x x 

Rijsdijk et 

al., 2011 

“Innovativeness of a new product does not by definition imply 
that a product is meaningful to customers or superior to 

competing offerings. […] Product meaningfulness concerns the 
benefits that customers receive from buying and using a new 

product, whereas product superiority refers to the extent to which 
a new product outperforms competing offerings.” (p.34) 

x -- x -- x -- 

Schreiner, 
Fandrich, 

Heitmann, 
& Talke, 
2017 

“Product designers continuously emphasize how important yet 
difficult it is to create new products with designs similar enough 
for brand recognition, yet dissimilar enough for a unique 

positioning.” (p.790) 
“For each new product, manufacturers need to decide on an 
optimal level of design similarity, ranging somewhere between 
radical newness and absolute conformity compared to the 
remainder of the market.” (p.806) 

-- x -- -- x -- 

Note: FMCG, fast-moving consumer goods; Articles are listed in alphabetical order by author name 
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Table 1. Selected exemplary definitions PPN (continued) 

References Definitions 

Focus Product Category 

Consumer 
benefit 

Visual 
appearance 

Functional 
advances 

Habit 
change 

Durable FMCG 

Empirical papers 

Sorescu 
& Spanjol, 

2008 

“We found that these definitions [of prior studies] insufficiently 
capture the scope of innovation in industries in which marketing 

innovations may well be more prevalent than their technological 
counterparts. [Consumer-packaged goods] industry sources 
consistently indicated that innovative products are those that are 

deemed to increase consumer benefits substantially compared 
with existing products, whether they do so through a new 

technology or a new way to package the merchandise.”  
(p.115-116) 

x  x -- -- x 

Talke 
& O'Connor

, 2011b 

“For product innovativeness, [it] measure[s] the extent to which 
the new product offers new benefits, incorporates new features, is 
superior to other products, and requires changes in consumer 

attitude, behavior, and learning effort for product adoption and 
usage.” (p.950) 

x -- x x x -- 

Talke, 
Müller, & 

Wieringa, 

2017 

“Practitioners and researchers have given increasing attention to 
the role of product design in the marketing of new products. In 

particular, the newness of a product's appearance has been 

recognized as an important means of differentiation.” (p.1) 

-- x -- -- x -- 

Conceptual papers 

Bloch, 1995 

“Because product newness is a vital selling point, it would be 
particularly intriguing to discover the design attributes that trigger 
perceptions of newness among a variety of product categories. 

Such investigation could also determine the extent of change 
from previous designs that is necessary to be categorized as 
new.” 8p.25) 

-- x -- -- x x 

Garcia &  

Calantone, 
2002 

“[…] Product innovativeness is a measure of the potential 

discontinuity a product (process or service) can generate in the 

marketing and/or technological process. From a macro 
perspective, 'innovativeness' is the capacity of a new innovation 
to create a paradigm shift in the science and technology and/or 
market structure in an industry. From a micro perspective, 
'innovativeness' is the capacity of a new innovation to influence 

the firm's existing marketing resources, technological resources, 
skills, knowledge, capabilities, or strategy.” (p.113) 
“Radical innovations have been defined as innovations that 
embody a new technology that results in a new market 
infrastructure.” (p.120) 

Incremental innovations can easily be defined as products that 

provide new features, benefits, or improvements to the existing 
technology in the existing market.” (p.123) 

x -- x -- x -- 

Szymanski 
et al., 2007 

“The [innovativeness] definition has been broadened by some to 
include a meaningfulness dimension, i.e., the degree to which any 

new product or feature also has functional relevance to its 
potential user group.[…]”  
(p. 36) 

“New-to-the-market product can provide more opportunities for 
differentiation because customers will be able to distinguish its 
benefits from existing products.”  
(p. 45) 

x -- -- -- x X 

Note: FMCG, fast-moving consumer goods; Articles are listed in alphabetical order by author name 
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2.3. Review on the Research on PPN 

Figure 6. Systematization of research on PPN 
 

 
 

 

We review the literature on PPN by differentiating between empirical and conceptual papers. In 

addition, we include meta-analyses as these works do not only provide a joint overview various 

studies on product newness, but also aggregate the results of published data into one study to 

quantitatively identify possible relationships between the studied determinants and outcomes of 

PPN. Furthermore, for empirical papers, we categorize and distinguish between the determinants 

and outcomes that have been studied in the PPN context. Figure 6 illustrates the systematization 

approach of the literature review. 
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2.3.1. Empirical Papers on PPN 

2.3.1.1. Determinants of PPN 

Figure 7. Categorization of determinants across empirical papers  

 

 

We found 101 empirical papers in the study field of PPN and are able to group the examined 

determinants into five categories. Factors from the consumer’s perspective relate to 1) product 

attributes, 2) product appearance and shape, 3) the general product, 4) consumer characteristics, 

5) general product aspects, and 6) marketing aspects (Figure 7).  
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Figure 8. Types of stimuli in empirical studies  
 

Note: FMCG, fast-moving consumer goods 
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What is worth noting is that the first three groups, which are more associated with product-related 

factors, account for the majority of the examined determinants. It appears that researchers 

acknowledge product-related factors per se as exhibiting a high potential to influence the 

consumer’s newness perception.  In addition, the predominant focus lies on consumer durables 

(Figure 8), with only a few studies examining FMCG or a mix of both product categories as 

empirical stimuli. Given the shared focus of the papers on the consumer’s perspective, we 

allocated the types of determinants into five common categories and will examine each in the 

following.  

 

2.3.1.1.1. Product Attribute Factors 

Of the 34 articles studying product attributes as determinants, scholars acknowledge that either 

the presence of the newly added attribute or the presence of the respective verbal information can 

enhance PPN (Table 2). The presence or absence of a newly added attribute differs by its nature, 

such as in terms of how atypical (Desai & Ratneshwar, 2003), uniquely good or bad (Dhar & 

Sherman, 1996), converged (Han, Chung, & Sohn, 2009) or alignable (Okada, 2006) the new 

attribute is perceived in comparison to existing products of the category. It may also inherit extra-

brand characteristics beyond brand-related aspects, such as firm reputation or market competition 

(Boyd and Mason, 1999).  

 

In addition, verbal information about newly added attributes may elicit newness perceptions that 

can be reflected as descriptions of functionality (e.g. packaging benefit, ingredient, quality, 

technology) (Hsee, Yang, Gu, & Chen, 2009; Sorescu & Spanjol, 2008), emotions (e.g. social, 

personal, affective descriptions)  (Lee & O'Connor, 2003), finance (e.g. (Talke & Snelders, 2013) 

or product source (Nishikawa, Schreier, Fuchs, & Ogawa, 2017). Thereby, verbal information 
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can differ by type of representation as being comparative (Ziamou & Ratneshwar, 2003), abstract 

or concrete (Talke & Snelders, 2013) and ambiguous or irrelevant (Mukherjee & Hoyer, 2001). 

Overall, authors share the common understanding that product attributes per se have a high 

potential to affect newness perceptions when a consumer first encounters a product.  

 

Table 2. Empirical papers on the influence of product attribute factors on PPN  
References Experimental stimuli Main PPN determinants Key findings for PPN 

Alpert & 

Kamins, 
1995 

• Video cassette 
recorders 

• Disposable diapers 
• PC game systems 

• Microwave ovens 
• Soda 

• Presence / absence of 
information about pioneer status  

• Communicating pioneering status of a product positively affects consumer 

attitude towards the product and overall purchase intention, even years after 
introduction 

• Pioneership represents a competitive advantage that creates positive perceptions 
in consumers  

Boyd & 
Mason, 
1999 

 

• Digital camera 
• HDTV 
• Photo-CD player 
• Videophone 

• Availability of extrabrand 

attributes related to product (e,g, 
design and functionality), firm 
(e.g. reputation, size) and market 
related (e.g. competition, sales 
potential) attributes  

• Extrabrand instead of brand attributes influence how attractive consumers 
perceive a new product, which positively affects the purchase likelihood 

Connole, 

Benson, & 
Khera, 1977 

• Cars 
• Degree of difference in product 

attributes between competing 

brands 

• After the purchase of a new product whose attributes significant differ from 
competing products,  innovators and non-innovators both show similar 
tendencies to avoid information contrary to their purchase decision 

•  Innovators show greater need for consonant information that support their 
purchase (e.g. good price) than non-innovators 

Crawford, 
1985 

• 350 consumer 
(73%) and business 
(27%) products and 

services 

• Shampoo 

• Presence / absence of 
information about product 

features, benefits or surrogates 

• A surrogate is a verbal information about a product attribute that suggests the 
value of the product without explicating saying what the value is 

• Use of information about features/benefits versus surrogates is split into 2/3 vs. 
1/3 

• For launch of new products, longitudinal study of shampoos shows that 

companies typically maintain using the same format of information on packages 

Dean, 

Engel, & 
Talarzyk, 

1972  

• Multiple household 
and personal care 
products, e.g. 

deodorant, facial 

tissue, cleanser, 
hosiery 

• Presence / absence of newness 
cue on new product package 

(‘New!”, “Improved”, 

“New/Improved”) 

• The vast use of the newness cue seemingly drives PPN 
• In the packaging context, the presence (versus absence) of newness cue on 

packages is found to have no effect on consumer’s overall product evaluation  

Desai &  

Ratneshwar, 
2003 

• Snacks  
• Presence / absence of atypical 

versus typical product attribute 

• Consumers perceive an atypical (versus typical) product attribute less (versus 
more) favorably when brand familiarity is high 

• Yet, consumers are more willing to buy products with atypical attributes when 

brand familiarity is high (versus low) due to inherently high brand strength  

Dhar 

& Sherman, 
1996 

• Apartments 

• Vacation spots 
• Dating 

• Uniqueness of good versus bad 

attributes between product 
alternatives 

• Consumers are more (less) willing to choose a product alternative when the 

good attributes are unique (shared) and bad attributes are shared (unique). These 
products appear more attractive and increase choice probability. 

Donnelly & 
Etzel, 1973 

• Grocery  

• Packaging, physical appearance, 

user preparation (food products) 
or use behavior (non-food 
products), and technological 
processing 

• Product newness is determined by four aspects: packaging, physical appearance, 
user preparation (food products) or use behavior (non-food products), and 

technological processing. The four aspects are objective and commonly found 
amongst consumer packaged goods 

• As such, products differ in their newness by three types: artificially new, 
marginally new, genuinely new 

Gill, 2008 

• MP3 player 
• Personal digital 

assistant 

• Addition of utilitarian or hedonic 
functionality to a base product 
(i.e. convergent product) 

• Consumers perceive the new product as more (less) valuable and shows a 

greater (lower) W(TP when a new hedonic (utilitarian) functionality is added to 
a product with utilitarian (hedonic) base than a utilitarian (hedonic) one  

• Due to asymmetric additivity effect, hedonic additions increase the pleasure of 
using a utilitarian base, whilst utilitarian additions dilute the hedonic base 

Gill & 
Dube, 2007 

• Computer  
• TV 
• Phone 
• Iron 

• Property mapping ( i.e. combine 

a concept by transferring an 
attribute to another, e.g. 
notebook computer)  

• Relationship linking ( i.e. 
combine two concepts by a 

common theme, e.g. locative 
theme in notebook computer) 

• The newness of a product can be generated by property mapping, and 

relationship linking 
• Consumers show lower  response time for interpretation towards new products 

created by relationship linking than property mapping 
• Consumers show lower  response time for interpretation towards new products 

based on a combination of concepts from different categories (e.g. armchair TV) 
than the same ones (e.g. computer TV) 

Note: Articles are listed in alphabetical order by author name 
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Table 2. Empirical papers on the influence of product attribute factors on PPN (continued) 
References Experimental stimuli Main PPN determinants Key findings for PPN 

Gruen, 1960 
• Coffee 
• Noodle soup 

• Presence / absence of newness 
cue on new product package 
(‘new and improved’) 

• No significant preference for products labelled as new  
• Assumption by authors that the newness cue is used too often so that consumers 

may have become immune and prefer other, more individualistic claims 

Han et al., 
2009 

• Mobile phone 

• Digital camera 
• Camera phone 
• MP3 

• Degree of convergence of 
functional attributes 

• Convergent products (e.g. mobile phone and digital camera combine into a 

camera phone) positively affect consumer choices for less innovative products 
• Dedicated products (e.g. standalone mobile phone, digital camera) enhance 

consumer choice for highly innovative products  

Hsee et al., 

2009 

• Camera 
• Massage chair 

• Mobile phone;  
• Sesame oil 
• Potato chips 

• Presence / absence of 

quantitative functional 
specifications 

• Even when consumers directly experience the product and the specifications 
carry little/no information, consumer preferences are still influenced by 

specifications 
• Compared to product choice, product liking is more stable and less affected by 

specifications 

Lee, Lee, & 

Garrett, 
2013 

• Smartphone 
• Perceived diversity of functional 

attributes: must have / one-
dimensional / attractive  

• Consumers show a  positive product attitude towards the new, convergent 
product when must-have and attractive functional attributes exist 

• A higher perceived diversity of functional attributes leads to greater product 
attitude and purchase intention, yet increases emotional needs fulfillment only 
when instrumental needs are fulfilled, especially for consumers with high 
innovativeness 

Lee &  

O'Connor, 
2003  

• (multiple industries, 
not explicitly 
mentioned) 

• Presence / absence functional 
versus emotional verbal 
information type 

• Preannouncing the new product has a stronger positive impact on NPP when 

newness is high rather than low 
• Emotional (functional) ads have a stronger positive impact on NPP when 

newness is higher rather than low 

Moreau, 

Lehmann, & 
Markman, 
2001 

• Digital cameras 
• Car 

• Product attribute mutability  
• Consumer’s product knowledge 

• Change of an immutable (versus mutable) attribute leads to higher (versus 

lower) PPN  

• For incrementally (versus highly) new products, experts show higher (versus 
less) comprehension, perceive more (versus fewer) net benefits and express 
higher (versus less) preferences than novices 

• When the additional knowledge of other product categories complements 

primary knowledge, experts have higher comprehension and preferences 
towards really new products 

Mukherjee 
& Hoyer, 

2001 

• TV tech 
• PC 
• Washing machine 

• Fridge 
• Camera 

• Presence / absence of verbal 
information on new product 

attributes 

• Adding information on novel attributes, even if ambiguous, increases product 
evaluation and sales for low-complexity products but not for high-complexity 

products because of learning-cost inferences 

Nishikawa 
et al., 2017 

• Silicone tag for bags 
• Snacks 

• Presence / absence of verbal 
information on new product 
design source ("customer-

ideated") 

• The presence (versus absence) of “customer-ideated” information on design 
source at the point of sale are found to increase up to 20% of the new product’s 
actual sales 

Noseworthy, 
Murray, & 
Di Muro, 
2017 

• Vitamin-enriched 
coffee 

• Telephone 

• Cola 

• Congruity of new product 
attributes 

• Presence / absence of an enabler 
(i.e. attribute that semantically 

supports the presence of another 
attribute) 

• When the incongruent product attribute (e.g. vitamin-enriched coffee) and 
enabler (e.g. green color) exist independently, consumers’ PPN increases, yet 
their sense-making of the new product and overall evaluation decrease 

• When the incongruent product attribute and enabler co-exist, consumers’ PPN 

decreases, yet their sense-making and evaluation increase 

Ofek & 
Srinivasan, 

2002 

• Camera mount 
• Improvement of product 

attributes 

• Newness of a product involves the modification of product attributes i.e. 
improving desirable attributes or offering less of undesirable attributes  

• An appropriate measurement of the market value of an attribute improvement in 

dollars is to put different weights on consumers depending on their purchase 
probability, instead using average weights   

• Extreme consumers with very low or high purchase probabilities should receive 
less weights in the calculation of the market value of an attribute improvement 

Okada, 2006 

• Baseball 
• Concert ticket  
• Bed/breakfast hotel  
• Mobile phone 

• Addition of (dis)similar or 
attributes  

• The addition of non-alignable (versus alignable) attributes increases PPN more 

(versus less). Non-alignable attributes are stand-alone features that only the 
upgraded product possesses 

• Consumers more (less) likely upgrade when it is dissimilar (similar) to the 

existing product 
• Upgraders (versus first-time buyers) prefer upgrades on new key attributes to 

general upgrades of all attributes  

Olshavsky 

& Spreng, 

1996 

• Food and beverage 

• Health and beauty 
aids 

• Consumer 
appliances  

• Addition of information on 
functional product attributes: 
name of innovation, successful 
testing and approval by 

government, information about 
manufacturer, friend 
recommendation, information of 
strong sales  

• The greater the PPN, the greater the perceived impact of the new product for a 

consumer’s daily life 
• When consumers evaluate a new product, judgement about one or more product 

attributes is the dominant evaluation strategy compared to categorization, 
indicating that piecemeal processing occurs more often the higher the PPN 

Note: Articles are listed in alphabetical order by author name 
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Table 2. Empirical papers on the influence of product attribute factors on PPN (continued) 
References Experimental stimuli Main PPN determinants Key findings for PPN 

Ozanne, 

Brucks, & 

Grewal, 
1992 

• Cars 

• Perceived similarity /  
dissimilarity of new product 

attributes compared to category 
prototype stored in a consumer’s 
memory 

• Product newness is closely related with perceived product discrepancy, i.e. 
perceived similarity or  dissimilarity of new product attributes with those of a 
category prototype stored in a consumer’s memory 

• There is an inverted U-relationship between perceived product discrepancy and 
depth of consumers’ information search 

• Moderate product discrepancy lead consumers towards greater depth in search 
than breadth, whilst high discrepancy trigger consumers towards alternative 
strategies rather than more breadth in search  

Rijsdijk & 

Hultink, 
2009 

• Vacuum cleaner 
• Lawn mower 
• Washing machine 
• Refrigerator 
• Digital camera 

• Perceived relative advantage, 
compatibility, observability, 
availability, complexity, 
perceived risk 

• PPN is determined by five newness factors, i.e. perceived relative advantage, 
compatibility, observability, availability, complexity, risk  

• Attributes of a smart product, i.e. products containing IT such as microchip and 
sensors to gather and process information, have different effects on PPN factors 

• Smart product attributes increase perceived relative advantage in general, but 

increases perceived complexity and risk  

Sorescu 
& Spanjol, 

2008 

• 20.000 consumer 
packaged goods (no 
explicit mention) 

• Presence/absence of 6 factors as 
consumer benefits: positioning 
of new use, packaging benefit, 
new market, merchandising, 

formulation (i.e. ingredient), 
technology 

• Highly innovative products deliver significantly new consumer benefits of all 6 
factors compared to less innovative products 

• Highly innovative products are associated with increases in normal profits, 
economic rents, and firm risk 

• Less innovative products are associated with increases in normal profits but not 
with economic rents or firm risk 

Talke 

& O'Connor
, 2011b 

• 112 industrial 
products 

• Presence / absence of three 

verbal information types: 
usability, technical, financial  

• The use of verbal information types for new products represents an effective tool 
for its launch 

• The presence of usability and financial information increases market 

performance, i.e. market share, competitor advantage, consumer satisfaction, 
whilst technical information decreases it 

• As PPN increases, the presence of usability information becomes increasingly 
important, but less so for financial information and not at all for technical 
information 

Talke 

& Snelders, 

2013 

• Cars 

• Presence / absence of three 
verbal information: functional, 
financial, social/personal 

• Presence / absence of verbal 
information in abstract versus 
concrete formats 

• The presence of product-related verbal information is found to influence new 
product adoption intention and actual willingness to pay 

• Consumers show the highest adoption intention when personal/social 
information is conveyed in an abstract manner and financial and functional 
information in a concrete manner 

• Emotional information (i.e., personal/social) has the highest effect on adoption, 
followed by functional and financial information. The former is the most 
effective when communicated in an abstract manner and the latter in a concrete 
manner 

• The above effect holds true also for actual adoption, i.e. willingness to pay 

Talke et al., 

2009a 
• Cars 

• Newness of functional attributes 
• Product shape deviation  

• Shape deviation drives sales after the introduction and persists over time, 
newness of functional attributes drives sales with a lagged effect and decreases 
over time 

• Interaction between shape deviation and newness of functional attribute does not 
show significance  

Twedt, 1969 • Refrigerator 

• Presence / absence of verbal 
information types: functional, 
i.e. numerical, comparative, 

emotional 

• New product attributes are typically communicated by verbal information in 
form of functional or emotional benefit claims 

• Measurement of consumer’s perception towards a new product should take 
desirability, exclusivity, believability into consideration  

• Effect of functional or emotional benefit claims on how desirable, exclusive and 

believable a consumer perceives the new product may vary across product 
category 

Yang, 

Ringberg, 
Mao, & 

Peracchio, 
2011 

• Paint 

• Hotel 

• Presence of abstract / concrete 

verbal information  

• Consumers with a high (low) creative mindset seek more (less) for information 
that is perceived as incompatible, i.e. new and remotely associated, than 
compatible information with their mental construal   

• Consumers with a high (low) creative mindset are more (less) persuaded by 
verbal information types that are both abstract and concrete than abstract/ 
concrete-only  

Zhou & 

Nakamoto, 
2007 

• CD players 
• Cameras 

• Presence / absence of verbal 

information about unique and 

enhanced new product attributes 

• Consumers perceive new products with unique attributes as more differentiated 
and more performance uncertain than new products with enhanced attributes  

• Consumers show greater preference towards enhanced new product attributes 

than unique ones, when their familiarity towards the category is low. The 
opposite holds true when familiarity is high 

Ziamou, 
2002 

• Wireless 

communication 
device with speech 
recognition  

• Newness of functional attributes 

• Verbal information about 

imagery imagination (i.e. ask 
consumers to imagine the 
product in use)   

• When products are launched with new (versus pre-existing) functional attributes, 
consumers perceive the performance of the new product as more certain and 

show greater purchase intention 
• When products are launched with new (pre-existing) functional attributes, 

asking consumers to imagine the new product in use increases (decreases) 
perceived performance and decreases (increases) purchase intention  

Ziamou &  

Ratneshwar, 
2003 

• Cable TV 

technology 
• E-mail technology 

• Presence / absence comparative 
verbal information type, i.e. 
explicit comparison of existing 
functionality with a new one 

• An explicit comparison of a new functionality with an existing functionality 

only enhances consumers’ evaluation when the new functionality is atypical of 

the existing functionality 
• When a new functionality is typical of an existing one, explicit comparisons may 

backfire because this causes assimilation into the prior functionality 

Note: Articles are listed in alphabetical order by author name 
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2.3.1.1.2. Product Appearance and Shape-Specific Factors 

Amongst the 16 papers studying product appearance as a driver for PPN, there is a convergent 

understanding that product appearance consists of three main features, namely aesthetic, 

functional and emotional (Table 3). Whilst articles on product attribute factors refer to the general 

addition of a new product use, feature, functionality, formulation and verbal information of these 

attributes, articles studying product appearance factors concentrate on how the product look or 

aspects of design, such as shape, material, color or degree of typicality with competing products, 

may influence a consumer’s newness perceptions.  

 

Essentially, authors depict that a consumer’s first impression of a new product is based on the 

exterior appearance before further examination of details follows. That is, a product perceived as 

visually deviating or atypical from a category prototype, which represents the average product in 

the respective category, has a strong power to trigger PPN (Celhay & Trinquecoste, 2015; 

Junghan & Lakshmanan, 2015; Landwehr, Wentzel, & Herrmann, 2013b). Specifically, authors 

studying consumer durables and FMCG alike acknowledge that the outer appearance is not only 

limited to aesthetics features, but regard functional as well as emotional design features as 

equally necessary characteristics (Candi & Saemundsson, 2011; Moon, Miller, & Kim, 2013; 

Mugge et al., 2018; Rubera, 2015; Srinivasan, Lilien, Rangaswamy, Pingitore, & Seldin, 2012; 

Talke, Salomo, Wieringa, & Lutz, 2009b).  Recently, an emerging stream of empirical research 

focuses on ergonomic features as a more nuanced way to emphasize the complementary nature of 

aesthetic and functional design features (Bornemann, Schöler, & Homburg, 2015; Moon, Park, & 

Kim, 2015). In general, the literature emphasizes that aesthetic, functional and emotional design 

features should not be hierarchically ranked as they compose the product appearance as a whole 

to drive consumers’ newness perceptions. 
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Beyond the general analysis of product appearance, 11 empirical papers specifically pinpoint the 

effect of product shape where the underlying research shares three common focus areas. One is 

the focus on product shape that represents a fundamental appearance feature towards which 

consumers first react when judging the newness of a product, especially given that such a 

perceptual evaluation is mostly affect-based rather than cognition-based (Radford & Bloch, 

2011). That is, authors emphasize that product shape can already visually assist consumers to 

categorize and evaluate product newness (Goode et al., 2013; Mugge & Dahl, 2013; Truong, 

Klink, Fort-Rioche, & Athaide, 2014b; Veryzer, Jr. & Hutchinson, 1998). Second, several 

authors demonstrate the strong functionality-signaling characteristic of product shape that may 

potentially lead to biased evaluations of PPN. For instance, a product shape highly deviating from 

the category prototype may convey superior performance (Jindal, Sarangee, Echambadi, & Lee, 

2016; Mugge & Dahl, 2013; Townsend, Kang, Montoya, & Calantone, 2013), communicate line-

extended product use (Kreuzbauer & Malter, 2005) or override objective verbal information even 

when it states the opposite (Hoegg & Alba, 2011). Third, authors show that a highly deviating 

shape is able to signal newness that allows the product to outcompete other market players in a 

persistent time period (Talke et al., 2009a).  

