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4.  Naderer, B., Peter, C., & Karsay, K. (2020, May). This picture does not portray reality:
Developing and testing a disclaimer for digitally enhanced pictures on social media
appropriate for tweens and teens. Presentation at the (virtual) 70th annual conference of
the International Communication Association (ICA), May 20-26.

5. Neureiter, A., Hirsch, M., Matthes, J., & Naderer, B. (2020, May). Sustainable flying?
The effects of greenwashed claims in airline advertising on perceived greenwashing,
brand outcomes, and flying attitudes. Presentation at the (virtual) 70th annual
conference of the International Communication Association (ICA), May 20-26.

6.  Spielvogel, I., Naderer, B., Binder, A., & Matthes, J. (2020, May). The forbidden
reward. The emergence of parent-child conflicts about food over time and the role of
parents' communication strategies and feeding practices. Presentation at the (virtual)
70th annual conference of the International Communication Association (ICA), May
20-26.

7. Binder, A., Naderer, B., & Matthes, J. (2020, May). Experts, peers, or celebrities?
Increasing children’s fruit choice using different social endorsers. Presentation at the
(virtual) 70th annual conference of the International Communication Association (ICA),
May 20-26.

8.  Binder, A., Naderer, B., Matthes, J., & Spielvogel, I. (2020, May). Fiction is sweet:
The impact of media consumption on the development of children’s nutritional
knowledge and the moderating role of parental food-related mediation. A longitudinal
study. Presentation at the (virtual) 70th annual conference of the International
Communication Association (ICA), May 20-26.

9.  Binder, A., & Naderer, B. (2019, May). "It’s not what you say, but how you say it!":
Affecting children’s healthy dietary choices with gain- versus loss-framed nutritional
messages in children’s cartoon movies. Presentation at the 69th annual conference of
the International Communication Association (ICA), May 24-28, Washington, D.C.,
USA.

10. Heiss, R., & Naderer, B. (2019, May). "Healthwashing" uncovered: Health knowledge
enables the detection of inappropriate health claims in food advertising. Presentation at
the 69th annual conference of the International Communication Association (ICA), May
24-28, Washington, D.C., USA.
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11. Naderer, B., Binder, A., Spielvogel, 1., & Forrai, M. (2019, May). Food as an eye-
catcher. An eye-tracking study on children's attention to healthy and unhealthy food
presentations as well as non-edible objects in audiovisual media. Presentation at the
69th annual conference of the International Communication Association (ICA), May 24-
28, Washington, D.C., USA.

12. Spielvogel, I., Matthes, J., & Naderer, B. (2019, May). Again and again: Exploring the
influence of disclosure repetition on children's cognitive processing of brand
placements. Presentation at the 69th annual conference of the International
Communication Association (ICA), May 24-28, Washington, D.C., USA.

13. Mayrhofer, M., Naderer, B., & Matthes, J. (2018, August). Placing brands on
Facebook: How the source and context of brand posts affect brand likeability.
Presentation to the Advertising Division at the AEJMC Annual Convention, August 6-9,
Washington D.C., USA.

14. Matthes, J., Marquart, F., Naderer, B., Schmuck, D., & Arendt, F. (2018, August).
Cause and effect: Development and state of the art of experimental communication
research. Presentation to the Communication Theory and Methodology Division at the
AEJMC Annual Convention, August 6-9, Washington D.C., USA.

15. Naderer, B., Matthes, J., Binder, A., & Mayrhofer, M (2018, March). Healthy, sweet,
brightly colored, and full of vitamins: Affective and cognitive persuasive strategies of
food placements and children’s healthy eating behavior. Accepted for presentation at the
American Academy of Advertising (AAA), March 22-25, New York, USA.

16. Mayrhofer, M., Naderer, B., & Binder, A. (2017, August). Unhealthy fun: Food
references in comedy series. Presentation at the ComSHER Division at the AEJMC
Annual Convention, August 9-12, Chicago, USA.

17.  Mayrhofer, M. & Naderer, B. (2017, May). Can mass media be an alcohol educator for
everyone? Investigating the effects of portrayed alcohol consequences on alcohol
expectancies and attitudes and the influence of viewers' characteristics. Presentation at
the 67th annual conference of the International Communication Association (ICA), May
25-29, San Diego, USA.

18. Naderer, B., Matthes, J., Binder, A., Marquart, F., Mayrhofer, M., Obereder, A., &
Spielvogel, I. (2017, May). Shaping children's healthy eating habits with food
placements? Healthy and unhealthy food placements in movies, children's BMI, food-

related parental mediation strategies, and food choice. Presentation at the 67th annual
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conference of the International Communication Association (ICA), May 25-29, San
Diego, USA.

