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Preface

Writing this thesis was quite a long process. It started in January 2010 when I handed in my proposal form. Since that time, a lot of things changed and so did my thoughts about the thesis subject.

The final idea for this research was born when Toyota was facing a recall again. I started to think about all consequences it should have on the brand and how much money there was involved. Due to my interest in the food business, I came up with the idea to relate these recalls to the food industry. After researching the topic, it was quite clear that brand equity is the ‘best’ way to measure those consequences. To be as comprehensive as possible, I included 64 profiles. These profiles gave me insights on what kind of effects each component has in a recall message. As the results are clear, I think this research is an expansion on the existing theory and practice and will be helpful to companies that are facing product recalls in the Dutch food industry.

During the process my supervisor Eelco Kappe accompanied me with advice. I want to thank him for all his useful ideas and tips and for the inspiration he gave me during conversations and email contact. Thanks to him, the research gives interesting insights on the brand equity before and after people have read a recall message. 
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Abstract

Research among large companies shows that only 47% of the Dutch companies actually have a crisis plan that is ready to use (Raaf, 2002). This indicates that companies are underestimating the consequences of product recalls in general. For them, it is also quite difficult to actually measure these consequences. The problem statement of this research is therefore: ‘What is the effect of recall messages on brand equity in consumers’ perception in the Dutch food industry and what would be the most efficient strategy for companies to respond to these recall messages?’ We measure the brand equity because it gives an indication of the effect on a brand before and after a recall. 

A product crisis includes three main stages in general: the crisis itself, the reaction of the company and the impact on the product, brand or company. Companies not always have an influence on the event itself, as it has already started. The most important phase is stage two, the reaction of the company, where companies need to respond to the public. The reaction of the company depends on the situation where they are in. Is it an internal or external cause, or had the company high or low control on the cause of the crisis. Slaver (1985) includes these variables in his theory of blame. This theoretical framework is well known for assigning cause-effect relationships in events. The third factor that is included in his research is the blame factor, with a company taking the blame, not discussing the blame or shifting the blame as possibilities. Relating these three variables with each other, there are four situations with each three strategies for companies to respond. These 12 particular situations are building the framework of the research.

Besides the theoretical part, companies are also dealing with authorities and regulations. The VWA is the Dutch authority that investigates the safety of all food and consumer products, and checks and communicates all product recalls to the public. The VWA has developed a Report Wizard for companies as a guide during recalls. 
A questionnaire is needed to investigate what the best strategy is for companies to respond to a product recall. As the framework already shows, there are twelve versions needed in the questionnaire, each with its own recall message. To represent the food business four products are chosen: Coca Cola, Unox, Mars and Activia. Including these products into the research, 64 profiles are developed. In every questionnaire the ten brand equity questions of Yoo and Donthu (2001) are used to measure the brand equity of these products before and after the recall messages are read. The respondents consist of man and women, from the age of 18 to 75, and from all classes. Each respondent reads 4 profiles, of which one is without recall, consisting of ten questions.

After the analysis, it is clear that every version of the recall has a negative effect on the brand equity of products in the Dutch food business. This result is expected to occur when companies are facing bad publicity. More important is how they should respond in these situations. The regression analysis gives a clear overview of how companies should respond to minimize the damage to their brands. Below the overview is given, with the situations and the strategies related.

	
	High controllability
	Low controllability

	Internal cause
	No difference in strategy
	Taking the blame

	External cause
	Taking the blame/informative
	Shifting the blame


With this overview an answer is given on the problem statement and it will guide companies in how they should respond in each particular situation.

Introduction

1.1 Motivation

Yearly, many products are recalled and withdrawn from the market. Only a small part of the recalls obtains publicity. Many more products are brought back before they are sold in shops even before it has left the production. Recalls that obtain publicity, get a lot of media attention and have sometimes serious consequences on the product itself, the corporate brand and firm. For example, after a recall, depending on the cause, the sales of a particular product will be less and the consumer’s trust will be lower than before (Jarrel and Peltzman, 1985). The most important lesson for companies is: be prepared (Ten Berge, 1998; Birch, 1994; Mahoney, 1993). However, research (Raaf, 2002) among large companies in the Netherlands showed that only 47% actually had a crisis plan that was ready for use.
When an event occurs, the only thing a company can do is to prevent the damage. Therefore, recalls cost the industry billions of Euros in Europe annually
. There are costs of investigations, retrieval and destruction of the products, plus the costs to inform consumers of the recall. There is also lost in revenues for producers, because the product is not available and the name of the product or brand is affected. Besides, all the publicity is working negative on the brand equity of products. To restore a damaged image of a brand an expensive ad campaign is sometimes necessary. Manufacturers, consumers, retailers, government regulators, and the media are all major players on the recall scene, where the stakes involve unemployment, product line or plant closure, injury and death (Gibson, 1995).
The effects of a recall depend on the cause and the consequences it has for the consumer. Product recalls in the food industry can cause serious health problems directly and the governments’ agency won’t take any risk with substances or ingredients that can be harmful. For that reason, companies that are facing a recall in the food industry are often forced to act immediately. In the Netherlands the ‘Voedsel en Warenautoriteit’ (VWA) is the enforcement agency that investigates the safety of all food and consumer products, and checks and communicates all product recalls to the public. Doering (2002) makes a difference between voluntary recalls from companies and forced recalls, which are imposed by the governmental authority. In most cases, if a company does not recall a product voluntary, they will be forced to do so by the governmental authority. 

More important, Doering (2002) divides product recalls in three classes:

· Class I: Exposure to the product will cause serious, lasting adverse health problems or death.

· Class II: Exposure to the product may cause temporary health consequences. 

· Class III: It generally does not involve any risk of adverse health consequences

Product recalls in the food industry are often automatically classified as class I, because the authority will not take any risk with food products that failed in production. 

Between 2005 – 2009 (4,5 years) there were 400 product recalls in the Netherlands. Most of them were detected in the electronic industry (133 = 33, 3%). The food industry accounted for 78 product recalls in that period, what is almost 20% of the total. This is quite surprising, because the food industry is more focused on product recalls with their quality systems, like BRC, IFS, and HACCP. Due to the proper compliance and control of these quality systems, the product recalls in the food industry are decreasing, as it was leading in reporting product recalls before 2005
. 

The definition of ‘food’ is any substance or product, whether processed, partially processed or unprocessed, intended to be consumed by humans or reasonably can be expected to be consumed by humans.
 It also includes drinks, chewing gum and any substance, including water, intentionally during manufacture, preparation or treatment is incorporated into the food. The Dutch food industry is one of the largest industries in the Netherlands. Annually, the industry generates revenues exceeding 50 billion Euros and employs more than 140,000 people. Thus, the food industry has a key role for the domestic economy, including the import and export of all food.

1.2 Problem statement

When a recall occurs, the company does not have influence on the cause and controllability anymore. The only thing what they can do is respond to the crisis situation that has occurred. There are different possibilities for companies to respond, but the chosen strategy is determent for the future of the company. Recall notices are therefore an interesting research object. The messages include contradictory aspects: first, warn customers for the harmful effects and motivate them to carry out the desired action, and secondly to protect the brand equity for the company. The underlying question is what the best strategy in a recall notice is for companies to reduce the damage from a recall. From this point of view, companies can take the blame, shift it to a third party or let the responsibility and blame in the middle. 

Therefore, the problem statement in this research is: ‘What is the effect of recall messages on brand equity in consumers’ perception in the Dutch food industry and what would be the most efficient strategy for companies to respond to these recall messages?’. This research question includes different elements. First, brand equity is an element that can measure the effect of differences before and after an event. In the theoretical framework it will be clear that the construct brand equity includes a financial view and consumer-based view. Second, public warning is needed when a hazardous product is marketed. During a recall there are many regulations and guidelines operative, centralized from a governmental organization. The last determinant is the Dutch food industry, which is already introduced in the motivation. 

1.3 Implications

The outcomes of this research will provide companies with an overview of how they should react in crisis situations. The question with what strategy they should inform the public and press will be answered. On the other side, this research provides new insights for product recalls in the food industry. The most efficient strategies are known in general, but these outcomes are specifically for the Dutch food industry. 

1.4 Research objective

A company has several options when reporting recalls. The theory distinguishes crisis communication strategies to the press and media and crisis communication to consumers in a public warning notice. The governmental authority, the VWA, reports that public warning notices have a few constant factors, for instance what consumers should do with the product, and a few variable factors, like taking responsibility. Because Raaf (2002) already advised companies about how to communicate product recalls to the press, it is more interesting to study the ‘blame construct’ in public warnings. And as explained before, this is also the only factor where companies have influence on during a recall. From the attribution theory of blame (Shaver, 1985) the blameworthiness is the third element, which includes the ‘guilt question’ (who to blame?), which is one of the variable factors in a public warning notice. Companies are free to take blame for their actions. Other possibilities are shifting the blame to a third party, e.g. a supplier, or just inform consumers about the recall and nothing else. In the last case, just the mandatory (the constant factors) aspects of a recall notice are included. Of course, taking or shifting the blame can be done in different ways. Besides this ‘guilt question’, there are other variables that have a huge impact on how consumers will receive such a public warning. As explained before, Raaf (2002) distinguished four types of crisis; an internal or external attribution together with a high or low controllability. According to Raaf (2002), these factors are closely related to the blame factor. From this perspective, it is interesting to include the four types of crisis in the research. When these factors will be combined with the blame factor, there are created twelve situations where companies can anticipate on. In this research, the effect of the different responses in the situations will be measured on brand equity. Thus, what effects does a particular strategy have on the brand equity? Beside the different situations, the products used in the questionnaire will also be measured on brand equity. Thus, in total there will be sixteen ‘situations’. 

Because, the blame factor will play a central role in the research question the blame factor is explained in more detail with some examples.  

1. ‘Taking the blame’

As said before, taking the blame can be done in several ways. The first option for a company is communicating there is made a serious production error. In this case, producers often express regret to the public. The second options companies have when taking the blame, is to just inform consumers about the recall in the notice and then at the end making apologize for the inconvenience. Taking the blame equals an internal attribution from a recall.  In figure 1.1 Tiger.dk takes full responsibility for their product recall. They express regret and admit it is a serious production error. 





2. ‘Not clear who to blame’

In this case, it is not clear who is responsible for the product recall. At least, the company does not inform the public who is responsible for the errors. Of course, internally it is well known what the cause of the incident is. The company only thinks that they will do a better job not communicating about the responsibility. With this strategy, companies sometimes might play down a recall. This can be a serious fault when there are appropriate signs that there is a victim hurt. In figure 1.2, a recall of Tiny Love Wind Chimes, this situation occurs.

3. ‘Shifting the blame’

Shifting the blame means that a company aims it is not responsible for a product recall and informs the public about the blameworthiness of a third party, in many cases the supplier. Thus, the company is allocating blame to someone else. Another option for companies in a recall notice is saying they are not directly responsible for the production errors, but not communicating that ‘person’. Shifting the blame equals an external attribution from a recall. See the Olvarit crisis, figure 1.3. In this article Olvarit shift the blame to their supplier and in the end they changed their name.
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Figure 1.1





Figure 1.2 

Source: www.productwaarschuwing.nl
Figure 1.3

Nutricia

‘After testing it was found that the product Olvarit contained a disinfectant quantity far above the permissible limit. All the jars were immediately withdrawn from the market. It subsequently emerged that the substance came from a meat vendor. Nutricia was subsequently convicted on the basis of negligence, and because she had not recognized its responsibility. They had said that the fault was with the supplier when they were responsible in the end. To avoid further negative complications, they changed her name in Royal Numico.’

Source: Goed nieuws in kwade tijden, p. 59
2. Theoretical framework

It is now clear that product recalls has several consequences for the brand and the company. But how far these consequences reach is unclear. The brand equity is a standard to measure these consequences, which are also depending in what situations companies are. The attribution theory of blame (Raaf, 2002) describes what elements are used to assign blame. Then Raaf (2002) also describes what the most efficient way to respond is in what situation. Beside the theory, governmental regulations are there to control these situations. Describing the elements of a recall message is the final step to come to the framework. 

2.1 Brand Equity

There is more than one instrument to measure the consequences of a product recall. One of the instruments is the brand equity (Keller, 1993). Another method is considering the stock prices of a company before and after a crisis. In comparison with each other, brand equity gives you a deeper insight into the process of perceiving recalls (the stock price includes only one variable) and it allows you to analyze different situations more. Therefore, brand equity has a central role in this research. In the past decade, researchers have focused on this brand equity construct, which refers to the incremental utility or value added to a product by its brand name (Yoo, Donthu, 2001). Yoo and Donthu (2001) first distinguish consumer-based brand equity from firm-based brand equity. They describe consumer-based brand equity as a measurement of cognitive and behavioral brand equity at the individual consumer level. It construct is important from a strategy-based motivation to improve marketing productivity and understand customer behavior. To measure the firm-based brand equity researchers collect financial market, accounting, and store-level scanner data without contacting consumers; it is the financial brand equity at the firm or brand level. Thus, it is measured to estimate the value of the brand more precisely for accounting purposes or for merger, acquisition or divestiture purposes. In this research the consumer-based brand equity will be central, because this element will give better insides in the cognitive and behavioral brand equity at the individual consumer level after a product recall. 

Keller (1993) explains customer-based brand equity as ‘the differential effect of brand knowledge on consumer response to the marketing of that brand’. This means that customer-based brand equity involves consumers’ reaction to an element of the marketing mix for that brand in comparison with their reactions to the same marketing mix element attributed to a fictitiously named or unnamed version of the product or service. Customer-based brand equity arises when consumers develop favorable associations to a particular brand or service. 

According to Aaker (1991), consumer-based brand equity provides value to customers by enhancing their interpretation and processing of information, confidence in the purchase decision, and satisfaction. Similarly, Keller (1993) proposes that enhancing brand equity results in the ability to command larger margins from consumers, elicits increased consumer information search, and improves marketing communication effectiveness, licensing opportunities, and consumer’ responsiveness to brand extensions. 

The construct brand equity consist of four dimensions, suggested by Aaker (1991) and Keller (1993), which have been popularly accepted as valid and comprehensive (Yoo, Donthu, 2001). These four constructs are brand loyalty, brand awareness, perceived quality, and brand associations. 


 Figure: 2.1 - Four dimension of brand equity

Aaker (1991), Keller (1993)

Aaker (1991) defines brand loyalty as ‘the attachment that a customer has to a brand’. It is the consumer’s commitment to repurchase or continue using the brand. People will behave more positively to the brand such as the word of mouth advocacy. Brand awareness is defined by Aaker (1991) as ‘the ability for a buyer to recognize or recall that a brand is a member of a certain product category’. Thus, brand awareness consists of both brand recall and recognition.  Perceived quality is defined as ‘the consumer’s judgment about a product’s overall excellence or superiority’ (Aaker, 1991). The perceived quality is subjective; it depends on consumers’ evaluations of product quality. Finally, Aaker (1991) describes brand associations as ‘anything linked in memory to a brand’. According to Keller (1993), associations have a level of strength, and a link to a brand will be stronger when it is based on many experiences or exposures than when it is based on just a few. Each of these dimensions consists of several items to reflect the particular dimensions of brand equity. Yoo and Donthu (2001) selected 22 items for the assessment of the dimensions; five on brand loyalty, four on brand awareness, seven on perceived quality, and six on brand associations. After researching these items they developed and validated a multidimensional consumer-based brand equity scale (MBE) drawn from Aakers’ and Kellers’ conceptualizations of brand equity. This new brand equity scale is reliable, valid, parsimonious, and generalizable across several cultures and product categories. 