 

Thus, authors clearly highlight the importance of visual communication as an important first step 

to trigger newness perceptions. 
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Table 3. Empirical papers on the influence of product appearance factors on PPN  
References Experimental stimuli Main PPN determinants Key findings for PPN 

General appearance factors 

Bornemann et 
al., 2015 

• Cars 
• Consumer 

electronics 

• Newness of product appearance: 
perceived aesthetic, ergonomic 
and symbolic value  

• Consumers evaluate PPN based on newness of a product’s appearance, which  

carries perceived aesthetic, ergonomic and symbolic values 
• Perceived ergonomic value of the new product positively influences the stock 

market response  
• Perceived aesthetic value of the new product positively influences the stock 

market response towards the new product, only if it possess perceived 
functional benefits 

• Perceived symbolic value of the new product negatively influences the stock 
market response 

Candi 

& Saemundss
on, 2011 

• Tech services (e.g. 
software 
development, 

research, tele-

communications) 

• Design aesthetics  

• Design aesthetics positively influences consumer’s perception of a new 
product’s competitive advantage  

• The higher the perceived design aesthetics, the higher the competitive 

advantage (consumer’s willingness to pay) and profitability, especially when 

commoditization is high  

Celhay 
& Trinquecost
e, 2015 

• Wine 
• Newness of product appearance: 

Perceived typicality / atypicality 

• The degree of deviation of visual codes of a category (e.g. shapes, colors, 
materials, typefaces, layouts, illustrations) drives perceived typicality of a 
new product’s appearance by a consumer 

• Perceived typicality, which represents how visually new a consumer perceives 
a product, positively affects aesthetic appreciation and purchase intention 

Homburg, 
Schwemmle, 

& Kuehnl, 
2015 

• 16 household 
electronics and 
consumer 

multimedia 

products 
• Sunglasses 
• Headphones 

• Design aesthetics, functionality, 

symbolism  

• New product design aesthetics, functionality and symbolism of a new product 
influence consumer’s perception towards a new product 

• New product design aesthetics, functionality and symbolism all increase a 

consumer’s purchase intention, word of mouth and willingness to pay, with 
design symbolism having the strongest effect  

Jindal et al., 
2016 

• Cars 
• Design functionality, shape, 

ergonomics  

• Consumers assess PPN in terms of needs based on design function, shape and 

ergonomics  
• Design function and ergonomics (versus shape) satisfy consumers’ utilitarian 

(versus hedonic) needs 
• A new product’s high shape deviation from the categorical prototype can 

substitute high functionality to achieve high market share 

• Older generation products with high shape deviation achieve higher market 
share than those with high design functionality or ergonomics 

Junghan &  

Lakshmanan, 

2015 

• Smartphones  

• Tablets 
• Digital camera 

• Perceived typicality / atypicality 

of kinetic features (i.e. direction 
changes of on-screen ad elements) 

• High (versus low) kinetic property leads to greater (versus lower) PPN 
• Kinetic features enhance ad liveliness and perceived atypicality, resulting in 

higher PPN 

• Kinetic features increase PPN of incrementally new products, but not that of 
really new products 

• In fast-changing product categories, high (versus low) kinetic featured ad 
leads to higher PPN, but not for low-changing product categories 

Landwehr, 

Wentzel, & 
Herrmann, 
2013a 

• Cars 
• Newness of product appearance: 

Perceived typicality / atypicality 

• Consumers like typical (atypical) car appearances more when market 

exposure is lower (higher) 
• Perceived typicality of a new product’s appearance and market exposure 

interact regarding liking and sales, that is, atypical cars are more successful in 
the long term  

Luo, Kannan, 

& Ratchford, 
2008 

• Hand held power 
tool 

• Toothbrush 

• Objective product attributes and 
perceived, subjective design 
attributes of a new product  

• Perceived, subjective new product design attributes (e.g. perceived power, 

comfort) by a consumer are composed of objective new product attributes 
(e.g. price, weight) and consumer idiosyncrasy  

• Both objective new product attributes and subjective new product design 
attributes influence PPN and purchase decisions 

Moon et al., 

2013  
• Cellphone • Design newness  

• Consumers evaluate PPN based on design newness in terms of consumer 

needs 
• Aesthetic and emotional (versus feature) attributes of design positively affect 

the perceived humanistic (versus technical) design value of the new product  

Moon et al., 

2015 

• Vacuum cleaner 

• Office chair 
• Design newness  

• Consumers evaluate PPN based on design newness in terms of consumer 
needs 

• Aesthetic design attributes of a new product comprise of shape, appearance, 
color; feature design attributes consist of functions and performance; 
ergonomics include ease of use, comfort and safety 

Mugge et al., 

2018 

• Digital cameras 
• Electric water  

• Kettles 
• Alarm clocks 
• Toasters 

• Newness of product appearance: 

harmony, novelty, natural, weight, 
compressed 

• New  product appearances positively affect perceptions of technological 
advancement of a new product 

• Product appearances that are high on harmony, neutral on novelty and neutral 
on weight positively affect quality perceptions of a new product 

• Product appearances that are high on natural, low on novelty and neutral on 
compressed positively affect ease of use perceptions of a new product 

Rubera, 2015 • Cars 
• Newness of product appearance 
• Functional newness 

• Newness of product appearance decreases initial sales of a new product but 

increases sales growth rates 
• Product appearance and functional newness have a negative interaction effect 

on initial sales, but a positive one on sales’ growth rates 

Patrick & 

Hagtvedt, 
2011 

• Earings 

• Photographs of 
armchairs 

• Shoes 

• Perceived aesthetic congruity with 
existing consumption 

environment  
• Perceived product design salience 

(i.e. design as central product 
attribute) 

• When a new product has a high (low) perceived design salience, perceived 

aesthetic incongruity leads to greater frustration relative to regret and 

consumer’s willingness to buy more 
• One explanation is that consumers may intend to accommodate the new 

product in the existing consumption environment   

Note: Articles are listed in alphabetical order by author name 
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Table 3. Empirical papers on the influence of product appearance factors on PPN (continued) 
References Experimental stimuli Main PPN determinants Key findings for PPN 

General appearance factors 

Schreiner et 

al., 2017 
• Cars 

• Objective and perceived, 

subjective design attributes of a 
new product 

• Objective design attributes (e.g. front/side/rear/view,  lengths/angles, 

complexity) drive consumers’ perception of similarity between the new 
product and competing products   

• Consumer’s perceived similarity of the new product can be measured by 
visualizing the distances between a set of objective design attributes in a 
matrix   

Srinivasan et 
al., 2012 

• Cars 
• Design functionality, aesthetics, 

meaning 

• Consumers evaluate PPN based on design functionality, aesthetics and 
meaning  

• Design functionality increases consumer satisfaction 
• For the largest consumer group, design functionality of a new product is the 

most important determinant for consumer satisfaction, followed by aesthetics. 
For the rest of the consumer groups, design meaning is most important  

Talke et al., 
2009a 

• Cars 
• Newness of functional attributes 
• Product shape deviation  

• Shape deviation drives new product sales after the introduction and persists 

over time, whilst newness of functional attributes drives sales with a lagged 
effect and decreases over time 

• Interaction between shape deviation and newness of functional attribute does 
not show significance  

Shape-specific factors 

Goode et al., 

2013 

• Vacuum cleaner 
• Fan 

• Product shape deviation 

• Consumers rate PPN lower (higher) when categorization certainty is low 
(high) 

• Categorization certainty mediates category cues (e.g., design, brand name, 

video demo) and PPN 

Hoegg 
& Alba, 2011 

• Running shoes 

• Cookware 
• Speakers 
• Inline skates 
• Bike helmets 
• Mixers 

• Product shape deviation 
• When a product’s shape indicates a particular level of functional performance, 

consumers incorporate that information into their performance judgements of 
the new product, even when objective feature information states the opposite 

Jindal et al., 

2016 
• Cars 

• Design functionality, shape, 

ergonomics  

• Consumers assess PPN in terms of needs based on design function, shape and 
ergonomics  

• Design function and ergonomics (versus shape) satisfy consumers’ utilitarian 
(versus hedonic) needs 

• A new product’s high shape deviation from the categorical prototype can 

substitute high functionality to achieve high market share 
• Older generation products with high shape deviation achieve higher market 

share than those with high design functionality or ergonomics 

Kreuzbauer 
& Malter, 
2005 

• Off-road 
motorbike 

• Product shape deviation 
• Shape deviation from a category prototype enhances PPN, thus supporting 

line-extension strategies  

• Shape deviation affects perceived new product use and categorization  

Mugge 

& Dahl, 2013 

• Digital camera 
• Washing machine 
• Hairdryer 

• Product shape deviation 

• Shape deviation moderates between type of innovation and learning-cost 
considerations, that is, low (high) shape deviation decreases (increases) 
learning cost considerations for radical innovations. There is no impact for 
incremental innovations 

• Shape deviation moderates between type of innovation and consumer 

evaluation, that is, low (high) shape deviation increases (decreases) consumer 
evaluations. There is no impact for incremental innovations 

Noseworthy & 

Trudel, 2011 

• Soft drinks 

• Cars 
• Digital cameras 
• Wristwatches 

• Product shape deviation 

• Presence of verbal information 
types: functional versus 
experiential benefit claim  

• When functional benefit claim is present, consumers show greater preferences 
towards new products with moderately incongruent than congruent shape. The 
relationship is strengthened by perceived hedonic benefits 

• When experiential benefit claim is present, consumers show greater 

preferences towards new products with congruent than moderately 
incongruent shape. The relationship is strengthened by perceived utilitarian 
benefits 

Radford 
& Bloch, 2011 

• Vacuum cleaner 

• Espresso machine  
• Pen 
• Toothbrush 

• Product shape deviation 

• Consumers recognize and assess PPN based on visual design, i.e. product 

shape deviation 
• High (low) product newness elicits more (less) affective and aesthetic 

responses 

Talke et al., 
2017 

• Cars 

• Smart phone 
• Product shape deviation 

• Products perform best when shape of a new product highly deviates from that 
of the competitor, but moderately high compared to the same product 

portfolio of the new product 

Townsend et 
al., 2013 

• Cars • Design shape and function  
• Consumers assess PPN based on design shape and function of a new product 
• Design shape and function both influence consumers’ preference  
• Shape and function do not interact with each other 

Truong, 
Klink, Fort-

Rioche, & 
Athaide, 

2014a 

• Communications 

technology for 
home TV 
broadcasting 

• Product shape deviation 

• Shape deviation of a new product enhances consumers’ perceived product 

value, liking and purchase intention the more innovative the consumers is 
• Shape deviation enhances perceived value and product liking, but not 

purchase intention as design acumen of consumers increases 

Note: Articles are listed in alphabetical order by author name 
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Table 3. Empirical papers on the influence of product appearance factors on PPN (continued) 
References Experimental stimuli Main PPN determinants Key findings for PPN 

Shape-specific factors 

Veryzer, Jr. 

& Hutchinson, 
1998 

• Bathroom scales 

• Clocks 
• Dresser flashlights 

• Hair dryers 
• Lamps 
• Refrigerators  
• Telephones 

• TV remote controls 

• Design unity (i.e. visual similarity 

between design attributes) 
• Design prototypcality (i.e. 

representativeness of product 
attributes within a category)  

• Greater deviation of product attributes from a category prototype (low 

prototypicality) leads to greater PPN (i.e. perceived typicality) 
• Design unity and prototypicality positively affect consumer’s aesthetic 

responses (i.e. visual attractiveness) 
• PPN partially mediates unity and aesthetic responses 

Note: Articles are listed in alphabetical order by author name 

 

2.3.1.1.3. General Product Factors 

Five papers empirically focus on general product factors as determinants that can be summarized 

as product advantage (Table 4). Although using different labels, authors consistently understand 

product advantage as relative superiority or benefit a new product brings compared to its existing 

or preceding products (Calantone et al., 2006; Cooper, 1979; Jhang, Grant, & Campbell, 2012; 

Luo et al., 2008; Rijsdijk et al., 2011).  

 

However, relative product advantage can be evaluated subjectively and objectively. The 

subjective understanding of product advantage does not only refer to attributes that allow 

consumers to do something previously impossible, but also refer to sense-making or 

meaningfulness that allow consumers to perceive as useful and relevant given their previous 

product knowledge and living context (Cooper, 1979). In contrast, the objective understanding of 

product advantage refers to how much the newness outcompetes other products (Jhang et al., 

2012; Luo et al., 2008; Rijsdijk et al., 2011). Meaningfulness of a new product is more important 

in a hyper competitive environment, whereas competitive superiority is more important in a more 

stable environment. Hence, authors underline the distinction subjectively perceived and objective 

of product advantage as determinants of PPN.  

 

 



2. Literature Review of PPN  33 

 
 

Table 4. Empirical papers on the influence of general product factors on PPN 
References Experimental stimuli Main PPN determinants Key findings for PPN 

Calantone et 
al., 2006 

• Chemical, 
biochemical, 
pharmaceutical 

products (no 
explicit mention) 

• Product advantage  
• Customer familiarity 

• Product newness enhances product advantage, which positively affects 
profitability 

• Product newness decreases product familiarity, which positively affects 

profitability 

Cooper, 
1979 

• Industrial products 
(no explicit 
mention) 

• Product uniqueness and 
superiority 

• Perceived uniqueness and superiority determines product newness, leading to 
product success 

• Unique and superior products fulfill needs better than competitive offerings 

and allow consumers to do something previously impossible  

Jhang et al., 
2012 

• Orange juice, 
coffee, vodka, 
toilet paper, black 
rice, black tea 

• Incongruity of product attribute 
(i.e. consumer’s ability to make 
associations with preexisting 
category knowledge to understand 

the benefits of the new product)  

• The more consumers can make sense of a differentiating product attribute, the 
less new is the product compared to existing products 

• Increasing cognitive flexibility allows consumers to make sense of extremely 
incongruent new products and thus, leads to greater favorability 

Luo et al., 

2008 

• Hand held power 
tool 

• Toothbrush 

• Objective and perceived, 
subjective product characteristics 

• Perceived, subjective product characteristics is composed of objective product 
attributes and consumer idiosyncrasy  

• Objective (e.g. price, weight) and subjective (e.g. power, comfort) product 
characteristics both contribute to PPN and jointly influence purchase 

decisions 

Rijsdijk et 

al., 2011 

• Numerous 
consumer high-
tech products 

• Product meaningfulness 
• Product superiority 

• PPN does not necessarily imply product superiority or meaningfulness 
• Product meaningfulness and superiority are distinct from one another  
• Product superiority shows positive effect on new product performance when 

meaningfulness is high, not when it is low 

• Product superiority (versus meaningfulness) has a greater impact on new 

product performance in stable than turbulent markets (and vice versa) 

Note: Articles are listed in alphabetical order by author name  

 

2.3.1.1.4. Consumer Factors 

Eight empirical papers examine the effect of consumer-related factors as determinants of PPN 

(Table 5). Authors predominantly focus on the inherent innovativeness propensity of individuals 

in form of tolerance of ambiguity, newness seeking behavior and new product knowledge (Blake 

et al., 1973; Feldman & Armstrong, 1975; Moreau et al., 2001; Ostlund, 1974). The authors 

depict that an individual’s aversion or affinity to solve an unknown problem or to estimate an 

unfamiliar product attribute implies a general avoidance and lower knowledge level related to 

product newness, which would lead them to perceive the products as newer than individuals with 

greater tolerance or novelty-seeking proneness towards newness.  

 

Further studies explored the psychological and cognitive traits of an individual such as fulfillment 

of needs, personal pursuit of new arousal, regulatory focus and state of mind (Manning, Bearden, 

& Madden, 1995; Tauber, 1973; Zhou, Wang, Song, & Wu, 2017). The authors do not only 

address human curiosity satisfied new sources of stimulation, but also emphasize the often 
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neglected influences of framing context or newness-encouraging culture (Zhou et al., 2017). 

Accordingly, the empirical papers highlight both the individual and context-dependent factors as 

antecedents of PPN.  

 

Table 5. Empirical papers on the influence of consumer factors on PPN  
References Experimental stimuli Main PPN determinants Key findings for PPN 

Blake et al., 

1973 

• Wine-making kit 

• Clothing 
• Hobbies 
• Car accessories 

• Emergency tools  
• Home furnishings 

• Consumer’s tolerance of 
ambiguity (i.e. unfamiliar 
attributes in a product category) 

• Consumers with high (versus low) intolerance of ambiguity has a higher 
(versus lower) PPN 

• PPN positively (versus negatively) affects purchase intention amongst tolerant 

(versus intolerant) consumers  

Feldman 

& Armstron
g, 1975 

 

• Cars 

• Consumer’s innovative behavior 

(i.e. early versus late new 
product purchase) 

• Consumer personality traits are not good predictors of consumer’s innovative 

behavior, whereas (Rogers, 2003) perceived newness attributes are (i.e. 
relative advantage, compatibility, complexity, triability, observability) 

Manning et 

al., 1995 

• Multiple food and 
consumer 
electronics products 

and services (e.g. 
MasterCard) 

• Consumer novelty seeking (i.e. 
desire to seek out new product 

information) 

• Consumer novelty seeking positively affects the perception of product 
newness and actualized novelty seeking 

• Consumer independent judgement making (i.e. reliance on information 

exchanged between consumers) enhances new product trial 

Moreau et 

al., 2001 

• Digital cameras 
• Car 

• Product attribute mutability  
• Consumer’s product knowledge 

• Change of an immutable (versus mutable) attribute leads to higher (versus 
lower) PPN  

• For incrementally (versus highly) new products, experts show higher (versus 

less) comprehension, perceive more (versus fewer) net benefits and express 
higher (versus less) preferences than novices 

• When the additional knowledge of other product categories complements 
primary knowledge, experts have higher comprehension and preferences 
towards really new products 

Noseworthy, 

Di Muro, & 

Murray, 
2014 

• Beverages  
• Consumer’s state of arousal 

(very relaxed versus excited) 

• Consumers in a lower arousal state prefer extremely new products more than 
moderately new ones 

• Consumers in a higher arousal state does not prefer any types of newness 

Ostlund, 
1974 

• Self-layering dessert 
mix  

• Oven roasting bag 

• Consumer’s personal 
characteristics, e.g. 

venturesomeness, 
cosmopolitanism, family income  
Rogers' (2003) perceived 
newness attributes (relative 
advantage, compatibility, 

complexity, triability, 
observability) and (Bauer, 1960) 
perceived risk 

• It is the perceived attributes by consumers that determine product newness 
• In the consumer packaged goods context, perceived newness attributes are 

found to be stronger predictors of purchase intention than consumer’s 
personal characteristics 

Tauber, 
1973 

• Multiple food 
products (no explicit 

mention) 

• Need fulfillment 
• Products that solve a problem or fulfils an unmet need are perceived as new, 

which in turn increases purchase intention 

Zhou et al., 

2017 

• Game 
• Employee work-

related feedback 

• Consumer’s regulatory focus of 
perceivers 

• Innovation culture at company  

• Goal/loss framing cues 

• Increasing promotion (versus prevention) focus leads to higher (versus less) 
PPN 

• Innovation-friendly company as positively affects PPN 
• In contexts when newness is framed as bad and to be avoided (loss-framing), 

prevention-focused individuals perceive lower newness than when newness is 
framed as good (gain-framing). Yet, no difference is found for promotion-
focused individuals 

Note: Articles are listed in alphabetical order by author name  

 

2.3.1.1.5. Marketing Factors 

Four empirical works touched upon the importance of marketing strategy-related factors that may 

directly impact on how new consumers perceive a product to be (Table 6). Although it lies in the 
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company’s responsibility to decide on and carry out the marketing strategies of new products, 

authors acknowledge that it is the consumers’ perceptions that are ultimately affected. Study 

focus rests on externally-oriented determinants, such as order of market entry (Chang & Park, 

2013), new product (pre-)announcement (Thorbjørnsen, Dahlén, & Lee, 2015) and framing of 

information about product newness (Zhou et al., 2017) as well as strategic orientation towards 

consumer needs and innovative ideas (Zhou, Yim, & Tse, 2005). Overall, authors highlight how 

company-internal strategic decisions have a determining impact on the extent of newness 

consumers perceive. 

 

Table 6. Empirical papers on the influence of marketing factors on PPN 
References Experimental stimuli Main PPN determinants Key findings for PPN 

Chang 
& Park, 

2013 

• Cellular 
technologies 

• Order of market entry (i.e. 
pioneer versus follower) 

• Brand strategy (i.e. use of new 
versus existing brand) 

• Previous generation pioneer can be continuously perceived as newer than late 
entrants if it maintains to pioneer successive generation products 

• Under high (versus low) functional uncertainty, using a new brand (versus 
existing brand) increases PPN of a successive generation product of a pioneer 

and product preference 

Thor-

bjørnsen et 

al., 2015 

• Mineral water 

• Cellphones 

• New product preannouncement 
(NPP) 

• New product announcement 
(NPA) 

• NPP has a greater increasing effect on consumers’ construal level for the new 
and current products of the same brand than NPA 

• Induced by NPP, consumers’ increased construal level has a positive spillover 
effect on other products of the brand family , thus increasing perceived 

similarity between the new and existing products and consumers’ attitude and 
purchase intention 

• The positive spillover effect due to NPP is stronger for really new products 
than incrementally new products  

Zhou et al., 

2017 

• Game 
• Employee work-

related feedback 

• Innovation culture at company  

• Consumer’s regulatory focus of 
perceivers 

• Goal/loss framing cues 

• Innovation-friendly company as an overall context factor positively affects 

PPN 
• The higher the promotion (versus prevention) focus of an individual, the 

greater (versus less) the PPN 
• In contexts when newness is framed as bad and to be avoided (loss-framing), 

prevention-focused individuals perceive lower newness than when newness is 

framed as good (gain-framing). Yet, no difference is found for promotion-
focused individuals 

Zhou et al., 

2005 

• Multiple personal 
care/household 
products 

• Food and beverages, 
cigarettes  

• Cars 
• PCs 

• Strategic orientation: market, 

technology, entrepreneurial 

• Market orientation (i.e. satisfying unarticulated customer needs) enhances the 
creation of new products perceived as functionally advanced (tech-based 
newness), but prevents the creation of new products perceived as satisfying 

emerging needs (market-based newness) 
• Technology orientation enhances the creation of tech-based new products 
• Entrepreneurial orientation enhances the creation of tech-based and market-

based newness 

Note: Articles are listed in alphabetical order by author name 

 

Drawing conclusion of the above insights on the five types of PPN determinants from the 

consumer’s perspective, we observe that factors related to the product itself dominate the focus of 

extant research compared to consumer or marketing-related factors. It indicates that scholars 

largely agree that product attributes represent a key source of trigger for consumers’ newness 
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perceptions.  On an aggregate level, we also conclude that product attributes can be broken down 

to either visual or verbal information that have a high potential to communicate and drive PPN. 

Such an understanding of PPN determinants can be particularly relevant for marketing managers, 

as product-related factors are those components that are controllable by the company and can be 

actively shaped by managers prior new product launches. Detailed discussions on managerial 

implications are followed in Chapter 2.4.2. 

 

2.3.1.2. Outcomes of PPN 

Figure 9. Categorization of outcomes across empirical papers  

 
 

 

In regard to the outcomes of PPN, we identified four types of outcomes that empirical papers 

investigated, namely intentional and actual outcomes as well as attitudinal and psychological or 

perceptual outcomes (Table 7 and Figure 9). Whilst the former is characterized by outcomes that 

are more closely linked to company sales, e.g. consumer purchase, the latter takes a more 

consumer-oriented focus in terms of preference or perceived learning effort. In the following, we 

present the aggregated results for the four types of outcomes separately.  

 

Intentional outcomes represent one of the most commonly examined types of consequences of 

PPN. The 40 empirical papers that investigated intentional outcomes mostly relate to the 
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consumer’s purchase or use. Thereby, authors share the fundamental consensus that products 

perceived as new by consumers offer substantially unique solutions or advantages that other 

existing products are not able to provide, such that consumers are motivated or persuaded to fill 

their need gap and are subsequently willing to upgrade , use, buy, pay, or spread the word-of-

mouth to others. Simply put, “the reality is that customers buy benefits, not technologies” (Lee 

& O'Connor, 2003, p. 10). 

 

Table 7. Overview of main PPN-related outputs applied in empirical papers 
Output category Main outcomes related to PPN 

Intentional outcomes 

• Willingness to buy (immediate/delayed) 
• Willingness to pay 
• Willingness to upgrade 

• Willingness to adopt  
• Willingness to use  

• Word-of-mouth intention 

Actual outcomes 

• Actual buying 
• Creation of firm value  

• Financial figures (e.g. sales, profit, market share) 
• Ability to charge higher prices / competitive advantage 
• Length of new product lifecycle (e.g. concept, launch, breakeven) 

Attitudinal outcomes 

• Favorability 
• Preference 

• Aesthetic / product liking 
• Expectation 

• Frustration / regret 
• Satisfaction 
• Affect (negative, positive) 

• Attitude/appeal (like / dislike; negative / positive) 

Psychological/perceptual outcomes 

• Perceived usefulness  
• Perceived hedonic versus utilitarian value or (net-) benefits 
• Perceived risk / uncertainty (economic, functional, social, psychological) 
• Perceived learning effort 

• Perceived consumer experience (e.g. ease of use, performance, quality, negative experience due to misuses) 
• Perceived compatibility with consumers’ life situations /product relevance 
• Perceived change in product image (e.g. more practical / exciting) 
• Perceived product and/or design desirability/ believability/exclusivity 

• Perceived performance lag/gain (e.g. how far ahead/behind will I be if I wait to buy a future expected release?) 

• Perceived credence attributes (i.e. attributes that although worthwhile, but cannot be verified in normal use) 
• Consumer visual responses (emotional, aesthetic, semantic, symbolic, attractiveness) 
• Perceived meaningfulness/ sense-making 
• Cognitive ability to resolve incongruity 

• Activation of consumer regulatory goals (promotion versus prevention) 
• Consumer-brand-identification (i.e. consumer’s psychological state of perceiving, feeling, and valuing his or her 

belongingness with a brand) 
• Recall of focal attributes  
• Psychological versus cognitive resistance / skepticism to newness 

• Dissonance avoidance /Consonance seeking 
• Risk-reducing strategy via information seeking 
• Fulfillment of needs (hedonic, utilitarian) 

• Visual shape expectations from new product 
• Product categorization  

• Reaction time of understanding new product concept 

 

 

Intentional outcomes are directly related to actual outcomes in terms of dollar values as it 

represents one of the key metrics to measure the success of product newness within a company. 
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The 25 articles studying actual outcomes are of quantifiable nature related to financial figures 

(e.g. sales, profit, market share), additional price charges or time length of product cycle 

(Alexander, Lynch, & Wang, 2008; Calantone et al., 2006; Gielens & Steenkamp, 2007a; Jindal 

et al., 2016; Kuijken, Gemser, & Wijnberg, 2017). Based on the shared acknowledgement that 

products perceived as new by consumers go beyond functional advancement by “incorporat[ing] 

new, substantial consumer benefits” (Sorescu & Spanjol, 2008, p.115) authors underline that 

products with high newness lead to increased profits, economic rents, firm value and sales for 

both consumer durables and FMCG (Sorescu & Spanjol, 2008; Talke et al., 2017; Talke et al., 

2009a). Particularly, products that are highly new on marketing-related aspects, such as design, 

packaging or merchandising, have the potential to outperform products with functional 

advancements, as the former directly lead to sales increases after launch and persist over time, 

whilst the latter increase sales in a delayed manner and decreases over time (Talke et al., 2009a). 

