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Vision in Marketing

The human visual system is central in natural tasks that consumers daily
engage in, such as viewing and reading advertising, and inspecting,
searching and choosing brands and products in brick and mortar and virtual

shopping environments. (1) The visual system rapidly and largely
automatically accomplishes a host of functions that are vital to consumers'

goal-directed behavior. Moreover, the visual system is most likely centrally
implicated in learning, higher-order, cognitive-affective processes, decision
making and its behavioral implementation and coordination, Yet. relatively

little attention in marketing and consumer science is devoted to the role of

such visual processes, with several notable exceptions in this edited volume.
Aristotle, in his theory of rhetoric, already stressed the importance of

'bringing before the eyes," to actualize and bring to life rather than to rely

only on the force of logical. verbal arguments in order to persuade people. In
a recent analysis of decision-making research, Loewenstein (2001, p. 503)

argues that people often do not choose between alternative courses of
behavior by explicitly weighting their costs and benefits. Instead, "people
rely on cognitive capabilities that are relatively well developed, such as
visual perception and object recognition, rather than operations that they
are not very good at, like addition and multiplication." If this holds true,
what happens when consumers are exposed to advertisements and similar
visual marketing stimuli, with various forms of text and pictorials? How do
consumers move their eyes across such complex scenes to extract
information that is relevant to their current goals, what do they pay
attention to, and how does this affect their decision making and choices?

And more generally, how are eye movements related to higher-order
| cognitive and affective processes and to consumer behaviors of interest in
marketing?

[Hreg]

Advertising Processing as Scene Perception
(2) Visual marketing stimuli, such as print advertisements and television




commercials, are specific types of scenes. Consumers are continuously

exposed to scenes, defined as "semantically coherent (and often nameable)
views of a real-world environment comprising background elements and
multiple discrete objects arranged in a spatially licensed manner". Spatial
licensing involves adherence to physical constraints of the universe, such as
the laws of gravity and sunlight coming from above, and the semantic

constraints imposed by object identities and functions, such as that cars do
not fly, or that dolls do not speak to people.

Real-world scenes differ from Ersatz scenes that are sometimes used in
fundamental perception research, such as arrays of dots or basic shapes and
colors in target search tasks. Henderson (2005) urges to reserve the term
scene for real-world scenes, because these are likely to be perceived
differently from Ersatz scenes. For instance, and we will return to this, real-
world scenes are identified as coherent meaningful entities using global
image properties, with implications for the informativeness of the objects
contained therein. '

Within real-world scenes, natural and man-made scenes can be
distinguished, and the latter category comprises visual marketing stimuli,
such as advertisements. Whereas natural scenes are predominantly or
exclusively pictorial, advertising scenes comprise combinations of pictorial
and textual information, as different information modes. Advertising scenes
are mixed-mode, real-world, man-made scenes with their own lawfulness (or
licensing), because in advertisements cars can fly, dolls may talk to people,
and dreams come true, This makes understanding eye movements across ad
scenes both interesting and challenging.
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