Aaker (1996) has also done research on how to measure the brand equity construct. He focused on a scale that was useful across products and markets. Aaker developed measure criteria that should reflect the brand equity construct that truly drive the market, should be sensitive, and applicable across brands, product categories, and markets. According to Aaker, expanding the perspective to include multiple product classes and markets can have significant practical value in that it can enhance a firm’s capability to manage a portfolio of brands and markets, benchmarking against the best, and develop a valid brand equity measurement system. He developed a set of four measure criteria that would be applicable to each measure set. Aakers’ Brand Equity Ten, grouped into five categories, is based on the four brand equity dimensions of Aaker (1991) and Keller (1993), extended with the fifth category Market Behavior Measures. 

The disadvantage of Aakers’ Brand Equity Ten is that on each element at least two or three questions are connected. However, it is considered that the questionnaire should be adjusted to the particular product market.

2.2 Product crisis

A product crisis is primarily characterized by damage to the manufacturer, but also by a fast escalation of negative publicity, stress for officers and a very short decision time. There is a visible increase in such adverse publicity in media brands. The damage of such a crisis is often substantial. Except the recall costs and other costs associated with a companies’ reaction, there is serious financial damage associated with damage to the image of the brand. What do companies        Figure 2.2: Brand Equity Ten
in the event of a crisis to minimize the damage? The most important lesson is: be prepared (Ten Berge, 1998; Birch, 1994; Mahoney, 1993). However, research (Raaf, 2002) among large companies in the Netherlands showed that only 47% actually had a crisis plan that was ready for use. It mainly had a logistical content when one is confronted with a product recall. Less well prepared is what the content of the message should be. A company needs to communicate the nature of the safety risk and the procedures to be followed in implementing the recall to its distributors, dealers, service centers, and final consumers. At this point, consumers create an attitude towards the brand and the recall (Berman, 1999). 

Figure 1 shows the course of a product crisis in general. The start of a crisis (1. crisis) has a number of stages, each with a different reaction and different form of communication (2. reaction). The damage increases or decreases to the extent of bad publicity (3. impact). During the escalation of the crisis, it is important to inform consumers about how they should react and what is actually going on. If a company does not inform consumers about the actual status of a recall, the media will suggest several causes that are mostly not in favor of the company (Raaf, 2002).
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Figure 2.3 – Phases in Brand related crisis

2.3 The attribution theory of blame

According to Raaf (2002), the long-term effects are largely determined by whether consumers and media assign the events to the organization (much brand damage) or more to the environment of the organization (less brand damage). The attribution theory (Shaver 1985) is a well known theoretical framework for assigning cause-effect relationships in events. In this attribution theory three criteria are distinguished where consumers try to understand the cause of an event and attribute causes to actors or conditions. 
These three criteria are:
(1) The causal relationship (causality) - What is the cause of this action?

The attribution of an internal or external cause on an incident reflects whether the consumer assigns the cause of the incident outside the company (external attribution) or blames the organization itself (internal attribution). For example when Company X used cheaper components for a product while they know these components are not as strong as the components they used before. 

(2) Accountability (responsibility) - Who is responsible?

The second criterion in the attribution process is the controllability of the event for the company. If the cause appears to lie outside the company, it does not prevent journalists and consumers assigning the responsibility to the company, as the company could have foreseen or prevented the crisis. To a high degree of manageability, it is not necessary that there is intention or purpose. 

(3) Guilt (blameworthiness) - Who to blame?

If a company had some bad publicity in the past, it is more likely that the media and consumers will assign the cause to the company and blame them, even if the other criteria have lowered the responsibility of the firm. 

The elements are interrelated and influencing each other. In answering the question of who is guilty, causation and responsibility have a crucial role. Although, when a company is facing a product recall it does not have any influence on the first two elements, only on the third. Thus, the recall message is very important. From this attribution theory of blame Raaf (2002) distinguished four types of crises. When internal / external attribution is combined with a high or a low-controllability, the following classification of crisis (see Figure 2) can be made. A combination with the third factor, blameworthiness, will not give any other sort of crisis, and is therefore disregarded.  
	
	High controllability
	Low controllability

	External attribution
	Incidents in direct environment

Responsible / blame

Damage -/+

For instance: Olvarit crisis, where the cause of the infection was in hands of the supplier
	Terrorism, tampering products, disasters

Association / Responsible

Damage -/-

For instance: Tylenol crisis, where unknown people infected the product

	Internal attribution
	Violations,

 incalculable consequences,

reprehensible conduct

Blame ; damage +/+

For instance: Ford assembled cheap tires in Mid-East, despite the known effects in excessive heat
	Accidents, not provided,

No intention

Responsible / blame

Damage +/-

For instance: Brinta where a Salmonella infection was the reason for recalling the products.


Figure 2.4:  Four types of crisis

Shavers' attribution theory is tested in practice (Raaf, 2002) and it appears that the theoretical manipulation from the attribution theory correspond to actual criteria that people use in processing information on a crisis. This means that it is acceptable to use the attribution theory in combination with the response strategies. 

2.4 Crisis response strategies

Until this moment, the company does not have influence on the recall. The fault has occurred, and then companies need a strategy on how to respond. Raaf (2002) studied the crisis response strategies of Coombs (1995), which are generally accepted (Rossiter & Percy, 1995). He considered what strategy would fit the best to the different sort of crisis. Coombs (1995) differentiate five types of crisis to respond to the press and media. The nonexistence strategy is characterized by the negation of any involvement of the company. They shift the blame to someone else. The distance strategy tries to reduce the perceived controllability and includes tactics such as ‘I did not know’ or ‘I could not help it’. The ingratiation strategy involves all positive things the company has done in the past. Thus, the company tries to compensate the negative associations with the positive associations from the past. With the mortification strategy the company takes the blame and is fully responsible for the event. Finally, with the suffering strategy the company tries to win some sympathy by showing themselves as fellow victim. In table 2.1 is shown what strategy can be used as best to the press and media with what type of crisis. 

	Crisis response strategy (
	Nonexistence strategy
	Distance strategy
	Ingratiation strategy
	Mortification strategy
	Suffering

strategy

	Crisis type 1:

External / High controllability
	
	Second choice
	
	First choice
	

	Crisis type 2:

Internal / Low controllability
	
	
	Second choice
	First choice
	

	Crisis type 3:

Internal / High controllability
	No difference in crisis response strategies
	
	
	
	

	Crisis type 4:

External / Low controllability
	
	
	
	
	First choice


Table 2.1: Crisis response strategies

In the case of an internal cause and high controllability (crisis type 3) none of the response strategies can reduce the effects for the firm. In other incidents (crisis type 1 and 2) the mortification strategy is the best performing one. For crisis type 4, an external cause and low controllability, the sufferings strategy has the most support to limit the damage. The nonexistence strategy is in no situation acceptable, even if the cause lies outside the organization. In the case of an external cause with high controllability (crisis type 1) the distance strategy appears a good alternative to the mortification strategy. When a company is facing an incident involving an internal cause and low controllability, it turns out that the memory strategy is a good alternative. 

From this research we may conclude that the chosen strategy, taking the blame or shifting it, determines what damage the recall will cause to the firm. If the chosen strategy is right, it is able to influence the perception of the consumer. According to Raaf (2002), the question of what should be the correct message can only be answered if market research is done. So, the focus has to be on shareholders and not from the internal point of view. There can be juridical arguments as well to consider other response strategies. Furthermore, the governmental organizations can pressure companies towards a specific strategy if they think it is needed, like the American Authority did in the BP oil crisis which started on April the 20th 2010. During a recall, organizations are in close contact with the VWA, who is monitoring the actions taken. If they think the organization is not acting as proposed, the VWA will intervene as stated in the regulations. 

2.5 Regulations for public warning

In comparison with other product categories, product recalls in the food industry cause faster and more directly serious health problems. Therefore, producers are strictly bound to the regulations of the governmental authorities. The European Commission strives to assemble all EU-countries using the same procedures and guidelines. They have founded an umbrella agency, the European Food Safety Association (EFSA), which is responsible for the food safety in Europe. Then, every country has an own agency that is committed to the European guidelines. In the Netherlands, the ‘Voedsel en Warenautoriteit’ (VWA) is the enforcement agency that investigates the safety of all food and consumer products, and checks and communicates all product recalls to the public. Since 2004, companies are obliged to report unsafe food to the VWA. This it only not necessarily if no other company is needed to solve the problem and no danger for the consumers’ health has emerged. The VWA has prepared a Report Wizard, which includes statements about when recalls have to be reported obliged to the VWA and when it is not obliged. After a recall is reported to the VWA, the agency will examine the seriousness of the problem.  The VWA decides if the recall will be reported to the EFSA, what is depending on the effects of the recall; when the product does not meet the legal standards, the values are above the safety limit, or when there is no clarity on the safety limit. Besides, if there is uncertainty about whether or not a product should be withdrawn from the market, the company should also contact the authority. For an extensive overview, the Report Wizard is attached in Appendix 1. 
The goal of public warning is to warn consumers about a particular product that they do not use it any longer, return it or adjust it, so the safety can be secured. The company must indicate what actions they will undertake to reduce the risk. After reporting, an auditor of the VWA will contact the company to discuss the corrective actions, as the most effective solution can be chosen for the audience. But there is no fixed strategy for one situation. Every situation has another cause and different firms and consumers are involved. This means that companies are free choosing a strategy. Thus, the VWA has a supporting role and will supervise the actions taken by the company. Thus, the crisis response strategies can be used for informing media.

Besides informing the media and press, companies also have to create an ad where consumers are notified about the recall. In what way users can be reached the best depends on the type of product and number of products sold. When a company is facing a recall, the VWA will request them to deliver an ad that the VWA will position on their website. In most cases, the VWA will request the company to place the ad on their own website too. The VWA will decide, depending on the size of the recall, if a company also has to place an ad in one of the national papers. In a public ad there are a few fixed components, which are quite logic, and some variable components. For example, companies must report which products are involved, but can decide itself if it takes responsibility or not. This results in many not sufficiently designed ads.
2.6 Elements of a product recall message

The Dutch Advertising Code
  has not provided any specific rules for product recall messages. This is quite remarkable, especially in this category, where the interest for the organization greatly differs from the interest of the consumer. In particular, a deliberately vaguely worded ad can be seen as a form of deception, but this is not punishable. It is quite clear that companies need to inform consumers about the specific product that has to be recalled. The VWA will intervene when this is not the case. Because there are no specific rules, the eight guidelines of Riezebos (1995) are still seen as guide:
1. A recall advertisement should be have a minimum format, depending on the size of the public;

2. A recall notice should be clearly identifiable for consumers;

· Consumers must understand that it is an important warning

· It must be clear to consumers which brand or company it includes

3. It should be very clear what is wrong with the product

4. It should be made clear to the consumer what the potential damage is if he/she still use the product;

5. It should be made clear to consumers which product series are affected and how these items can be recognized;

6. In the recall notice any (financial) compensation for consumers should be communicated;

7. A recall notice should indicate where and how consumers can obtain more information;

8. A recall notice must indicate when the product can be obtained and how the new production series can be recognized.


Underneath you find an example of a product recall message that has been placed by Quaker, a cruesli producer. In this message you see what aspects crisis communication contains and how the eight points are brought in reality. 

Figure 2.5 – Safety Warning Quaker (VWA)

2.7 Framework

From all theories and regulations, we can conclude that a company has three main options for signaling consumers with public warning in all four crisis situations. These crisis situations are important because differences in outcomes are expected to occur in the research. The first option is taking the blame, where a company aims it is responsible for all problems with their product. With the second option companies do not discuss the cause of a product recall at all. Then, companies only inform consumers about the type of products and where they can return the products. The last option is to shift the blame to a third party. This could be a supplier of ingredients or an event where the company does not have any influence on. 
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Figure 2.6: Research Framework

When this framework is combined with the brand equity construct, a clear overview of the research can be obtained. From this perspective it is clear that there are (2 x 2 x 3) 12 possible combinations.




Independent variables

      Dependent variable
Figure 2.8: Variables

2.8 Hypotheses

The framework shows some agreements with Raafs’ (2002) crisis response strategies in different situations. He found out in what situations the best possible response strategy would be (Table 2.1). The same will be done in this case, only for the Dutch food industry. At the end, the companies need to have a clear overview of how they should react on in product recall message. From Raafs’ crisis response strategies the following hypotheses are derived. 

H1. Taking the blame will be the most efficient and economic way to respond in a recall message when a company is facing a product recall with an internal cause and high controllability. 

H2. Taking the blame will be the most efficient and economic way to respond in a recall message when a company is facing a product recall with an internal cause and low controllability. 

H3. Taking the blame will be the most efficient and economic way to respond in a recall message when a company is facing a product recall with an external cause and high controllability. 

H4. Not discussing the blame will be the most efficient and economic way to respond in a recall message when a company is facing a product recall with an external cause and low controllability. 

When the outcomes of these hypotheses are known, a clear overview can be made to see in what situation the best strategy will be. Besides, it will be interesting to see if an internal cause will have a more negative influence on the brand equity of a product than an external cause. The same will be done for controllability and the blame factor.
3. Methods

Now it is clear where the research is about, the way of research has to be explained. This is done by the research design, the different messages, and what respondents are used in the questionnaire.

3.1 Research design

Till now, no research is done about how Dutch consumers receive product recall messages in the Dutch food industry, so will be limited to the Dutch food industry. The research design includes the way of measuring brand equity, what products will be used, and the different designed profiles in each situation.

Measuring brand equity will be done according to Yoo and Donthu (2001), who built on the brand equity elements from Keller (1993) and Aaker (1991). This MBE-index contains ten items, which are fully examined, that represents brand equity. All brand equity items will be evaluated with the five-point Likert scale. The questionnaire consists of four components: one brand equity component and three recall components. Respondents start with the brand equity component. They will read a few sentences about the brand, just as reminder. Then they will answer the ten questions. In case of a recall component, respondents will first read a public warning about a brand and afterwards they will fill in the ten questions. 

In the questionnaire four products will represent the food category. Every product is coming from another producer and is classified in another subcategory. Unox Soup, Mars, Coca Cola and Activia are the selected brands. One item within the MBE-index is changed for the food industry. The word functional in QL3 is changed in tasteful. The word functional is not that applicable with food. If the research was about for example cars it is easy to understand what functional means, but respondents will think that all food is functional. Therefore, it is changed to tasteful. 

All these products are well known and have built a good reputation. Only product recalls classified in class I (Doering, 2002) will be included. This category is chosen because most of the product recalls in the food industry are classified in this class. Besides, larger effects are expected as people read high risk recalls messages more extensively.  

All questions are asked positively; on the left side ‘strongly disagree’ and on the right side ‘strongly agree’ (from 1 to 5). The last question, AS3, is drawn negatively. Therefore, this question is changed to a positively asked question: I do not have difficulty in imagining X in my mind. 

Underneath an example of the questionnaire is given. 

< Recall [Unox Soup] >








   Strongly disagree 

Strongly agree  


LO1. I consider myself to be loyal to Unox Soup



O     O     O     O     O
LO2. Unox Soup would be my first choice




O     O     O     O     O
LO3. I will not buy other brands if Unox Soup is available at the store

O     O     O     O     O
QL2. The likely quality of Unox Soup is extremely high



O     O     O     O     O
  

QL3. The likelihood that Unox Soup would be tasteful is very high

O     O     O     O     O
  
AW2. I can recognize Unox Soup among other competing brands

O     O     O     O     O
  

AW3. I am aware of Unox Soup / I know where Unox Soup stands for

O     O     O     O     O

AS1. Some characteristics of Unox Soup come to my mind quickly

O     O     O     O     O
  
AS2. I can quickly recall the symbol or logo of Unox Soup


O     O     O     O     O
  
AS3. I have difficulty in imagining Unox Soup in my mind


O     O     O     O     O
  
Figure 3.1: Questions and Scaling

Below an overview of the independent variables and dependent variable is given.