Such performance increases can be observed especially amongst products whose appearances 

highly deviate from that of competitors and moderately from those of the brand’s portfolio and its 

preceding products (Talke et al., 2017).  

 

The 35 empirical papers investigating attitudinal outcomes focused on consumer’s preferences, 

liking or appeal in a general positive or negative sense related to the product as a whole (Desai 

& Ratneshwar, 2003; Feiereisen, Wong, & Broderick, 2013; Lee et al., 2013; Noseworthy 

& Trudel, 2011; Zhou & Nakamoto, 2007). Contrastively, authors examining psychological/ 

perceptual outcomes pinpointed more specifically on the underlying psychological processes of a 

consumer. Amongst the 21 papers studying psychological/perceptual outcomes, authors all point 

towards a similar direction where PPN is related to perceived costs or value-add. That is, besides 

perceiving a product as new, consumers inherently show a certain degree of skepticism regarding 



2. Literature Review of PPN  39 

 
 

the value or costs the newness would bring them. The perceived value of product newness can be 

related to hedonic or utilitarian use, experiences, desirability, relevance or compatibility with the 

consumer’s mental state or life situations (Hende & Schoormans, 2012; Mugge & Dahl, 2013; 

Mugge et al., 2018; Radford & Bloch, 2011; Veryzer, 1998). The perceived costs of product 

newness can relate to learning costs and risks of economic, functional, social, psychological 

nature that a consumer perceives. In this context, authors underline that because companies 

ultimately aim for consumer’s (re-) purchase of new products, adequate communication key 

(Talke & O'Connor, 2011b). That is, companies should not overvalue or overemphasize 

functional newness even though it would objectively make consumers better off. Instead, 

newness should be communicated in a way that it “provides a bundle of benefits to [consumers], 

such that they are eager to abandon the older technology“ in line their subjective perception (Lee 

& O'Connor, 2003, p. 10). 

 

By consolidating PPN outcomes of past research into four common categories, our review is able 

to contribute to the product newness research in three distinct ways. First, from a theoretical 

perspective, the identification of four common types of PPN outcomes allows us to identify and 

derive research patterns and the underlying tonality regarding the examination of PPN outcomes 

in past research. Specifically, on the one hand, the predominant examination of intentional 

outcomes of PPN mostly relate to a consumer’s tendency towards buying or paying for a new 

product remains in the center of academic and managerial interest. Given that product newness 

serves as a competitive advantage on the market, the above overview of previous empirical 

studies predominantly reveal that products perceived as highly new by consumers is positively 

associated with sales or profitability. Accordingly, there is the general observation that 

intentional and actual outcomes of PPN are positively connoted.  On the other hand, past research 
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on attitudinal and psychological/perceptual outcomes of PPN carry more mixed results, On an 

overall level, studies reveal that consumers show a general skepticism towards new products in 

terms of their incompatibility with the consumers’ existing use and habit. As such, past studies 

implicitly reveal that attitudinal and psychological/perceptual outcomes tend to carry negative 

connotations.  

 

Second, from a practical perspective, the recognition of underlying tonality behind different types 

of PPN outcomes allows us to gain a deeper understanding of the interconnectedness between 

dollar-related outcomes, i.e. intentional and actual outcomes of PPN, and attitudinal and 

psychological/perceptual outcomes of PPN.  With the latter two types of outcomes being more 

negatively connoted and related to the underlying skepticism of consumers towards new 

products,  such PPN outcomes may assist companies in becoming aware of the ‘pain points’ from 

a consumer’s perspective and help them developing strategies to address relevant consumer 

barriers. In particular, such insights may help companies develop more pinpointed strategies by 

making product newness perceivable for a consumer and use it as a key point of differentiation at 

the point of sale and translate these strategies into actions that incentivize consumers towards 

actual buying and ultimately, lead to positive dollar-related outcomes, such as the actual 

purchases.  

 

Third, on an aggregate level, it becomes clear that the predominance of existing research lies on 

the examination of outcomes instead of determinants. This is surprising, given the fact that 

corporations spend large amount of investments in developing new products (Corstjens et al., 

2019) and identifying which drivers lead consumers to perceive a product.  A clear view on the 

determinants of PPN, compared to outcomes of PPN, may have a high impact on the decision-
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making cascades of companies in terms of where to focus more or less on, such that the newness 

is actually perceivable by the consumer.  Just as Calantone et al. (2006, p.419) summarized, 

“firms [should not] pursu[e] innovation for its innovation’s sake”.  

 

2.3.2. Conceptual Papers on PPN 

The 11 conceptual papers include taxonomies, reviews, development of conceptual models and 

critiques that share two major research directions on product newness (Table 9). Regarding the 

first common research direction, in form of explicit critique, literature review, taxonomy and 

conceptual development of product newness, researchers call for greater consistency and rigor for 

the definition of PPN in terms of labeling its degree (e.g. incremental versus radical), specifying 

its focus on a certain product attribute (e.g. appearance versus functionality), setting the 

perspectives (e.g. consumer versus company) and differentiating between product types (e.g. 

durables versus FMCG) (Castellion & Markham, 2013 (critique); Donnelly & Etzel, 1974 

(operationalization critieria for product newness); Garcia & Calantone, 2002 (review); Krishna, 

Cian, & Aydınoğlu, 2017 (taxonomy of packaging attributes); Wasson, 1960 (conceptual 

development)). In the attempt to find measurement criteria for product newness, Donnelly 

and Etzel (1974) criticize the ambiguity in the operationalization of product newness that does 

not only has an impact on the measurement perspective (subjective versus objective), but also the 

object of reference (e.g. product versus idea), and more importantly, limits academic progress to 

let PPN research have a ‘true’ impact on practice. In a more explicit manner, Donnelly and Etzel 

(1974) recommend future researchers to take the subjective, perceived change from existing 

products by consumers  as measurement criteria of product newness, instead of the objective 

changes. 
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Regarding the second common research direction, through reviews of past design research and 

development of conceptual models, researchers emphasize the importance of product design as an 

inherent component of PPN and call for more examination on the interconnected relationship 

between shape and function as well as for more interdisciplinary approach focusing on the 

consumer’s perspective (e.g. engineering, architecture, psychology) (Bloch, 1995, 2011 

(development of conceptual model and design definition); Luchs & Swan, 2011 (review); Luchs 

et al., 2015 (review); Noble, 2011 (review); Townsend et al., 2011 (review)). In particular, 

Townsend et al. (2011) challenges the seemingly popular notion of “form follows function” 

(p.376), argues that form and function go hand in hand and brings forward the call for additional 

research related to the combined effects of form and function on consumer new product 

perceptions.   

Table 8. Conceptual papers on PPN  
References Subject of analysis Key findings for PPN 

Bloch, 1995 

Development of 

conceptual model of 

the effect of product 
shape on consumer 
responses 

• Product shape leads to cognitive (i.e. product belief, categorization) and affective (i.e. positive, negative) psychological 

responses, which in turn impacts consumer’s propensity to approach or avoid the new product 
• Author calls for further research regarding effects of design attributes on PPN across different product categories 

Bloch, 2011 

Definition of design 

and avenues for 
future research 

• Design may affect perception and adoption of newness and is defined as shape characteristics that deliver three types of 
consumer benefits, i.e. hedonic, utilitarian, semiotic (i.e. meaning) 

• Call for future research regarding clarity of design definition (styling versus functionality, outcome versus process), link 
to behavioral topics of consumer and industrial buyers, connection to other disciplines (e.g. engineering, art or 
architecture) integration of current design trends in newness contexts 

Castellion 
& Markham

, 2013 

Critique of popular, 
but false belief of 

new product failure 
rates 

• Criticism of inaccurate reporting of the high failure rate of new products between 80-90% as a common belief or 
‘argumentum ad populum’ in the media and research alike 

• Empirical research show real failure rates across 10 industries that lie around 35%-49% and author calls for more 
academic rigor 

Donnelly 

& Etzel, 
1974 

Development of 
criteria for 
operationalization of 

product newness 

• In the FMCG context, product newness should be determined by four drivers : packaging, physical appearance, required 
user preparation, and manufacturer's technological processing 

• Authors advocate not to consider the degree of objective change from existing products into the measurement of product 

newness, but rather the subjective, perceived change by consumers 

Garcia &  

Calantone, 
2002 

Review on typology 
and definitions of 
product newness 
based on 21 

empirical studies 

from 1982-2002 

• There is a significant degree of inconsistency in the definitions of product newness 
• Product newness should be defined and operationalized based on two perspectives: macro- and micro-level perspectives 

(first-order factor) and marketing versus functional perspectives (second-order factor) 

Krishna et 

al., 2017 

Taxonomy of types 
and roles of 
packaging attributes 

• Changes of packaging attributes may create consumer expectations and highlight changes 
• Purchase packaging (outer-packaging) compared to consumption packaging (inner-packaging) is highly effective in 

creating visual salience, initializing attention and sets expectations via visual and verbal information delivery 

Luchs 
& Swan, 
2011 

Review of product 
design research from 
1995 to 2008 in new 
product development 
context 

• Product design refers to a combination of form and function attributes 
• The process of product design is part of and goes beyond the development of new products 
• Absence of consumer-focused research related to perception, evaluation and (post-consumer) choices 

Luchs et al., 
2015 

Review of product 
design research from 
1995 to 2014 in new 
product development 
context 

• Product newness driven by product design may allow companies to use visual aspects to convey meanings to fulfill 
consumer needs, e.g. aesthetic, symbolic, functional 

• Authors call for future research related to seven technological and socio-cultural market trends, e.g. sustainability, 
sharing economy, social media, 3D printing 

Note: Articles are listed in alphabetical order by author name  



2. Literature Review of PPN  43 

 
 

Table 8. Conceptual papers on PPN (continued) 
References Subject of analysis Key findings for PPN 

Noble, 2011 

Review and research 
proposition for 
product design 

research 

• Past literature acknowledges design as an inherent component of PPN 
• Division of existing design research depends on the study perspective: consumer-based (e.g. how does design affect 

consumer perceptions?) versus company-based (e.g. how does design affect company NPD?) 

• Call for research on the impact of design from a strategic point of view, e.g. firm performance, competitive advantage, 
resource use 

Townsend et 
al., 2011 

Review of definitions 
and relationships 
between shape and 

product 

• Design of a new product is based on multidisciplinary expertise including knowledge in shape and functions 
• Although shape and function go hand in hand, research on the interaction effects is lacking and authors call for more 

studies regarding how the interaction effects may influence consumer perceptions and thus decisions, depending on 

industry, product category, culture and study perspectives  

Wasson, 
1960 

Conceptual 
development of PPN 

• Product newness definition should be based on consumers’ perceptions 
• Six newness determinants may positively affect PPN: better price, convenience, better performance, new availability, 

conspicuous consumption, credibility of benefits 
• Four newness determinants may negatively affect PPN: new methods of use, unfamiliar use of habits, unfamiliar 

benefits, cost of error in use 

• Three newness determinants may have mixed effects on PPN depending on different moderators: new appearance, 
different accompanied services, new market 

Note: Articles are listed in alphabetical order by author name  

 

2.3.3. Meta-Analyses on PPN 

The four meta-analyses all touch upon the examination of the relationship between product 

newness and new product performance and reveal the importance of measurement and contextual 

factors that influence the relational strength (Table 9). There are inconsistent empirical findings 

on the effect of PPN as a driver of new product performance. Some authors reveal that the direct 

effect ranges between small and moderate (Szymanski et al., 2007), others find no significant 

effect at all (Evanschitzky, Iyer, Pillai, Kenning, & Schütte, 2015).  

 

However, authors acknowledge that perceived meaningfulness of a new attribute (Szymanski et 

al., 2007) and contextual factors such as country culture (Evanschitzky, Eisend, Calantone, & 

Jiang, 2012) or product focus (Henard & Szymanski, 2001; Szymanski et al., 2007) can 

significantly impact the PPN-performance relationship strength. Thereby, common success 

factors related to product, market or company characteristics share the pattern of declining 

importance over time, which indicates that the knowledge of these factors progressively becomes 

more widespread and lose potential to create competitive advantages. On an overall scale, the 

meta-analyses highlight the relevance of consumers’ perceptions when examining the PPN-
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performance relationship as consumers are the decision-makers who ultimately buy the product 

in the end (Arts, Frambach, & Bijmolt, 2011).  

 

Table 9. Meta-analyses on PPN  
References Subject of analysis Key findings for PPN 

Arts et al., 
2011 

Investigation of 

intentional versus 
actual determinants 
of new product 

adoption  

• New products perceived as more complex, match consumers’ needs better and have lower uncertainty; lead to greater 

adoption intention 
• New products perceived as less complex and have higher relative advantage; lead to greater actual adoption 
• Demographic factors (age, gender, education) do not affect adoption intention and behavior as much as psychographic 

factors (involvement, innovativeness, opinion leadership) 

Evanschitzk

y et al., 
2012 

Meta-analysis of new 

product success 
(NPS) determinants 
based on 233 
empirical studies 

between 1999-2011 

• Country culture represents an important, yet overlooked moderator of NPS in previous studies that requires additional 

future research 
• High increase of academic interest from 1999 onwards in NPS research 
• Common determinants of NPS in previous research show a decline of importance over time, which implies that the 

knowledge of these factors progressively becomes more common and lacks the potential to create competitive 

advantages. Authors also call for more theoretical analysis  

Henard &  

Szymanski, 
2001 

Study of relationship 
between product 
newness and new 

product performance 

based on 60 
empirical studies 
published until Jan 
1999 

• Product advantage, market potential, meeting consumer needs, proficiency of executing launch activities and resource 

dedication are the strongest determinants of new product performance  

• The strength of relationships differ by contextual (e.g. products vs services) and measurement factors (subjective versus 
objective measures) 

Szymanski 
et al., 2007 

Study of relationship 

between product 
newness and new 
product performance 
based on 32 
empirical studies 

published until Aug 

2006 

• Although greater product newness is positively related to new product performance, the effect size is small to moderate 
• The positive effects can be more substantial when contextual and measurement factors are considered, e.g. 

meaningfulness of product newness, new-to-the-market offering 
• New-to-market compared to new-to-firm as well as newness focused on products compared to services show stronger 

relationships to new product performance 

Note: Articles are listed in alphabetical order by author name  

 

2.4. Future Research Avenues and Managerial 

Implications 
 
Despite the practical relevance of product newness from the consumer’s perspective, above 

review of past empirical and conceptual literature shows that the research arena of PPN has only 

been modestly explored so far. There is much potential for further research in PPN, particularly 

given the overall lack of research, definitional vagueness and depth of investigation of existing 

studies to date. In the following, we use our literature review and market trend observations as 

basis to derive areas of future research opportunities as well as managerial implications. Table 10 

provides an overview of the summarized areas of focus which will be touched upon in Chapters 

2.4.1. and 2.4.2. respectively.  
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Table 10. Summary of future research avenues and managerial implications 
Chapter no. Areas of focus  Summary of key insights 

2.4.1. 
Directions 

for further 
research 

1. Current state of research  

• Lack of research in PPN 

• General lack of research on perceived newness from the consumer’s perspective with 
predominant focus on company’s perspective 

• Collection of data from consumers for PPN studies as essential prerequisite instead of from 
company informants alone 

• Predominant focus on PPN outcomes instead of 

determinants 

• Majority of focus on intentional or actual PPN outcomes due to their managerial relevance  
• Lack of clarity regarding which determinants drive PPN that, in turn, leads to specific 

intentional or actual PPN outcomes  

2. Ambiguity in the use of the term PPN  

• Vagueness in the definition of PPN 

• Plethora of definitions for PPN with some including functional or design newness or both 

• Differences in definitions due to variations in product type, dimensions of focus, point of 
reference related to time and products 

• Distinction between PPN and superiority and 
product advantage 

• Lack of clarity in terms of whether PPN and superiority/product advantages should be 
treated as the same or distinct concepts 

• Additional inconclusiveness related to treating superiority/product advantage as a 
determinant or outcome of PPN   

• Distinction between PPN and familiarity • Inconclusiveness related to treating familiarity as a determinant or outcome of PPN 

3. Determinants of PPN  

• Product attribute factors  
• So far, primary focus lies in is-questions in terms of e.g. is there an effect of a certain 

product attribute on PPN instead of how- and when-questions  

• Product appearance factors  

• Predominant use of discrete measurement scales for product appearance factors instead of 
continuous measurement scales 

• Lack of breakdown into aesthetic, functional and emotional appearance factors and their 
respective impact on PPN 

• Lack of study on the interrelatedness between product shape and function in regard to PPN 

• General product factors  
• Lack of comparison regarding differences in perceptions towards product newness based on 

a set of data simultaneously gathered from consumers and companies 

• Consumer factors  
• Primary focus on “fixed” aspects (e.g. personality, knowledge) that cannot be changed 

instead of “flexible” aspects that can be changed (e.g. way of thinking) 
• Predominant focus on the context of “buying a product for oneself” rather than for others  

• Marketing factors 
• Lack of focus on inward-oriented factors that tend to be more related and controllable by the 

company, e.g. price or brand, compared to outward-oriented factors that are more related to 

the market, e.g. order of market entry 

4. Outcomes of PPN  

• Simultaneous data collection from consumers 

and companies 

• Lack of research on how outcomes of PPN differ when data is simultaneously collected from 

consumers and companies in order to examine how “negative” outcomes can be reduced and 
how “positive” ones can be increased for both consumers and companies  

• Mediating role of PPN  
• Need for additional research on the potential mediating role of PPN between certain PPN 

determinants and outcome, aiming to examine whether PPN represents a necessary pre-
condition or a nice-to-have-criteria  

• Disconnection between different types of PPN 

outcomes 

• Apparent disconnection between intentional and actual outcomes versus attitudinal and 

psychological/perceptual outcomes of PPN  
• Need for further research to close the “missing link” regarding the interrelatedness between 

different types PPN outcomes and to examine how positive outcomes for consumers may 
outweigh the negative outcomes  

• Inconsistent results 

• Mixed results shown by previous studies regarding the effect of PPN on new product 
performance outcomes (e.g. sales, ROI, market share) 

• Need for additional research on the questions of under which context and circumstances 

PPN may positively or negatively affect new product performance outcomes and how may 

these findings help companies to prevent new product failures and “making mistakes” 

5. Market trends   

• Rise of phygitalization 

• Lack of research in online environmental settings regarding how determinants and outcomes 

of PPN differ in an online and offline world   
• Additional need for examination on the interaction of visual and verbal newness information 

in an online versus offline setting 

• Consumer characteristics in the changing 
environment 

• Need for additional research on PPN related to consumers with high versus low affinity 
towards social media  

• Lack of understanding regarding shift of values in society towards social and environmental 
responsibility issues and the respective impact of such values on PPN 
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Table 10. Summary of future research avenues and managerial implications (continued) 
Chapter no. Areas of focus  Summary of key insights 

2.4.2. 

Managerial 

implications 

6. Reaching a common understanding of PPN  

• Labelling what is ‘new’ 
• Consistency in the definition of PPN as key starting point for strategic definition of a new 

product and its launch activities 

• Capturing PPN at different time stages 
• Awareness of the changes in PPN by consumers based on differences in time stages, e.g. 

before, during or after purchase 

7. Leveraging the potential of PPN  

• Identifying the “right” level of PPN • Necessity to strike for a right balance between the degree of PPN and brand consistency 

• Perceived newness beyond the product • Addition of services as new source to elicit PPN amongst consumers 

• Product naming strategies in the PPN context • Naming of a new product as a tool to covey and influence PPN   

8. Detailed consideration matters  

• Shape and function go hand in hand 
• Consideration of the interrelatedness of product shape and function and the awareness of 

potential misleading effect of product shape on PPN  

• Combining multiple consumer research 
methods 

• Acknowledgement of the pros and cons of various methods to investigate PPN that range 
from experiments to crowdsourcing 

• Discrepancy of perspectives 
• Acknowledgement of the endowment effect with managers who tend to overestimate the 

value of new products and consumers who tend to overvalue the products they own 

• Further aspects of consideration 

• Consideration of online/offline setting, competitive landscape and consumer segments as 

necessary factors for companies not only to elicit PPN as such, but also to influence the 
degree of PPN   

 
 

 

2.4.1. Directions for Future Research 

2.4.1.1. Current State of Research on PPN 

• Overall lack of research in PPN. Scholars generally acknowledge that newness from the 

firm’s perspective differs from that of consumers (Goode et al., 2013; Gourville, 2006). 

However, the underlying determinants and outcomes of PPN remain under-researched. 

Danneels and Kleinschmidt (2001, p. 371) described the examination of PPN as 

“methodologically challenging since the proper judges of innovativeness to the customer can 

only be customers.".  

 

Thus, collecting data from company informants may lead to inaccurate and biased analyses 

due to the fact that consumers tend to overvalue the benefits of existing products and 

managers tend to overvalue the benefits of new products (Gourville, 2006, p. 100). This 

heightens the necessity for future researchers to directly gather data from consumers, e.g. via 

field or online experiments, to better understand what product newness means and what its 
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underlying determinants, mechanisms and outcomes of PPN are for consumers and to set them 

in relation to performance outcomes and new product development practices for companies.  

 

• Predominant focus on PPN outcomes instead of determinants. Studies on the determinants of 

PPN are rare, as extant product newness literature put predominant focus on various types of 

outcomes. Whilst intentional (e.g. willingness to buy) or actual (e.g. act of purchase) outcomes 

remain in the center of the research attention, primarily motivated by their high managerial 

relevance, the questions of which determinants may trigger PPN that, in turn, lead to certain 

intentional or actual outcomes for consumers and how the PPN outcomes differ depending on 

various degrees of PPN remain unclear. 

  

Alexander et al. (2008), for instance, showed that the greater the time difference between the 

time of expressing purchase intention and the time of final decision, the less likely are 

consumers to buy a product that is perceived as highly new than less new. This is because 

products perceived as highly new appear to encompass more extreme benefits and more 

extreme costs or constraints, such that consumers anticipate a greater need to change their 

behavior to receive the more extreme benefits. The momentum towards buying products with 

lower PPN grows over time, but it does not for products with higher PPN.  

 

Future research on the determinants of PPN may advance current studies by examining not 

only which determinants may trigger PPN, but also how they may trigger different levels of 

PPN based on distinctions across time  (e.g. point of sale versus after purchase) or product 

types (e.g. durables versus FMCG). This would help future scholars to gain a more fine-tuned 
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understanding of the PPN determinants and the relationship of PPN with certain intentional or 

actual outcomes.  

 

2.4.1.2. Ambiguity in the Use of the Term PPN 

• Vagueness in the definition of PPN. The plethora of definitions for PPN resulted in a 

conceptual ambiguity regarding its dimensions and measurement scales. Accordingly, high or 

low degrees of PPN can carry very different meanings, which in turn increases the difficulties 

for researchers to interpret or compare empirical findings consistently. The majority of the 

authors focus on a product’s functional newness (Ziamou & Ratneshwar, 2003). Yet, others 

suggest that this perspective is one-sided as PPN encompasses both functional as well as 

design newness (Talke et al., 2009a). 

 

Apart from this high-level differentiation of PPN, nuances occur depending on which aspects 

authors emphasize, such as whether design newness refers to the product appearance in 

general or certain design aspects (e.g. shape, color, material) in specific (Celhay 

& Trinquecoste, 2015). Depending on the product type, authors also add category-specific 

aspects by emphasizing packaging or merchandising (Sorescu & Spanjol, 2008) for FMCG 

versus functional equipment elements (e.g. car headlights or grille) for durables (Landwehr et 

al., 2013a).  

 

Given that predominant focus of existing research is on consumer durables, we also observe 

inconsistencies amongst PPN definitions depending on the product type (e.g. FMCG, 

durables) and attributes of focus (e.g. functionality, appearance, packaging). What is more, the 

definition of PPN may significantly differ when the reference of time varies (e.g. pre- or post-
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purchase or point of sale) or the reference point of comparison diverges (e.g. comparison with 

competing products, product’s brand portfolio or product’s predecessor) (Talke et al., 2017).  

That is, how PPN is defined and which dimensions it incorporates is important if researchers 

seek to capture a better understanding of PPN within the overall new product development 

process.  We suggest future research to develop consistent definitions by being explicit about 

the product type, point of time or attributes of interest. This may put more clarity to the use 

and measurement of PPN as well as enhance scientific rigor and the comparative power across 

academic studies.  

 

• Distinction between PPN and superiority and product advantage. Scholars continuously 

challenge the notion whether newer is meant with ‘better’ or ‘superior’. The continuous debate 

revolves around the argument whether newness and superiority should be understood 

synonymously or treated as distinctive concepts.  

 

The majority of scholars share the understanding that product newness equals superiority, such 

that the new product delivers new advantages or new possibilities for consumers to do things 

they were not able to do previously (Claudy, Garcia, & O’Driscoll, 2015; Cooper, 1979; 

Garcia & Calantone, 2002; Sorescu & Spanjol, 2008; Talke & O'Connor, 2011b). These new 

possibilities are inherently connoted with being beneficial, improved or advanced, and thus 

carry the meaning of superiority compared to existing products.  

 

However, others share the view that newness does not necessarily equal superiority and should 

be treated as a distinct concept from PPN. That is, superiority merely refers to the 

phenomenon of a product outperforming another in a specific feature, such as function, quality 
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or design, and can only be perceived as new as long as consumers can allocate a certain 

meaning to the superior attribute or perceive it as relevant for their needs (Calantone et al., 

2006; Jhang et al., 2012; Luchs et al., 2015; Rijsdijk et al., 2011; Srinivasan et al., 2012; 

Szymanski et al., 2007).  