19. Naderer, B., Matthes, J., & Spielvogel, 1. (2017, May). How brands appear in
children’s movies. A systematic content analysis of the past 25 years. Presentation at the
67th annual conference of the International Communication Association (ICA), May
25-29, San Diego, USA.

20. Naderer, B., Matthes, J., & Zeller, P. (2016, August). Placing snacks in children's
movies: Cognitive, evaluative, and conative effects of product placements with
character product interaction. Paper presented to the Advertising Division at the AEJMC
Annual Convention, August 4-7, Minneapolis, USA.

21. Naderer, B., Marquart, F., Mayrhofer, M., & Spielvogel, I. (2016, June). Children's
attitudinal and behavioral reactions to product placements: Do parental mediations and
family conversations matter? Presentation at the 66th annual conference of the
International Communication Association (ICA), June 9-13, Fukuoka, Japan.

22. Schmuck, D. &, Naderer, B. (2016, June). Misleading consumers with green
advertising? Comparing the effects of false and vague greenwashing claims.
Presentation at the 66th annual conference of the International Communication
Association (ICA), June 9-13, Fukuoka, Japan.

23.  Schmuck, D., & Matthes, J., Naderer, B., & Beaufort, M. (2015, May). Effects of
environmental brand attributes and nature imagery in green advertising on brand
attitude and purchase intention. Presentation at the 65th annual conference of the

International Communication Association (ICA), May 21-25, San Juan, Puerto Rico.

24. Matthes, J., Marquart, F., Naderer, B., Arendt, F., Schmuck, D., & Adam, K. (2015,
May). Questionable research practices in experimental communication research: A
systematic analysis from 1980 to 2013. Presentation at the 65th annual conference of the

International Communication Association (ICA), May 21-25, San Juan, Puerto Rico.

25. Arendt, F., Naderer, B., Abdollahi, M., Mittelberger, A., Surzhyk, O., & Zhou, L.
(2015, May). Food choice in children: Television commercials and fading behavioral
effects. Presentation at the 65th annual conference of the International Communication
Association (ICA), May 21-25, San Juan, Puerto Rico.

26. Matthes, J., & Naderer, B. (2014, August). The "Boomerang Effect” of disclosures:

How placement disclosures affect brand memory, persuasion knowledge, and brand
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attitude. Paper presented to the Advertising Division at the AEJMC Annual Convention,
August 5-9, Montréal, Canada.

Peer-Reviewed Non-Full Paper Presentations (34)

1.  Kihn, J., BoRenecker, M., Naderer, B., & Spielvogel, I. (2021, November). What
needs to match up? how social media influencer-brand-fit and perceived similarity
affect source credibility and brand evaluations. Presentation held at: Targeted: Digitale
Kommunikation und Werbung™; Gemeinsame Jahrestagung der Fachgruppen Digitale
Kommunikation und Werbekommunikation der Deutschen Gesellschaft fur Publizistik-
und Kommunikationswissenschaft. Leipzig, Germany.

2. Naderer, B. & Rieger, D. (2021, November). The role of cognitive biases in online
radicalization. Presentation held at: Targeted: Digitale Kommunikation und Werbung";
Gemeinsame Jahrestagung der Fachgruppen Digitale Kommunikation und
Werbekommunikation der Deutschen Gesellschaft fur Publizistik- und
Kommunikationswissenschaft. Leipzig, Germany.

3. Beckert, J., & Naderer, B. (2021, November). What drives the persuasive effectiveness
of influencer advertising? An analysis of impact factors referring to the source,
message, and audience of influencer communication. Presentation held at Targeted:
Digitale Kommunikation und Werbung"; Gemeinsame Jahrestagung der Fachgruppen
Digitale Kommunikation und Werbekommunikation der Deutschen Gesellschaft flr
Publizistik- und Kommunikationswissenschaft. Leipzig, Germany.

4.  WauIf, T., Naderer, B., Olbermann, & Hohner, J. (2021, September). Finding gold at the
end of the rainbowflag? Claim vagueness and presence of emotional imagery as factors
for rainbow washing. Paper presented at the 11" Conference of the Media Psychology
Division, Chemnitz, Germany

5.  Bouko, C., Naderer, B., & Rieger, D. (2021, September). Raising awareness about
one’s own cognitive biases to counter radicalization: presentation of the PRECOBIAS
project. Paper presented at the MOTRA-K #2021. Wiesbaden, Germany.