Independent variables:

1. Cause – Internal (1), External (2)


2

X

2. Controllability – High (1), Low (2)


2

X

3. Blame – Taking (1), Informative (2), Shifting (3)

3

=

12 different versions with a recall

Dependent variable:




· Brand Equity measurement



+ 4 products without a recall









= 









16 combinations

The twelve versions are combined with the four products, which cover the Dutch food industry. Then, the total amount of profiles is (16 X 4) 64. The profiles are switched as much as possible, so the respondent will not detect a system or the specific differences in the questionnaire and the validity can be ensured. Measuring brand equity before and after respondents read the recall message will not be appropriately because then the respondents know that changes in answers will be expected. On the next a page a complete overview with all 64 profiles is given.

	Versions
	Unox Soup
	Mars
	Coca Cola
	Activia Strawberry

	1.1
	BE 
	1 – 1 – 1
	2 – 1 – 2
	2 – 2 – 3 

	1.2
	1 – 1 – 1
	2 – 1 – 2
	2 – 2 – 3 
	BE

	1.3
	2 – 1 – 2
	2 – 2 – 3 
	BE
	1 – 1 – 1

	1.4
	2 – 2 – 3
	BE
	1 – 1 – 1
	2 – 1 – 2 

	
	
	
	
	

	2.1
	BE
	1 – 1 – 2
	1 – 2 – 1 
	2 – 1 – 3 

	2.2
	1 – 1 – 2
	1 – 2 – 1 
	2 – 1 – 3 
	BE

	2.3
	1 – 2 – 1 
	2 – 1 – 3 
	BE
	1 – 1 – 2

	2.4
	2 – 1 – 3
	BE
	1 – 1 – 2
	1 – 2 – 1 

	
	
	
	
	

	3.1
	BE 
	1 – 1 – 3
	1 – 2 – 2 
	2 – 2 – 1 

	3.2
	1 – 1 – 3
	1 – 2 – 2 
	2 – 2 – 1 
	BE

	3.3
	1 – 2 – 2 
	2 – 2 – 1 
	BE
	1 – 1 – 3

	3.4
	2 – 2 – 1
	BE
	1 – 1 – 3
	1 – 2 – 2 

	
	
	
	
	

	4.1
	BE 
	1 – 2 – 3
	2 – 1 – 1 
	2 – 2 – 2

	4.2
	1 – 2 – 3
	2 – 1 – 1 
	2 – 2 – 2
	BE

	4.3
	2 – 1 – 1 
	2 – 2 – 2
	BE
	1 – 2 – 3

	4.4
	2 – 2 – 2
	BE
	1 – 2 – 3
	2 – 1 – 1 


Table 3.1: 64 different profiles
3.2 Different messages in questionnaires 
Due to the twelve different versions of the questionnaire, there should also be twelve different messages in the recall notice. In the table is shown that there are three variables which will rotate in the questionnaires; the cause, controllability, and the blame. These variables are already discussed in the attribution theory of blame (Shaver, 1985), so only the differences will be highlighted. Each of these variables has several alternatives in terms of reaction, so different messages are needed.

The first variable in the framework is the ‘cause’. As we have seen, there are two alternatives for the cause attribution; an internal attribution and an external attribution of the cause. Thus, for the cause two different messages will be used. 

· For an internal cause the message will be: ‘Due to a production error … ‘
· For an external cause the message will be: ‘For the production of … ingredients are used provided by third parties.’

For the internal cause it is already quite clear for the consumer who to blame. With an external cause this is depending on more factors. 

The second variable in the framework is the ‘controllability’. For this variable there are two alternatives; an incident with high controllability for the firm and an incident with low controllability for the firm. These alternatives have both their own message. In combination with an internal or external cause the message changes to emphasize the contrast. 

· For an internal incident with high controllability: ‘In the production process ingredients are used that have exceeded the expiration date.’

· For an internal incident with low controllability: ‘Due to a production error little pieces of glass are found in the product. We are investigating how this could happen.’

· For an external incident with high controllability: ‘For the production of … ingredients are used provided by third parties. By misuse of the ingredients a production error has occurred.’

· For an external incident with low controllability: ‘For the production of … ingredients are used provided by third parties. One of these suppliers has reported a production error. ‘

The last variable in the framework is that ‘blame factor’. This variable includes three alternatives that have their own message. Research (Raaf, 2002) implicates that the blame factor has the most influence on the way consumers perceive a recall notice. These alternatives are taking the blame, a vague message, where the company is just informing consumers about the cause, and shifting the blame. The different messages of these alternatives are:

· Taking the blame: ‘The product does not meet our safety standards. We take full responsibility for the production error and apologize for the inconvenience.’

· Vague message: ‘The product does not meet our safety standards. The product is withdrawn from the market.’

· Shifting the blame: ‘The product does not meet our safety standards. The supplier is responsible for this error. 

From this perspective it is very interesting what influence these statements have on the way how consumers receive the message. The different messages will be further explained and issued. The first six numbers are internal; the first three had a low controllability and at the numbers 1 – 4 – 7 – 10 the company is taking the blame. Thus, the sequence of the framework is kept. 

1. In the production process of X ingredients are used that have exceeded the expiration date. The product does not meet our safety standards. We take full responsibility for the production error and therefore we offer our apologies for the inconvenience.

2. In the production process of X ingredients are used that have exceeded the expiration date. The product does not meet our safety standards. The product is withdrawn from the market. 

3. In the production process X ingredients are used that have exceeded the expiration date. The product does not meet our safety standards. We are not responsible for this production error. 

4. Due to a production error of X little pieces of glass are found in the product. The product does not meet our safety standards. We take full responsibility for the production error and therefore we offer our apologies for the inconvenience. 

5. Due to a production error of X little pieces of glass are found in the product. The product does not meet our safety standards. The product is withdrawn from the market. 

6. Due to a production error of X little pieces of glass are found in the product. The product does not meet our safety standards. We are not responsible for this production error. 
7. For the production of X ingredients are used provided by third parties. By misuse of the ingredients a production error has occurred, which is not meeting our safety standards. We take full responsibility for the production error and therefore we offer our apologies for the inconvenience. 

8. For the production of X ingredients are used provided by third parties. By misuse of the ingredients a production error has occurred, which is not meeting our safety standards. The product is withdrawn from the market. 

9. For the production of X ingredients are used provided by third parties. By misuse of the ingredients a production error has occurred, which is not meeting our safety standards. We are not responsible for this production error. 

10. For the production of X ingredients are used provided by third parties. One of these suppliers has reported a production error, what is not meeting our safety standards. We take full responsibility for the production error and therefore we offer our apologies for the inconvenience. 

11. For the production of X ingredients are used provided by third parties. One of these suppliers has reported a production error, what is not meeting our safety standards. The product is withdrawn from the market. 

12. For the production of X ingredients are used provided by third parties. One of these suppliers has reported a production error, what is not meeting our safety standards. We are not responsible for this production error. 

3.3 Respondents

For the validity of the research I will use a sample representative of the Dutch population. This is because the research is limited to the Dutch food industry. Besides, the respondents should be a representation of the society. The number of questionnaires should be equally divided over the four main versions (version 1, 2, 3, and 4). This is more important than the distribution over the other versions (1.1 – 1.4), because with these versions the profiles are equal. The different versions of the questionnaire will be assigned randomly to respondents. Assumed is that with the answers of 100 respondents (400 profiles) the test will be large enough to use. 

3.4 Regression analysis

The regression model will test which variables have influence in brand equity, and overall to what extend the variables together explain the brand equity in the model. From the regression model it will also be clear what strategy a firm should use in a particular situation, what is referring to the hypotheses. As dependent variable the brand equity measurement, the MBE-index, is used. All other variables will be included as independent variables, just like the twelve versions. The dummies for the demographic variables form the baseline of the regression model. The baseline includes the brand equity average for the four products before recall messages. From this baseline and from the effects (Betas) on the baseline conclusions can be drawn for the hypotheses. In this situation, each version will give an effect (all are expected to be negative as the baseline is without a recall), which can be compared to each other and the ‘best strategies’ can be chosen.

4. Results

4.1 Data analysis

Missing Values and errors

When transferring the answers from the questionnaire to the database, a few missing values were found. A way to deal with the missing values in the questionnaires is by using the mean of the other brand equity questions from that particular product to complete the database. When a respondent didn’t filled in two or more questions in one item the item was deleted from the database. In a single case a respondent only filled in the first item and not the others. The questionnaire from this respondent was not processed in the database due to the assumption that the data from this respondent is not useful in this experiment. 

Due to the fact that only closed questions were used no errors occurred. For the brand equity questions the Five-point Likert scale was used and for the first three demographic questions the respondents could only mark the answers. Possibly a few errors occurred when respondents filled in questions wrong, for instance when respondents did not understand the scale of education and therefore could not identified him- herself with the possible answers. 

The MBE-index contains nine questions which are positively questioned and 1 question which is negatively questioned. To prevent errors the negatively questioned question is reversed in advance. This action has two advantages. First, the respondent has ten positively questions to answer, which avoid errors in answering the questionnaire. Second, when using the data in the database no question has to be reversed. On the other hand, a negative question in a questionnaire can also have a control function to control for respondents who have not filled in the questionnaire appropriately. In the questionnaire is chosen to avoid errors and therefore not to use reversed questions.

Reliability

The reliability test includes the ten questions which had to explain the MBE-index. After testing the variable Cronbach’s Alpha is 0,89 (Appendix 2.1). With this value we can conclude that the test Is reliable. This was expected because the ten items are used from the research of Yoo and Donthu (2001), who did detailed research to these items. Furthermore, no items should be withdrawn from the list, because Cronbach’s Alpha will be lower in each case (Appendix 2.2). The fact that there are no negative values in the Corrected Item-Total Correlation shows that the last reversed question is recoded well. 
4.2 Descriptive results

4.2.1 Demographic results

Regarding gender, males are overrepresented in comparison with females. Out of the 440 respondents 260 males have participated what is 59% of the total sample. However, the remaining 41% females (n=180) is still big enough (Appendix 3.1).

Concerning age, the three groups are not divided equally. The group with age <25 consists of 160 respondents, what is 36% of the total. The middle group with the age of 25-49 consists of 200 respondents what is equal to 46%.  The oldest group with the age of 50 or higher consists of 80 respondents what is equal to 18% (Appendix 3.2).

Regarding education, high educated respondents (HBO – WO) are overrepresented in comparison with low educated respondents (Primary school – MBO). Out of the 440 respondents 248 high educated persons have participated what is 56% of the total sample. However, the remaining 44% low educated persons (n=192) is still big enough (Appendix 3.3).

These outcomes are usable for further research and need to be taken in account when conclusions are made on the three determining factors of brand equity. 

4.2.2 Variable testing

In this section, the three factors in the framework will be tested individually to see if one has more influence on brand equity than another. 

Cause

The following result is expected to occur: ‘An internal cause will have a more negative effect on the respondents’ perception towards a brand than an external cause’. The statistical test that is used to test this comparison is the independent samples t-test. The reason for this choice is that the dependent variable, brand equity, is measured with at interval/ratio level and the independent variable, cause, consists of two different groups (k=2). 

There is a difference in means between internal (µ = 3.08) and external causes (µ = 3.09) in a recall message (Appendix 4.1). This difference was expected to occur, because companies are blamed less when the cause is external. However, this relationship is not significant (p=0.86; t= -0,18), which means that the brand equity is equal for internal and external causes in a recall message (Appendix 4.2). A possible explanation could be that consumers are not distinguishing between mistakes of the brand itself or mistakes of a supplier of ingredients for the product. 

Control

The following result is expected to occur: ‘A recall with a high controllability will have more negative effects on the perception of the consumers’ perception towards the brand’. When a product is withdrawn from the market and the firm had full control during the process, people are more willing to blame the company than when the company has none or less influence on the process.

The statistical test that is used to test this hypothesis is the independent samples t-test. The reason for this choice is that the dependent variable, brand equity, is measured with at interval/ratio level and the independent variable, control, consists of two different groups (k=2). 

There is a difference in means between high (µ = 3.08) and low controllability (µ = 3.09) in a recall message (Appendix 4.3). This difference was expected to occur, because companies are blamed less when the controllability of the company itself is low. However, this relationship is not significant (p=0.88; t= -0,15) (Appendix 4.4), which means that the brand equity is equal for low and high controllability in a recall message. A possible explanation could be that consumers are blaming the company for its mistake and they do not distinguish an uncontrolled mistake and a controlled mistake.

Blame

The following result is expected to occur: ‘Taking the blame will have the most positive influence on the brand equity of a product in a recall message than not discussing the blame or shift it to a third party’. As Raaf (2002) described in his research, the mortification strategy is most efficient in general. In three out of four crisis situation taking the blame seemed to be the most efficient way informing press and public. The statistical test which is used for this hypothesis is One-way Anova, because the dependent variable, Brand Equity, is measured at interval/ration level and the independent variable, the Blame factor, consists of three groups (Taking, Silence, and Shifting; k=3).

There is a difference in means between taking the blame (µ = 3.08), not defined (µ = 3.18), and shifting the blame (µ = 2.97) in a recall message (Appendix 4.5). The difference between taking the blame and shifting the blame was expected, but the high brand equity when not discussing the blame is surprising, because taking the blame was expected to have the highest brand equity. 

Despite the fact that the blame factor influences the brand equity the most in comparison with causability and controllability, this relationship is still not significant (p=0.14) (Appendix 4.6). This means that brand equity is equal for taking the blame, silence, and shifting the blame in a recall message. To be sure that there are no differences between any of the three groups, a post-hoc test is used (Appendix 4.7). This test shows a significant difference between the groups ‘shifting the blame’ and ‘silence’ (p=0.05). This difference between ‘shifting the blame’ and ‘silence’ indicates that it does matter whether the blame is discussed in a recall message or not. To test this difference a new variable is made, ‘Blamenew’, with two groups (1=discussed, 2=not discussed). An Independent samples t-test is used to test whether the difference between those two groups is significant. This test shows that the differences between discussing the blame factor (µ = 3.03) and not discussing (µ=3.18) is significant (p=0.08) (Appendix 4.8 and 4.9). A possible explanation for these results is that when consumers are thinking about guiltiness they have automatically more negative feelings toward the brand compared to when they do not think about who to blame. 

4.2.3 Recall influence 

Another interesting influence could be the influence of the recall itself on the brand equity for each brand. In this research four brands that need to represents the food industry were included. These four brands are Coca Cola, Unox, Mars, and Activia. Expected is that the brand equity is lower after people have read a product recall message than before a recall message. The statistical test that is used to test these expectations is the independent samples t-test. The reason for this choice is that the dependent variable, Brand Equity, is measured with at interval/ratio level and the independent variable, BE Measurement, consists of two different groups (k=2). 

Coca Cola

There is a difference in means between before (µ = 3.33) and after a recall (µ = 3.19). This difference was expected to occur, because a recall message influences the consumers’ perception towards a brand. However, this relationship is not significant (p=0.57; t= 0.57), which means that the brand equity is equal before and after a recall message for Coca Cola. A possible explanation could be that the brand equity of Coca Cola is more constant, because the lower the brand equity the lower the decay after a recall message. In the case of Coca Cola, the brand equity after a recall is high in comparison to the other brands. 
Unox

There is a difference in means between before (µ = 3.18) and after a recall (µ = 3.09). This difference was expected to occur, because a recall message influences the consumers’ perception towards a brand. However, this relationship is not significant (p=0.55; t= 0,26), which means that the brand equity is equal before and after a recall message for Unox. As said in the case of Coca Cola, the lower the brand equity the lower the decay after a recall message. After the recall messages the brand equity of Unox and Coca Cola is the highest, but before the recalls these two products have the lowest brand equity. Thus, these products have less decay due to recall messages.  
Mars

There is a difference in means between before (µ = 3.44) and after a recall (µ = 3.07). This difference was expected to occur, because a recall message influences the consumers’ perception towards a brand. This relationship is significant (p=0.05; t= 0,73), which means that the brand equity is higher before than after a recall message with Mars. Mars and Activia have the highest brand equity before the recall message is read, but the decay is larger. 
Activia

There is a difference in means between before (µ = 3.58) and after a recall (µ = 3.00). This difference was expected to occur, because a recall message influences the consumers’ perception towards a brand. This relationship is significant (p=0.00; t= 3.57), which means that the brand equity is significant higher before than after a recall message for Activia. Activia has the largest decay after a recall message is read. A possible explanation for this result (for Mars and Activia) could be that people are expecting a lot of this brand and when they read a recall message this will have more effect than when the brand already has less brand equity. 
4.2.4 Results per version

In the questionnaire twelve different versions are used. In this section, all twelve versions will be analyzed individually to see what the average in brand equity is. 