 

Apart from the distinction of concepts between PPN and superiority, lines of argumentation in 

terms of whether product newness is driven by superiority or whether superiority leads to 

product newness remain diverse, thus, creating a ‘causality dilemma’. Therefore, we believe it 

would be highly valuable to examine the concepts of PPN, superiority and product advantage 

separately in different consumer studies and provide empirical support on how they are linked 

with each other and whether they are distinct concepts after all.   

 

•  Distinction between PPN and familiarity. It remains inconclusive in existing research whether 

familiarity is an inherent component of PPN or an outcome. Authors advocating the former 

describe familiarity as an individual’s “ability to estimate product attributes and the 

consequences of its use” (Blake et al., 1973, p. 239). Being an inherent component of PPN, 

familiarity refers to the ease or difficulty for consumers to access the respective product 

category schema, to understand the product and to feel (un)certain about what existing 

knowledge to transfer or draw upon for the new attribute or product in general (Moreau et al., 

2001; Olshavsky & Spreng, 1996). When an attribute or product appears familiar to a 

consumer, PPN is likely to be low, as the consumer is able to use existing knowledge of the 

product category schema. In the context of brands, when brands form around product 

attributes that are highly typical for a product category, consumers can easily familiarize 
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themselves with these, such that perceived newness of the brand is low (Desai & Ratneshwar, 

2003). 

 

In contrast, authors proposing familiarity as an outcome of PPN argue that PPN leads to 

reduced familiarity as consumers assume a required change of habits, attitude and way of 

doing things or lack knowledge and experiences to make sense of the new product attribute, 

thus resulting in learning costs inferences (Calantone et al., 2006; Garcia & Calantone, 2002; 

Hoeffler, 2003; Mugge & Dahl, 2013; Mugge et al., 2018; Talke & O'Connor, 2011b; Veryzer, 

1998). That is, higher PPN results in lower familiarity, which in turn leads to higher learning 

cost inferences for consumers to adopt and use the product that requires both emotional and 

cognitive capacities (Olshavsky & Spreng, 1996). Moreover, (Mugge & Dahl, 2013; Mugge et 

al., 2018) exemplified that consumers can make newness judgements based on the product 

appearances alone, because those that highly deviate from a category prototype already allow 

the product to appear highly unfamiliar on the exterior. The majority of past research refers to 

the context of consumer durables focusing on functionality, given that it tends to be more 

sophisticated than that of FMCG and learning effort is more prevalent.  

 

Accordingly, the diametrically opposed approaches of treating PPN and familiarity as a 

distinct or unitary concept appear confusing. We propose future scholars to provide additional 

empirical testing to elucidate their differences and enhance the generalization of such findings 

by examining various product categories.  
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2.4.1.3. Determinants of PPN 

•  Product attribute factors as determinants of PPN. Extant research examining product 

attribute factors as determinants of PPN generally focuses on the ‘is’-questions in terms of 

whether there is an effect of a new attribute or  verbal information of a new attribute on PPN 

(e.g. (Hsee et al., 2009; Mukherjee & Hoyer, 2001; Okada, 2006). However, we believe 

further research efforts should also focus on the questions of ‘when’ and ‘how’. 

 

Regarding questions of ‘when’, it would be important to not only test the addition of new 

attributes, but also the deletion of existing attributes that may change PPN. In case of product 

enhancements, adding and deleting attributes at the same time can potentially let the new 

product appear more new compared to existing products than just adding a new attribute. 

Specially, adding new attributes is more preferred by upgraders than first-time buyers, 

particularly when the new attribute refers to a few key features rather than an overall 

improvement (Okada, 2006). Accordingly, it would be valuable to examine when deleting an 

attribute would affect PPN and when it overweighs or contributes to adding new ones in form 

of interaction effects. Going forward, we believe it would be valuable to conduct multiple 

studies that differ by product type (e.g. consumer durables and FMCG or one-time and repeat-

usage products) and/or consumer group (e.g. upgraders and first-time buyers) to identify 

potential differences in their results  

 

Regarding questions of ‘how’, future research should examine how visual and verbal 

information can be best combined to enhance PPN. Existing literature primarily focuses on 

consumer durables, such as automotive, vacuum cleaners or high-tech products (Goode et al., 
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2013; Talke et al., 2017; Talke & Snelders, 2013), and thereby mostly investigates the direct 

effects of product shape or verbal information of a specific product attribute separately (e.g. 

(Mugge & Dahl, 2013; Talke & O'Connor, 2011b). In future studies, it would be highly 

fruitful to enrich current findings by examining the interaction effects of visual and verbal 

information on PPN by exploring, for instance, whether pairing verbal with visual information 

would diminish or support visual information and how differently the interaction effects would 

look like depending on the nature of the verbal (e.g. abstract or concrete, numerical or 

ingredient) and visual information (e.g. shape, color). Insights can be particularly interesting 

for consumer packaged goods, as they are largely defined by their packaging, such that a 

consumer’s newness perception automatically rests on a verbal information type that coexists 

with the package shape (Underwood & Klein, 2002).  

 

Another question of ‘how’ refers to the context of product choices available to consumers that 

may influence how new a product is perceived According to (Dhar & Sherman, 1996), the 

evaluation of a product increases if the choice context allows its good features to appear 

unique and its bad features to appear common when compared to other products in the choice 

set. Depending on other products that are available in the decision context, the very same 

product can be evaluated very differently. As such, beyond the mere addition or presence of 

certain product attributes, we believe it would be highly interesting to extend current studies 

by investigating how to make use of or combine certain product attributes with one another in 

a certain choice context to reach the desired level of PPN.  

 

Further questions of ‘how’ involve the use of verbal information referring to the source of 

creation as crowdsourcing gains popularity (Nishikawa et al., 2017). For instance, Schreiner et 
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al. (2017) showed that revealing the new product as consumer-ideated at the point of sale 

increases market sales by up to 20% compared to not revealing such information. If 

communicating the source of creation to consumers has such an impact on consumer 

perceptions, it would be intriguing to find out how differently or similarly it can affect PPN 

compared to verbal information such as about quality or performance (e.g. ‘most popular’, 

‘five-star-rating’).  

 

•  Product appearance factors as determinants of PPN. Past research depicted that the exterior 

product appearance serves as an automatic first step for consumers to perceive product 

newness before examining further details  (Jia et al., 2014; Wertheimer, 1923). Generally, the 

more the exterior appearance deviates from that of existing products, the newer consumers 

perceive the product. This lies on the general acknowledgement that PPN is should be 

regarded as a continuum ranging from evolutionary to revolutionary deviation compared to 

existing products. Despite this common understanding, empirical studies mostly used discrete, 

fixed scale points (e.g. low, moderate, high) for the measurement of new product appearances 

instead of continuous scales.  

 

The use of continuous measurement of deviations in product appearance remains rare. 

Research is lacking regarding the question of when small, subtle changes in product 

appearance can communicate perceptual information about product newness, such that the 

changes remain unnoticed, but the appearance looks sufficiently new for consumers to 

recognize the product. Although the concept of “just noticeable difference” is widely applied 

in marketing practice, especially amongst FMCG such as for the packaging of Cadbury 

chocolate and Pepsi or the logo of Betty Crocker (Schiffman & Wisenblit, 2014), empirical 
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research is lacking. It would be fruitful to examine how the threshold of “just noticeable 

difference” differs by product type (e.g. FMCG versus durables), comparison context (small 

versus large set of alternative) or nature of the product (e.g. no-name versus me-too products) 

and which threshold would be able to trigger PPN.  

 

Another area worth deeper research is the examination of whether and how different product 

appearances may affect PPN. Past research categorized appearance into three types: aesthetics, 

functional and emotional (Candi & Saemundsson, 2011; Moon et al., 2013; Mugge et al., 

2018; Rubera, 2015; Srinivasan et al., 2012; Talke et al., 2009b). It would be interesting to 

know whether a functional appearance leads to higher PPN that is more of cognitive nature or 

whether aesthetics and emotional appearances lead to higher PPN that is of more affective 

nature. A breakdown into aesthetic, functional and emotional appearances and an analysis of 

each of their impacts on PPN would offer more fine-tuned insights into the different nature of 

such determinants. Additional research may also focus on how the impact of aesthetic, 

functional and emotional product appearances on PPN varies across different stages of the 

product life cycle. Depending on whether the product is a durable or a FMCG, it would be 

insightful to see which type of product appearance has a higher, lower or no effect at all on 

PPN. 

 

Product shape has received particular research attention in the past, given its deceiving power 

to trigger newness perceptions related to a product’s functionality, even when it may not be 

the case (Hoegg & Alba, 2011). Yet, there is further need in research to investigate the 

interrelatedness between shape and function in the PPN context. For instance, (Hoegg & Alba, 

2011) showed that product shape has such a persisting power on consumers’ perceptions of 



2. Literature Review of PPN  56 

 

 

functional newness, such that they incorporate this information into their performance 

judgements, even when written objective information states the opposite. Future research may 

extend the findings by examining the potential misleadingness of product shape and 

understand how consumers may correct for it when judging the overall product newness. 

Above all, although past research showed that product shape may affect consumers’ 

perceptions of functional newness, research on the interdependency of shape and function 

remains scarce (Luchs & Swan, 2011; Luchs et al., 2015; Talke et al., 2009a).  Hence, studies 

on shape-function interaction effects can provide fruitful insights for the research field of PPN. 

 

• General product factors as determinants of PPN. PPN has been much associated with product 

superiority or advantages where the perceived new product offers unique benefits that existing 

or previous products are not able to offer to consumers (Claudy et al., 2015; Cooper, 1979; 

Garcia & Calantone, 2002; Sorescu & Spanjol, 2008; Talke & O'Connor, 2011b). As such, it 

would be fruitful to compare data simultaneously gathered from marketing managers and 

consumers regarding PPN. Such an approach may advance our understanding regarding how 

differently or under which circumstances general product factors may drive the newness 

perceptions of a consumer compared to that of a company. 

 

•   Consumer factors as determinants of PPN. Most of past research concentrated on aspects of 

consumer’s innate personality and knowledge structures that can impact PPN (Blake et al., 

1973; Feldman & Armstrong, 1975; Moreau et al., 2001; Ostlund, 1974). These factors, 

however, appear to be given or difficult to be changed. Going forward, a more interesting 

aspect of future research would be investigating the more dynamic and flexible factors in 

terms of flexible thinking processes that may affect the degree of PPN. Jhang et al. (2012) 
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exemplified that although consumers are less likely to accept a highly new product that 

deviates extremely from the category prototype than those that are moderately new, 

consumers’ acceptance will increase when strategies facilitating cognitive flexibility are 

applied, thus allowing consumers to make sense of the high degree of product newness. That 

is, cognitive flexibility enhances consumers to setup new thought links to better understand 

extreme degrees of newness. Therefore, it would be particularly interesting to investigate how 

cognitive flexibility would impact PPN and to what degree customer knowledge would play a 

role on PPN accordingly. Given that consumers also use supplementary knowledge from 

additional product categories to judge product newness (Moreau et al., 2001), another area of 

exploration is to examine how consumers may flexibly transfer knowledge from multiple 

domains and use inferential thinking processes that have the potential to influence PPN. 

 

One aspect that has been overlooked in the PPN context, yet is closely linked with consumers’ 

personality of innovativeness is consumers’ motivations. Consumers’ innovativeness 

personality, which is more associated with their innate curiosity, is different from consumers’ 

motivations, which is more related to their situational needs (Tauber, 1973). Thus, 

differentiating between various consumer motivations and investigating their impact on PPN 

would provide more fine-grained insight into the concept of PPN and a better understanding of 

how to achieve specific levels of PPN as an important step prior consumer purchase.  

Finally, a general observation of past research studying consumer factors as determinants of 

PPN is that scholars only examined PPN in the context of product purchase for oneself and not 

for others. Thereby, scholars take purchases for oneself as given by using the term 

‘consumers’ who are the end-users at the same time. Future researchers may examine how 

PPN varies depending on who the perceiver and end-user is. 
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•  Marketing factors as determinants of PPN. The few articles that studied marketing factors as 

PPN determinants are mostly outward-oriented that relate to the market. Examples are order of 

market entry (Chang & Park, 2013) or strategic orientation towards the market or technology 

(Zhou et al., 2005). 

 

Going forward, it would be insightful to study inward-oriented factors that are related to the 

company, such as brand or price strategies. Future research on these factors can be particularly 

valuable in practice as they are typically controlled by the company itself and are defined in a 

more proactive manner that is coherent with the overall existing product portfolio. For 

instance, in terms of price, Kuester, Feurer, Schuhmacher and Reinartz (2015)studied 

perceived product fairness in the product newness context and found that for less new 

products, consumers use existing products to judge the fairness of launch prices. 

Contrastively, as product newness increases, consumers rely on expected future prices due to 

reduced similarity of reference transactions. Similarly, interesting insights can be drawn by 

examining which price levels may enhance PPN and how they differ across product categories 

or by consumer knowledge. In terms of brand, for example, a significant part of brand value is 

closely linked with products that are perceived as highly new compared to its competitors and 

such perceptions may spillover to any subsequent product launches (Sorescu & Spanjol, 

2008). Thus, it would be interesting to examine how specific branding strategies may 

influence PPN.  

 

2.4.1.4. PPN Outcomes  

• Simultaneous data collection from consumers and companies. The outcomes of PPN on 

the reviewed literature can be categorized into four groups. The first two types, intentional 
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and actual outcomes, capture consumer’s willingness to buy or use and dollar values of 

purchases. These outcomes are more positive and company-related. The other two types, 

attitudinal and psychological or perceptual outcomes, touch upon consumer resistance or 

perceived cost. These outcomes tend to be more negative and consumer-related. Given 

that PPN is inherently subjective and goes beyond the “objective cost-benefit tradeoff” 

(Gourville, 2004, p. 1), consumers irrationally overvalue the products they own and 

undervalue new products that objectively possess additional advantages. Hence, from a 

practical point of view, it would be interesting to capture both company- and consumer-

related outcomes at the same time and thereby examine how to balance both types of 

outcomes and reduce the negative ones for consumers whilst increasing the positive ones 

for companies.  

 

• Mediating role of PPN. Another potential opportunity for future research is to empirically 

investigate what role PPN itself plays between certain PPN determinants and outcomes in 

terms of the mediating effect of PPN. What is currently lacking in extant research is the 

examination of whether PPN represents a necessary pre-condition or a nice-to-have-

criteria for a certain PPN driver, e.g. product shape deviation, to lead to a desired PPN 

outcome, e.g. purchase intention. In chapter 3, we address this research gap by conducting 

consumer experiments to empirically test the mediating effect of PPN between package 

shape deviation and purchase intention in the packaging setting. 

 

• Disconnection between different types of PPN outcomes. Reviewing past research allowed 

us to derive four converging types of PPN outcomes, i.e. intentional, actual, attitudinal 

and psychological/perceptual outcomes of PPN. Whilst the first two types are more 
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related to dollar values and tend to be more positively connoted (Alexander et al., 2008; 

Calantone et al., 2006; Gielens & Steenkamp, 2007a; Jindal et al., 2016; Kuijken et al., 

2017), the last two types of PPN outcomes are more related to consumer perceived costs, 

effort or skepticism and tend to be negatively connoted ((Desai & Ratneshwar, 2003; 

Feiereisen et al., 2013; Lee et al., 2013; Noseworthy & Trudel, 2011; Zhou & Nakamoto, 

2007).  However, it appears that intentional and actual outcomes are examined separately 

from attitudinal and psychological/perceptual outcomes and there seems to be a lack of 

research and “missing link” between the relationship of these types of outcomes. 

Specifically, going forward, future research may address this research disconnection by 

investigating the relationship and interdependency of intentional, actual outcomes versus 

attitudinal and psychological/perceptual outcomes. It would be particularly interesting to 

gain knowledge on how negative outcomes can be outweighed or overcome by positive 

outcomes. Future research may offer critical practical implications, such that companies 

are more capable of developing new product strategies to increase the perception of 

product newness as a unique value-add for consumers and reduce the need for companies 

to compensate for the perceived costs by consumers (Calantone et al., 2006). 

 

• Inconsistent results. Research on the effect of PPN on new product performance provides 

rather mixed and inconsistent results so far. In form of a a meta-analysis, Szymanski et al. 

(2007) revealed that PPN showed small to moderate effect on new product performance. 

Contrastively, Evanschitzky et al. (2015) found insignificant effect.  Such inconsistency 

underlines the findings of Kleinschmidt and  Cooper (1991) who indicated that product 

newness itself is not absolute and that it does not necessarily lead to positive new product 

performance outcomes, e.g. sales, ROI,  market share. Accordingly, future research 
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focusing on the question of in which context and under which circumstances PPN may 

lead to positive or negative new performance outcomes for consumers and companies can 

provide valuable managerial insights and prevent companies from backlashes. 

 

2.4.1.5. Market Trends 

Apart from identifying future research avenues based on past research, we can also use current 

technological and sociocultural market trends as inspirations. The trend topics are extrapolative 

by nature and have emerged from our review of past literature combined with our observations of 

their emerging relevance in practice. We regard this step as necessary and complementary to the 

current approach so far by encouraging scholars to integrate emerging issues that marketing 

managers may face in the foreseeable future to enhance the practical relevance of upcoming 

research.  

 

• Rise of phygitalization. As consumers become more connected with the digital world and as 

communication channels proliferate, customers’ online and offline experiences increasingly 

blend into one and turn ‘phygital’. Although the fusion of the online with the offline world 

engenders stimulation, consumers are confronted with an overload of information that requires 

companies to fundamentally re-think about the ways to communicate, (pre-) announce and 

introduce product newness to consumers that is perceivable. Explicit comparison between new 

and old functionality can be particularly desirable and may foster newness perceptions when 

the new functionality is delivered through a product that is atypical and unusual in relation to 

the older functionality. Contrastively, explicit comparison may not be beneficial and newness 

perceptions would fade away when the new functionality is offered in a product that is typical 

of the older functionality (Ziamou & Ratneshwar, 2003).  Findings of the effect of explicit 
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comparisons on PPN refer to the offline environment that may turn out differently in the 

online world. Looking forward, there is a need for future scholars to conduct empirical 

consumer research simulating the online environment.  

 

Prior research also suggests that consumers find it difficult to make sense of new products that 

extremely deviate from the category prototype and thus their existing knowledge structures 

(Moreau et al., 2001). Instead, they prefer moderate product newness (Meyers-Levy & 

Tybout, 1989). However, the influx of stimulations and information overload in the online 

world may change consumers’ perceptual processing as well as the threshold of the “just 

noticeable difference” for consumers to perceive newness. In future studies, it would be 

interesting to understand how PPN differs between the online and offline environment. In 

addition, because consumers can only see the product virtually, not physically, in online stores 

and as technologies of artificial and virtual reality evolve, the product environment becomes 

more saturated with visual inputs. It would be intriguing to examine how the interaction 

effects between visual and verbal product information differ in the online and offline worlds 

and how the interdependence changes before and after consumers’ purchases.  

 

• Consumer characteristics in the changing environment.: The degree of PPN is closely linked 

with the knowledge a consumer possesses towards a specific product category. One changing 

social trend that has a high potential to affect consumer’s product knowledge is social media. 

Being able to share ideas, information and exchange consumer reviews instantly on social 

media have contributed to consumers’ knowledge base and enhanced easy information access. 

Hence, it would be interesting to capture PPN of consumers who are more affine versus those 

who are less affine towards social media or explicitly avoid it.  
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Another emerging social phenomenon that may affect consumer’s product newness 

perceptions is associated with consumer’s awareness towards social and environmental 

responsibility. Such an awareness considerably increased in the past few years and companies 

are introducing socially and environmentally sustainable new products as a way to respond 

(Olsen, Slotegraaf, & Chandukala, 2014). Especially in the FMCG sector, soft drink company 

Coca Cola replaced some of its petroleum-based plastics with plant-based PET bottles and this 

example is followed by the food company Heinz. Also, hair care companies (e.g. Garnier 

Fructis of L’Oréal and Pantene ProV of P&G) focus on green R&D investments in products 

based on biodegradable ingredients packaged in plant-based HDPE bottles (Euromonitor 

International, 2012). In a global CEO survey of multinationals, 76% of the executives believe 

satisfying societal needs is important and 80% are convinced that environmental responsibility 

is one of the key business objectives (PricewaterhouseCoopers, 2014). Given the rising social 

and environmental awareness, it raises the question of how such a shift in values will affect 

consumers’ product newness perceptions and in what manner and frequency ‘green’ or 

socially responsible product information should be communicated to trigger the intended PPN. 

 

2.4.2. Managerial Implications 

2.4.2.1. Reaching a Common Understanding of PPN   

• Labelling what is ‘new’. Our literature review shows that to date, there is not one stand-alone 

definition for product newness in the PPN literature. Whilst some scholars solely refer to 

functional newness, others complement this understanding with design newness (Moon et al., 

2013; Rubera, 2015; Talke et al., 2009b). Many others do not explicitly distinguish between 

these two aspects at all, but refer to a few specific aspects that the new product deviates from 
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existing products and that is specific for a certain product category, e.g. a distinct benefit, 

packaging or merchandising (Sorescu & Spanjol, 2008).  

 

Yet, one has to ask what the differences between the PPN definitions are, and how much does 

the labelling of PPN matter? For marketing managers, it is essential to clearly define product 

newness during strategy setup phases, as it not only allows managers to capture a shared 

understanding of what is meant with various degrees of product newness, but also enables 

them to be clear about which differentiation and positioning strategies to use that is adequate 

for a certain product portfolio and its competitive environment and ultimately, how to track its 

success.  

 

When drawing on the consumer’s perspective, marketing managers should be consistent in 

their use of definitions. Most likely, these definitions may lie on a continuum ranging from 

any newly launched stock keeping unit that encompasses incremental modifications to a 

product with cutting-edge, radical modifications that no other products possess on the market.  

 

• Capturing PPN at different time stages. The reviewed literature indicates that PPN has often 

been investigated in the context of one point in time, such as focus on the point of sale. To 

capture the potential of PPN throughout the complete consumer adoption journey, marketing 

managers should conduct comparative market researches investigating pre- and post-purchase 

changes of PPN at the point of sale versus after purchase during trial or usage. This may help 

managers in gaining clarity of the evolution of PPN to develop new product strategies that do 

not only foster purchase, but also re-purchase and the spread of positive word-of-mouth.  
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2.4.2.2. Leveraging the Potential of PPN 

• Identifying the “right” level of PPN. Given that consumers are on a continuous pursuit for 

new stimulations, marketing managers are trying hard to introduce new products lending a 

refreshing impression. Yet, as much as managers intend to elicit the targeted PPN, they are 

requested to retain the style that is consistent with the brand at the same time (Kreuzbauer 

& Malter, 2005).  

 

It is crucial for marketing managers to identify the “right” level of PPN without scaring 

consumers away. As Gourville, 2006 (p. 106), “innovations that offer 10× improvements are 

rare, and eliminating the old is impossible. These companies must minimize consumer 

resistance.” One way to minimize resistance is to refer to the threshold of “just noticeable 

difference” that allows numerous changes to a product that are not readily discernible, but 

allows the consumer to more easily recognize and accept the product (Schiffman & Wisenblit, 

2014). Typical examples are logo or packaging adjustments, e.g. Betty Crocker, Cadbury 

chocolate, Pepsi or Coca Cola.  

 

As such, marketing departments should invest in activities to examine the “just noticeable 

difference” threshold prior launch and observe consumer’s perceptual changes by gradually 

adding new attributes to a current product or brand. Product configurators backed up with eye-

tracking technologies can serve as an early stage toolkit to allow marketing managers course 

correct during the newness development. It would allow them to better capture which new 

attributes should be introduced in what way, how fast should they be added or modified to 

trigger the desired PPN and what effects these new attributes may have on the recognition of 
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the new product within a certain portfolio for the target consumers so that line extensions or 

highly new products can be easily accepted and potential product failures can be reduced.  

 

•  Perceived newness beyond the product. As new technologies emerge and the use of digital 

media become normality, consumers have gained exceptional power to dictate the rules of 

product purchases and the way companies ought to create newness in a product. With 

consumers’ rising demand for experiences, product newness is no longer limited to the product 

alone, but is increasingly expected to be combined with services that address consumers’ 

needs for immediacy, personalization and convenience (McKinsey Quarterly, 2016). For 

instance, sports label Nike does not only sell sports accessories and clothes, but also provides 

fitness apps and the option of customized shoes for additional training comfort to allow 

consumers perceive “old” products as “new” based on add-on services, which nowadays 

mostly rely on digital technologies (McKinsey Quarterly, 2016).  

 

Nowadays, large and small companies alike offer new products with services aiming for an 

enhanced PPN. Hence, marketing managers should pay particular attention that the product 

and service are both conveying the same messages and feelings to ensure a consistent new 

product experience. Accordingly, managers should engage in new product development 

activities that ensure product and services alignment as any inconsistency would lead to 

consumer confusion. More importantly, managers should examine to what extent the 

perceived newness on the product level can influence the service value, as the latter is more 

intangible and abstract, and how certain services can complement and elicit desired PPN.  
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• Product naming strategies in the PPN context. We learnt from past research that a new 

product does not exist alone, but is encapsulated within a certain brand (Chang & Park, 2013; 

Desai & Ratneshwar, 2003). In particular, the naming strategy of a new product can directly 

influence how new a consumer perceives a product. Naming conventions range from a 

sequential (e.g. Cadillac’s Sedan de Ville) to a non-sequential use of a new brand name (e.g. 

Nintendo Switch) or a skip of sequence order (e.g. Xbox 360 and Xbox 2). Specifically, using 

a new, non-sequential brand name for next-generation products increases PPN as the product 

is perceived with greater functional uncertainty compared to extant, sequential brand names 

(Chang & Park, 2013).  

 

Hence, marketing managers should carefully consider which influences product naming may 

have on PPN and consumers’ buying decisions in turn. Marketing managers should also 

consider the risks and opportunities that new product names may bring by making certain 

attributes salient or less salient, whilst not forgetting past naming conventions of previous 

generations of the respective product. 