6.  Wulf, T., Naderer, B., Olbermann, & Hohner, J. (2021, June). Finding gold at the end
of the rainbowflag? Claim vagueness and presence of emotional imagery as factors for
rainbow washing. Paper presented at the Annual Meeting of the European Advertising
Academy, ICORIA 2021, Online-conference.
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7. Naderer, B. & BoRenecker, M. (2021, April). Personalized ads promoting sensitive.
health topics: Appreciated or condemned? Paper presented at the Three-Country
Conference on Communication Science (DACH 21), Zurich, Switzerland.

8.  Naderer, B. & Rieger, D. (2021, April). An online world of bias: The mediating role of
cognitive biases on extremist attitudes. Paper presented at the Three-Country
Conference on Communication Science (DACH 21), Zurich, Switzerland.

9.  WIuUIf, T., & Naderer, B. (2021, April). Advertising what matters? Media effects of ads
dealing with social issues. Paper presented at the Three-Country Conference on
Communication Science (DACH 21), Zurich, Switzerland

10. Naderer, B. (2021, January). In green influencers we trust. Presentation at the annual
conference of the Media Audiences and Effects Division of the German Communication
Association (DGPuK) Online-Conference, January 27-29, Miinchen, Germany.

11. Naderer, B. & Festl. R. (2020, November). Social media literacy — A central resource
for children and adolescents growing up in an online world. Presentation at the SACM
Media Literacy Conference, Online-Conference, March 10-12, Winterthur, Switzerland.

12. Naderer, B. (2020, March). Influencers as political agents? The potential of an unlikely
source to motivate political action. Presentation at the annual conference of the German
Communication Association (DGPuK), Online-Conference, November 20th, Miinchen,
Germany.

13. Spielvogel, I., & Naderer, B. (2020, January). Head over heels in love with the product
on Instagram: Eine Untersuchung des Balance-Modells im Rahmen von Social-Media-
Marketing. Presentation at the annual conference of the Media Audiences and Effects
Division of the German Communication Association (DGPuK), January 23-25,
Wirzburg, Germany.

14. Opree, S., & Naderer, B. (2019, November). Increasing advertising literacy to unveil
disinformation in green advertising. Presentation at the conference Advertising Literacy:
Dealing with Persuasive Messages in a Complex Media Environment, November 27-29,
Vienna, Austria.

15.  Von Sikorski, C., Naderer, B., & Brandt, D. (2019, November). Homosexuality in
children’s cartoons: How same-sex characters and political orientation affect adults’
perceived age-appropriateness of children’s cartoons. Presentation at the conference
Advertising Literacy: Dealing with Persuasive Messages in a Complex Media

Environment, November 27-29, Vienna, Austria.
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16. Naderer, B., Spielvogel, 1., Matthes, J., Binder, A., Forrai, M., Knupfer, H., & Saumer,
M. (2019, November). The impact of watching movies and series on children's BMI and
the moderating role of perceived parental food rules. A longitudinal study. Presentation
at the European Conference of Health Communication (ECHC), November 13-15,
Zurich, Switzerland.

17. Naderer, B., Matthes, J., & Bintinger, S. (2019, June). It is just a spoof. Spoof
placements and their impact on activation of conceptual persuasion knowledge as well
as the referenced brand’s memory and evaluation. Paper presented at the 18th
International Conference on Research in Advertising (ICORIA), June 27-29, Krems,
Austria.

18. Spielvogel, I., Naderer, B., & Matthes, J. (2019, June). Disclosing brand placements on
audiovisual media: A scientific and practical perspective on the implementation of
disclosures in EU countries. Paper presented at the 18th International Conference on
Research in Advertising (ICORIA), June 27-29, Krems, Austria.

19. Binder, A., & Naderer, B. (2019, May). Shaping healthy eating habits in children and
adolescents with social appeals: Toward a conceptual model. Presentation at the 69th
annual conference of the International Communication Association (ICA), May 24-28,
Washington, D.C., USA.

20. Binder, A., Naderer, B., & Matthes, J. (2019, May). Framing nutritional messages for
children: Does perceived effectiveness influence or predict the intended behavior?
Presentation at the ICA Pre-Conference of the Health Communication Division, May
24, Washington, D.C., USA.

21. Naderer, B., Matthes, J., & Schafer, S. (2019, May). Werbe-Disclosure auf Instagram:
Die moderierende Rolle der Ahnlichkeit mit dem Kommunikator. Presentation at the
annual conference of the German Communication Association (DGPuK), May 9-11,
Munster, Germany.

22. Binder, A., Naderer, B., Spielvogel, 1., Forrai, M., & Matthes, J. (2019, April). Der
Zusammenhang zwischen Ubergewicht und Fernsehkonsum bei Kindern und die
moderierende Wirkung des elterlichen Erziehungsstils. Presentation at the conference
"Kommunikationswissenschaftliche Tage 2019" of the Austrian Society of
Communication (OGK), April 25-27, Vienna, Austria.