It is clear that when a recall with an internal cause and high controllability takes place, consumers will assess the recall more negative in general (table 4.1). In this case, there are hardly differences in the brand equity averages. These differences are obvious with an internal cause and low controllability. Then taking the blame has the highest brand equity level and will descend to shifting the blame. An external cause and high controllability the brand equity averages differs across the blame factor. Not discussing the blame has the highest brand equity level, then taking the blame, and shifting the blame has the lowest brand equity level.  In the case of an external cause and low controllability shifting the blame gives the highest brand equity average. Taking the blame gives in this case the lowest brand equity level for the product (Appendix 6.1 – 6.12). 
	Version
	Cause
	Controllability
	Blame
	Average BE

	1
	Internal
	High
	Taking the blame
	2.96

	2
	Internal
	High
	Informative message
	2.95

	3
	Internal
	High
	Shifting the blame
	2.93

	4
	Internal
	Low
	Taking the blame
	3.53

	5
	Internal
	Low
	Informative message
	3.30

	6
	Internal
	Low
	Shifting the blame
	2.77

	7
	External
	High
	Taking the blame
	3.26

	8
	External
	High
	Informative message
	3.30

	9
	External
	High
	Shifting the blame
	2.79

	10
	External
	Low
	Taking the blame
	2.63

	11
	External
	Low
	Informative message
	3.05

	12
	External
	Low
	Shifting the blame
	3.20


Table 4.1: Average brand equity of all twelve versions. 
4.3 Regression model

The hypotheses are now tested in a regression model. All variables need to be included in the regression model (Appendix 7.1). Furthermore, for all twelve different versions in the questionnaire a dummy is also included to see what the best response strategy in the different situations is. With the demographic variables conclusions can be made of what group of people will respond more positive to a recall message than others. The ‘brand dummies’ are included to control for brand-specific effects. The strength of the association can be measured by the square of the multiple correlation efficient, R². R² indicates the proportion of the total variation in brand equity that is accounted for the variation in the independent variables. The regression analysis shows that the R² for the whole model is 0.17 and also the adjusted R² is 0.13 (Appendix 7.2). Overall, concluded can be that the strength of the association is not that strong, so the independent variables in this model explain the brand equity for only 16,6%. The regression model is significant (F = 4.39, p = 0.00), so the conclusion can be drawn that all explanatory variables are jointly significant and they influence the brand equity.
	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	46,458
	19
	2,445
	4,387
	,000a

	
	Residual
	234,076
	420
	,557
	
	

	
	Total
	280,534
	439
	
	
	


Table 4.2: Significance of regression model 
The regression model starts with using a baseline with the standard brand equity of Unox before a recall message, using males under the age of 25 with a ‘low’ education level. From this baseline (Appendix 7.4) we can conclude that Unox has the lowest brand equity over all other variables (which is already seen in 4.2.3). From the regression it is also clear that there is no significant difference between men and women (p=0,54), only the Beta (B=0,05) shows a positive result what indicates that women have assessed the recall messages slightly more positive than men. Regarding the education level of people a conclusion can be drawn that people with a ‘low’ education level will evaluate recall messages more positively than people with a ‘high’ education level (B=-0,11), but this difference is also not significant (p=0,17). This difference was expected to occur as people with a higher education level reflect more on these kinds of messages than others do. A significant difference is there regarding the variable age. People under the age of 25 were included in the baseline level, but they are not as sensitive for recall messages as older people are. The group between the age of 25 – 49 is the most critic one. They are evaluating the messages more negative (B=-0,47; p=0,00) than people who are older than 50 years (B=-0,38; p=0,00). So in this case the conclusion can be drawn that people under the age of 25 are influenced as least in comparison to older people when recall messages are read, and are thus more loyal to brands in the food industry than older people are.

With the results on the twelve versions a conclusion can be drawn on what strategy would be the most efficient in the particular situations. These results are the most important ones in the research as it will give an answer on the problem statement. 

As the Betas are clear from the regression model, conclusions cannot be drawn on what should be the best response strategy. A one-sided t-test is performed to compare the strategies with each other. If one strategy is significant compared to another strategy, then the conclusion can be drawn that one strategy will have a more positive influence on the brand equity of a product. 

Situation 1 – Internal cause and high controllability

From table 4.3 can be concluded that no strategy is significant compared to another in the case of internal cause and high controllability, which means that no strategy can be chosen as the most efficient one to respond on a recall. Thus in this case, statistical there should be no differences if a company is taking the blame or shifting the blame. As the regression model proposes all Betas have more or less the same sizes (-0,40 / -0,44).

Situation 2 – Internal cause and low controllability

In the case of an internal cause and low controllability a choice can be made in comparison to situation 1. The results from the t-test show that strategies 4 (p=0,00) and 5 (p=0,00) are a significant better alternative to respond on a recall message than strategy 6. This means that a company should take the blame or just inform customers in a recall message. The Betas from the regression model are confirming this result as there is a large difference between the Betas from version 4 (0,14) and 5 (-0,04) in comparison to version 6 (-0,59). On the other hand, there is no statistical evidence that strategy 4 is a better alternative than strategy 5 or the other way around, as there is no significant difference. 

Situation 3 – External cause and high controllability

In the case of an external cause and high controllability a difference between the strategies is present. The results from the t-test show that strategies 7 (p=0,00) and 8 (p=0,00) are a significant better alternative to respond to a recall message compared to strategy 9. This means that a company should take the blame or just inform customers in a recall message. The Betas from the regression model are confirming this result as there is a large difference between the Betas from version 7 (-0,07) and 8 (-0,14) in comparison to version 9 (-0,56). On the other hand, there is no statistical evidence that strategy 7 is a better alternative than strategy 8 or the other way around, as there is no significant difference. 
	Strategy
	P-value

	1 compared to 2
	0.46

	1 compared to 3
	0.35

	2 compared to 3
	0.41

	4 compared to 5
	0.14

	4 compared to 6
	0.00

	5 compared to 6
	0.00

	7 compared to 8
	0.35

	7 compared to 9
	0.00

	8 compared to 9
	0.00

	10 compared to 11
	0.00

	10 compared to 12
	0.00

	11 compared to 12
	0.50









Table 4.3: Significance table
Situation 4 – External cause and low controllability

In the case of an external cause and low controllability the conclusion can be drawn that strategy 11 and 12 are significant better alternatives than strategy 10. This means that a company should shift the blame or just inform customers in a recall message. The Betas from the regression model are confirming this result as there is a large difference between the Betas from version 11 (-0,27) and 12 (-0,27) in comparison to version 10 (-0,74). On the other hand, there is no statistical evidence that strategy 11 is a better alternative than strategy 12 or the other way around, as there is no significant difference. This result is expected to occur as the Betas of versions 11 and 12 have the same size. 

	
	High controllability
	Low controllability

	Internal cause
	No difference in strategy
	Taking the blame/ 

Informative message



	External cause
	Taking the blame/

Informative message
	Informative message/ 

Shifting the blame




Table 4.4: Results T-test
4.4 Hypotheses testing

In this section the hypotheses will be linked to the results of the regression model. After the hypothesis is given the results will be evaluated to the theory as well. 

H1. Taking the blame will be the most efficient and economic way to respond in a recall message when a company is facing a product recall with an internal cause and high controllability. 

From the regression model and the T- test the conclusion can be drawn that there are no specific differences between the response strategies. Companies will be hurt equally by taking the blame, just an informative message or shifting the blame. This result was not expected from the literature but is not that strange to occur. If a company is facing a recall with an internal cause and high controllability the consumer will blame the company or brand itself, no matter what the strategy will be. It will be seen as a fault and people are not sensitive for any compassion. In comparison to the other situations the effect on the brand equity is quite large (-0,43) for all three options. This effect indicates that if this situation occurs the brand equity of a particular product in the food business will decrease with 0,43. From the regression the conclusion can be drawn that this outcome differs from the expectation out of the literature. Thus, H1 is not applicable in the Dutch food industry. 

H2. Taking the blame will be the most efficient and economic way to respond in a recall message when a company is facing a product recall with an internal cause and low controllability. 

With the results from the regression analysis and the t-test the conclusion can be drawn that the outcome of the questionnaire are partly matching with the literature. The best way of responding for a company in a situation with an internal cause and low controllability is to take the blame or just inform people about the failure. Because of the internal cause, people will blame company and their control on the event is of minor importance for consumers and public. The analysis shows even a positive effect when companies are taking the blame in this kind of situation (B=0,14). This implicates that the brand equity will be higher after the product recall than when there is no recall at all. This result was not expected to occur, but an explanation could be that people do have sympathy for companies that solve their problems in a good way. It could also be noise from the research, but when companies respond on this situation with an informative message the brand equity of the brand will only decrease with 0,04, which is a small effect. When companies shift the blame in this situation it is quite clear that consumers are judging the company or brand as the brand equity will decrease with 0,59. Concluded can be that H2 is not correct and an addition is needed to accept it in the Dutch food business as well. 

H3. Taking the blame will be the most efficient and economic way to respond in a recall message when a company is facing a product recall with an external cause and high controllability. 


With the results from the regression analysis the conclusion can be drawn that the outcome of the questionnaire are partly matching with the literature. The best way of responding for a company in a situation with an external cause and high controllability is to take the blame or to write an informative message. The regression model suggests that taking the blame will be the most efficient strategy, but the t-test, which is more accurate, implicates that there is no difference between taking the blame or an informative message. Therefore, both strategies are chosen. Because of the high controllability of the firm during the recall, people will blame company and the cause of the event is of minor importance for consumers and public. The analysis shows a small negative effect when companies are taking the blame (B=-0,07) or not discussing the blame (B=-0,14) in this kind of situation. This implicates that the brand equity will decrease with 0,07 or 0,14 when companies will take the blame in this particular situation. This result was expected to occur, because a recall message will have its influence (negative) on the brand equity of a product. When companies shift the blame in this situation it is quite clear that consumers are judging the company or brand as the brand equity will decrease with 0,56. 

H4. Not discussing the blame will be the most efficient and economic way to respond in a recall message when a company is facing a product recall with an external cause and low controllability. 

The results of the research are partly matching with the results from the theory. Expected was that an informative message would be the best way to respond on a recall with an external cause and low controllability, which is not totally right, but the Betas from the regression model show an equal number for an informative message (B=-0,27) as well as for shifting the blame (B=-0,27). Conversely, the t-test shows that there is no statistical evidence found between the two strategies. As there is no statistical difference between an informative message and shifting the blame, H4 is partially accepted and applicable in the Dutch food industry, but the addition is needed. 
5. Discussion

In the discussion the answers to the research question will be given, interpretation of the findings will be further explained, and recommendations are given. In the last part recommendations for future research will be given. 

5.1 Research question

In chapter 4 the results of the hypotheses are given, but the research question is unanswered till now. The research question is: 

‘What is the effect of public warning messages on brand equity in consumers’ perception in the Dutch food industry and what would be the most efficient strategy for companies to respond to these recall messages?’ 

From the data the conclusion can be drawn that recall messages have a negative effect on the brand equity of products in the food business. In the research four products are included that should represent the food business: Coca Cola, Unox, Mars and Activia. The brand equity of these products is measured before and after a recall. 

	
	BE before a recall
	BE after a recall
	Difference

	Coca Cola
	3.33
	3.19
	-0,14

	Unox
	3.18
	3.09
	-0.09

	Mars
	3.44
	3.08
	-0.36

	Activia
	3.58
	3.00
	-0.58




Table 5.1: BE before and after a recall
The results show that there is a negative effect on brand equity when a recall message is read. These results include all different recall messages and all different situations. Depending on the situation the size of the effect differs. For example, when a recall takes place with an internal cause and high controllability of the firm, the negative effect will be larger than when a recall takes place with an external cause and low controllability (Table 4.1). 

It is clear that recall messages have a negative effect on the brand equity of products in the food business. For companies it is more important to know what they can do in a particular situation and how they should respond. Raaf (2002) has studied the response strategies for companies that are facing a product recall. He includes the four situations (cause vs. controllability) and made recommendations based on five strategies. These five strategies are replaced in this research for the three factors of blame (taking the blame, informative message, and shifting the blame). 

In chapter 4 the results on the hypotheses are given. These hypotheses are similar to the four situations combined with the three factors of blame. From the regression an overview can be made with the results per situation. 

	
	High controllability
	Low controllability

	Internal cause
	No difference in strategy
	Taking the blame/

Informative message


	External cause
	Taking the blame/

Informative message
	Informative message/ 

Shifting the blame



Table 5.2: Result per situation
In the situation of an internal cause and high controllability there is no difference in strategy to respond to a recall. In this situation the fault of the problem is with the company so people will blame the company, no matter how they respond to the recall. The negative size of the effect on brand equity is in this case also larger than in the other situations. 

In the situation of an internal cause and low controllability no statistical difference is found between taking the blame or an informative message. As there is no significant difference between taking the blame and an informative message the Betas show a more positive effect when a company will take the blame. Thus, the answer inclines to taking the blame, but no conclusions can be drawn. 

In the situation of an external cause and high controllability is taking the blame or an informative message the best way to respond on a recall. No statistical evidence is found between these two strategies, but the Betas in the regression model show a slightly more positive effect when a company will take the blame. 

In the last situation, when a company is facing a recall with an external cause and low controllability it does not make sense to take the blame. When the firm takes the blame in this situation, it will have a large negative effect on their brand equity. The best way of responding is to shift the blame to shift the blame to another party. Not discussing the blame would be the best alternative. The effect on brand equity will almost be the same. As this result is quite clear, no statistical evidence is found between shifting the blame or an informative message, so no conclusions can be drawn on these two strategies. 
5.2 Implications

This research includes two important things for companies. First, the research shows that a product recall will always have negative effects on the brand equity of products. Thus, a focus is needed within companies to reduce the risks on fault that will lead to product recalls. The less faults within the production process, the less risk of a product recall, which will remain not ruin the built brand equity. However, when a recall takes place, the amount of negative effect on the brand equity depends on different factors, for example the product or the situation the company is in. Second, organizations now have a clear overview of how they can respond in the most efficient way to reduce the negative effect of the product recall. As the results show, taking the blame will be in most cases the best way of responding to a recall. Not discussing the blame will be the best alternative strategy when a company is facing a recall with an external cause. Only in the case of an external cause and a low controllability of the firm, shifting the blame will be the best strategy. The logical explanation for this result is that in this situation a company is not responsible for the faults at all, so companies should dissociate themselves of the situation. 

This research includes also some valuable insights for the academic literature. Most research on product recalls is done across products and markets while this research is done on a very specific level. That is the most important contribution to the theory. This study gives researchers a review between the agreements and differences in approaching product recalls and the effects of it. Besides, the hypotheses show that some conclusions from the literature are also applicable in the Dutch food industry, but some conclusions not. Thus, this research is confirming, but also expanding the theory on brand equity and product recalls. 

As this research includes well known brands in the Dutch food industry and product recalls classified in class 1, it would be interesting to include more items and factors. An interesting thing would be to compare the well known brands with unknown brands. As seen in the research, differences where there comparing the decay of the brand equity of Coca Cola and Mars or Activia before and after a product recall. Is this result occurring because these products are used more often or because they are known better? Furthermore, the research can be more specified to product category or on brand level. Interesting in this case would be if other products of that brand are also being damaged with the same factor as the product itself. It will also be interesting to see if there are any differences between product recalls in class 1 and class 2, or 3. These recalls are less harmful so the expectation would be that the negatives are less. Another inside could be to include logos in the recall messages, but in this case the essentials will stay the same. 