 

2.4.2.3. Detailed Consideration Matters 

•  Shape and function go hand in hand. Our review of PPN literature reveals that product shape 

has the power to influence consumers’ newness perceptions related to functionality (Hoegg 

& Alba, 2011), quality (Veryzer, Jr. & Hutchinson, 1998) or ease of use (Mugge & Dahl, 

2013; Mugge et al., 2018). In fact, shape can form appearance biases, such that it is beneficial 

to embody a product with highly new functionality in a product whose shape does not deviate 

much from existing products to avoid consumers’ learning-cost inferences (Mugge & Dahl, 

2013). 
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Accordingly, marketing managers should be aware of such perceptual biases and that the 

visual information delivered via shape can hardly be ignored by consumers. Future research 

should investigate to what extent shape characteristics may carry opportunities or dangers for 

the intended PPN and how this might differ across product types, time, target groups or 

countries. These insights can help marketing managers to prevent viewing shape and function 

in isolation and ease their cost-benefit trade-off strategic decision making.  

 

•  Combining multiple consumer research methods during newness conceptualization. The 

methods of past empirical research range from consumer or field experiments, surveys, think-

out-loud protocols to nonmetric multidimensional scaling or transactional data analysis. These 

consumer research methods serve as complementary tools to generate insights on consumer’s 

newness perceptions, allowing marketing managers to integrate them already into early 

newness conceptualization phases.  

 

More recently, numerous companies introduced ways of integrating consumers in the newness 

conceptualization process. One method is via crowdsourcing or ethnographic research. After 

all, labelling the new product as consumer-ideated may increase sales by up to 20% and 

enhance consumers’ overall perceptions of a company’s innovation ability (Nishikawa et al., 

2017; Schreier, Fuchs, & Dahl, 2012). Another method is the use of ‘personas’ that 

encourages product developers to use consumers’ perspectives in a more vivid manner.  

 

It would be highly valuable for marketing managers to weigh the advantages against the 

disadvantages of various consumer research methods that can best trigger the desired level of 

PPN and ultimately, product purchase. Especially when the newness concept lacks clarity at 



2. Literature Review of PPN  69 

 
 

the beginning and the front end of the new product development appears ‘fuzzy’, marketing 

managers are requested not only to be aware of the data quantity, but also data relevance. 

 

•  Discrepancy of perspectives. Empirical research shows that 35 to 49% of new products fail, 

depending on the product sector (Castellion & Markham, 2013). Even when a company 

possesses optimal resources, expertise and infrastructure, the success of a new product is not a 

sure thing. Amongst many explanations, one important reason is the clash in perspectives 

between what consumers perceive as new and what companies define as new (Goode et al., 

2013). Executives and consumers alike fall victim to the endowment effect, where consumers 

irrationally overvalue the products they own and executives overestimate the value new 

products bring. Such a discrepancy of perspectives can apparently cause an over-judgement of 

up to a factor of three on both sides, resulting in a 9-fold mismatch and leading to devastating 

sales results (Gourville, 2006).  

 

Accordingly, it is essential for marketing managers to not underestimate the biases consumers 

bring to their newness evaluations. The reason lies less in the objective newness of a product, 

but more in the subjective newness and loss-gain calculations consumers engage in.  

 

•  Further aspects of consideration. Companies do not only intend to convey product newness 

as such, but also aim to trigger different levels of PPN. Thereby, marketing managers should 

keep in mind about the differences between the online and offline environment, the 

competitive landscape and the variety of consumer segments towards which the new product 

is targeted.  
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In terms of online and offline environment, literature to date predominantly addressed PPN in 

the offline world, with a few exceptions analyzing the online world where (Junghan 

& Lakshmanan, 2015), for instance, showed that more moving elements in online ads (‘kinetic 

properties’) lead to higher PPN. However, the determinants and outcomes of PPN in online 

contexts can significantly differ from that in offline contexts. Thus, managers are encouraged 

to gather data from online simulations or even real transactions from targeted consumers.  

Regarding, the competitive landscape, past research did not explicitly investigate how market 

saturation or competitive reactions may directly influence PPN, but rather tested products 

based on a manual selection to simulate competitive sets (e.g. (Landwehr et al., 2013a; Talke 

et al., 2017). Hence, marketing managers are advised to bear in mind the external perspective 

and predict how competitors may respond to certain product newness implementations as an 

important element of the strategic decision making.  

 

Lastly, in terms of consumer segments, managers should be cognizant of the differences 

amongst the target consumers, as these may lead to variations in the importance consumers put 

on different newness attributes. For example, whilst a product may appear new at first sight by 

its look, consumers may vary in the importance weight they put on the look versus content 

before final newness evaluations are made. Possible factors could be centrality of visual 

product aesthetics (Bloch, Brunel, & Arnold, 2003) or processing style of visual or verbal 

information (Childers, Houston Michael, Heckler, & Houston, 1985). Hence, marketing 

managers should carefully define the target group when developing new products to ensure its 

launch success.  
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2.5. Conclusion  

This literature review provides an aggregated overview of past research on the definitions, 

determinants and outcomes of PPN from the consumer’s perspective. Based on a systematic 

search and review of empirical, conceptual and meta-analysis papers in the field of PPN, we 

identified commonalities and differences in the definitions of PPN and were able to categorize 

different determinants and outcomes into common cluster groups. The main take-aways of the 

above analysis can be summarized as the following:  

 

• Regarding PPN definitions, there is a general agreement amongst scholars that PPN is 

inherently subjective and formed in comparison to a point of reference. Empirically, it has 

been shown that products offering benefits perceived as substantial and unique, entailing 

functional or visual attributes perceived as highly deviating from the category prototype or 

bringing significant habit changes lead to a greater PPN. Yet, due to the variety of product 

newness aspects consumers may compare to, there is no single definition of PPN and the 

labelling of a high or low degree of PPN resulted in great ambiguity. This lack of clarity calls 

for additional need in future studies to provide a high degree of explicitness related to the 

product category, timing or point of reference in their definitions when examining PPN. 

 

• Regarding PPN determinants, we identified five common groups of factors that past research 

examined in the context of consumer’s newness perceptions, i.e. product attribute factors, 

product appearance and shape-specific factors, general product factors, consumer factors and 

marketing factors. Thereby, scholars mostly focused on product attribute factors, indicating 

that product attributes per se possess a high potential to deliver the newness message and 
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reflect the starting point for consumers’ newness perceptions. In particular, the verbal 

information about a certain product attribute itself and the shape, serving as a major 

component of a product’s appearance, dominate scholars’ attention in the PPN research arena. 

 

• Regarding PPN outcomes, the factors examined by existing research can be grouped into four 

common categories, namely intentional, actual, attitudinal and psychological/perceptual 

outcomes. There is a converging observation that whilst intentional and actual outcomes of 

PPN, such as consumers’ purchase and payment, appear to be positively connoted, attitudinal 

and psychological/psychological outcomes tend to be negatively connoted and relate to 

consumer resistance or perceived cost.  

 

In additional, building on this literature review, we generated a comprehensive list of future 

research opportunities derived from past research gaps and inspired by emerging technological 

and sociocultural market trends. Future research may address questions such as: What type of 

verbal and visual information of a product attribute may drive PPN? How do they relate to each 

other and in what manner could they interact? What may be the underlying mechanisms? These 

questions will serve as an inspirational basis for the next chapter, where we will carry out 

consumer experiments in the context of packaging of FMCG by empirically testing how different 

verbal information types and package shape deviation affect PPN, interact with each other and to 

what outcomes they may lead.   

 

In conclusion, it becomes clear that the apparent name game of PPN raises further necessity and 

the need of this literature review to systemize existing research with the attempt to increase 

clarity for the use of PPN terminology, identify its associated determinants and outcomes, and 
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pinpoint the nuances amongst these factors across product types and contexts. Gaining an 

overview of how PPN is defined, which determinants drive PPN and to what outcomes PPN leads 

may serve as an essential first step towards an improved understanding of the PPN concept within 

the overall new product development and launch processes.  

 

To the best of our knowledge, this is the first paper is to provide a systematic review of relevant 

past research in the field of PPN. Given the high interest and relevance of this topic in practice, 

the intention is to not only use this review to assist marketing managers in their new product 

decision-making prior launch, but also to highlight the necessity for further research to capture a 

deeper understanding of product newness from the consumer’s perspective.  Future research 

insights may help marketing managers in finding a balance between continuously triggering PPN 

and not scaring consumers away and thereby support companies to course correct their strategic 

decisions in a timely manner in their quest for newness.  
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3. Experimental Analyses of PPN – Newness is in the 

Eyes of Consumers: Determinants and Outcomes of 

Perceived Product Newness at the Point of Sale
2
 

 

3.1. Introduction  
 
The art of marketing new products is directed towards using, combining and communicating 

product attributes in such a way that consumers can actually perceive newness and ultimately, are 

inclined to buy the new product. In the previous chapter, our literature review reveals that product 

attributes which can be conveyed via visual and verbal information have a high potential to drive 

PPN per se. Specifically, verbal information types, such as functional benefit claims, emotional 

benefit claims or the newness cue, and visual information, such as product shape deviation, 

received particular attention in past studies. Given the high managerial relevance of new product 

purchases, researchers and practitioners show particular interests in examining how PPN may 

impact consumers’ purchase intention or willingness-to-pay.   

 

Nevertheless, empirical studies examining the impact of verbal information types and product 

shape deviation as drivers of PPN remain scarce, not to mention that extant studies primarily 

examined them in an isolated manner. In particular, it remains unclear in what manner they 

would interact with each other when both types of product attributes are combined, whether PPN 

may serve as a prerequisite for consumers to buy a product and what monetary values each of the 

product attributes would carry in the eyes of consumers when they consider buying the new 

                                                 
2 This chapter is based on an unpublished working paper “Newness is in the eyes of consumers: Determinants and 
outcomes of perceived product newness at the point of sale” by Schlereth, Fassnacht and Huang (n.d.) that has been 
submitted to and refined based on 1st round reviews (revise and  resubmit) of the International Journal of Research in 
Marketing (IJRM) and is planned to be submitted to Journal of the Academy of Marketing Science after rejection by 
IJRM in the 2nd round. The initial ideas of the conceptual framework was submitted as a conference paper titled as 
“Product newness: determinants and outcomes from the consumer’s perspective at the point-of-sale” to the EMAC 
2016 Conference and was considered as the top twenty papers for the Best Paper Award based on a Doctoral Work. 
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product. In practice, because managers are able to create any combinations of verbal information 

types with a new product shape, answering these questions can provide valuable insights in 

knowing which combination works best and above all, deepen our knowledge about PPN and its 

determinants and outcomes.  

 

Building on the last chapter, chapter 3 empirically examines the drivers and outcomes of PPN. 

Specifically, in the context of packaging of FMCG, we carry out online consumer experiments to 

investigate the direct and interaction effects of package shape deviation and three frequently 

applied verbal information types, i.e. functional benefit claim, emotional benefit claim, newness 

cue, at the point of sale. Because previous research studied these product attributes in an isolated 

manner, we jointly examine them by pairing package shape deviation with each verbal 

information type and test the mediation effect of PPN on purchase intention. In three between-

subjects experiments, two gender- and age-neutral products, i.e. shampoo and dish soap, are 

tested to enhance the generalizability of the study results. In addition to newness, we extend the 

results of the between-subject experiments by conducting discrete choice experiments to replicate 

the mediation effect of PPN and quantify the monetary values of package shape deviation and 

verbal information types in the context of product choice. Chapter 3 is based on the adapted 

version of the unpublished working paper by Schlereth, Fassnacht and Huang (n.d.) that has been 

refined according to reviews of the International Journal of Research in Marketing (Figure 10).  
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Figure 10. Extract of the first page of the empirical paper 

 

Note: The empirical paper is based on the unpublished working paper Schlereth, Fassnacht and Huang (n.d.) 

 
 

3.2. Background and Relevance of subject   

Every year, approximately 90% of FMCG launched on the market are incrementally updated 

(Times & Trends, 2010). Companies do so with the aims of demonstrating continuous 

innovativeness, displacing competitors (Calantone et al., 2006), boosting demand, and driving 

immediate and sales (Talke et al., 2009). However, 73% of consumers do not perceive these 

incrementally updated products as “new” (SymphonyIRI, 2011) at the point of sale, which is one 

of the most influential stages during the purchase decision process (Lamey et al., 2018). This is 

reflected in a FMCG commercial failure rate of up to 85% (Wengel & Hall, 2014). The question 

thus arises: What can companies do to make consumers perceive these products as new at the 

point of sale?  

 

Because 99% of FMCG are bought in stores, incrementally updated products compete for 

consumers’ attention with up to 50,000 other products (GMA et al., 2014). Their packaging 

represents one of the most important extrinsic cues, that is, product-related attributes that are not 
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part of a product, for communicating product newness (Underwood & Klein, 2002). Often, 

companies use package shapes that visually deviate from a category prototype that represents the 

average product in the respective category (Schoormans & Robben, 1997). These new shapes are 

the first elements that a consumer notices, before they examine the product’s content in detail 

(Talke, Müller, & Wieringa, 2017). Therefore, they represent a key determinant of PPN, that is, 

“how unique, different, innovative, creative, or novel a consumer perceives a product” (Goode, 

Dahl, & Moreau, 2013, p. 194). Package shape deviations often do not come alone; rather, 

companies commonly combine them with at least one of the following verbal information types: 

a functional benefit claim (e.g., “with hyaluron” as an ingredient of a shampoo), an emotional 

benefit claim (e.g., “feel revived”), or a newness cue, (e.g., a “new” sticker). According to the 

Nielsen Company (2016), a well-thought-out combination of verbal information types and a 

product shape that deviates from the category prototype (hereinafter, “package shape deviation”) 

can persuade 64% of consumers to buy a new product because of its packaging alone. 

Consequently, initiating PPN at the point of sale serves as a powerful marketing tool to increase 

the number of purchases (Lamey et al., 2018). 

 

Yet, literature on PPN focuses primarily on consumer durables, such as automotive or vacuum 

cleaners (Goode et al., 2013; Talke et al., 2017), and these studies mostly analyze the direct 

effects of package shape deviation or verbal information types in isolation (e.g., see Mugge & 

Dahl, 2013; Talke et al., 2009, for package shape deviations; Talke & O'Connor, 2011, for verbal 

information types). However, consumer durables differ considerably from FMCG, because 

FMCG are largely defined by their packaging, such that a consumer’s newness perception 

automatically rests on a verbal information type that coexists with a package shape (Underwood 

& Klein, 2002). Abundant examples of newly launched FMCG illustrate that package shape 
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deviation and verbal information types exist side by side. For example, when Danone changed 

Evian’s water bottle package shape in 2016, the firm added the claim “from the French Alps.”  

To substantiate the relevance of the interaction effects on PPN in practice, we carried out three 

individual qualitative interviews and six focus-group discussions with marketing and research 

and development managers of a FMCG company. The aim was to determine which specific 

packaging measures they operationalize when targeting PPN for a product launch. We found the 

following main patterns: experts consistently took the consumer’s perspective when deciding 

whether to initiate PPN; decisions on package shape deviations are made simultaneously with 

verbal information types; and they acknowledged the dependency of package shape deviations 

and verbal information types and that their interaction directly affects subsequent launch 

decisions. 

 

Consequently, our first objective is to investigate the joint impact of package shape deviation and 

verbal information types on PPN at the point of sale. Accordingly, in Studies 1–3, we separately 

pair package shape deviation with each verbal information type to analyze their interaction effect 

on PPN and draw on the gestalt (Jia, Shiv, & Rao, 2014; Wertheimer, 1923) and dual process 

(Strack & Deutsch, 2004) theories to explain their outcome. Our second objective is to examine 

the mediating effect of PPN between package shape deviation and purchase intention (Studies 1–

3). Third, we complement findings from Studies 1–3 in Study 4 by jointly assessing the monetary 

value of changes of package shape deviation together with any combination of a functional 

benefit claim, an emotional benefit claim, and a newness cue. To this end, we use discrete choice 

experiments together with counterfactual simulations. 

 



3. Experimental Analyses of PPN  79 

 

 
 

We contribute to the PPN literature in three aspects. First, we highlight the relevance of the 

consumer’s perspective when assessing a product’s newness prior to launch. Second, we 

challenge the implicit assumption that package shape deviations are independent from verbal 

information types and posit their coexistence for FMCG. Third, methodologically, we combine 

between-subjects experiments (Studies 1–3) and discrete choice experiments (Study 4) to capture 

a more comprehensive view of PPN and purchase intentions. To the best of our knowledge, the 

current study is the first to combine the contexts of PPN with purchase intention and quantify the 

combined changes of multiple elements of verbal information types with package shape deviation 

in monetary values. Thus, we derive actionable implications for managers that can guide them in 

identifying the best-performing combination for a FMCG. 

 

The remainder of the paper is organized as follows. Next, we outline the theoretical foundation of 

our work and then present the conceptual framework. After discussing the setup of the empirical 

studies, we present the results. Finally, we discuss the implications and offer suggestions for 

future research. 

 

3.3. Theoretical Foundation 

Table 11 summarizes the related studies on shape deviation and verbal information types in the 

context of PPN and their major findings. All previous studies exclusively focus on one of the two 

topics, thereby neglecting the other. Their theoretical roots differ, given the respective research 

goals. The theoretical foundation for our research is based on the gestalt (Wertheimer, 1923) and 

dual process theories, within which the impulsive-reflective mental processes theory is rooted 

(Strack & Deutsch, 2004).  
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(Radford & Bloch, 2011, p. 209) define PPN as “a trait attributed to a product by a consumer and 

[that] reflects a comparison of the current product with previous versions in the same or proximal 

categories.” According to the gestalt theory, evaluative processes, such as that for PPN, are 

executed on two levels. The first is a higher level, also called the gestalt or holistic level, and the 

second is a lower level of detail-oriented evaluation known as the component level (Jia et al., 

2014; Treisman, 1998). Essentially, a hierarchy of perceptual focus between the gestalt and 

component level exists. Evaluation on the gestalt level – the overall impression – is the default, 

and visual stimuli, in particular, have high potential to stimulate evaluation. However, according 

to Förster and Dannenberg (2010), visual factors can also trigger a shift of the perceptual focus to 

a more detailed, structural analysis on the component level. That is, the unfamiliar visual 

appearance of a package shape or the visual presence of verbal information provides 

informational value on PPN, which simultaneously encourages a consumer to invest cognitive 

efforts into a more detailed and structured evaluation on the component level. Accordingly, Jia et 

al. (2014) argue that such a shift occurs naturally and adaptively and reduces the perceptual focus 

on the gestalt level. 

 

We also draw on the dual process theory (Stanovich & West, 2000), which fits with gestalt theory 

in that it similarly assumes the coexistence of automatic and cognitively controlled processes that 

steer perceptions and evaluations. Fiske (2001) notes that “person perception theories also 

originated in gestalt ideas and eventuated in dual process models” (p. 14415). Over the past 

decades, researchers have refined and updated dual process models in various ways. For example, 

Lieberman et al. (2002) integrate findings from neuroscience into a cybernetic-oriented two-

process model, and Smith and DeCoster (2000) examine cognitive structures by integrating 
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findings from research on memory systems. For our research, we seek guidance from Strack and 

Deutsch (2004), who focus on the behavioral consequences of the mental mechanisms. 

 

Strack and Deutsch (2004) describe the dual process model as consisting of an impulsive process 

and a reflective process. Impulsive processes are automatic, intuitive, and effortless, and as such, 

they can be compared with perceptual processes. They allow consumers to effortlessly capture 

the overall impression of a product similar to gestalt-level evaluations related to product shape. In 

contrast, reflective processes are more controlled, deliberate, and effortful and involve explicit 

thinking. Both systems operate in parallel instead of being invoked consecutively, meaning that 

they are concurrently active (Kahneman & Frederick, 2002); therefore, they essentially compete 

for control rather than strengthening each other. Because the impulse system is automatic, it is 

always engaged in processing (by itself or in parallel with the reflective system), whereas the 

reflective system may be disengaged because it is effortful. Thus, a certain evaluation may be 

elicited without the person’s intention or goal due to the impulse system, and its activation may 

be moderated by motivational orientation or deprivation.  
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Table 11. Studies on shape deviation, verbal information types, and PPN 

  
Shape 
Deviation  

Verbal 
Information 
Types 

Dependent 
Variable 

Industry 
Data  

Theory / 
Conceptual 
Argumentation 

Key findings 
Durables FMCG 

Shape Deviation 

Goode et al., 2013 X -- 
PPN;  
Product liking 

X 
(vacuum cleaner; fan) 

-- 
Four experiments 
(N = 67; 148; 80; 158) 

Categorization 
theory 

• Consumers rate PPN lower (higher) when categorization certainty is low (high). 

• Categorization certainty mediates category cues (e.g., design, brand name, video 
demo) and PPN. 

Hoegg & Alba, 2011 X -- 
Functional 
performance 

judgement 

X  
(running shoe; cookware, 

speakers; inline skates; 
bike helmets; mixers) 

-- 
Four experiments  

(N = 20; 81; 97; 80) 
Appearance bias  

• When a product’s shape indicates a particular level of functional performance, 
consumers incorporate that information into their performance judgements, even 

when objective feature information states the opposite. 

Homburg et al., 2015 X -- 

Design newness 

dimensions; 
Purchase 

X  

(15 electronic + 
multimedia products) 

-- 
Three surveys  
(N = 6418; 1083; 583) 

Gestalt theory 
• The aesthetics, functionality, and symbolism dimensions of design positively 

affect willingness to pay, willingness to buy, and word of mouth. 

Landwehr et al., 
2013a 

X  -- 
Product liking; 
sales 

X 
(cars) 

-- 

• One survey  (N = 254 + 
255) 

• Transactional data (N = 
254+255) 

Experiment (N = 652) 

Fluency theory 

• Consumers like typical (atypical) car designs more when market exposure is 

lower (higher). 

• Design typicality and market exposure interacts regrading liking and sales, that is, 
atypical cars are more successful in the long term.  

Mugge & Dahl, 2013 X  -- 

Learning-cost 
considerations; 
overall 

evaluation  

X  
(digital camera; washing 

machine; hairdryer) 
-- 

Experiment (N = 130); 
two pre-studies (N = 65, 
118) 

Learning-cost 
inference 

• Shape deviation moderates between type of innovation and learning-cost 

considerations, that is, low (high) shape deviation decreases (increases) learning 
cost considerations for radical innovations. There is no impact for incremental 
innovations. 

• Shape deviation moderates between type of innovation and consumer evaluation, 
that is, low (high) shape deviation increases (decreases) consumer evaluations. 

There is no impact for incremental innovations.    

Mugge & 
Schoormans, 2012 

X -- 

Functional 

performance 
judgement 

X 

(washing machine; 
cameras) 

-- 
Two experiments  
 (N = 270; 30) 

Appearance bias  • Level of shape deviation positively affects perceived performance quality. 

Radford & Bloch, 
2011 

X -- 
PPN; 
 # of consumer 
responses  

X  
(vacuum cleaner; espresso 

machine) 

X 
(pen; 

toothbrush) 

Two experiments  
(N = 50; 60) 

Design inherently 

belongs to product 
newness; 
Psychological   
responses to visual 
stimulus  

• Consumers recognize and assess PPN based on visual design. 

• High (low) product newness elicits more (less) affective and aesthetic responses. 

Schoormans & 
Robben, 1997 

X  -- 
Attention; 
overall 
evaluation 

-- 
X 

(coffee 
package) 

Experiment 
(N = 144) 

Attentional and 
categorization 
responses 

• Shape deviation positively affects consumer attention. 

• Reversed U-relationship exists between shape deviation and product evaluation.  

Talke et al., 2009a X -- Sales 
X 

(car) 
-- 

Transactional data (157 
car models of 14 brands) 

Design inherently 
belongs to product 

newness 

• Shape deviation newness drives sales after the introduction and persists over 

time; technical newness drives sales with a lagged effect and decreases over time. 

• Interaction between shape deviation and technical newness is not significant. 

Talke et al., 2017 X -- Sales 
X 

(car; smart phone) 
-- 

Transactional data (109 
car models of 14 brands);  
One experiment (N = 86) 

Categorization 
theory  

• Products perform best if their shapes have a high level of newness compared with 
that of the competitor, but only a moderate level of newness compared with their 
own product portfolio. 

Notes: PPN, perceived product newness; FMCG, fast-moving consumer goods; NPP, new product performance; x, applicable; --, not applicable 
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Table 11. Studies on shape deviation, verbal information types, and PPN (continued) 

  
Shape 
Deviation  

Verbal 

Information 
Types 

Dependent 
Variable 

Industry Data  

Theory / 

Conceptual 
Argumentation 

Key findings 

Verbal Information Types 

Hsee et al., 2009 -- 
X (numerical, 

i.e., 
functional) 

Preference 
X 

(camera; massage chair; 
mobile phone) 

X 
(sesame 

oil, potato 
chips) 

Five experiments (N = 
112; 91; 194; 78; 138) 

Specification 

seeking; medium 
maximization; 
consumers’ need 
for information  

• Even when consumers directly experience the product and the specifications 

carry little/no information, consumer preferences are still influenced by 
specifications. 

• Compared to product choice, product liking is more stable and less affected by 
specifications.  

Mukherjee & Hoyer, 

(2001) similar to 
Carpenter et al. 
(1994) 

-- 

X 

(claims of 
newly 

introduced 
attributes) 

Overall 
evaluation; sales 

X  
(TV tech, PC; washing 

machine, fridge, camera) 
-- 

Two experiments (N = 
140; 120) 

Value inference; 
learning-cost 
inference 

• Adding information on novel attributes, even if ambiguous, increases product 
evaluation and sales for low-complexity products but not for high-complexity 
products because of learning-cost inferences. 

Sorescu & Spanjol, 
2008 

-- 

X 

(ingredient, 
i.e., 

functional) 

Firm 

profitability; 
risk 

-- X 
Transactional data 
(20.000 products) 

(no specific 
theory) 

• Radical innovation is associated with increases in normal profits, economic rents, 

and firm risk. 

• Incremental innovation is associated with increases in normal profits but not with 

economic rents or firm risk.   

Sung et al., 2016 -- 
X  

(newness 

cue) 

PPN; interest; 
arousal 

X  
(16 ads for goods and 

services, e.g., medicine, 

toothpaste) 

X  
Two experiments  
(N=52; 46)  

Consumer innate 
curiosity; Novelty 
Categorization 

Theory  

• Adding the word “new” to an ad increases PPN.  

• Adding the word “new” increases behavioral (viewing time) and psychological 

responses (heart rate) of interest but not liking and arousal.   