23. Heiss, R., Naderer, B., & Matthes, J. (2018, December). "Healthwashing"” uncovered:

Health knowledge enables the detection of inappropriate health claims in food
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advertising. Paper presented at the Kick-off Meeting Life & Health Science Cluster
Tirol, December 3-4, Innsbruck, Austria.

24. Naderer, B., Karsay, K., & Peter, C. (2018, December). Picture Perfect — Die Wirkung
von Bearbeitungshinweisen bei Bildern auf den wahrgenommenen Realismus und die
Korperzufriedenheit junger Frauen. Presentation at the annual conference of the Visual
Communication Division of the German Communication Association (DGPuK),
November 29-December 1, Vienna, Austria.

25. Spielvogel, 1., & Naderer, B. (2018, November). Match me if you can (or not?). Eine
Untersuchung der Match-Up Hypothese in bildbasierten Social-Media-Kanalen.
Presentation at the annual conference of the Visual Communication Division of the
German Communication Association (DGPuK), November 29-December 1, Vienna,
Austria.

26. Naderer, B., Aidi, A., & Sander, D. (2017, November). It's a Brand-Lovestory.
Auswirkungen von Produktplatzierungen in Foto-Lovestories auf die Markenwahl.
Presentation at the annual conference of the Advertising Division and PR &
Organizational Communication Division of the German Communication Association
(DGPuK), November 23-25, Vienna, Austria.

27. Mayrhofer, M., Matthes, J., Einwiller, S., & Naderer, B. (2017, November).
Advertisement disclosures on Facebook. Presentation at the annual conference of the
Advertising Division and PR & Organizational Communication Division of the German
Communication Association (DGPuK), November 23-25, Vienna, Austria.

28. Matthes, J., Naderer, B., Schmuck, D., & Eicher, C. (2017, November).
Argumentationsstrategien in der griinen Werbung: Ein systematischer Vergleich von 10
Landern. Presentation at the annual conference of the Advertising Division and PR &
Organizational Communication Division of the German Communication Association
(DGPuK), November 23-25, Vienna, Austria.

29. Matthes, J., Naderer, B., & Schmuck, D. (2017, November). Wer sind die griinen
Konsumenten? Pradiktoren flir nachhaltiges Kaufverhalten im internationalen Kontext.
Presentation at the annual conference of the Advertising Division and PR &
Organizational Communication Division of the German Communication Association
(DGPuK), November 23-25, Vienna, Austria.

30. Naderer, B., Spielvogel, 1., Obereder, A., & Matthes, J. (2016, November). Darstellung

und Einbindung von Produktplatzierungen in deutschen Kinderfilmen. Presentation at
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the annual conference of the Advertising Division of the German Communication
Association (DGPuK), November 16-18, Miinster, Germany.

31. Naderer, B., Obereder, A., Spielvogel, I., & Matthes, J. (2016, November). Die
Perspektive der Eltern zur Werbepraxis von Produktplatzierungen. Zu
RegulierungsmaRnahmen eingebetteter Werbeformen. Presentation at the annual
conference of the Advertising Division of the German Communication Association
(DGPuK), November 16-18, Miinster, Germany.

32. Naderer, B., & Karsay, K. (2016, January). Detecting the persuasive intent of product
placements in photo-love-stories. Consequences for brand recall and brand evaluation.
Presentation at the Annual Conference of the Media Audiences and Effects Division of
the German Communication Association (DGPuK), January 28-30, Amsterdam,
Netherlands.

33. Naderer, B., Matthes, J., & Mestas, M. (2015, November). Do you take credit cards?
The attitudinal and behavioral effects of advertising in board games targeted at children.
Presentation at the 'Children, Adolescents and Advertising' ECREA Symposium,
November 5-6, Madrid, Spain.

34. Matthes, J., & Naderer, B. (2012, November). Zum Einfluss von Nahrungsmittel-
platzierungen in Kinderfilmen: Effekt auf das Verhalten, nicht aber die Einstellungen?
Presentation at the annual conference of the Advertising Interest Group of the German
Communication Association, November 21-23, Wirzburg, Germany.
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PUBLIC OUTREACH

Media Coverage (5)

1.  FSF Blog (12.06.2019). Produktplatzierungen in Kinderfilmen.

2. Die Presse (01.06.2018). Chips & Co. als Nebendarsteller.

3. Der Standard. (11.07.2016). "Konnte Bildschirm abschlecken™: Wie Junkfood-Werbung
auf Kinder wirkt.

4.  Die Presse. (26.02.2016). Ungesundes Fernsehen.

5. Der Standard (08.07.2015). Product-Placement: Die Macht der Burger im

Kinderfernsehen.
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