As all these suggestions are related to the chosen options from this research, some other insights would also be interesting. It might be interesting to see what kind of effect shifting the blame has on the brand or company where you are shifting the blame to. Another approach would be a comparison between the customer-brand equity and the stock price level. In this paper, a choice is made to work with the customer-brand equity, but it would be interesting to see if the effects are similar on the stock price of the company or brand. 

Also interesting would be if a particular situation will have any effect when the brand equity of the brand will be rebuilt. The expectation will be that the brand equity of recalls with an external cause or low controllability will recover more easily than recalls with internal cause or high controllability.
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Brand Equity

 

-

 

‘Unox Spicy Tomato Soup’

 

Unox believe

s

 

good food starts with the finest, natural ingredients. 

That 

is why the

y choose 

for pure 

and natural

. 

F

ull flavor, no artificial color

s, flavors and fragrances. Unox uses 

a lot of tomatoes, red 

peppers, onion

s

 

and some cayenne pepper to

 

let it be extra spicy. Nothing 

more is needed for the 

delicious spicy tomato sou

p. Fair is lovely.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A 

 

      

  

Safety Warning ‘Mars’

 

 

A few complaints are received from consumers 

 

regarding the quality of Mars. 

We discovered that 

in the production process of 

Mars 

ingredients are 

 

used that have exceeded the expiration date. 

Now, the product can cause serious heal

th 

problems,

 

and therefore does the product not 

meet our safety standards any more.

 

 

The warning is about ‘Mars

 

chocolate

’ 180gr with 

the expiration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not 

applicable for all other data. The product is sold in 

supermarkets of

 

C1000, Albert Heijn and 

H

oogvliet. 

We urge you to bring this product, with 

or without a coupon, back to the store where you 

purchased it. The purchase amount w

ill be 

reimbursed. 

 

 

We take full res

ponsibility for the production 

error 

and therefore we offer our apologies for the 

 

inconvenience.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 

252

-

315314. 

 

 

C

 

Safety Warning ‘Activia Strawberry’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Activia strawberry

. 

For the 

production of 

Activia Strawberry

 

ingredients are 

used provided by third parties. 

One of these 

suppliers has reported a production error

, which is 

not meeting our safety standards. The product can 

cause serious health problems.

 

 

The warning is about ‘

Activia strawberry’

 

180gr 

with the exp

iration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not applicable 

for all other data. The product is sold in 

supermarkets of 

C1000, Albert Heijn and

 

Hoogvliet. 

We urge you to bring this product, with or without 

a coupon, back to the s

tore where you purchased it. 

The purchase amount will be reimbursed. 

 

 

We are not responsible for this production error.

 

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

B    

 

 

Safety Warning ‘Coca Cola’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Coca Cola

. 

For the 

production of 

Coca Cola

 

ingredients are used 

provided by third parties. By misuse of the 

ingredients a production error has occurred, which 

is not meeting our safety standards. The product 

can cause serious health problems.

 

 

The warning is about ‘

Coca Cola’

 

1,5L 

with the 

 

expira

tion date of October 17

th

 

2010 to 

November 14

th

 

2010. This warning is not 

applicable

 

for all other data. The product is sold in 

supermarkets of C1000, Albert Heijn and 

Hoogvliet. 

We urge you to bring

 

this product with 

or without a coupon, back to the store

 

where you 

purchased it. The purchase amount will be 

reimbursed. 

 

 

The product is withdrawn from the market.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 
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Brand equity

 

–

 

‘Activia Strawberry’

 

Activia yogurt is yoghurt 

that improves your digestion naturally

. 

The brand has a range of delicious 

Activia yoghurts and yoghurt drinks, with

 

the

 

unique and

 

good 

bacteria Bifidus ActiRegularis 

, which 

naturally help

s

 

to 

improve your digestive comfort. Scientific studies show that daily consumption of 

Activia 

has 

a beneficial effect on 

your digestive comfort.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A  

Safety Warning ‘Unox Spicy Tomato Soup’

 

 

A few complaints are received from consumers 

 

regarding the quality of Unox 

Spicy 

Tomato Soup. 

 

We 

d

iscovered that in the production process of 

 

Unox 

Spicy 

Tomato Soup ingredients are used that 

 

have exceeded the expiration date. Now, th

e 

product can cause serious health problems, and 

 

therefore

 

does the product not meet our safety 

 

standards any more.

 

 

The warning is about ‘Unox 

Spicy 

Tomato Soup’ 

 

800ml with the expiration date of October 17

th

 

2010 to November 14

th

 

2010. This warning is not 

 

applicable

 

for all other data. The product is sold in 

 

supermarkets of

 

C1000, Albert Heijn and 

Hoogvliet. 

 

We urg

e you to put this product with or without a 

 

coupon, back to the store where you purchased it. 

 

The purchase amount will be reimbursed. 

 

 

We take full responsibility for the production error 

 

and therefore we offer our apologies for the 

 

inconvenience.

 

 

Fo

r more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

B

  

 

         

Safety Warning ‘

Mars

’

 

 

A few complaints are received from consumers 

 

regarding the quality of Mars. 

For the production of 

Mars ingredients are used provided by third 

parties. By misuse of the ingredients a production 

error has occurred, which is not meeting our safety 

standards.

 

The product can cause serious health 

problems.

 

The warning is about ‘Mars

 

chocolate

’ 180gr with 

the expiration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not 

applicable for all other data. The product is sold in 

supermarkets of

 

C1000

, Albert Heijn and 

H

oogvliet. 

 

 

We urge you to bring this product, with or without 

a coupon, back to the store where you purchased 

it. The purchase amount will be reimbursed. 

 

 

The product is withdrawn from the market

. 

 

 

For more information our head 

office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

C

    

 

 

Safety Warning ‘Coca Cola’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Coca Cola

. 

For the 

production of 

Coca Cola

 

ingredients are used 

provided by third parties. 

One of these suppliers 

has reported a production error

, which is not 

meeting our safety standards. The product can 

cause serious health 

problems.

 

 

The warning is about ‘

Coca Cola’

 

1,5L 

with the 

 

expiration date of October 17

th

 

2010 to November 

 

14

th

 

2010. This warning is not applicable

 

for all 

other data. The product is sold in supermarkets of 

C1000, Albert Heijn and Hoogvliet. 

We urge you

 

to 

bring

 

this product with or without a coupon, back 

to the store where you purchased it. The purchase 

amount will be reimbursed. 

 

 

We are not responsible for this production error.

 

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

1

7.00 with our special 

 

free telephone number +31 252

-

315314. 
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Brand equity 

–

 

‘Coca Cola’

 

 

Coca

-

Cola is a carbonated 

soft drink

 

sold in stores, restaurants, and vending machines

 

internationally.

 

Besides Coca

-

Cola, t

he 

Coca

-

Cola Company

 

is owner of dozens of brands, like Sprite, 

Fanta, and Minute Maid. They are selling

 

the beverage

s

 

in more than 200 countries.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A  

Safety Warning ‘Unox Spicy Tomato Soup’

 

 

A few complaints are received from consumers 

 

regarding the quality of Unox 

Spicy 

Tomato Soup. 

 

For the production of 

Unox Spicy Tomato Soup

 

ingredients are used provided by third parties. By 

misuse of the ingredients a production error has 

occurred, which is not meeting our safety 

standards. The product can cause serious health 

problems.

 

 

The warning is about ‘Unox 

Spicy 

Tomato Soup’ 

 

800ml w

ith the expiration date of October 17

th

 

2010 to November 14

th

 

2010. This warning is not 

 

applicable

 

for all other data. The product is sold in 

 

supermarkets of

 

C1000, Albert Heijn and 

Hoogvliet. 

 

We urge you to put this product with or without a 

 

coupon, b

ack to the store where you purchased it. 

 

The purchase amount will be reimbursed. 

 

 

The product is withdrawn from the market.

 

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

B

  

 

         

Safety Warning ‘

Mars

’

 

 

A few complaints are received from consumers 

 

regarding the quality of Mars. 

For the production of 

Mars ingredients are used provided by third 

parties. 

One of these suppliers has reported a 

production error

, which is not meeting our safety 

standards. The product can cause serious health 

problems.

 

 

The

 

warning is about ‘Mars

 

chocolate

’ 180gr with 

the expiration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not 

applicable for all other data. The product is sold in 

supermarkets of

 

C1000, Albert Heijn and 

H

oogvliet. 

 

 

We urge you to brin

g this product, with or without 

a coupon, back to the store where you purchased 

it. The purchase amount will be reimbursed. 

 

 

We are not responsible for this production error.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 wit

h our special 

 

free telephone number +31 252

-

315314. 

 

 

C

 

Safety Warning ‘Activia Strawberry’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Activia strawberry

. 

We 

discovered that in the production process of 

Activia 

strawberry 

ingredients are used that have exceeded 

the expiration date. Now, the product can cause 

serious health problems,

 

and therefore does the 

product not meet our safety standards any more.

 

 

 

The warning is about ‘

Activia strawberry’

 

180gr 

with the expiration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not applicable 

for all other data. The product is sold in 

supermarkets of 

C1000, Albert Heijn and

 

Hoogvliet. 

We urge you to bring this product, with or without 

a co

upon, back to the store where you purchased it. 

The purchase amount will be reimbursed. 

 

 

We take full responsibility for the production error 

 

and therefore we offer our apologies for the 

 

inconvenience.

 

 

For more information our head office can be

 

reache

d daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 
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Brand equity

 

–

 

Mars Chocolate

 

Mars is made of milk chocolate, soft nougat and a great tasting caramel centre. The Mars bar is a 

pleasurable and occasional treat to be enjoyed as part of a balanced diet and healthy lifestyle. They 

stand for ‘Sensible Snacking’.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A  

Safety Warning ‘Unox Spicy Tomato Soup’

 

 

A few complaints are received from consumers 

 

regarding the quality of Unox 

Spicy 

Tomato Soup. 

 

For the production of 

Unox Spicy Tomato Soup

 

ingredients are used provided by third parties. 

One 

of these suppliers has reported a production error

, 

which is not meeting our safety standards. The 

product can cause serious health problems.

 

 

The warning is a

bout ‘Unox 

Spicy 

Tomato Soup’ 

 

800ml with the expiration date of October 17

th

 

2010 to November 14

th

 

2010. This warning is not 

 

applicable

 

for all other data. The product is sold in 

 

supermarkets of

 

C1000, Albert Heijn and 

Hoogvliet. 

 

We urge you to put this product with or without a 

 

coupon, back to the store where you purchased it. 

 

The purchase amount will be reimbursed. 

 

 

We are not responsible for this production error

.

 

 

 

For more information our head office can be

 

reached daily fr

om 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

B

    

 

 

Safety Warning ‘Coca Cola’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Coca Cola

. 

We discovered 

 

that in the production process of 

Coca Cola 

 

ingredients are used that have exceeded the 

 

expiration date. Now, the product can cause 

serious health problems, and therefore

 

does the 

product not meet our safety standards any more.

 

 

 

The 

warning is about ‘

Coca Cola’

 

1,5L 

with the 

 

expiration date of October 17

th

 

2010 to November 

 

14

th

 

2010. This warning is not applicable

 

for all 

other data. The product is sold in supermarkets of 

C1000, Albert Heijn and Hoogvliet. 

We urge you to 

bring

 

this 

product with or without a coupon, back 

to the store where you purchased it. The purchase 

amount will be reimbursed. 

 

 

We take full responsibility for the production error 

 

and therefore we offer our apologies for the 

 

inconvenience.

 

 

For more information o

ur head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

B

 

Safety Warning ‘Activia Strawberry’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Activia strawberry

. 

For the 

production of 

Activia Strawberry

 

ingredients are 

used provided by third parties. By misuse of the 

ingredients a production error has occurred, which 

is not meeting our safety standards. The product 

can cause serious health problems.

 

 

The warning is about ‘

Activia strawb

erry’

 

180gr 

with the expiration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not applicable 

for all other data. The product is sold in 

supermarkets of 

C1000, Albert Heijn and

 

Hoogvliet. 

We urge you to bring this product, with or without

 

a coupon, back to the store where you purchased it. 

The purchase amount will be reimbursed. 

 

 

The product is withdrawn from the market

.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +3

1 252

-

315314. 
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Brand Equity

 

-

 

‘Unox Spicy Tomato Soup’

 

Unox believe

s

 

good food starts with the finest, natural ingredients. 

That is why the

y choose 

for pure 

and natural

. 

F

ull flavor, no artificial color

s, flavors and fragrances. Unox uses 

a lot of tomatoes, red 

peppers, onion

s

 

and some cayenne pepper to

 

let it be extra spicy. Nothing 

more is needed for the 

delicious spicy tomato soup. Fair is lovely.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A

  

 

         

Safety Warning ‘

Mars

’

 

 

A few complaints are received from consumers 

 

regarding the quality of Mars. 

We discovered that 

in the production process of 

Mars 

ingredients are 

 

used that have exceeded the expiration date. Now, 

the product can cause serious health problems,

 

and 

therefore does the product not meet our safety 

standar

ds any more.

 

 

The warning is about ‘Mars

 

chocolate

’ 180gr with 

the expiration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not 

applicable for all other data. The product is sold in 

supermarkets of

 

C1000, Albert Heijn and 

H

oogvliet. 

 

 

We

 

urge you to bring this product, with or without 

a coupon, back to the store where you purchased 

it. The purchase amount will be reimbursed. 

 

 

The product is withdrawn from the market

. 

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

B

    

 

 

Safety Warning ‘Coca Cola’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Coca Cola

. 

Due to a 

production error of 

Coca Cola

 

little pieces of glass 

are found in the product. 

Now, the product can 

cause serious health problems, and therefore

 

does 

the product not

 

meet our safety standards any 

more.

 

 

 

The warning is about ‘

Coca Cola’

 

1,5L 

with the 

 

expiration date of October 17

th

 

2010 to November 

 

14

th

 

2010. This warning is not applicable

 

for all 

other data. The product is sold in supermarkets of 

C1000, Albert Heij

n and Hoogvliet. 

We urge you to 

bring

 

this product with or without a coupon, back 

to the store where you purchased it. The purchase 

amount will be reimbursed. 

 

 

We take full responsibility for the production error 

 

and therefore we offer our apologies for 

the 

 

inconvenience.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

C

 

Safety Warning ‘Activia Strawberry’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Activia strawberry

. 

For the 

production of 

Activia Strawberry

 

ingredients are 

used provided by third parties. By misuse of the 

ingredients a production error has occurred, which 

is not meeting our safety standards. The product 

can cause serious health problems.

 

 

The warning is

 

about ‘

Activia strawberry’

 

180gr 

with the expiration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not applicable 

for all other data. The product is sold in 

supermarkets of 

C1000, Albert Heijn and

 

Hoogvliet. 

We urge you to bring this pr

oduct, with or without 

a coupon, back to the store where you purchased it. 

The purchase amount will be reimbursed. 

 

 

We are not responsible for this production error.

 

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our sp

ecial 

 

free telephone number +31 252

-

315314. 
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Brand equity

 

–

 

‘Activia Strawberry’

 

Activia yogurt is yoghurt 

that improves your digestion naturally

. 

The brand has a range of delicious 

Activia yoghurts and yoghurt drinks,

 

with

 

the

 

unique and

 

good 

bacteria Bifidus ActiRegularis 

, which 

naturally help

s

 

to 

improve your digestive comfort. Scientific studies show that daily consumption of 

Activia 

has 

a beneficial effect on 

your digestive comfort.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A  

Safety Warning ‘Unox Spicy Tomato Soup’

 

 

A few complaints are received from consumers 

 

regarding the quality of Unox 

Spicy 

Tomato Soup. 

 

We 

d

iscovered that in the production process of 

 

Unox 

Spicy 

Tomato Soup ingredients are used that 

 

have exceeded the expiration date. Now, th

e 

product can cause serious health problems, and 

 

therefore

 

does 

the product not meet our safety 

 

standards any more.