Talke & O'Connor, 
2011b 

-- 

X 
(functional, 
financial, 
usability) 

Several NPP 
measures (sales, 
market share) 

X  
(industrial products, e.g., 

cars, laser tech)  
-- Survey (N =112) 

Consumers’ need 
for information  

• Usability and financial information enhances NPP, while functional information 
is less effective. 

• Usability information becomes more important as product newness increases, 

whereas financial information becomes less important.  

Talke & Snelders, 
2013 

-- 

X 

(functional, 
financial 

emotional) 

Product 
adoption 

X 
(solar charger; digital pen) 

-- 
Three experiments (N = 
169; 183; 64) 

Consumers’ need 
for information  

• Emotional information (i.e., personal/social) has the highest effect on adoption, 

followed by technical and financial information. The former is the most effective 
when communicated in an abstract manner and the latter in a concrete manner.  

• The aforementioned effect holds true also for actual adoption behavior (WTP).  

Ziamou 

& Ratneshwar, 2003 
-- 

X 
(general 

comparative, 
functional) 

Overall 

evaluation 

X  
(cable TV technology; E-

mail technology) 

-- 
Four experiments (N = 

193; 108; 185; 94) 

Assimilation/ 
contrast and 

categorization 
theory 

• An explicit comparison of a new functionality with an existing functionality only 

enhances consumers’ evaluation when the new functionality is atypical of the 
existing functionality. 

• When a new functionality is typical of an existing one, explicit comparisons may 
backfire because this causes assimilation into the prior functionality. 

Our Paper X 

X 

(functional, 

emotional, 

newness cue) 

PPN; purchase 

intention 
-- 

X 

(shampoo, 

dish soap) 

Four experiments + 

three replications (N= 

575; 295; 292; 504; 234; 

235; 23) 

Gestalt theory; 

Dual process 

theory  

• Package shape deviation and verbal information types positively affect PPN.  

• Pairing a package shape deviation with any verbal information type 

diminishes the effect on PPN compared to the sum of their direct effects. 

• Emotional benefit claims show tendencies to increase PPN further when 

paired with package shape deviation, but not functional benefit claims. 

Newness cues are annexed by increasing levels of package shape deviation. 

• PPN mediates between package shape deviation and purchase intention.  

• Monetary value ranges between $.00 and $.52 per item sold and depends on 

whether change is framed as an indicator of newness. 

Notes: PPN, perceived product newness; FMCG, fast-moving consumer goods; NPP, new product performance; x, applicable; --, not applicable 
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3.4. Conceptual Framework and Hypotheses 

Figure 11 presents the conceptual framework guiding our research on how package shape 

deviation interacts with verbal information types regarding PPN. We replicate previous findings 

on the direct effects of package shape deviation and verbal information types on PPN, but our 

primary research focus lies on their interaction. We examine in detail when adding a verbal 

information type intensifies the effect of a high level of package shape deviation on PPN and 

when it does not. In addition, we examine whether PPN mediates the relationship between 

package shape deviation and purchase intention. 

 

Figure 11. Conceptual framework 

 

 

 

3.4.1. Direct Effects 

The first two hypotheses address the direct effects of package shape deviation and verbal 

information types on PPN and are replications of previous research in non-FMCG contexts 

(Radford & Bloch, 2011; Talke & O'Connor, 2011b). This research uses gestalt theory to argue 

that the exterior package shape represents an automatic first step to recognize product newness. 

Namely, the fact that package shape deviation offers consumers an impulsive, “high-level 

Verbal Information Types

Package Shape 

Deviation

(high;low;none)

Emotional 

Benefit Claim 

(present; 

absent)

Functional Benefit Claim 

(present: ingredient, numerical, 

comparative; absent)

Newness Cue 

(present; 

absent)

Purchase 

Intention

Perceived Product 

Newness

H3, H4.1 H3, H4.2 H3, H4.3

H1

H2

H2

H2

H5
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recognition” of product newness because people “first tend to perceive the forest before the trees, 

and trees before the leaves” (Jia et al., 2014, p. 343). Therefore, shape deviation signals product 

newness in terms of its visual feature changes from the category prototype through the impulsive 

system on a gestalt level. We hypothesize the following: 

 

H1: A package shape deviation from the category prototype positively affects 

PPN.  

 

The presence of verbal information serves to satisfy the consumers’ need for information 

concerning product attributes and also has a high potential to enhance consumers’ PPN (Talke & 

O'Connor, 2011). For our research, we distinguish between three verbal information types. 

Functional benefit claims are tangible, concrete, and fact-based information, aimed to satisfy 

consumers’ need for information regarding product feasibility. In contrast, emotional benefit 

claims contain intangible, abstract, and feeling-oriented information (e.g., health, joy, pride) to 

assist consumers in pursuing individual or social goals (Lee & O'Connor, 2003; Talke 

& Snelders, 2013). Specifically, they capture consumers’ need for information regarding 

individual-related product desirability (Lynch & Zauberman, 2007) and refer to the product’s 

“own sake without the regard for other more practical considerations” (Holbrook & Zirlin, 1985, 

p. 21). Newness cues (e.g., the word “new”) signal that there are the additional benefits compared 

with existing products, even though they may be vague or irrelevant (Carpenter, Glazer, & 

Nakamoto, 1994; Mukherjee & Hoyer, 2001; Sung et al., 2016). Though not explicitly conducted 

in the context of FMCG, previous research (Carpenter et al., 1994; Talke & Snelders, 2013; 

Ziamou & Ratneshwar, 2003) refers to consumers’ need for information to evaluate newness and 
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argues for the effectiveness of the three verbal information types in driving PPN. Consequently, 

we hypothesize the following for the three verbal information types:  

 

H2: The presence (compared with absence) of verbal information positively 

affects PPN. 

 

3.4.2. Interaction Effects 

The focus of the current research is the study of the combined effect of pairing package shape 

deviation with verbal information. Phrased differently: Does pairing the two extrinsic cues of 

product newness increase or decrease PPN compared with the sum of their direct effects? 

Individuals first register the visual stimulus as activated by their impulsive system and infer 

informative value for subsequent evaluations (Fishbein & Ajzen, 1975). In our study setting, 

gestalt-level evaluations are triggered by the package shape deviation, a visual stimulus that 

deviates from the more familiar category prototype. The visual presence of textual information 

(i.e., without the consumer reading the verbal information) can serve the same purpose. However, 

these visual triggers not only provide informational value for the evaluation of PPN; they may 

also stimulate deeper inspection and a shift of the perceptual focus from the gestalt to the 

component level (Jia et al., 2014). Such a situationally induced shift moves the perceptual focus 

away from the element that originally triggered the shift. Neuroscience states that cognition is 

limited by the amount of information that can be stored in the (visual and textual) short-term 

memory (Marois & Ivanoff, 2005), such that information from the gestalt level is less present for 

the evaluation of PPN. Therefore, we hypothesize the following: 
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H3: Pairing verbal information together with package shape deviation 

diminishes the effect on PPN compared with the sum of their direct effects. 

 

H3 suggests a negative interaction for all verbal information types. When the perceptual focus is 

completely on the component level and one of the extrinsic cues (here, package shape deviation) 

mainly stimulates the gestalt level, this could imply that pairing it with a verbal information type 

does not necessarily enhance PPN. With the subsequent hypotheses, starting with functional 

benefit claims, we distinguish the type of verbal information to posit whether PPN can be 

increased. 

 

As mentioned previously, functional benefit claims refers to verbal information used to 

communicate the utilitarian aspects of a product (Townsend, Montoya, & Calantone, 2011). They 

contain tangible, concrete, and fact-based information to satisfy consumers’ need for information 

on new product attributes (Talke & O'Connor, 2011; Talke & Snelders, 2013). However, they 

require a substantial effort, mainly from the reflective system on the component level; they must 

be read and then processed for evaluation. Package shape deviations, in contrast, mainly 

stimulate the impulsive system through visual processing on the gestalt level (Hochstein & 

Ahissar, 2002). Strack and Deutsch (2004) describe the synergistic and antagonistic interplay of 

the impulsive and reflective system, essentially arguing that if both systems are jointly activated, 

the effect on the evaluation processes depends on the compatibility of the two forces. Most 

importantly, the two systems may compete instead of strengthening each other. This occurs when 

either of the following conditions is fulfilled: “they activate incompatible schemata” or “the 

reflective system inhibits the execution of a behavior [in our case, the evaluation process] that is 

impulsively activated” (Strack & Deutsch, 2004, p. 230). The insights we derived from our 
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qualitative interviews with FMCG managers lead us to consider the second condition fulfilled for 

many combinations of package shape deviations and functional benefit claims. Mostly, package 

shape deviations are of an aesthetical nature, and their new shape is unrelated to the utilitarian 

aspect of the functional benefit claims. Deeper inspection and processing on the component level 

interrupt visual processing on the gestalt level and can result in a component-level-only 

perceptual focus. Therefore, we hypothesize that the package shape deviation mainly serves to 

stimulate the reflective system to read and cognitively process the functional benefit claim. This 

thought process culminates in H4.1:  

 

H4.1: Pairing a functional benefit claim together with package shape 

deviation leads to evaluations in which the functional benefit claims dominate 

the effect on PPN and will not be affected by increasing levels of package 

shape deviation. 

 

Smith and Neumann (2005) integrate emotions in the dual process model. Essentially, emotions 

are simultaneous processual outcomes of the impulsive and reflective system. In case of 

emotional benefit claims, the reflective system is required to read and process the message while 

the impulsive system generates a simple structured state of core affect. This core affect can be 

translated by the reflective system into more elaborate feelings and emotions (Strack & Deutsch, 

2004), resulting in a positive impulsive response related to the product (Haddock et al., 2008). 

The evaluation may be accompanied and facilitated by a feeling of fluency, which has a positive 

hedonic quality (Winkielman & Cacioppo, 2001) and may require less cognitive capacity than 

processing functional benefit claims. Consequently, we predict that an emotional benefit claim is 
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more congruent to the package shape deviation than a functional benefit claim and hypothesize 

the following: 

 

H4.2: Pairing an emotional benefit claim together with package shape 

deviation leads to evaluations in which an increasing level of package shape 

deviation can (marginally) amplify the effect on PPN compared with the 

emotional benefit claim alone. 

 

The newness cue demands few cognitive capacities to infer its informational value. Even though 

the three-letter word “new” must be read, its meaning is straightforward and familiar and requires 

little effort from the reflective system. An analogy is counting coins: If there are 3 coins lying on 

a desk, a person can immediately visually process their number without counting, but if there are 

13 coins, she must count each coin to obtain the correct number. Consequently, we posit that 

processing the message of a newness cue will mostly affect the impulsive and not the reflective 

system. However, the newness cue also fails to satisfy consumers’ need for information about the 

specific new product feature. Both these aspects are also true for the package shape deviation. 

Thus, a newness cue provides redundant information to the package shape deviation, without 

adding informational value. As a consequence, we posit that with increasing levels of package 

shape deviation, this signal strength will dominate that of the newness cue. We hypothesize the 

following: 

 

H4.3: Pairing a newness cue together with package shape deviation leads to 

evaluations in which an increasing level of package shape deviation can 

annex the direct effect of the newness cue on PPN. 
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3.4.3. Mediation Effects 

Prior research indicates that the shape deviation of a product alone may drive instant purchases in 

addition to its effect on PPN (Sorescu & Spanjol, 2008; Talke et al., 2009). For FMCG, we 

propose that PPN is likely to mediate the relationship between package shape deviation and 

purchase intention. The gestalt theory suggests that consumers’ first, automatic recognition of a 

product largely rests on its overall appearance, which is dictated by the shape (Jia et al., 2014). 

Specifically, package shape deviation enables consumers to perceive the overall newness on a 

holistic level, considering that “one cannot visually recognize objects without perceiving the 

whole although one can still recognize objects without perceiving the parts” (Jia et al., 2014, p. 

343). A high level of package shape deviation may incentivize consumers to approach and 

explore the implied product newness, which should ultimately increase their propensity to buy 

the product (Litman, 2005). We, therefore, hypothesize that because of greater PPN, consumers 

may reveal a greater purchase intention toward products with increasing levels of package shape 

deviation.  

 

H5: Perceived product newness positively mediates the relationship between 

package shape deviation and purchase intention.  

 

3.5. Empirical Studies 

In three between-subjects experiments, we pair varying levels of package shape deviation with a 

functional benefit claim (Study 1), an emotional benefit claim (Study 2), and a newness cue 

(Study 3); examine their direct as well as interaction effect on PPN; and test for PPN’s mediation 

effect between package shape deviation and purchase intention. The studies use shampoo and 
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dish soap as representative products of the FMCG category. We chose these products because 

their packaging contains influential external characteristics that may trigger evaluative responses 

of PPN at the point of sale and because consumers of all ages and genders buy them. The 

products differ in the sense that shampoo is used for body care in the bathroom, whereas dish 

soap is used for cleaning in the kitchen and, for most households owning a dish washer, at a 

substantially lower purchase frequency. In a fourth study, we use discrete choice experiments to 

measure the joint effect of combining package shape deviations with any combination of verbal 

information types and to assess their monetary value. 

 

3.5.1. Pre-Study: Category Prototype and Concrete 

Examples of Package Shape Deviation 
 

In cooperation with a professional design agency, we developed visuals of the category prototype 

and exemplary package shape deviations. For the category prototype, the agency used morphing 

technique (Langlois & Roggman, 1990) to develop prototype packages in brand-neutral, black-

and-white 3D images, overlapping and averaging the main feature points (e.g., head, body, foot) 

of the most well-known shampoo and dish soap products into the final package. They also 

proposed six additional package shapes for each of the products. We decided on black-and-white 

3D images to minimize perceptual distraction of other unintended packaging attributes (Mugge 

& Dahl, 2013). For all images, the designers used standardized metrics in line with retail shelf 

benchmarks.  

 

We pretested the shapes with 100 participants in a survey (shampoo: 40 undergraduate students, 

63% men, Mage = 21 years; dish soap: 60 participants from Amazon’s Mechanical Turk platform, 
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63% men, Mage = 35 years). For shampoo, 87.5% agreed with our choice for the prototype 

package and 94.9% agreed for that of the dish soap. For each of the six package shapes, we also 

asked how deviating, similar, and distant they appeared in comparison to that of the category 

prototype on three seven-point scale items adapted from Cox and Cox (2002) and Schoormans 

and Robben (1997). The shapes with the lowest and highest mean served as the final 

manipulation levels for our main studies (Appendix A). The only exception was the low level of 

package shape deviation for dish soap. Here, we decided on the shape with the second lowest 

mean, because we realized during pretests of the subsequent studies that not all participants 

recognized a difference compared with the category prototype. We finalized the images by 

adding “shampoo” and “dish soap” as a generic brand name. 

 

3.5.2. Study 1: Package Shape Deviation and 

Functional Benefit Claim 
 
The purpose of Study 1 was to test the direct effect of package shape deviation (H1) and 

functional benefit claim (H2) on PPN as well as their interaction (H3, H4.1). We also 

investigated the mediating role of PPN between package shape deviation and purchase intention 

(H5). 

 

Method 

Design, procedure, and stimuli. Study 1 conformed to a 3 (package shape deviation: none, low, 

high) × 4 (functional benefit claim: none, ingredient, numerical, general) between-subjects mixed 

design. First, we introduced the participants to a daily shopping scenario at a local drugstore 

where either their normal hair shampoo or dish soap was on their shopping list. Participants then 

saw the category prototype described as the product that they would typically see in the store. 
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Second, we randomly assigned the participants to one of the 12 conditions. We used four 

potential operationalizations of the functional benefit claim to reflect that companies can provide 

information on what is actually new in many ways. Nevertheless, we do not expect substantial 

differences in the way they affect PPN. We distinguish between numerical (Hsee et al., 2009), 

ingredient (Sorescu & Spanjol, 2008), and general comparatively formulated information 

(Ziamou & Ratneshwar, 2003). For shampoo, the wording was “with liquid keratin” (ingredient), 

“100% stronger hair” (numerical), and “your hair is more voluminous” (general comparative). 

For dish soap, we used “Dye-free, no fragrance added, contains naturally derived ingredients” 

(ingredient), “100% biodegradable” (numerical), and “more eco-friendly dish washing” (general 

comparative). According to our qualitative interviews with the FMCG marketing managers, the 

functional benefit claims are suitable because they explicitly refer to product feasibility and usage 

benefit. Third, the study posed questions regarding the dependent variables, covariates, and 

manipulation check for package shape deviation. 

 

We conducted the online experiment for shampoo in 2015 with 575 U.S. participants (50% men, 

Mage = 38 years) recruited from Amazon’s Mechanical Turk and for dish soap in 2018 with 504 

U.S. participants (50% men, Mage = 33 years) recruited from Prolific. Buhrmester, Kwang, and 

Gosling (2011) note that although Mechanical Turk has disadvantages, evidence also exists that 

using it may lead to more demographically diverse and, thus, more representative samples than 

traditional samples, of, for example, students. 

 

Measures. To measure the dependent variables PPN and purchase intention, we adapted scales 

from (Goode et al., 2013) and Grewal et al. (1998), respectively, which were based on multiple 

seven-point scale items ranging from “strongly disagree” (1) to “strongly agree” (7) (Appendix 
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B). As shown in Chapter 2, this definition is explicit and does not contain terminological 

ambiguity and is distinct from perceived product advantage. Instead, it refers to the moment 

when a consumer first forms his or her newness perception “with respect to a frame of reference“ 

(Goode et al., 2013, p. 194), i.e. category prototype, which is most applicable for the point of sale 

context. We acknowledge that a mediation analysis of the two dependent variables is only 

meaningful if the variables are distinguishable (Pieters, 2017). To show that the dependent 

variables are distinguishable, we removed the questions on purchase intention from the main 

survey for dish soap and invited the same participants one week later to fill out the remaining 

three questions on purchase intention after being introduced to the same experimental treatment 

condition as in the main study. 3  The participation rate was 87%, that is, 436 of the 504 

participants answered the remaining three questions a week later. 

 

We tested the success of the manipulation for package shape deviation using the same measures 

as in the pre-study. We also included consumer innovativeness and product category involvement 

as covariates measured with seven-point scale items adapted from Ailawadi, Neslin, and Gedenk 

(2001) and Beatty and Talpade (1994), because individuals with increasing propensity to explore 

new ideas and be involved in a category are more likely to make positive evaluations of product 

newness. Because all claims for dish soap related to nature and eco-friendliness, we measured 

participants’ attitudes about eco-labels in general and adapted four questions drawn from Roberts 

and Bacon (1997) on ecological conscious decision making. Thereby, we account for the 

possibility that more favorable attitudes toward eco-labels in general might lead to more 

favorable attitudes toward the experimental eco-labels (and vice versa), regardless of the 

experimental manipulations. 

                                                 
3 We thank the anonymous reviewer of International Journal of Research in Marketing for this suggestion. 
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Results 

According to the output of the one-way analysis of variance (ANOVA) (shampoo: F[2, 572] = 

162.19, p < .001 | dish soap: F[2, 501] = 215.80, p < .001), participants perceive low and high 

package shape deviation as significantly different than the category prototype with means of 

Mhigh = 4.61, Mlow = 2.89, Mnone = 1.99 for shampoo and Mhigh = 4.69, Mlow = 3.44, Mnone = 1.67 

for dish soap. Thus, we conclude the manipulation is successful. 

 

In  

Table 12, we report the results of the 3 × 4 analysis of covariance (ANCOVA) with PPN as the 

dependent variable for shampoo and dish soap. The inclusion of covariates improves the adjusted 

R². Nevertheless, the statistical significance of the direct and indirect effects is robust without 

factoring in covariates for this and subsequent studies. 

 

Consistent with the literature, the direct effects for package shape deviation (F[2, 561] = 3.34, p < 

.05 | F[2, 489] = 14.70, p < .001) and functional benefit claim (F[3, 561] = 29.55, p < .001 | F[3, 

489] = 50.08, p < .001) show statistical significance. Specifically, as reported in Table 13 a high 

level of package shape deviation is perceived as significantly newer compared with a low level (p 

< .01 | p < .05). Furthermore, for the category prototypes, PPN is significantly higher (all ps < 

.001) when a functional benefit claim is present (Mingredient = 4.20, Mnumerical = 3.29, Mcomparative = 

3.21 | Mingredient = 3.66, Mnumerical = 3.73, Mcomparative = 3.62) compared with absent (Mabsent = 2.03 | 

Mabsent = 1.44). Thus, the results support H1 and H2. 
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Table 12. Studies 1–3: ANCOVA results 

Dependent Variable: PPN 

Shampoo Study 1 (PSD × Functional Benefit Claim) Study 2 (PSD × Emotional Benefit Claim) Study 3 (PSD × Newness Cue) 

 With covariates Without covariates  With covariates 
Without 

covariates 

 
With covariates 

Without 

covariates 

 
Df F p F p Df F p F p Df F p F p 

Control Variables                
Consumer innovativeness 1 9.35 .002   1 9.17 .003   1 1.46 .227   
Product category involvement 1 15.49 .000   1 1.83 .177   1 8.21 .004   

Independent Variables                
PSD 2 3.34 .036 3.85 .022 2 6.46 .002 7.25 .001 2 15.92 .000 15.57 .000 
VIT 3 29.55 .000 31.05 .000 1 25.43 .000 22.71 .000 1 9.96 .002 11.54 .001 

Interaction                
PSD × VIT 6 2.95 .008 2.60 .017 2 3.04 .049 3.22 .041 2 2.93 .27 1.31 .271 

N 575 
  

  295     292 
   

 

Adjusted R2  .21  .16   .15  .11   .16  .12  

Dish Soap  Study 1 (PSD × Functional Benefit Claim) Study 2 (PSD × Emotional Benefit Claim) Study 3 (PSD × Newness Cue) 

 
Df F p F p Df F p F p Df F p F p 

Control Variables                
Consumer innovativeness 1 1.99 .159   1 15.19 .000   1 10.87 .001   
Product category involvement 1 37.77 .000   1 8.50 .004   1 12.27 .001   
Ecological conscious decision making 1 7.74 .006   1 10.78 .001   1 .07 .791   

Independent Variables                
PSD 2 14.70 .000 11.75 .000 2 12.02 .000 9.97 .000 2 26.19 .000 26.57 .000 
VIT 3 50.08 .000 47.55 .000 1 50.59 .000 40.77 .000 1 .42 .517 0.13 .717 

Interaction                
PSD × VIT 6 2.23 .039 1.87 .085 2 5.20 .006 3.22 .042 2 1.72 .182 2.48 .086 

N 504 
  

  234     235 
   

 

Adjusted R2  .35  .25   .39  .21   .29  .19  

Note: PSD, package shape deviation; VIT, verbal information 
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Table 13. Studies 1–3: Means (SD) for the dependent variable PPN by types of verbal information 
Dependent Variable: PPN Package Shape Deviation Level (PSD) 

None Low High 

   Mean (SD) Mean (SD) Mean (SD) 

Shampoo 
Functional benefit claim  
(Study 1, N = 575) 

 

 
Ingredient  
(“With liquid keratin”) 4.20 (1.58) 4.55 (1.61) 3.93 (1.49) 

Numerical  
(“100% stronger hair”) 3.29 (1.53) 3.56 (1.41) 3.74 (1.60) 

 General comparative 
(“Your hair is more voluminous”) 3.21 (1.46) 3.68 (1.49) 3.48 (1.40) 

 Absent 2.03 (1.36) 2.29 (1.53) 3.18 (1.77) 

Emotional benefit claim  
(Study 2, N = 295) 

(“You feel your hair is like revived”) 3.27 (1.72) 3.18 (1.58) 3.74 (1.84) 
Absent 1.68 (1.29) 2.77 (1.81) 2.98 (1.63) 

Newness cue  (“NEW’) 2.99 (1.51) 2.54 (1.46) 3.68 (1.62) 
(Study 3, N = 292) Absent 1.97 (1.38) 2.17 (1.32) 3.25 (1.61) 

Dish Soap 

Functional benefit claim  
(Study 1, N = 504) 
 
 

 

Ingredient  
(“Dye-free, no fragrance added, contains naturally 

derived ingredients”) 

 

3.66 (1.39) 

 

4.24 (1.52) 

 

4.14 (1.38) 

Numerical  
(“100% biodegradable”) 

3.73 (1.44) 4.24 (1.27) 4.13 (1.56) 

 General comparative 
(“More eco-friendly dish washing”) 

3.62 (1.41) 3.88 (1.14) 4.01 (1.37) 

 Absent 1.44 (1.06) 2.33 (1.15) 2.99 (1.41) 
Emotional benefit claim  

(Study 2, N = 234) 
 

(“Do something good for your dishes and nature”) 3.53 (1.65) 3.37 (1.47) 4.04 (1.63) 

Absent 1.59 (1.39) 2.45 (1.45) 3.20 (1.43) 

Newness cue  (“NEW’) 2.19 (1.32) 2.46 (1.32) 3.37 (1.93) 
(Study 3, N = 235) Absent 1.55 (1.28) 2.49 (1.39) 3.78 (1.52) 

Note: The mean values are adjusted by the covariates of consumer innovativeness and product category involvement; 
Present (absent), the verbal claim is visible (not visible) on the package; SD, standard deviation. 

 

The interaction term of the ANCOVA is significant (F[6, 561] = 2.95, p < .01 | F[6, 489] = 2.23, 

p < .05). To examine the direction of the effects, we report the means of PPN per condition in 

Table 13 and illustrate them graphically in Figure 12. This figure also includes the significant 

levels of the pairwise comparisons, which we adjusted with the Bonferroni correction to 

counteract the problem of multiple comparisons. When a functional benefit claim is paired with 

low or high levels of package shape deviation, the effect on PPN weakens, as shown by the 

insignificant slopes of each functional benefit claim when package shape deviation is present. 

Yet, the effect on PPN is stronger when each of their direct effects is summed, as shown by the 

difference in results for the cases of no package shape deviation or no functional benefit claim. 

Thus, results support H3. 