 

 

The warning is about ‘Unox 

Spicy 

Tomato Soup’ 

 

800ml with the expiration date of October 17

th

 

2010 to November 14

th

 

2010. This warning is not 

 

applicable

 

for all other data. The product is sold in 

 

supe

rmarkets of

 

C1000, Albert Heijn and 

Hoogvliet. 

 

We urge you to put this product with or without a 

 

coupon, back to the store where you purchased it. 

 

The purchase amount will be reimbursed. 

 

 

The product is withdrawn from the market.

 

 

 

For more information

 

our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

B

 

        

Safety Warning 

‘Mars’

 

 

A few complaints are received from consumers 

 

regarding the quality of Mars. 

Due to a production 

error of Mars little pieces of glass are found in the 

product. Now

, the product can cause serious 

health problems,

 

and therefore does the product 

not m

eet our safety standards any more.

 

 

The warning is about ‘Mars

 

chocolate

’ 180gr with 

the expiration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not 

applicable for all other data. The product is sold in 

supermarkets of

 

C1000, Albert Hei

jn and 

H

oogvliet. 

We urge you to bring this product, with 

or without a coupon, back to the store where you 

purchased it. The purchase amount will be 

reimbursed. 

 

 

We take full res

ponsibility for the production 

error 

and therefore we offer our apologies for

 

the 

 

inconvenience.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

C

    

 

 

Safety Warning ‘Coca Cola’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Coca 

Cola

. 

For the 

production of 

Coca Cola

 

ingredients are used 

provided by third parties. By misuse of the 

ingredients a production error has occurred, which 

is not meeting our safety standards. The product 

can cause serious health problems.

 

 

The warning is ab

out ‘

Coca Cola’

 

1,5L 

with the 

 

expiration date of October 17

th

 

2010 to November 

 

14

th

 

2010. This warning is not applicable

 

for all 

other data. The product is sold in supermarkets of 

C1000, Albert Heijn and Hoogvliet. 

We urge you to 

bring

 

this product with 

or without a coupon, back 

to the store where you purchased it. The purchase 

amount will be reimbursed. 

 

 

We are not responsible for this production error.

 

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free 

telephone number +31 252

-

315314. 
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Brand equity

 

–

 

‘Coca Cola’

 

 

Coca

-

Cola is a carbonated 

soft drink

 

sold in stores, restaurants, and vending machines

 

internationally.

 

Besides Coca

-

Cola, t

he Coca

-

Cola Company

 

is owner of dozens of brands, like Sprite, 

Fanta, and Minute Maid. They are selling

 

the beverage

s

 

in more than 200 countries.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A  

Safety Warning ‘Unox Spicy Tomato Soup’

 

 

A few complaints are received from consumers 

 

regarding the quality of Unox 

Spicy 

Tomato Soup. 

 

Due to a production error of 

Unox Spicy Tomato 

Soup

 

little pieces of 

glass are found in the product. 

Now, th

e 

product can cause serious health 

problems, and therefore

 

does the product not 

meet our safety standards any more.

 

 

The warning is about ‘Unox 

Spicy 

Tomato Soup’ 

 

800ml with the expiration date of October 17

th

 

2010 t

o November 14

th

 

2010. This warning is not 

 

applicable

 

for all other data. The product is sold in 

 

supermarkets of

 

C1000, Albert Heijn and 

Hoogvliet. 

 

We urge you to put this product with or without a 

 

coupon, back to the store where you purchased it. 

 

The 

purchase amount will be reimbursed. 

 

 

We take full responsibility for the production error 

 

and therefore we offer our apologies for the 

 

inconvenience.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

B

  

 

         

Safety Warning ‘

Mars

’

 

 

A few complaints are received from consumers 

 

regarding the quality of Mars. 

For the prod

uction of 

Mars ingredients are used provided by third 

parties. By misuse of the ingredients a production 

error has occurred, which is not meeting our safety 

standards. The product can cause serious health 

problems.

 

 

The warning is about ‘Mars

 

chocolate

’ 18

0gr with 

the expiration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not 

applicable for all other data. The product is sold in 

supermarkets of

 

C1000, Albert Heijn and 

H

oogvliet. 

 

 

We urge you to bring this product, with or without 

a cou

pon, back to the store where you purchased 

it. The purchase amount will be reimbursed. 

 

 

We are not responsible for this production error.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

C

 

Safety Warning ‘Activia Strawberry’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Activia strawberry

. 

We 

discovered that in the production process of 

Activia 

strawberry 

ingredients are used that have exceeded 

the expiration date. Now, the product can cause 

serious health problems,

 

and therefore does the 

product not meet our safety standards any more.

 

 

 

The warning is about ‘

Activia strawberry’

 

180gr 

wit

h the expiration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not applicable 

for all other data. The product is sold in 

supermarkets of 

C1000, Albert Heijn and

 

Hoogvliet. 

We urge you to bring this product, with or without 

a coupon, back

 

to the store where you purchased it. 

The purchase amount will be reimbursed. 

 

 

The product is withdrawn from the market

.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 
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Brand equity

 

–

 

Mars Chocolate

 

Mars is made of milk chocolate, soft nougat and a great tasting caramel centre. The Mars bar is a 

pleasurable and occasional treat to be enjoyed as part of a balanced diet and healthy 

lifestyle. They 

stand for ‘Sensible Snacking’.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A  

Safety Warning ‘Uno

x Spicy Tomato Soup’

 

 

A few complaints are received from consumers 

 

regarding the quality of Unox 

Spicy 

Tomato Soup. 

 

For the production of 

Unox Spicy Tomato Soup

 

ingredients are used provided by third parties. By 

misuse of the ingredients a production error has 

occurred, which is not meeting our safety 

standards. The product can cause serious health 

problems.

 

 

The warning is about ‘Unox 

Spicy 

Tomato Soup’ 

 

800ml w

ith the expiration date of October 17

th

 

2010 to November 14

th

 

2010. This warning is not 

 

applicable

 

for all other data. The product is sold in 

 

supermarkets of

 

C1000, Albert Heijn and 

Hoogvliet. 

 

We urge you to put this product with or without a 

 

coupon, b

ack to the store where you purchased it. 

 

The purchase amount will be reimbursed. 

 

 

We are not responsible for this production error

.

 

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

B    

 

 

Safety Warning ‘Coca Cola’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Coca Cola

. 

We discovered 

 

that in the production process of 

Coca Cola 

 

ingredients are used that have exceeded the 

 

expiration date. Now, the product can cause 

serious health problems, and therefore

 

does the 

product not meet our safety standards any more.

 

 

 

The warning is about ‘

Coca Cola’

 

1,5L 

with the 

 

expiration date of 

October 17

th

 

2010 to 

November 14

th

 

2010. This warning is not 

applicable

 

for all other data. The product is sold in 

supermarkets of C1000, Albert Heijn and 

Hoogvliet. 

We urge you to bring

 

this product with 

or without a coupon, back to the store where you 

pu

rchased it. The purchase amount will be 

reimbursed. 

 

 

The product is withdrawn from the market.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

B

 

Safety Warning ‘Activia Strawberry’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Activia strawberry

. 

Due to a 

production error of 

Activia Strawberry

 

little pieces 

of glass are found in the product. 

Now, the product 

can cause serious health problems,

 

and therefore 

does the product not meet our safety standards any 

more.

 

 

 

The warning is about ‘

Activia strawberry’

 

180gr 

with the expiration date of Octob

er 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not applicable 

for all other data. The product is sold in 

supermarkets of 

C1000, Albert Heijn and

 

Hoogvliet. 

We urge you to bring this product, with or without 

a coupon, back to the store where you purcha

sed it. 

The purchase amount will be reimbursed. 

 

 

We take full responsibility for the production error 

 

and therefore we offer our apologies for the 

 

inconvenience.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our speci

al 

 

free telephone number +31 252

-

315314. 
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Brand Equity

 

-

 

‘Unox Spicy Tomato Soup’

 

Unox believe

s

 

good food starts with the finest, natural ingredients. 

That is why the

y choose 

for pure 

and natural

. 

F

ull flavor, no 

artificial color

s, flavors and fragrances. Unox uses 

a lot of tomatoes, red 

peppers, onion

s

 

and some cayenne pepper to

 

let it be extra spicy. Nothing 

more is needed for the 

delicious spicy tomato soup. Fair is lovely.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A

  

 

         

Safety Warning ‘

Mars

’

 

 

A few complaints are received from consumers 

 

regarding the quality of Mars. 

We discovered that 

in the production process of 

Mars 

ingredients are 

 

used that have exceeded the expiration date. Now, 

the product can cause serious health problems,

 

and 

therefore does the product not meet our safety 

standards any more.

 

 

The warning is about ‘Mars

 

chocolate

’ 180gr with 

the expiration d

ate of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not 

applicable for all other data. The product is sold in 

supermarkets of

 

C1000, Albert Heijn and 

H

oogvliet. 

 

 

We urge you to bring this product, with or without 

a coupon, back to the store wh

ere you purchased 

it. The purchase amount will be reimbursed. 

 

 

We are not responsible for this production error.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

B    

 

 

Safety Warning ‘Coca Cola’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Coca Cola

. 

Due to a 

production error of Coca Cola little pieces of glass 

are found in the product. Now, th

e product can 

cause serious health problems, and therefore

 

does 

the product no

t meet our safety standards any 

more.

 

 

 

The warning is about ‘

Coca Cola’

 

1,5L 

with the 

 

expiration date of October 17

th

 

2010 to 

November 14

th

 

2010. This warning is not 

applicable

 

for all other data. The product is sold in 

supermarkets of C1000, Albert Heij

n and 

Hoogvliet. 

We urge you to bring

 

this product with 

or without a coupon, back to the store where you 

purchased it. The purchase amount will be 

reimbursed. 

 

 

The product is withdrawn from the market.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

A

 

Safety Warning ‘Activia Strawberry’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Activia strawberry

. 

For the 

production of 

Activia Strawberry

 

ingredients are 

used provided by third parties. 

One of these 

suppliers has reported a production error

, which is 

not meeting our safety standards. The product can 

cause serious health problems.

 

 

The warning is about ‘

Activia strawberry’

 

180gr 

with the expiration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This 

warning is not applicable 

for all other data. The product is sold in 

supermarkets of 

C1000, Albert Heijn and

 

Hoogvliet. 

We urge you to bring this product, with or without 

a coupon, back to the store where you purchased it. 

The purchase amount will be reimb

ursed. 

 

 

We take full responsibility for the production error 

 

and therefore we offer our apologies for the 

 

inconvenience.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 
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Brand equity

 

–

 

‘Activia Strawberry’

 

Activia yogurt is yoghurt 

that improves your digestion naturally

. 

The brand has a range of delicious 

Activia yoghurts and yoghurt drinks, with

 

the

 

unique and

 

good 

bacteria Bifidus ActiRegularis 

, which 

naturally help

s

 

to 

improve your digestive comfort. Scientific studies show that daily consumption of 

Activia 

has 

a beneficial effect on 

your digestive comfort.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A  

Safety Warning ‘Unox Spicy Tomato Soup’

 

 

A few complaints are received from consumers 

 

regarding the quality of Unox 

Spicy 

Tomato Soup. 

 

We 

d

iscovered that in t

he production process of 

 

Unox 

Spicy 

Tomato Soup ingredients are used that 

 

have exceeded the expiration date. Now, th

e 

product can cause serious health problems, and 

 

therefore

 

does the product not meet our safety 

 

standards any more.

 

 

The warning is abou

t ‘Unox 

Spicy 

Tomato Soup’ 

 

800ml with the expiration date of October 17

th

 

2010 to November 14

th

 

2010. This warning is not 

 

applicable

 

for all other data. The product is sold in 

 

supermarkets of

 

C1000, Albert Heijn and 

Hoogvliet. 

 

We urge you to put this product with or without a 

 

coupon, back to the store where you purchased it. 

 

The purchase amount will be reimbursed. 

 

 

We are not responsible for this production error

.

 

 

 

For more information our head office can be

 

reached daily fr

om 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

B

  

 

         

Safety Warning ‘

Mars

’

 

 

A few complaints are received from consumers 

 

regarding the quality of Mars. 

Due to a production 

error of Mars little pieces of glass are found in the 

product. 

Now, the product can cause serious health 

problems,

 

and therefore does the product not 

meet our 

safety standards any more.

 

 

The warning is about ‘Mars

 

chocolate

’ 180gr with 

the expiration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not 

applicable for all other data. The product is sold in 

supermarkets of

 

C1000, Albert Heijn and 

H

oogvliet. 

 

 

We urge you to bring this product, with or without 

a coupon, back to the store where you purchased 

it. The purchase amount will be reimbursed. 

 

 

The product is withdrawn from the market

. 

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

A

    

 

 

Safety Warning ‘Coca Col

a’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Coca Cola

. 

For the 

production of 

Coca Cola

 

ingredients are used 

provided by third parties. 

One of these suppliers 

has reported a production error

, which is not 

meeting our safety st

andards. The product can 

cause serious health problems.

 

 

The warning is about ‘

Coca Cola’

 

1,5L 

with the 

 

expiration date of October 17

th

 

2010 to November 

 

14

th

 

2010. This warning is not applicable

 

for all 

other data. The product is sold in supermarkets of 

C1000, Albert Heijn and Hoogvliet. 

We urge you to 

bring

 

this product with or without a coupon, back 

to the store where you purchased it. The purchase 

amount will be reimbursed. 

 

 

We take full responsibility for the production error 

 

and therefore we offer our apologies for the 

 

inconvenience.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 
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Brand equity

 

–

 

‘Coca Cola’

 

 

Coca

-

Cola is a carbonated 

soft drink

 

sold in stores, restaurants, and vending machines

 

internationally.

 

Besides Coca

-

Cola, t

he Coca

-

Cola Company

 

is owner of dozens of brands, like Sprite, 

Fanta, and Minute Maid. They are selling

 

the beverage

s

 

in more than 200 countries.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A  

Safety Warning ‘Unox Spicy Tomato Soup’

 

 

A few complaints are received from consumers 

 

regarding the quality of Unox 

Spicy 

Tomato Soup. 

 

Due to a production error of 

Unox Spicy Tomato 

Soup

 

little pieces of glass are found in the product. 

Now, th

e 

product can cause serious health 

problems, and therefore

 

does the product not 

meet our safety st

andards any more.

 

 

 

The warning is about ‘Unox 

Spicy 

Tomato Soup’ 

 

800ml with the expiration date of October 17

th

 

2010 to November 14

th

 

2010. This warning is not 

 

applicable

 

for all other data. The product is sold in 

 

supermarkets of

 

C1000, Albert Heijn and 

Hoogvliet. 

 

We urge you to put this product with or without a 

 

coupon, back to the store where you purchased it. 

 

The purchase amount will be reimbursed. 

 

 

The product is withdrawn from the market.

 

 

 

For more information our head o

ffice can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

B 

 

        

Safety Warning ‘Mars’

 

 

A few complaints are received from

 

consumers 

 

regarding the quality of Mars. 

For the production 

of Mars ingredients are used provided by third 

parties. One of these suppliers has reported a 

production error, which is not meeting our safety 

standards. The product 

can cause serious health 

pr

oblems.

 

 

The warning is about ‘Mars

 

chocolate

’ 180gr with 

the expiration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not 

applicable for all other data. The product is sold in 

supermarkets of

 

C1000, Albert Heijn and 

H

oogvliet. 

We urge you to bring this product, with 

or without a coupon, back to the store where you 

purchased it. The purchase amount will be 

reimbursed. 

 

 

We take full res

ponsibility for the production 

error 

and therefore we offer our apologies for the 

 

inconvenienc

e.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

C

 

Safety Warning ‘Activia Strawberry’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Activia 

strawberry

. 

We 

discovered that in the production process of 

Activia 

strawberry 

ingredients are used that have exceeded 

the expiration date. Now, the product can cause 

serious health problems,

 

and therefore does the 

product not meet our safety standards any

 

more.