 

The impact of the studied operationalization of the functional benefit claims are not consistent; 

for shampoo, ingredients have the highest impact, but for dish soap, they all are close, especially 
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ingredients and numerical. With one weakly significant (p = .079) exception out of 12 

comparisons, pairing any level of package shape deviation with a functional benefit claim does 

not significantly increase PPN compared with just the functional benefit claim alone (all other 

ps > .1). We observe that the functional benefit claim has a dominating effect on PPN, 

independent of increasing levels of package shape deviation. Thus, the results support H4.1 as 

well. 

 

Figure 12. Visualization of the key results on PPN and significance levels of the pairwise comparisons 

 

Note: Dependent variable on y-axis: PPN. X-axis: package shape deviation. Values in graph show level of 
significance in pairwise comparisons with Bonferroni correction to counteract the problem of multiple comparisons. 
n.s.: not (weakly) significant (p>.1) 

 

We further examined PPN’s role as a mediator between package shape deviation and purchase 

intention (H5) by conducting two mediation analyses based on Haye’s (2018) methods, which we 
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summarize in Figure 13. For ease of interpreting the results, we linearized package shape 

deviation and included all control variables from  

Table 12 as well as a dummy for whether a claim was present as covariates in Hayes’s model 4. 

Appendix C provides a description of the model. To examine the robustness of the results, we 

performed the mediation analysis for this and subsequent studies with package shape deviation as 

a multicategorical variable, examined the mediation results without accounting for covariates, 

and also applied Hayes’s model 8 to account for interaction between package shape deviation and 

verbal information on the two dependent variables. In all cases we essentially obtained the same 

substantive insights and statistical significance.  

 

To support the hypothesized mediation, the confidence intervals for the point estimates of the 

indirect effect of package shape deviation on purchase intention (a1·b1) must not include zero. 

Consistent with H5, the 95% bias-corrected bootstrap confidence intervals for the point estimates 

of the indirect effect (a1·b1, shampoo = .07 | a1·b1, dish soap = .05) are .01–.14 and .01–.09, respectively. 

The direct effect of package shape deviation is negative and significant for shampoo (p = .002) 

and insignificant for dish soap (p > .1). 

 

Figure 13. Studies 1–3: Mediation Analyses for Purchase Intention 

 
Note: i, index for Studies 1–3; ai, path coefficient of package shape deviation on PPN; bi, respective path coefficient 
of PPN on purchase intention; ci, respective direct effect of package shape deviation on purchase intention; the 
indirect effect of package shape deviation on each dependent variable mediated by PPN is calculated by ai·bi; p, 
path significance between the variables; Included covariates: consumer innovativeness, product category 
involvement, ecological conscious decision making (dish soap only), dummy whether verbal information was 
present; Shampoo: N1 = 575; N2 = 295; N3 = 292; Dish Soap: N1 = 436; N2 = 198; N3 = 219. 

 

Perceived Product Newness

Package Shape Deviation Purchase Intention

a1 = .41, p = .000 

a2 = .54, p = .000

a3 = .79, p = .000 
c1 = -.06, p = .335
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c3 = -.27, p = .051

b1 = .11, p = .005
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b3 = .33, p = .000
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a1 = .19, p = .015

a2 = .40, p = .001

a3 = .49, p = .000
c1 = -.23, p = .002

c2 = -.11, p = .305

c3 = -.19, p = .078

b1 = .38, p = .000

b2 = .45, p = .000

b3 = .38, p = .000

Shampoo Dish Soap
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Discussion. Consistent with H1 and H2, package shape deviation and functional benefit claim 

may each serve as determinants of PPN. Moreover, in support of H3 and H4.1, both interact with 

each other such that a functional benefit claim appears to dominate package shape deviation. 

Furthermore, the signs in the mediation analysis suggest that an increasing level of package shape 

deviation does not per se stimulate purchase intention. Instead, it may even have a negative effect 

if it is not related to a higher level of PPN. 

 

The findings support our theoretical argument that pairing a functional benefit claim with a 

package shape deviation may cause consumers to perceptually shift from a gestalt to a component 

level evaluation for PPN. That is, the visual information provided on the gestalt level, which in 

our case is stimulated through the package shape deviation, does not increase PPN any further. It 

appears that the situationally induced shift moves the perceptual focus away from the package 

shape deviation that originally triggered the shift, which is further strengthened by the limited 

information storage of consumers’ short-term memory (Marois & Ivanoff, 2005). Consequently, 

the subsequent study examines whether the effect is persistent when using an emotional benefit 

claim instead of a utilitarian, tangible, functional benefit claim.  

 

3.5.3. Study 2: Package Shape Deviation and 

Emotional Benefit Claim 
 

Method 

Design, procedure, and stimuli. Study 2 conformed to a 3 (package shape deviation: none, low, 

high) × 2 (emotional benefit claim: absent, present) between-subjects mixed design. Again, we 

conducted the online experiment for shampoo in 2015 with 295 U.S. participants (54% men, Mage 
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= 38 years) recruited from Amazon’s Mechanical Turk and for dish soap in 2018 with 234 U.S. 

participants (50% men, Mage = 33 years) recruited from Prolific. For the emotional benefit claim, 

we used just one operationalization per product, which read “you feel your hair is like revived” 

and “do something good for your dishes and nature.” The participants answered questions 

regarding the same dependent variables, covariates, and manipulation check for package shape 

deviation as in Study 1. For dish soap, we again measured purchase intention with a gap of one 

week after the main survey and had an 85% response rate to the follow-up survey invitation. 

 

Results  

According to the one-way ANOVA (shampoo: F[2, 292] = 66.10, p < .001 | dish soap: F[2, 231] 

= 79.21, p < .001) on the independent variable package shape deviation, we elicited significantly 

different perceptions for high and low levels of package shape deviation and the category 

prototype (Mhigh = 4.54, Mlow = 3.05, Mnone = 1.97 | Mhigh = 4.58, Mlow = 3.81, Mnone = 1.73), 

which confirms the success of our manipulation. To test the direct (H1 and H2) and interaction 

(H3 and H4.2) effects, we performed a 3 × 2 ANCOVA on PPN, again by controlling for the 

covariates as listed in  

Table 12. The results show a significant direct effect for package shape deviation (F[2,287] = 

6.46, p < .01 | F[2,25] = 12.02, p < .001) and emotional benefit claim (F[1,287] = 25.43, p < .001 

| F[1,225] = 50.59, p < .001). The means of PPN are higher with increasing levels of package 

shape deviation (Mnone = 1.68, Mlow = 2.77, Mhigh = 2.98 | Mnone = 1.56, Mlow = 2.45, Mhigh = 3.16), 

and all comparisons against the two category prototypes are significantly different (at least p < 

.05). In addition, for the category prototypes, PPN is significantly higher when the emotional 

benefit claim is present than absent (Mpresent = 3.27, Mabsent = 1.68, p < .001 | Mpresent = 3.45, 

Mabsent = 1.56, p < .001).  
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The interaction effect is significant (F[2, 287] = 3.04, p < .05 | F[2, 225] = 5.20, p < .01). The 

effect of the emotional benefit claim on PPN is larger for the category prototypes than for low 

and high levels of package shape deviation (∆Mnone = +1.59 (=3.27 – 1.68) versus ∆Mlow = +.41 

and ∆Mhigh = +.76 | ∆Mnone = +1.89 versus ∆Mlow = +1.01 and ∆Mhigh = +.93). Thus, the 

combined effect of pairing a package shape deviation with an emotional benefit claim (i.e., ∆Mlow 

and ∆Mhigh) on PPN is always smaller compared with the sum of their direct effects (i.e., ∆Mnone), 

which supports H3.  

 

The analysis for H4.2 provides mixed results on whether the effect of an emotional benefit claim 

on PPN can be increased further when combined with a package shape deviation. For both 

products, PPN is consistently higher when pairing the emotional benefit claim with a high versus 

low level of package shape deviation, although not significantly so (p = .178 | p = .197). For 

shampoo only, we also observe that for a high level of package shape deviation, participants 

perceived the product as significantly newer when the emotional benefit claim is present than 

when it is absent (Mpresent = 3.74, Mabsent = 2.98; p < .01), but the pairwise comparison is not 

significant (p = .197) for a low level of package shape deviation (Mpresent = 3.18, Mabsent = 2.77). 

We conclude that H4.2 is not supported on a statistically significant level.  

Using Hayes (2018) methods, we find the point estimates of the indirect effects (a2·b2) are .18 and 

.16 (Figure 13) and the 95% bias-corrected bootstrap confidence intervals are positive for both 

products (.07–.30 | .06–.29). Because they do not include zero and the direct effects on purchase 

intention are not significant (p > .1), they indicate an indirect-only mediation, in support of H5. 

 

Discussion. Consistent with H1 and H2, package shape deviation and the emotional benefit claim 

may each drive PPN. In addition, the data support H3. Similar to the functional benefit claim, 
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pairing a low package shape deviation with an emotional benefit claim does not yield a 

significantly higher PPN, compared with using the emotional benefit claim alone. However, we 

observe a consistently, though insignificantly, higher PPN value when combined with an 

increasing level of package shape deviation. Thus, the results indicate that an emotional benefit 

claim is more congruent to the package shape deviation than a functional benefit claim. As Smith 

and Neumann (2005) argue, the processing of emotional information requires both the reflective 

and the impulsive systems. The claims provided may have triggered an evaluation that was still 

mainly controlled by the reflective system, such that we conclude that we observe some 

tendencies in the direction of H4.2.  

 

With Study 3, we examine an additional effect on PPN, namely, whether the effect of a newness 

cue can even be annexed through increasing levels of a package shape deviation. 
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3.5.4. Study 3: Package Shape Deviation and Newness 

Cue 
 

Method 

Design, procedure, and stimuli. Study 3 conformed to a 3 (package shape deviation: none, low, 

high) × 2 (newness cue: absent, present) between-subjects mixed design. We recruited 292 U.S. 

participants (49% men, Mage = 37 years) for shampoo from Amazon Mechanical Turk and 235 

U.S. participants (54% men, Mage = 32 years) for dish soap from Prolific. We used the same setup 

and questions for the dependent variables, covariates, and manipulation check as in previous 

studies. For the dish soap follow-up study, 93% participated and answered the purchase intention 

questions for the mediation analysis.  

 

Results 

Again, the manipulation of the independent variable is successful: The results of the one-way 

ANOVA (shampoo: F[2, 289] = 75.41, p < .001 | dish soap: F[2, 232] = 117.10, p < .001) show 

that the participants have significantly different perceptions toward package shape deviation 

(Mhigh = 4.59, Mlow = 2.78, Mnone = 1.88 | Mhigh = 4.74, Mlow = 3.80, Mnone = 1.46).  

In a 3 × 2 ANCOVA, the direct effects of package shape deviation are significant (F[2, 284] = 

15.92, p < .001 | F[2, 226] = 26.19, p < .001), and the means indicate that a higher level of 

package shape deviation increases PPN (Mnone = 1.97, Mlow = 2.17, Mhigh = 3.25 | Mnone = 1.55, 

Mlow = 2.49, Mhigh = 3.78). The direct effect of the newness cue is significant only for shampoo 

(F[1, 284] = 9.96, p < .01) and not for dish soap (F[1, 226] = .42, p > .1). However, in contrast to 

the dish soap’s F-test results, the paired comparison of the category prototype with and without a 

newness cue is weakly significant at p = .079 (Mpresent = 2.19, Mabsent = 1.55). In addition, the 

parameter estimate of the newness cue in the ANCOVA is weakly significant (again at p = .079). 
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We interpret this phenomenon of a low F-value despite a weakly significant p-value as an 

aggregated "masking effect." One possible reason for such an effect could be multicollinearity, 

however, this is not confirmed by the variance inflation factor values of the independent variables 

(all 1.25 or lower and thus below the critical threshold of 3). Instead, the lower right-hand-side 

graph in Figure 12 provides an alternative explanation: The nonsignificant differences of the 

newness cue, when paired with a package shape deviation, cause this effect. We ultimately 

conclude that the data support H1 and H2. 

 

The interaction effect is consistently insignificant (F[2, 284] = 1.32, p = .27 | F[2, 227] = 3.27, p 

= .18). The Bonferroni post hoc test further shows insignificant differences when a newness cue 

is paired with either a low or a high level of package shape deviation (p > .1), compared with the 

package shape deviation alone. Again, results show that pairing a newness cue with package 

shape deviation does not significantly enhance the effect on PPN compared with the sum of their 

direct effects. Thus, H3 is supported. Furthermore, a high instead of a low package shape 

deviation yields a significantly higher PPN (p < .001) when a newness cue is added, but also 

without a newness cue. For the low level of package shape deviation compared with the category 

prototype, PPN is not significantly higher with a newness cue (p > .1). Thus, the results indicate 

that an increasing level of package shape deviation annexes the direct effect of the newness cue 

on PPN, in support of H4.3.  

 

Examining the hypothesized mediation of PPN between package shape deviation and purchase 

intention (H5), we find that the respective bias-corrected bootstrap confidence intervals do not 

include zero (.09–.29 | .13–.41). The point estimates of the predicted indirect effects are .19 and 
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.26 (a3·b3), respectively. Both direct effects are weakly significantly negative (p = .078 | p = 

.051), indicating at least a partial mediation and support of H5 (see Figure 13). 

 

Discussion. Similar to the preceding studies, Study 3 results reveal that package shape deviation 

(H1) and the newness cue (H2) serve as determinants of PPN on their own. We can also replicate 

the mediating effect of PPN (H5). A package shape deviation may carry the same newness 

meaning as adding the word “new,” such that with increasing levels of package shape deviation, 

the word “new” lacks the power to increase PPN significantly.  

 

3.5.5. Study 4: Monetary Assessment  

Thus far, Studies 1–3 separately paired package shape deviation with each verbal information 

type. However, in business practice, managers can create any combination of functional benefit 

claims, emotional benefit claims, and newness cue together with a new packaging. It would be 

useful to know which combination works best before launching the change on the market. 

Implementing such changes are costly, and they are only effective if not changed too often. Thus, 

managers are also interested in knowing whether their intended change is worth the effort.  

With Study 4, we synthesize and complement previous findings by jointly assessing the monetary 

value of any combination of verbal information types and package shape deviations. The joint 

analysis is challenging, because of the high number of possible combinations – in our case, 

3·4·2·2 = 48 – which rises exponentially as more elements to communicate newness are added 

(e.g., color, alternative product claims). Consequently, measuring PPN and purchase intentions 

through experimentally manipulated scenarios using Likert scales, as in Studies 1–3, is no longer 
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feasible. Furthermore, managers will not be able to translate the Likert scale responses from 

Studies 1–3 into monetary value.  

 

Therefore, for Study 4, instead of using Likert scales, we employed within-subject discrete choice 

experiments that included two parts (Louviere, Hensher, & Swait, 2000; Schlereth & Skiera, 

2012): one with respect to PPN (DCE1) and the other with respect to purchase intention (DCE2).4 

Discrete choice experiments cost less than setting up test markets, and analysts can 

experimentally manipulate the relevant factors in a controlled environment. They also have a firm 

foundation in sociology and behavioral research and are well known for their ability to explain 

actual purchasing behavior (Swait & Andrews, 2003).  

 

Design, procedure, and stimuli 

As a demonstration, we implemented Study 4 using shampoo. We recruited 238 (47% men, Mage 

= 35 years) U.S. participants from Prolific. In our questionnaire, participants started with the 

category prototype package and answered questions about their shampoo shopping behavior. 

Because we required participants to take part in both sections of the experiment, we assigned 

them to the two discrete choice experiments (DCE1 and DCE2) in random order. Randomizing 

this order enables us to better understand the relevancy of priming consumers into thinking about 

their PPN and respectively, purchasing the product. The questionnaire concluded with 

demographical questions. 

 

Both discrete choice experiments included the following attributes (respective levels): package 

shape deviation (high, low, none), functional benefit claims (ingredient, numerical, comparative, 

                                                 
4 We again thank the anonymous reviewer of International Journal of Research in Marketing for this suggestion. 
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absent), emotional benefit claims (present, absent), and a newness cue (present, absent). DCE2 

additionally included price, which ranged between $3.50 and $4.25 in increments of $0.25, 

similar to actual mid-priced shampoos in the United States.  

 

Employing Street and Burgess’s (2007) technique, we created two D-optimal (3·4·2·2(·4)) 

fractional factorial designs with 10 choice sets each and used 61 (= 20·3+1) unbranded pictures of 

shampoos that the design agency created for us. These factorial designs have a high efficiency, 

and they are particularly suitable to measure the direct effects of the attributes on the respective 

dependent variable (either PPN or purchase intention). That said, they are not suitable to measure 

interaction effects between the attribute levels. Some authors propose designs that can also 

handle interaction effects (e.g., Yu, Goos, & Vandebroek, 2006). However, we decided against 

such an approach, because they are seldom applied in empirical settings (mostly in Monte Carlo 

simulations). Adding the ability to measure just a small subset of potential interaction effects 

would have required a substantially higher number of choice sets (Chrzan & Orme, 2000), a 

situation we wanted to avoid for our study. To our best knowledge, this is the first monetary 

assessment of activities to foster PPN and the first study that experimentally combines multiple 

elements of verbal information types with package shape deviation.  

 

Each choice set in both discrete choice experiments included three different shampoos. 

Participants also saw the category prototype in DCE1 and the no-purchase option in DCE2, as 

illustrated in Appendix D. To avoid order effects, we randomized the sequence of the choice sets 

and alternatives across participants. For the estimation, we employed a covariate-extended 

hierarchical Bayes logit estimator that we implemented in Matlab (described in Appendix E). 

This estimator is an extension of the traditional estimator (Train, 2009) and measures the effect 
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on the parameter estimates of showing the respective DCE in the first (covariate = 1) or second 

(covariate = 0) position.5  

 

Results 

Table 14 summarizes the parameter estimates as posterior means together with the effect of the 

parameter estimate for the position covariate. Appendix E presents details about the model and 

goodness of fit. The results from DCE1 indicate that a high level of package shape deviation, the 

presence of a functional benefit claim, an emotional benefit claim, and a newness cue increase 

PPN. According to the results from DCE2, these factors also increase the purchase probability. 

All parameter estimates are in line with the results from Studies 1–3. We observed a position 

effect in both DCEs (for details, see Appendix E).  

 

In DCE2, we observed that priming consumers to think about PPN through DCE1 leads them to 

show greater purchase probability of the high level of package shape deviation compared with the 

category prototype (parameter value of .17 versus –.10). However, without such priming, the 

category prototype has a higher purchase probability than the high level of package shape 

deviation (–.09 (=.17–.26) versus .11 (=–.10+.21)). This observation is consistent with the results 

of the mediation analysis. Furthermore, without priming on PPN, the parameter values for high 

level of package shape deviation, emotional benefit claim, and newness cue decrease 

consistently, meaning that participants focus more on price alone in their purchase decisions. In 

the following subsection, we analyze monetary values when combining the results of the two 

groups (we report key results separately in Appendix F).  

                                                 
5 We thank Peter Lenk from the University of Michigan for his help in implementing the covariate-extended 
hierarchical Bayes estimator. 
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Table 14. Study 4: Discrete choice experiments 1 and 2 - Parameter estimates 

Attributes 
Number 

of Levels 
Levels 

DCE1 (PPN) DCE2 (Purchase Intention) 

Population 

Mean  

Position Effect  

(Without 

Priming) 

Population 

Mean  

Position Effect 

(Without 

Priming) 

Constant  -- 3.53 -0.82 9.05 0.00 

Package shape 
deviation level 

3 
High 0.65 -0.04 0.17 -0.26 

Low -0.17 -0.13 -0.07 0.05 

 
None (category prototype) -0.48 0.17 -0.10 0.21 

Functional 
benefit claim 

4 

General comparative 

(“Your hair is more 
voluminous”) 0.21 -0.40 -0.26 0.18 

 

Numerical 

(“100% stronger hair”) 0.54 0.15 0.47 0.13 

 

Ingredient 

(“With liquid keratin”) 0.67 0.96 0.47 -0.27 

 Absent -1.42 -0.71 -0.69 -0.04 

Emotional 
benefit claim 

2 

Present 

(“You feel your hair is like 
revived”) 0.74 -0.10 0.16 -0.24 

 
Absent -0.74 0.10 -0.16 0.24 

Newness cue 
2 Present (“new” sticker) 1.81 -0.65 0.27 -0.06 

 
Absent -1.81 0.65 -0.27 0.06 

Price (in $) 

(DCE2 only) 
4 

Per $1 (ranged between 
$3.50/$3.75/$4.00/$4.25)   -1.74 -0.05 

Note: DCE = discrete choice experiment; values show the average of the posterior distribution on population level; 
present (absent), the verbal claim is present (absent) on the package; N = 238; participants with DCE1 first = 121; 
participants with DCE2 first = 117. 
 

 

Monetary assessment of PPN 

Making an informed decision about adding verbal information or changing package shape is 

challenging because managers require a full understanding of their monetary value. To shed light 

on this monetary value, we used the results of DCE2 in a counterfactual simulation. To this end, 

we consider a simplified market with only one competitor and three base scenarios: one in which 

the own product has a market share of 25% compared with the competitor’s 75%, one in which 

the market shares are equally split (50%), and one in which the own product is a market leader 

with a market share of 75% compared with the competitor’s 25%. We simulated such market 

shares in the base scenarios by adding a brand-specific constant of –1.1, 0, and +1.1, respectively. 

For all base scenarios, we assessed the percentage point increases in market shares ∆m. We also 

calculated the monetary values ∆p of changes in package shape deviation and verbal information 
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types as the price reduction equivalent, which would yield the same increase in market share. 

Thus, we determined ∆m by the following equation: 
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where ,h PPNv  is the deterministic utility of participant h for the product after adding a specific 

verbal information type or using package shape deviation, which results in an increased PPN. The 

variable ,h basev is the deterministic utility of the base scenario, and p pβ− ⋅∆  specifies the increase 

in deterministic utility by lowering prices.  

 

Table 15 reports the percentage point increases in market shares and shows the price equivalents 

in parentheses. The price equivalents range between $.00 and $.52. They are approximately the 

same size for different market shares, with the exception of the combination of a high level of 

package shape deviation with a functional (numerical) benefit claim, an emotional benefit claim, 

and a “new” sticker. Our data indicate these blends are most effective when the product’s market 

share lags behind competition. Moreover, the percentage point increases in market shares are 

especially strong when compared with a low market share in the base scenario. If the own 

product is already a market leader, the effects of adding verbal information types and using a high 

level of package shape deviation on ∆m are substantially smaller. The ranking of either 

percentage point increase or price equivalents is identical for all scenarios. A functional (here, 

either a numerical or an ingredient) benefit claim increases the market share the most, followed 

by the newness cue and high level of package shape deviation. 
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Table 15. Study 4: Discrete choice experiment 2 - Equalization price simulation 

  Competitor Product 

Preferred over Own 

Product 

Both Products Equally 

Attractive 

Own Product Preferred 

over Competitor Product 

Market share in the base scenario 25.0% 50.0% 75,0% 

High package shape deviation 
+2.6% ($.08) +0.8% ($.02) -1.2% (-$.04) 

Functional (numerical) benefit claim 
+11.6% ($.31) +12.8% ($.30) +8.3% ($.29) 

Emotional benefit claim 
+2.2% ($.07) +1.0% ($.02) -0.7% (-$.02) 

Newness cue 
+4.9% ($.14) +5.9% ($.13) +4.0% ($.13) 

High package shape deviation + functional 
(numerical) benefit claim + 
emotional benefit claim + new sticker +20.6% ($.52) +17.1% ($.41) +8.4% ($.30) 

Notes: N = 238; 47% male; Øage: 35 years 

 
 

3.6. General Discussion  

In the FMCG sector, the commercial success of incrementally updated products may be at risk if 

consumers do not recognize the newness of these products. This research shows that package 

shape deviation and the three verbal information types drive PPN per se, but the effectiveness of 

these information types varies when combined with a change of package shape. Specifically, if a 

company uses a functional benefit claim (Study 1) on an incrementally new product, the 

additional package shape deviation is no longer necessary to increase PPN. However, we observe 

some scenarios when package shape deviation tend to become beneficial to increase PPN, 

especially, when pairing it with an emotional benefit claim (Study 2). As package shape deviation 

increases, it dominates the effect of a newness cue (Study 3). The results of the mediation 

analysis further reveal that PPN serves as a necessary requirement for package shape deviation 

and can positively affect purchase intention (Studies 1–3).  

 

The joint analyses of package shape deviation and all three verbal information types in Study 4 

indicate that functional benefit claims, newness cue, and package shape deviation may 

substantially increase the likelihood of a product being chosen. In our study with shampoos, the 
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value of package shape deviation and verbal information types ranged between $.00 and $.52 per 

item sold.  

 

3.6.1. Theoretical Implications 

By focusing on both the direct and interaction effects of package shape deviation and the three 

verbal information types, we contribute to the literature of newness perception from the 

consumer’s viewpoint. We extend prior works that examine either product shape or verbal 

information types in isolation (Radford & Bloch, 2011; Talke & Snelders, 2013). Combining 

gestalt theory with dual process theory provides the theoretical foundation for us to shed light on 

the interplay between verbal and visual information when a functional benefit claim, emotional 

benefit claim, and/or a newness cue is paired with package shape deviation. In particular, the 

joint examination highlights the interdependence between verbal information and package shape 

by showing when package shape deviation is necessary for PPN and when verbal information can 

stand alone. Our empirical results thus back up the dual process theory regarding the concurrent, 

yet competing, nature of reflective and impulsive systems (Stanovich & West, 2000; Strack and 

Deutsch, 2004). By differentiating between types of verbal information and varying degrees of 

package shape deviation, we decompose their relative effects and provide a nuanced and fine-

grained perspective on interaction effects in product newness research. In a broader context, 

given the frequently combined use of visual and verbal information in product newness contexts, 

our results expand the newness research in topic arenas of promotion and launch at the point of 

sale, one of the most crucial stages in a consumer’s decision making during purchase (Lamey et 

al., 2018). 
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Our second contribution is advancing knowledge in product newness research from the 

consumer’s perspective, rather than from the firm’s perspective (Calantone, Harmancioglu, & 

Droge, 2010). Studies examining newness from the consumer’s viewpoint predominantly focus 

on outcomes such as sales (Talke et al., 2017) or purchase intention (Celhay & Trinquecoste, 

2015). We connect the outcomes with determinants by substantiating packaging attributes as 

newness drivers per se, particularly in the point of sale context. Our findings provide support and 

extend established works (e.g., Goode et al., 2013) regarding the inherent subjectivity and 

relativeness of newness perception by consumers, in terms of not only the relative processing of 

information (visual versus verbal), but also the comparative nature, which includes a frame of 

reference on the overall product level (prototype versus changed products). In particular, because 

previous works predominantly focus on consumer durables, such as cars and vacuum cleaners 

(Goode et al., 2013; Talke et al., 2017), we strengthen the generalizability of extant work by 

broadening the category scope to FMCG. 

 

Third, our study is one of the few to use a multimethod approach of between-subjects and 

discrete choice experiments to provide a more comprehensive view of how consumers perceive 

product newness. The former sheds light on the interaction effects and the PPN-mediated effect 

on purchase intention, and the latter examines the monetary values of all the attributes to quantify 

and contrast the effects of priming and not priming consumers to think about PPN.  

 

3.6.2. Managerial Implications 

Our findings underscore that consumers do not draw conclusions on product newness on the basis 

of package shape or verbal information independently; rather, they look at both simultaneously. 
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Depending on the verbal information type, an increasing level of package shape deviation may 

have a distinct effect on PPN. When testing product newness concepts, managers should not 

consider display package shape in isolation, but rather alongside the intended verbal information 

types in alignment with other strategic considerations, such as sales, branding, or competitive 

positioning. 

 

Our findings also offer guidelines for managers in making trade-off decisions between what 

packaging attributes to change and how to combine them in light of various degrees of newness 

and sales objectives. Regarding newness, a high level of package shape deviation and functional 

benefit claim serve as the two most powerful newness drivers because both can stand alone. In 

contrast, an emotional benefit claim represents a supportive add-on when package shape 

deviation is high and the newness cue is nice to have, but its effect is dominated by the package 

shape deviation. In other words, packaging attributes of a tangible and explicit nature represents a 

necessary rather than optional component to initiate newness perceptions as a differentiation 

advantage at the point of sale. Regarding the monetary values and increases in choice 

probabilities, we find similar results, further observing that functional benefit claims play an even 

greater role in the purchase context than in the PPN context alone. Although package shape 

deviation is important to signal newness at first glance, the content reflected by functional benefit 

claims is what drives sales.  

 

With our research, we delineate the newness signaling potential of package shape as an effective 

remedy to reduce high commercial failure rates. Studies 1–3 have a common denominator 

showing that a low level of package shape deviation paired with a verbal information type does 

not lead to a significant improvement of PPN, compared with verbal information alone. We refer 
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to the lack of informational value of low package shape deviation on the gestalt level, which 

leads the consumer’s perceptual focus to the component level in favor of the information 

provided through the verbal information instead. Knowing that 90% of new products in the 

FMCG market belong to line extensions (Kotler & Keller, 2006), managers should not shy away 

from high levels of package shape deviations to visually convey newness and to avoid the 

newness being left unnoticed. 

 

Finally, using package shape deviation and verbal information types to increase new product 

sales is not sufficient for FMCG. Our study shows that product newness priming serves as an 

indispensable precondition to drive sales. The results of the discrete choice experiment highlight 

that priming consumers to think about PPN before their purchase decisions is a vital step to 

strengthen purchase intentions. Otherwise, a package shape deviation might even decrease 

purchase intention, compared with the category prototype. That is, combining product newness 

that is actually perceivable and effectively making consumers aware of this newness serve as a 

powerful sales-driving unique selling proposition. Thus, companies are advised on the 

complementary importance of providing additional prelaunch and point of sale signals, such as 

TV and online campaigns, as well as additional signals within the store to support the 

introduction of incrementally updated products. For this purpose, we demonstrate in our discrete 

choice experiment how to explicitly measure the monetary value of priming consumers into 

thinking about PPN as an indicator for campaign budgeting decisions.  

 



3 Experimental Analyses of PPN  117 

 

 
 

3.6.3. Limitations  

As with any research, the current study is not without limitations. First, we focus on offline point 

of sale scenarios, in which the role of packaging attributes may differ significantly from online 

settings. Whether, and to what extent, the results may differ can be a subject for future research.  

Second, the current study attended to package shape and verbal information types that constitute 

two essential elements on the packaging exterior. The impact of other attributes on PPN (e.g., 

color [Labrecque & Milne, 2012], haptic aspects [Peck & Childers, 2003], surface material 

[Meert, Pandelaere, & Patrick, 2014]) may vary depending on the underlying experimental 

stimulus and online or offline setting. Future research can determine whether other packaging 

attributes are effective in capturing PPN dimensions for FMCG.  

 

Third, some authors show that if producers take package shape deviations to the extreme, they 

experience decreased sales, observing a U-shaped functional relationship of shape deviations 

with market shares (e.g., Talke et al., 2017). Whether certain verbal information claims can 

mitigate an extreme package shape deviation that has gone too far is unclear and might be a 

valuable extension of our research. For our research studies, we avoided a too unconventional 

product design by seeking external advice from a professional design agency.  

 

Fourth, we assumed that consumers make their purchase decisions at the point of sale, which 

should be true for the majority of consumers (according to Shankar et al., 2011, between 50% and 

70%). However, some consumers might make their decisions based on habitual buying behavior; 

in other words, they buy items without scanning the store and simply recall the product they need 

(Lamey et al., 2018), such that Fernandes et al. (2016) distinguish between memory-based and 
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stimulus-based shopping. It is unclear how the results would differ between these two groups of 

behaviors and whether the proposed stimuli are sufficient to interrupt habitual buying decisions. 

Finally, we captured experimental data using fictitious scenarios and intentional behaviors rather 

than actual purchases. Future research may extract the similarities and differences between stated 

consumer experimental results and real-time sales figures.  
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4. Conclusion  

Launching new products alone is not sufficient for a company to enhance its chance of success. 

Rather, companies need to introduce products that consumers can perceive as new (Duncan, 

2016; Goode et al., 2013; Gourville, 2006; Radford & Bloch, 2011). Despite the high efforts 

companies put into new products, failure rates across industries remain persistently high 

(Castellion & Markham, 2013).  One of the main reasons is because consumers do not perceive 

some of  these products as new (SymphonyIRI, 2011). An essential first step for companies is to 

gain a deeper understanding of what PPN means from a consumer’s viewpoint, what drives PPN 

and to what outcomes it leads.  

 

Researchers and practitioners alike acknowledge the importance of PPN from the consumer’s 

perspective.  For researchers, there is a high necessity to carry out further studies conceptually in 

terms of its definitions, determinants and outcomes, and empirically in regard to collecting data 

directly from consumers  (Danneels & Kleinschmidt, 2001). For practitioners, statements from 

company executives (Chapter 1.1.) and our qualitative interviews with an international FMCG 

company (Chapter 3.2.) highlight the strategic relevance of PPN in the overall process of product 

launch. However, research in the field of PPN remains scarce, As such, this dissertation dedicates 

to investigating PPN from the consumer’s perspective with the attempt to theoretically and 

empirically capture a better understanding of PPN. 

 

This dissertation intends to contribute to the existing research of PPN in three main aspects. First, 

it provides a systematic review of past conceptual and empirical literature on PPN regarding its 

definitions, determinants and outcomes. Second, drawing on the findings of the literature review, 
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the dissertation empirically examines the determinants and outcomes of PPN in context of 

packaging of FMCG via consumer experiments by focusing on package shape deviation and 

verbal information. Third, this dissertation advances the overall research of product newness 

from the consumer’s perspective based on a joint analysis of a systematic overview of the state of 

the art research from a theoretical perspective and consumer experiments from an empirical 

perspective. In the following, we summarize the key conceptual and empirical findings.  

 

4.1. Findings of the Literature Review  

The comprehensive literature review in Chapter 2 lays the conceptual foundation for the 

understanding of PPN by offering a systematic overview of the definition, determinants and 

outcomes of PPN of past research. In form of a literature review paper by Huang and Fassnacht 

(n.d.), this chapter takes all relevant papers published starting from July 1960 until the cut-off 

date of end of April 2018 into consideration, encompassing a total of 101 empirical, 11 

conceptual and four meta-analyses articles.  

 

• Definitions. The review reveals that scholars widely acknowledge PPN as a subjective and 

comparative construct, which involves some degree of comparison between the new product 

and a certain point of reference (Calantone et al., 2006; Goode et al., 2013; Sorescu & Spanjol, 

2008; Talke et al., 2009a). Such a point of reference can either be a competing or preceding 

product, whereas the latter appears to be most common in past studies (Talke et al., 2009a). 

Various definitions reveal that PPN mostly encompasses aspects of consumers’ perceived 

product benefits, attributes or habit change that the new product brings compared to existing 

or preceding products.  However, large inconsistencies exist amongst the definitions of PPN. 
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Depending on the attribute focus, product type and point of reference, definitions of PPN 

remain ambiguous and there is no one single definition. This leads to a seemingly 

interchangeable use of various PPN definitions and result in a variety of determinants and 

outcomes across past studies. Looking forward, the lack of definitional consistency calls future 

scholars to be highly explicit in their definitions in order to enhance comparability and 

continuity in future research.  

 

• Determinants. We identified five main groups of determinants of PPN: product attribute 

factors, product appearance/shape-specific factors, general product factors, consumer factors 

and marketing factors. With the first two being the most frequently used types of determinants, 

past research highlights that product attributes represent a key starting point to trigger 

consumers’ newness perceptions. Typically, information about the product newness can be 

communicated visually and verbally. Whilst design attributes, e.g. shape, have a high potential 

to visually convey product newness, the presence of different verbal information types 

describing a product attribute, e.g. functional/emotional benefit claims or newness cue, may 

also affect PPN. Although product attribute factors, which are typically reflected in verbal 

information, and product appearance factors, which are often reflected by shape, remain in the 

center of past research, scholars seemingly regard these factors as self-evident for PPN and 

explicit testing with consumer data remains limited. Going forward,  it would be valuable to 

not only concentrate on whether certain product attribute factors may affect PPN, but also to 

examine how their interaction may look like when various product attributes are combined. 

Future studies may draw interesting insights by collecting experimental data from both 

consumers and companies.    
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• Outcomes. We identified four types of outcome variables including intentional, actual, 

attitudinal and perceptual/psychological outcomes. The primary focus of past research lies on 

intentional and actual outcomes related with consumers’ purchase and willingness-to-pay. 

This is not surprising as these outcomes represent key performance indicators of new product 

sales and profitability for a company. Past studies broadly reveal that products perceived as 

highly new by consumers positively affect sales as product newness represents a competitive 

advantage on the market. Thus, intentional and actual outcomes carry a positive connotation in 

general. In contrast, attitudinal/psychological and perceptual outcomes in terms of perceived 

learning costs and change of habits are negatively connoted. Past research indicates a general 

skepticism amongst consumers towards new products.  There is still a need for additional 

research to understand what role PPN plays between certain determinants and outcomes and 

whether PPN acts as a prerequisite or nice-to-have to trigger purchase intention in consumers.      

 
In summary, the review offer an overarching view on the definitions, determinants and outcomes 

in current research of PPN. Based on the insights of the literature review, we derived a 

comprehensive list of future research opportunities (Chapter 2.4.1.) and managerial implications 

(Chapter 2.4.2.) in conjunction with emerging market and social trends. Being the first to conduct 

a state of the art literature review, Chapter 2 attempts to put some systemization and clarity in the 

concept of PPN and reconnects research needs with practical relevance to enhance the managerial 

applicability of PPN research. 

 

4.2. Findings of the Empirical Analysis 

Chapter 3 complements previous research by being the first article to empirically test the joint 

effect of visual and verbal information on PPN at the point of sale. This empirical paper by 
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Schlereth, Fassnacht and Huang (n.d.) is based on a reviewed version that has been submitted to 

the International Journal of Research in Marketing and is planned to be submitted to the Journal 

of Academy of Marketing Science. The empirical focus builds on the insights of Chapter 2, 

where the literature review shows that verbal information about new attributes and product shape 

received major research attention, yet they were either implicitly assumed as potential drivers or 

examined in an isolated manner. In the setting of FMCG for two different products, namely 

shampoo and dish soap, the primary focus lies on the interaction effects between package shape 

deviation and three frequently applied verbal information types in practice, i.e. functional benefit 

claim, emotional benefit claim, newness cue. Also, we tested whether PPN serves as a 

precondition for package shape deviation to affect purchase intention. Beyond perception, in the 

context of product choice, we carried out a joint assessment by combining package shape 

deviation with any verbal information type to quantify the monetary value of each packaging 

attribute change.  

 

• Direct and interaction effects. Drawing on the gestalt (Jia et al., 2014; Wertheimer, 1923) and 

dual process (Strack & Deutsch, 2004) theories, the study substantiates the fact that packaging 

indeed matters for the newness perception of consumers at the point of sale. Carrying out three 

in-between experiments for each product, results show that package shape deviation and the 

three verbal information types serve as PPN drivers per se. However, the effectiveness of the 

three verbal information types on PPN differs when paired with package shape deviation. 

When a company adds a functional benefit claim to the package, it would not be necessary to 

change the package shape as increasing package shape deviation only increases PPN 

insignificantly. On the contrary, when using an emotional benefit claim, package shape 

deviation becomes beneficial and plays an additive role in enhancing PPN. Yet, a newness cue 
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does not interact with package shape deviation, such that package shape deviation dominates 

the effect of newness cue. Throughout all in-between experiments, PPN consistently mediated 

the relationship between package shape deviation and purchase intention, exemplifying that 

PPN serves as a precondition for an increasing change of package shape to positively affect 

purchase intention.  

 

• Monetary values and product choice. For any product launch, it is crucial for managers to 

know the economic feasibility in terms of the monetary value of packaging changes. Because 

marketing managers typically combine a new package shape with any combination of a 

functional benefit claim, emotional benefit claim, and newness cue, two discrete choice 

experiments extended insights of the between-subject experiments by testing all four 

packaging attributes simultaneously. Results show that the presence of a functional benefit 

claim has the strongest effect to substantially increase the probability of a consumer of 

choosing the product, followed by newness cue and high package shape deviation. 

Specifically, the monetary value of package shape deviation and verbal information types 

range between $.00 and $.52 for each new product. In a competitive market setting, the 

effectiveness of these blends is particularly high when the market share of a company’s 

product is lagging behind that of its competitors. If the company’s product is already a market 

leader, the effectiveness of increasing a consumer’s purchase probability is substantially 

lower. In addition, because the discrete choice experiment consisted of two sections, with part 

1 focusing on PPN and part 2 focusing on purchase intention, the randomization of 

participants into the two sections highlighted the relevance of priming participants into 

thinking about PPN in a purchase setting. With priming on PPN, consumers show a greater 

purchase probability towards high compared to no package shape deviation. Without priming 
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on PPN, price is the main choice driver and changes of packaging attributes does not lead to a 

greater purchase probability. 

 

• Multi-methodological approach. The empirical paper in chapter 3 contributes to the newness 

perception literature from the consumer’s perspective by empirically testing the impact of 

visual and verbal packaging information as drivers of PPN. By decomposing verbal 

information into different types and package shape into different degrees of deviation, the 

paper highlights their impact and interplay on a fine-grained level regarding PPN. By applying 

a multi-methodological approach, this paper sheds light on consumer perception in 

conjunction with consumer choice to reconnect two major concepts in the overall consumer 

research arena. Backed up by the dual process theory, findings reveal that reflective and 

impulsive systems co-exist, yet compete with each other (Stanovich & West, 2000; Strack 

& Deutsch, 2004). For marketing managers, the results substantiate the fact that consumers do 

not make newness inferences on package shape or verbal information in an isolated manner, 

but simultaneously. Hence, this paper assists marketing managers with actionable guidance 

and helps them in making trade-off decisions regarding ‘what to use’ and ‘how to change’ to 

achieve the intended PPN during new product launches.  

 

Finally, this dissertation contributes to the research stream of product newness by conceptually 

analyzing and empirically testing newness perception from the consumer’s perspective, instead of 

from the so far predominant focus on the firm’s perspective. The main objective was to 

understand what drives a consumer to perceive a product as new and to what it leads. Whilst the 

literature review provides a consolidated glimpse into the status of relevant research to date and 

lays the groundwork for a better conceptual understanding of PPN, the empirical paper with six 
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between-subject and two discrete choice experiments across two products of the FMCG category 

underlines that visual and verbal attributes on the product level (here, packaging attributes) have 

a high potential to drive PPN at the point of sale and their interdependence should not be 

underestimated.  

 

In essence, no matter how objectively great the newness of a product is, the fate of the new 

product is highly linked with how subjectively new the consumer perceives it as such. Beyond 

understanding what customers want, companies need to carefully think about which product 

information consumers draw on to effectively communicate the newness message as a 

perceivably unique selling proposition. Just as P&G phrased it, “the consumer is boss” (Lafley, 

2008). Ultimately, companies are requested to continuously remain alert for the effectiveness of 

visual and verbal information delivery so that consumers do not lose sight of the intended product 

newness. 
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Appendix  

Appendix A. Pretest: Final Package Shapes 

Figure A1. Illustration of the final package shape deviation stimuli 

Stimulus Levels 

None 

(Category Prototype) Low High 

Shampoo 

   

Dish soap 

  
 

 

Source: Authors 
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Appendix B. Studies 1–3: Measurement Constructs, 

Items, and Reliability 
 
Table B1. Studies 1–3: Measurement constructs, items, and reliability 

Variable Construct Items Cronbach’s Alpha 
Refer-

ence 
Source 

   Study 1 Study 2 Study 3   

Dependent 
Variable for 

Interaction 
Analysis 

Perceived 

Product 
Newness 

1) New 2) Innovative 

3) Original 4) Unique 
5) Creative 

.97 | .94 .98 | .96 .97 | .94 .89 Goode et al., 2013 

Dependent 
Variable for 

Mediation 
Analysis 

Purchase 

Intention 

1) If I were going to buy a shampoo, the probability 
of buying this shampoo is … 

2) The probability that I would consider buying this 

shampoo is … 
3) The probability that I would purchase this 

shampoo is … 

.96 | 1.00 .97 | 1.00 .96 | 1.00 .92 Grewal et al., 1998 

Mani-pulation 
Check 

Package Shape 
Deviation 

Least/most 
1) Deviating 2) Change 3) Similar (reverse coding) 

.97 | .94 .96 | .93 .97 | .94 n.a. 
Cox & Cox, 2002; 
Schoormans & 

Robben, 1997 

Control 
Variables 

Consumer 
Innovative-ness 

1) When I see a product somewhat different from 
the usual, I check it out. 

2) I am often among the first people to try a new 
product. 

3) I like to try new and different things. 

 

.84 | .81 .86 | .80 .83 | .81 .81 
Ailawadi et al., 
2001 

Product 
Category 

Involvement 

1) In general, I have a strong interest in this product 
category. 

2) Shampoo is very important to me. 
3) Shampoo matters a lot to me. 

4) I get bored when other people talk to me about 
this product category. (reversed) 

5) Shampoo is very relevant to me. 

.92 | .89 .91 | .87 .90 | .89 .74-.80 
Beatty & Talpade, 
1994 

 

Ecological 
Conscious 

Consumer 
Behavior 

1) I have purchased products because they cause 
less pollution 

2) When there is a choice, I always choose that 
product which contributes to the least amount 
of pollution. 

3) I have switched products for ecological 
reasons. 

4) I do not buy household products that harm the 
environment. 

n.a. | .88 n.a. | .89 n.a. | .88 .92 
Roberts & Bacon, 

1997 

Note: The first number relates to shampoo studies and second number to dish soap studies. n.a.: not applicable. 
Source: Authors  

  



References 139 

 

 
 

Appendix C. Studies 1–3: Description of Mediation 

Model 
 
The test of mediation for PPN between package shape deviation and purchase intention (H5) is 

based on Hayes (2018) model 4. For the mediation of a variable M (here, PPN) between an 

independent variable X (here, package shape deviation) and a dependent variable Y (here, 

purchase intention), X affects Y both directly and indirectly through M, as derived from two 

linear models (Figure 12). Equation C.1 estimates M from X, and Equation C.2 estimates Y from 

X and M. c′ measures the direct effect of X on Y after adding M to the model (Equation C.2), and 

a·b measures the indirect effect of X on Y via M, where a is the path coefficient for X on M 

(Equation C.1) and b for M on Y while controlling for X (Equation C.2). The sum of the direct 

and indirect effects (c = c′ + a·b) estimates the total effect of X on Y mediation is supported when 

a·b is different from zero, but it does not have to be the case for path c.  

Eq.(C.1)		 = �� + �� + �� 

Eq.(C.2)	� = �� + �
�� + �	 +	�� = 	 �� + �� + �� 	,	 

with iM and iY as intercept coefficients, eM  and eY as error terms for Equations (C.1) and (C.2), 

respectively. 
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Appendix D. Study 4: Illustration of DCE1 and DCE2 

Figure D1. Study 4: Illustration of DCE1 and DCE2 

DCE1: PPN 

 
 
DCE2: Purchase Intention   

 
 

Source: Authors 
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Appendix E. Study 4: Model and Goodness of Fit 

Model  

We assume a utility-maximizing participant and use a hierarchical Bayes covariate-extended logit 

estimator implemented in Matlab. We base our estimation on the random utility theory, such that 

participant h’s utility uh,i for alternative i is specified as uh,i = vh,i + εh,i (Thurstone, 1927), where 

vh,i is the deterministic part and εh,i the stochastic part of the utility function. The stochastic part 

accounts for the Thurstone (1927) realization that participants make errors in their choices that 

cannot be explained by the attributes and levels in the deterministic part alone, meaning that they 

do not necessarily always choose the alternative with the highest deterministic utility. Let vi,0 = 0 

be the deterministic utility of the reference alternative. We assume an extreme value distribution 

for εh,i and calculate the choice probability Prh,i of participant h for alternative i in choice set a as 

follows: 

Eq. (E.1) 

,

,
,Pr

1
∈

=
+∑

h i

h j

a

v

h i v

j J

e

e
. 

The hierarchical Bayes method estimates the results on two layers. The higher level captures the 

aggregated behavior of participants (i.e., it assumes that the behavior of all participants can be 

described by a distribution, which is multivariate normal in our case). Such a distribution is 

characterized by a vector of means and a matrix of covariances. At the lower level, we capture 

individual specific behavior of participants. Thereby, we assume that, given an individual's 

partworths, his/her probability of choosing a particular alternative is governed by the multinomial 

logit model.  
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We use an additive model for the individual deterministic utility vh,i consisting of a vector of 

partworths, βh, times the effects-coded design vector, Xi. On the upper level that captures the 

aggregated behavior of participants, we account for the influence of the position of the discrete 

choice experiment through a covariate matrix Zh, which consists of two columns: the first column 

is always 1, and the second is 1 if respondents saw the respective DCE on the first position. 

Following Lenk et al. (1996), we model individual partworths dependent on covariates, according 

to the following regression model:: 

Eq. (E.2) 'h h hZβ θ ς= ⋅ +  (h∈H), 

with ςh following a normal distribution N(0, Σ) and the matrix θ including the regression 

parameters to express the sensitivity of the partworths βh with respect to the covariates. The 

vector βh follows a multivariate normal distribution N( ' hZθ ⋅ , Σ) with means ' hZθ ⋅  and 

covariance matrix Σ.  

 

Goodness of fit 

We use a standard diffuse prior and sufficient burn-in iterations to ensure convergence (for a 

further discussion, see Train, 2009). To test whether the incorporation of covariates improves 

model performance, we compare the Bayes factor, which is derived from the log marginal 

density. The log marginal density is an asymptotic approximation of the Bayesian information 

criterion measure in classical estimation, which can be directly calculated by the output of the 

Bayesian estimation. When accounting for position effects, log marginal density improves by 23 

units (from –1,083 to –1,060) for DCE1 and 8 units (from –1,676 to –1,668) for DCE2, which 

correspond to the Bayes factors of 46 and 16 (i.e., 2 · 23 and 2 · 8), both greater than the critical 

value of 10, which signifies strong evidence of substantial improvement (Kass & Raftery, 1995). 
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Therefore, these results confirm the usefulness of including covariates that control for position 

effects. 

 

To assess goodness of fit, we excluded two choice sets from the estimation in each DCE and 

measured internal validity with the eight choice sets used for the estimation and predictive 

validity with the remaining two choice sets. The internal first choice hit rate is 94.3% and 88.1% 

for DCE1 and DCE2, respectively, with a predictive validity of 75.6% and 64.5%. All hit rates 

substantially exceed the 25% threshold of a random choice. 
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Appendix F. Study 4: Counterfactual Simulation 

Results, Separated for Both Positions 
 
Table F1. Study 4: Counterfactual simulation results, separated for both positions 
  Competitor Product Preferred 

over Own Product 

Both Products Equally 

Attractive 

Own Product Preferred over 

Competitor Product 

Group 1: DCE2 Second (Primed to Think about 

PPN through DCE1) 
25.0% 50.0% 75,0% 

High package shape deviation 
+5.0% ($.14) +3.7% ($.08) +0.9% ($.03) 

Functional (numerical) benefit claim 
+10.1% ($.28) +11.4% ($.27) +7.4% ($.26) 

Emotional benefit claim 
+4.4% ($.13) +3.7% ($.08) +1.3% ($.04) 

Newness cue 
+5.6% ($.16) +6.6% ($.15) +4.4% ($.15) 

High package shape deviation + functional (numerical) 

benefit claim + 

emotional benefit claim + new sticker +25.0% ($.63) +21.0% ($.53) +10.9% ($.42) 

Group 2: DCE2 First (No Priming to Think about 

PPN) 
   

High package shape deviation +.1% ($.00) –2.1% (–$.05) –3.4% (–$.10) 

Functional (numerical) benefit claim +13.1% ($.34) +14.4% ($.34) +9.2% ($.33) 

Emotional benefit claim +0.1% ($.00) –1.8% (–$.04) –2.8% (–$.08) 

Newness cue +4.2% ($.12) +5.1% ($.12) +3.5% ($.11) 

High package shape deviation + functional (numerical) 

benefit claim + 
emotional benefit claim + new sticker 

+16.0% ($.41) +13.0% ($.30) +5.9% ($.19) 

Notes: Group 1: N = 121; 48% male; Øage: 37 years; Group 2: N = 117; 46% male; Øage: 33 years 
Source: Author 