 

 

 

The warning is about ‘

Activia strawberry’

 

180gr 

with the expiration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not applicable 

for all other data. The product is sold in 

supermarkets of 

C1000, Albert Heijn and

 

Hoogvliet. 

We ur

ge you to bring this product, with or without 

a coupon, back to the store where you purchased it. 

The purchase amount will be reimbursed. 

 

 

We are not responsible for this production error.

 

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 
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Brand equity

 

–

 

Mars Chocolate

 

Mars is made of milk chocolate, soft nougat and a great tasting caramel centre. The Mars bar is a 

pleasurable and occasional treat to be enjoyed as part of a balanced diet and healthy lifestyle. They 

stand for ‘Sensible Snacking’.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A  

Safety Warning ‘Unox Spicy Tomato Soup’

 

 

A few complaints are received from consumers 

 

regarding the quality of Unox 

Spicy 

Tomato Soup. 

 

For the production of 

Unox Spicy Tomato Soup

 

ingredients are used provide

d by third parties. 

One 

of these suppliers has reported a production error

, 

which is not meeting our safety standards. The 

product can cause serious health problems.

 

The warning is about ‘Unox 

Spicy 

Tomato Soup’ 

 

800ml with the expiration date of October 1

7

th

 

2010 to November 14

th

 

2010. This warning is not 

 

applicable

 

for all other data. The product is sold in 

 

supermarkets of

 

C1000, Albert Heijn and 

Hoogvliet. 

 

We urge you to put this product with or without a 

 

coupon, back to the store where you purchased

 

it. 

 

The purchase amount will be reimbursed. 

 

 

We take full responsibility for the production error 

 

and therefore we offer our apologies for the 

 

inconvenience.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

C

 

Safety Warning ‘Activia Strawberry’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Activia strawberry

. 

Due to a 

production error of 

Acti

via Strawberry

 

little pieces 

of 

glass are found in the product. 

Now, the product 

can cause serious health problems,

 

and therefore 

does the product not meet our safety standards any 

more.

 

 

 

The warning is about ‘

Activia strawberry’

 

180gr 

with the expiration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not applicable 

for all other data. The product is sold in 

supermarkets of 

C1000, Albert Heijn and

 

Hoogvliet. 

We urge you to bring this product, with or without 

a co

upon, back to the store where you purchased it. 

The purchase amount will be reimbursed. 

 

 

The product is withdrawn from the market

.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

B

   

 

 

Safety Warning ‘Coca Cola’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Coca Cola

. 

We discovered 

 

that in the production process of 

Coca Cola 

 

ingredients are used that have exceeded the 

 

expiration date. Now, the product can cause 

serious health problems, and therefore

 

does the 

product not meet our safety standards any more.

 

 

 

The warni

ng is about ‘

Coca Cola’

 

1,5L 

with the 

 

expiration date of October 17

th

 

2010 to November 

 

14

th

 

2010. This warning is not applicable

 

for all 

other data. The product is sold in supermarkets of 

C1000, Albert Heijn and Hoogvliet. 

We urge you to 

bring

 

this produ

ct with or without a coupon, back 

to the store where you purchased it. The purchase 

amount will be reimbursed. 

 

 

We are not responsible for this production error.

 

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 
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Brand Equity

 

-

 

‘Unox Spicy Tomato Soup’

 

Unox believe

s

 

good food starts with the finest, natural ingredients. 

That is why the

y choose 

for pure 

and natural

. 

F

ull flavor, no artificial color

s, flavors and fragrances. Unox uses 

a lot of tomatoes, red 

peppers, onion

s

 

and some cayenne pepper to

 

let it be extra spi

cy. Nothing 

more is needed for the 

delicious spicy tomato soup. Fair is lovely.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A

  

 

         

Safety Warning ‘

Mars

’

 

 

A few complaints are received from consumers 

 

regarding the quality of Mars. 

Due to a production 

error of 

Mars

 

little pieces of

 

glass are found in the 

product. 

Now, the product can cause serious health 

problems,

 

and therefore does the product not 

meet our safety standards any more.

 

 

 

The warning is about ‘Mars

 

chocolate

’ 180gr with 

the expiration date of October 17

th

 

2010 to 

Novem

ber

 

14

th

 

2010. This warning is not 

applicable for all other data. The product is sold in 

supermarkets of

 

C1000, Albert Heijn and 

H

oogvliet. 

 

 

We urge you to bring this product, with or without 

a coupon, back to the store where you purchased 

it. The purchase amount will be reimbursed. 

 

 

We are not responsible for this production error.

 

 

For more information our head office can be

 

reached daily fr

om 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

B

   

 

 

Safety Warning ‘Coca Cola’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Coca Cola

. 

For the 

production of 

Coca Cola

 

ingredients are used 

provided by third parties. By misuse of the 

ingredients a production error has occurred, which 

is not meeting our safety standards. The product 

can cause serious health problems.

 

 

The warning is about ‘

Coca Cola’

 

1,5L 

with the 

 

expira

tion date of October 17

th

 

2010 to November 

 

14

th

 

2010. This warning is not applicable

 

for all 

other data. The product is sold in supermarkets of 

C1000, Albert Heijn and Hoogvliet. 

We urge you to 

bring

 

this product with or without a coupon, back 

to the stor

e where you purchased it. The purchase 

amount will be reimbursed. 

 

 

We take full responsibility for the production error 

 

and therefore we offer our apologies for the 

 

inconvenience.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

C

 

Safety Warning ‘Activia Strawberry’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Activia strawberry

. 

For the 

production of 

Activia Strawberry

 

ingredients are 

used provided by third parties. 

One of these 

suppliers has reported a production error

, which is 

not meeting our safety standards. The product can 

cause serious health problems.

 

 

The warning is about ‘

Activia strawberry’

 

180gr 

with the expiration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not applicable 

for all other data. The product is sold in 

supermarkets of 

C1000, Albert Heijn and

 

Hoogvliet. 

We urge you to bring this product, with or without 

a cou

pon, back to the store where you purchased it. 

The purchase amount will be reimbursed. 

 

 

The product is withdrawn from the market

.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 
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Brand equity

 

–

 

‘Activia Strawberry’

 

Activia yogurt is yoghurt 

that improves your digestion naturally

. 

The brand has a range of delicious 

Activia yoghurts and yoghurt drinks, with

 

the

 

unique and

 

good 

bacteria Bifidus ActiRegularis 

, which 

naturally help

s

 

to 

improve your digestive comfort. Scientific studies show that daily consumption of 

Activia 

has 

a beneficial effect on 

your digestive comfort.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A  

Safety Warning ‘Unox Spicy Tomato Soup’

 

 

A few c

omplaints are received from consumers 

 

regarding the quality of Unox 

Spicy 

Tomato Soup. 

 

Due to a production error of 

Unox Spicy Tomato 

Soup

 

little pieces of glass are found in the product. 

Now, th

e 

product can cause serious health 

problems, and therefore

 

does the product not 

meet our safety standards any more.

 

 

 

The warning is about ‘Unox 

Spicy 

Tomato Soup’ 

 

800ml with the expiration date of October 17

th

 

2010 to November 14

th

 

2010. This warning is not 

 

applicable

 

for all other data. The product is sold in 

 

supermarkets of

 

C1000, Albert Heijn and 

Hoogvliet. 

 

We urge you to put this product with or without a 

 

coupon, back to the store where you purchased it. 

 

The purchase amount will be reimbursed. 

 

 

We are not responsible for this production error

.

 

 

 

For mor

e information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

B

 

        

Safety Warning ‘Mars’

 

 

A few complaints are received from consumers 

 

regarding the quality of Mars. 

For the production 

of Mars ingredients are used provided by third 

parties. By misuse of the ingredients a production 

error has occurred, which is not meeting our 

safety 

standards. The product can cause serious 

health problems.

 

 

The warning is about ‘Mars

 

chocolate

’ 180gr with 

the expiration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not 

applicable for all other data. The product is sold in 

supermarke

ts of

 

C1000, Albert Heijn and 

H

oogvliet. 

We urge you to bring this product, with 

or without a coupon, back to the store where you 

purchased it. The purchase amount will be 

reimbursed. 

 

 

We take full res

ponsibility for the production 

error 

and therefore we offer our apologies for the 

 

inconvenience.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

C

    

 

 

Safety Warning ‘Coca Cola’

 

 

A few complaints are received from consumers 

 

regarding the quality of Coca Cola. 

For the 

production of Coca Cola ingredients are used 

provided by third parties. One of these suppliers 

has reported a production error

, which is not 

meeting our safety standards. The product can 

cause serious health 

problems.

 

 

The warning is about ‘

Coca Cola’

 

1,5L 

with the 

 

expiration date of October 17

th

 

2010 to November 

14

th

 

2010. This warning is not applicable

 

for all 

other data. The product is sold in supermarkets of 

C1000, Albert Heijn and Hoogvliet. 

We urge you 

to 

bring

 

this product with or without a coupon, back 

to the store where you purchased it. The purchase 

amount will be reimbursed. 

 

 

The product is withdrawn from the market.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with 

our special 

 

free telephone number +31 252

-

315314. 
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Brand equity

 

–

 

‘Coca Cola’

 

 

Coca

-

Cola is a carbonated 

soft drink

 

sold in stores, restaurants, and vending machines

 

internationally.

 

Besides Coca

-

Cola, t

he Coca

-

Cola 

Company

 

is owner of dozens of brands, like Sprite, 

Fanta, and Minute Maid. They are selling

 

the beverage

s

 

in more than 200 countries.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A  

Safety Warning ‘Unox Spicy Tomato Soup’

 

 

A few complaints are received from 

consumers 

 

regarding the quality of Unox 

Spicy 

Tomato Soup. 

 

For the production of 

Unox Spicy Tomato Soup

 

ingredients are used provided by third parties. By 

misuse of the ingredients a production error has 

occurred, which is not meeting our safety 

standards. The product can cause serious health 

problems.

 

The warning is about ‘Unox 

Spicy 

Tomato Soup’ 

 

800ml wi

th the expiration date of October 17

th

 

2010 to November 14

th

 

2010. This warning is not 

 

applicable

 

for all other data. The product is sold in 

 

supermarkets of

 

C1000, Albert Heijn and 

Hoogvliet. 

 

We urge you to put this product with or without a 

 

coupon, back to the store where you purchased it. 

 

The purchase amount will be reimbursed. 

 

 

We take full responsibility for the production error 

 

and therefore we offer our apologies for the 

 

inconvenience.

 

 

For more information our head office can be

 

rea

ched daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

B

  

 

         

Safety Warning ‘

Mars

’

 

 

A few complaints are received from consumers 

 

regarding the quality of Mars. 

For the production of 

Mars ingredients are used provided by third 

parties. 

One of these suppliers 

has reported a 

production error

, which is not meeting our safety 

standards. The product can cause serious health 

problems.

 

The warning is about ‘Mars

 

chocolate

’ 180gr with 

the expiration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not 

applicable for all other data. The product is sold in 

supermarkets of

 

C1000, Albert Heijn and 

H

oogvliet. 

 

 

We urge you to bring this product, with or without 

a coupon, back to the store where you purchased 

it. The purchase amount will be reimbursed. 

 

 

The 

product is withdrawn from the market

. 

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

C

 

Safety Warning ‘Activia Strawberry’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Activia 

strawberry

. 

Due to a 

production error of 

Activia Strawberry

 

little pieces 

of glass are found in the product. Now, the product 

can cause serious health problems

,

 

and therefore 

does the product not meet our safety standards any 

more.

 

 

 

The warning is about ‘

Activia strawberry’

 

180gr 

with the expiration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not applicable 

for all other data. The product is sold in 

supermarkets of 

C1000, Albert Heijn and

 

Hoogvliet. 

We urge you to bring this product, w

ith or without 

a coupon, back to the store where you purchased it. 

The purchase amount will be reimbursed. 

 

 

We are not responsible for this production error.

 

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 
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Brand equity

 

–

 

Mars Chocolate

 

Mars is made of milk chocolate, soft nougat and a great tasting caramel 

centre. The Mars bar is a 

pleasurable and occasional treat to be enjoyed as part of a balanced diet and healthy lifestyle. They 

stand for ‘Sensible Snacking’.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A  

Safety Warning ‘Unox Spicy Tomato Soup’

 

 

A few complaints are received from consumers 

 

reg

arding the quality of Unox 

Spicy 

Tomato Soup. 

 

For the production of 

Unox Spicy Tomato Soup

 

ingredients are used provided by third parties. 

One 

of these suppliers has reported a production error

, 

which is not meeting our safety standards. The 

product can 

cause serious health problems.

 

 

The warning is about ‘Unox 

Spicy 

Tomato Soup’ 

 

800ml with the expiration date of October 17

th

 

2010 to November 14

th

 

2010. This warning is not 

 

applicable

 

for all other data. The product is sold in 

 

supermarkets of

 

C1000, Alb

ert Heijn and 

Hoogvliet. 

 

We urge you to put this product with or without a 

 

coupon, back to the store where you purchased it. 

 

The purchase amount will be reimbursed. 

 

 

The product is withdrawn from the market.

 

 

 

For more information our head office can 

be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

B

    

 

 

Safety Warning ‘Coca Cola’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Coca Cola

. 

Due to a 

production error of 

Coca Cola

 

litt

le pieces of glass 

are found in the product. 

Now, the product can 

cause serious health problems, and therefore

 

does 

the product not meet our safety standards any 

more.

 

 

 

The warning is about ‘

Coca Cola’

 

1,5L 

with the 

 

expiration date of October 17

th

 

2010 to November 

 

14

th

 

2010. This warning is not applicable

 

for all 

other data. The product is sold in supermarkets of 

C1000, Albert Heijn and Hoogvliet. 

We urge you to 

bring

 

this product with or without a coupon, back 

to the store where you purchased it.

 

The purchase 

amount will be reimbursed. 

 

 

We are not responsible for this production error.

 

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 

A

 

Safety Warning ‘Activia Strawberry’

 

 

A few complaints are received from consumers 

 

regarding the quality of 

Activia strawberry

. 

For the 

production of 

Activia Strawberry

 

ingredients are 

used provided by third parties. By misuse of the 

ingredients a produc

tion error has occurred, which 

is not meeting our safety standards. The product 

can cause serious health problems.

 

 

The warning is about ‘

Activia strawberry’

 

180gr 

with the expiration date of October 17

th

 

2010 to 

November

 

14

th

 

2010. This warning is not app

licable 

for all other data. The product is sold in 

supermarkets of 

C1000, Albert Heijn and

 

Hoogvliet. 

We urge you to bring this product, with or without 

a coupon, back to the store where you purchased it. 

The purchase amount will be reimbursed. 

 

 

We take full responsibility for the production error 

 

and therefore we offer our apologies for the 

 

inconvenience.

 

 

For more information our head office can be

 

reached daily from 9.00 

–

 

17.00 with our special 

 

free telephone number +31 252

-

315314. 

 

 


Appendix 2. Reliability
2.1 Cronbach Alpha
	Cronbach's Alpha
	N of Items

	,888
	10


2.2 Reliability – Total item statistics
	

	
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item-Total Correlation
	Cronbach's Alpha if Item Deleted

	I consider myself to be loyal to X
	28,84
	51,320
	,666
	,874

	X would be my first choice
	29,03
	51,473
	,604
	,879

	I will not buy other brands if X is available at the store
	29,36
	53,648
	,519
	,885

	The likely quality of X is extremely high
	28,31
	53,359
	,665
	,875

	The likelihood that X would be tasteful is very high
	28,34
	52,653
	,704
	,873

	I can recognize X among other competing brands
	28,05
	53,075
	,603
	,879

	I am aware of X
	28,22
	53,754
	,585
	,880

	Some characteristics of X come to my mind quickly
	28,34
	52,193
	,631
	,877

	I can quickly recall the symbol or logo of X
	27,98
	51,339
	,624
	,878

	I do not have difficulty in imagining X in my mind
	27,95
	51,220
	,672
	,874


	Appendix 3. Descriptives

3.1 Descriptive results for the variable sexe



	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	260
	59,1
	59,1
	59,1

	
	Female
	180
	40,9
	40,9
	100,0

	
	Total
	440
	100,0
	100,0
	


3.2 Descriptive results for the variable age

	

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	< 25
	160
	36,4
	36,4
	36,4

	
	25 - 49
	200
	45,5
	45,5
	81,8

	
	50 <
	80
	18,2
	18,2
	100,0

	
	Total
	440
	100,0
	100,0
	


3.3 Descriptive results for the variable education

	

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Low
	192
	43,6
	43,6
	43,6

	
	High
	248
	56,4
	56,4
	100,0

	
	Total
	440
	100,0
	100,0
	


Appendix 4. Variable Testing

4.1 Group statistics for the variable cause
	

	
	Cause
	N
	Mean
	Std. Deviation
	Std. Error Mean

	BE Average
	Internal
	165
	3,0794
	,77393
	,06025

	
	External
	165
	3,0945
	,80109
	,06236


4.2 Independent samples t-test for the variable cause
	

	
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	
	F
	Sig.
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	
	
	
	Lower
	Upper

	BE Average
	Equal variances assumed
	,223
	,637
	-,175
	328
	,861
	-,01515
	,08671
	-,18574
	,15544

	
	Equal variances not assumed
	
	
	-,175
	327,611
	,861
	-,01515
	,08671
	-,18574
	,15544


4.3 Group statistics for the variable control
	

	
	Controllability
	N
	Mean
	Std. Deviation
	Std. Error Mean

	BE Average
	dimension1
	High
	170
	3,0806
	,78396
	,06013

	
	
	Low
	160
	3,0937
	,79152
	,06258


4.4 Independent samples t-test for the variable control
	

	
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	
	F
	Sig.
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	
	
	
	Lower
	Upper

	BE Average
	Equal variances assumed
	,183
	,669
	-,152
	328
	,880
	-,01316
	,08676
	-,18383
	,15751

	
	Equal variances not assumed
	
	
	-,152
	326,382
	,880
	-,01316
	,08678
	-,18388
	,15756


	4.5 Descriptive statistics for the variable blame

	

	
	N
	Mean
	Std. Deviation
	Std. Error
	95% Confidence Interval for Mean
	Minimum
	Maximum

	
	
	
	
	
	Lower Bound
	Upper Bound
	
	

	Taking the blame
	110
	3,0773
	,81010
	,07724
	2,9242
	3,2304
	1,10
	4,90

	Informative
	126
	3,1825
	,82259
	,07328
	3,0375
	3,3276
	1,00
	4,80

	Shifting the blame
	94
	2,9702
	,69512
	,07170
	2,8278
	3,1126
	1,00
	4,50

	Total
	330
	3,0870
	,78646
	,04329
	3,0018
	3,1721
	1,00
	4,90


	4.6 One-way Anova for the variable blame

	

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	2,443
	2
	1,221
	1,986
	,139

	Within Groups
	201,051
	327
	,615
	
	

	Total
	203,494
	329
	
	
	


	4.7 Post-hoc test for the variable blame

	

	(I) Blame
	(J) Blame
	Mean Difference (I-J)
	Std. Error
	Sig.
	95% Confidence Interval

	
	
	
	
	
	Lower Bound
	Upper Bound

	Taking the blame
	Informative
	-,10527
	,10232
	,304
	-,3066
	,0960

	
	Shifting the blame
	,10706
	,11014
	,332
	-,1096
	,3237

	Informative
	Taking the blame
	,10527
	,10232
	,304
	-,0960
	,3066

	
	Shifting the blame
	,21233*
	,10687
	,048
	,0021
	,4226

	Shifting the blame
	Taking the blame
	-,10706
	,11014
	,332
	-,3237
	,1096

	
	Informative
	-,21233*
	,10687
	,048
	-,4226
	-,0021

	*. The mean difference is significant at the 0.05 level.


4.8 Group statistics for the new variable blame
	

	
	Blamenew
	N
	Mean
	Std. Deviation
	Std. Error Mean

	BE Average
	Discussed
	204
	3,0279
	,75934
	,05316

	
	Not discussed
	126
	3,1825
	,82259
	,07328


4.9 Independent samples t-test for the new variable blame
	

	
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	
	F
	Sig.
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	
	
	
	Lower
	Upper

	BE Average
	Equal variances assumed
	,548
	,460
	-1,740
	328
	,083
	-,15460
	,08884
	-,32936
	,02017

	
	Equal variances not assumed
	
	
	-1,708
	248,773
	,089
	-,15460
	,09054
	-,33291
	,02372


Appendix 5. Product Statistics
5.1 Statistics for the brand Coca Cola

	Group Statisticsa

	
	BE measurement
	N
	Mean
	Std. Deviation
	Std. Error Mean

	BE Average
	dimension1
	Yes
	26
	3,3000
	,64560
	,12661

	
	
	No
	84
	3,1917
	,90663
	,09892

	a. Product = Coca Cola


5.2 Statistics for the brand Unox

	Group Statisticsa

	
	BE measurement
	N
	Mean
	Std. Deviation
	Std. Error Mean

	BE Average
	dimension1
	Yes
	29
	3,1759
	,64012
	,11887

	
	
	No
	81
	3,0864
	,70706
	,07856

	a. Product = Unox


5.3 Statistics for the brand Mars
	Group Statisticsa

	
	BE measurement
	N
	Mean
	Std. Deviation
	Std. Error Mean

	BE Average
	dimension1
	Yes
	26
	3,3000
	,64560
	,12661

	
	
	No
	84
	3,1917
	,90663
	,09892

	a. Product = Coca Cola


5.4 Statistics for the brand Activia
	Group Statisticsa

	
	BE measurement
	N
	Mean
	Std. Deviation
	Std. Error Mean

	BE Average
	dimension1
	Yes
	32
	3,5844
	,91936
	,16252

	
	
	No
	78
	2,9962
	,72317
	,08188

	a. Product = Activia


	Appendix 6. Versions descriptives

6.1 Descriptive statistics for version 1

	

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	BE Average
	33
	1,10
	4,40
	2,9636
	,72578

	Valid N (listwise)
	33
	
	
	
	

	a. Cause = Internal, Controllability = High, Blame = Taking the blame


	6.2 Descriptive statistics for version 2



	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	BE Average
	27
	1,00
	4,80
	2,9481
	,83729

	Valid N (listwise)
	27
	
	
	
	

	a. Cause = Internal, Controllability = High, Blame = Silent


6.3 Descriptive statistics for version 3
	

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	BE Average
	28
	1,80
	4,10
	2,9321
	,59320

	Valid N (listwise)
	28
	
	
	
	

	a. Cause = Internal, Controllability = High, Blame = Shifting the blame


6.4 Descriptive statistics for version 4
	

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	BE Average
	27
	1,60
	4,90
	3,5259
	,73881

	Valid N (listwise)
	27
	
	
	
	

	a. Cause = Internal, Controllability = Low, Blame = Taking the blame


6.5 Descriptive statistics for version 5
	

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	BE Average
	28
	1,60
	4,80
	3,3036
	,77195

	Valid N (listwise)
	28
	
	
	
	

	a. Cause = Internal, Controllability = Low, Blame = Silent


6.6 Descriptive statistics for version 6
	

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	BE Average
	22
	1,00
	4,50
	2,7682
	,78461

	Valid N (listwise)
	22
	
	
	
	

	a. Cause = Internal, Controllability = Low, Blame = Shifting the blame


6.7 Descriptive statistics for version 7
	

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	BE Average
	22
	1,30
	4,50
	3,2636
	,75753

	Valid N (listwise)
	22
	
	
	
	

	a. Cause = External, Controllability = High, Blame = Taking the blame


6.8 Descriptive statistics for version 8
	

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	BE Average
	49
	1,20
	4,80
	3,3000
	,88506

	Valid N (listwise)
	49
	
	
	
	

	a. Cause = External, Controllability = High, Blame = Silent


6.9 Descriptive statistics for version 9
	

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	BE Average
	11
	1,90
	4,10
	2,7909
	,63789

	Valid N (listwise)
	11
	
	
	
	

	a. Cause = External, Controllability = High, Blame = Shifting the blame


6.10 Descriptive statistics for version 10
	

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	BE Average
	28
	1,20
	3,80
	2,6321
	,77606

	Valid N (listwise)
	28
	
	
	
	

	a. Cause = External, Controllability = Low, Blame = Taking the blame


6.11 Descriptive statistics for version 11
	

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	BE Average
	22
	1,40
	4,20
	3,0545
	,68084

	Valid N (listwise)
	22
	
	
	
	

	a. Cause = External, Controllability = Low, Blame = Silent


6.12 Descriptive statistics for version 12
	

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	BE Average
	33
	1,60
	4,20
	3,1970
	,69484

	Valid N (listwise)
	33
	
	
	
	

	a. Cause = External, Controllability = Low, Blame = Shifting the blame


Appendix 7. Regression Model

	7.1 Regression analysis – Model summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	
	1
	,407a
	,166
	,128
	,74654

	a. Predictors: (Constant), D_Version12, D_Education, D_Activia, D_Version06, D_Version11, D_Age25_49, D_Version09, D_Version10, D_Version05, D_Version07, D_Gender, D_Version04, D_Version02, D_Version03, D_Version01, D_Mars, D_Version08, D_Age50, D_CocaCola


7.2 Regression analysis - Coefficients
	

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	3,661
	,126
	
	29,019
	,000

	
	D_Mars
	,094
	,108
	,051
	,865
	,388

	
	D_CocaCola
	,086
	,109
	,047
	,786
	,432

	
	D_Activia
	,011
	,108
	,006
	,100
	,921

	
	D_Gender
	,046
	,076
	,028
	,611
	,542

	
	D_Education
	-,105
	,077
	-,065
	-1,368
	,172

	
	D_Age25_49
	-,470
	,083
	-,293
	-5,646
	,000

	
	D_Age50
	-,382
	,110
	-,185
	-3,477
	,001

	
	D_Version01
	-,464
	,152
	-,153
	-3,050
	,002

	
	D_Version02
	-,443
	,165
	-,133
	-2,694
	,007

	
	D_Version03
	-,407
	,160
	-,125
	-2,549
	,011

	
	D_Version04
	,141
	,164
	,042
	,859
	,391

	
	D_Version05
	-,035
	,160
	-,011
	-,219
	,827

	
	D_Version06
	-,589
	,177
	-,161
	-3,322
	,001

	
	D_Version07
	-,067
	,176
	-,018
	-,378
	,705

	
	D_Version08
	-,135
	,131
	-,053
	-1,032
	,303

	
	D_Version09
	-,558
	,239
	-,109
	-2,332
	,020

	
	D_Version10
	-,743
	,161
	-,227
	-4,617
	,000

	
	D_Version11
	-,271
	,177
	-,074
	-1,533
	,126

	
	D_Version12
	-,270
	,152
	-,089
	-1,770
	,078


7.3 One-Way Anova - Relations
Internal cause and high controllability

	Descriptives

	BE Average

	
	N
	Mean
	Std. Deviation
	Std. Error
	95% Confidence Interval for Mean
	Minimum
	Maximum

	
	
	
	
	
	Lower Bound
	Upper Bound
	
	

	Taking the blame
	33
	2,9636
	,72578
	,12634
	2,7063
	3,2210
	1,10
	4,40

	Silent
	27
	2,9481
	,83729
	,16114
	2,6169
	3,2794
	1,00
	4,80

	Shifting the blame
	28
	2,9321
	,59320
	,11211
	2,7021
	3,1622
	1,80
	4,10

	Total
	88
	2,9489
	,71599
	,07632
	2,7972
	3,1006
	1,00
	4,80


	ANOVA

	BE Average

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	,015
	2
	,008
	,014
	,986

	Within Groups
	44,585
	85
	,525
	
	

	Total
	44,600
	87
	
	
	


Internal cause and low controllability
	Descriptives

	BE Average

	
	N
	Mean
	Std. Deviation
	Std. Error
	95% Confidence Interval for Mean
	Minimum
	Maximum

	
	
	
	
	
	Lower Bound
	Upper Bound
	
	

	Taking the blame
	27
	3,5259
	,73881
	,14218
	3,2337
	3,8182
	1,60
	4,90

	Silent
	28
	3,3036
	,77195
	,14589
	3,0042
	3,6029
	1,60
	4,80

	Shifting the blame
	22
	2,7682
	,78461
	,16728
	2,4203
	3,1161
	1,00
	4,50

	Total
	77
	3,2286
	,81448
	,09282
	3,0437
	3,4134
	1,00
	4,90


	ANOVA

	BE Average

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	7,208
	2
	3,604
	6,172
	,003

	Within Groups
	43,209
	74
	,584
	
	

	Total
	50,417
	76
	
	
	


External cause and high controllability
	Descriptives

	BE Average

	
	N
	Mean
	Std. Deviation
	Std. Error
	95% Confidence Interval for Mean
	Minimum
	Maximum

	
	
	
	
	
	Lower Bound
	Upper Bound
	
	

	Taking the blame
	22
	3,2636
	,75753
	,16151
	2,9278
	3,5995
	1,30
	4,50

	Silent
	49
	3,3000
	,88506
	,12644
	3,0458
	3,5542
	1,20
	4,80

	Shifting the blame
	11
	2,7909
	,63789
	,19233
	2,3624
	3,2195
	1,90
	4,10

	Total
	82
	3,2220
	,83223
	,09190
	3,0391
	3,4048
	1,20
	4,80


	ANOVA

	BE Average

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	2,380
	2
	1,190
	1,750
	,180

	Within Groups
	53,720
	79
	,680
	
	

	Total
	56,100
	81
	
	
	


External cause and low controllability

	Descriptives

	BE Average

	
	N
	Mean
	Std. Deviation
	Std. Error
	95% Confidence Interval for Mean
	Minimum
	Maximum

	
	
	
	
	
	Lower Bound
	Upper Bound
	
	

	Taking the blame
	28
	2,6321
	,77606
	,14666
	2,3312
	2,9331
	1,20
	3,80

	Silent
	22
	3,0545
	,68084
	,14516
	2,7527
	3,3564
	1,40
	4,20

	Shifting the blame
	33
	3,1970
	,69484
	,12096
	2,9506
	3,4433
	1,60
	4,20

	Total
	83
	2,9687
	,75303
	,08266
	2,8042
	3,1331
	1,20
	4,20


	ANOVA

	BE Average

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	5,053
	2
	2,527
	4,877
	,010

	Within Groups
	41,445
	80
	,518
	
	

	Total
	46,499
	82
	
	
	


Appendix 8. Report Wizard VWA

[image: image18.emf]
Safety warning ´Cruesli Apple and Raisin´


To our regret, in a limited number of packages of Quaker there is found a piece of wire. This course does not meet the quality requirements of Quaker. Therefore, we request you to check the information below. If the package meets the following specifications, we ask you not to eat the Cruesli.


The packages of 500gr and 965gr Cruesli of the 'best before' date of 07/08/2010 are involved. For all other Cruesli and 'best before' dates Cruesli Apple and Raisin, this call is not applicable.


For a full refund of the purchase price, cut the upper side of the package and send it before March 1 2010 to: Quaker Cruesli recall, Freepost 1075, 6200 VB Maastricht. There is no need to stick a stamp. Put in your letter your name, address and bank account number, so that the purchase price can be paid.


For more information a special line is created at 0800-0240022.


Sorry for the inconvenience.


The VWA and other involved are informed correctly.
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� Analysis of risk advisor and insurance broker Aon Netherlands


� www.productwaarschuwing.nl


� Verordering (EG) Nr. 178/2002, page 11


� www.fnli.nl


� In the Dutch Advertising Code is a myriad of rules established where advertising has to meet these rules
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