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Abstract 

Four studies document that exposure to social media logos activates a public mindset, 
thereby leading to choices of visually superior products. The effect is greater for heavy social 
media users and gets dampened when the consumption context is private. The authors theorize 
that transferability of visual qualities drives the effects. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



(1000-word Extended Abstract) 
 

Instagrammably Visual: The Impact of Social Media Logos on Aesthetically-
driven Consumption 

 
 

EXTENDED ABSTRACT 
 
Social media platforms are highly ubiquitous in the daily lives of consumers. 

Particularly, it has recently become common for commercial websites and flyers to include 
social media logos (e.g., Tuten and Solomon 2017), which invite consumers to visit their own 
social media sites and share their experiences with peers (Minnik 2016; Schwarz 2011). 
Although such logos might at first be deemed independent of purchase decisions, we 
challenge this naïve perception and ask: can exposure to social media logos drive consumers’ 
decision making? If so, how and why?  

Visual logos may trigger particular behaviors via priming (e.g., Jiang et al. 2014; 
Fitzsimons et al. 2008). Social media platforms, due to their asynchrony and photo-uploading 
functions, may serve as an excellent tool for self-presentation (DeAndrea and Walther 2011; 
Strano 2008). By connecting these two distinct literatures, our work makes a novel 
proposition: exposure to social media logos in ads could induce a public mindset, whereby 
consumers attend to how others view them and are motivated to impress others 
spontaneously. Because of the public mindset, we propose that social media logos could 
increase visually (vs. gustatorily- or olfactorily) superior product choices, since visual 
qualities are more easily transferable online, even without direct contact with tangible 
objects, and would thereby be more effective for impression management (e.g. Diaconu 
2006; Stevanson and Case 2005).  

Four studies collectively support our theorizing. Study 1A (N = 201) employed a 
single factor (social media logo: logo absent vs. just logos vs. logos and sharing message) 
between-subjects design. We first pretested 31 pairs of images of pastas and hamburgers 
(N=62), whereby each item’s prettiness and tastiness were measured. Importantly, to 
manipulate perceived taste, we added a yellow star at the upper left corner of some 
aesthetically-inferior items and told participants that starred items are recommended as 
delicious. One pair of pasta dishes and another pair of hamburgers were selected as the main 
stimuli, whereby one item in each pair was prettier yet less tasty than the other item (all ps 
< .002). We then placed these images on a fictitious café menu and manipulated the presence 
of social media logos (Instagram and Facebook), thereby creating three versions: 1) logo 
absent, 2) just logos, and 3) logos and “share your experience” message. Participants saw one 
of the menu versions and chose one of the four food items. Results revealed significant 
differences among the three conditions in participants’ prettier (vs. tastier) food choices 
(Mlogos and message = 55% vs. Mjust logos = 43% vs. Mlogo absent = 33%; χ2 = 6.18, p =.045). The 
difference between the logos and sharing message condition and the logo absent condition 
was significant (χ2 = 6.03, p =.018). More importantly, when the two logo present conditions 
were collapsed, participants in the logo present condition (Mlogo present = 49%) made 
significantly higher prettier choices than those in the logo absent condition (χ2 
= 4.32, p = .038), thereby validating the basic effect.  

Study 1B (N = 294) employed a single factor (logo: social media logos vs. company’s 
logo vs. logo absent) between-subjects design. By using flower bouquets instead of food 
items, we examined whether the effect would also hold in the ‘visual vs. olfactory’ domain. 
By including the ‘the company’s logo’ condition, we also tested whether the effect was 
specifically driven by social media logos. We pretested 21 flower bouquet pictures (N=51) 



and selected a pair of bouquets as the main stimuli, where one bouquet was again prettier yet 
less fragrant than the other (ps <. 002). Participants saw one of the three versions and decided 
between the two flower bouquets. As predicted, participants in the social media logos 
condition displayed significantly higher visually superior choices than those in the logo 
absent condition and in the company’s logo condition (Msocial media logos = 71% vs. Mcompany’s logo 

= 54% vs. Mlogo absent = 56%; χ2 = 7.37, p =.027). Importantly, there were no differences 
between the latter two conditions (χ2 = 0.08), suggesting that only social media logos 
triggered the effects.  

   Study 2 (N = 292) had a fictitious cake shop as the experimental context and 
employed a single-factor (social media logo: logo present vs. logo absent) between-subjects 
design. Two pairs of cakes were selected as the main stimuli (all ps <.05). In addition to the 
cake choice, participants also answered a 7-point question asking how heavily they used 
social media. Again, participants in the logo present condition displayed a greater percentage 
of prettier cake choice than those in the logo absent condition (Mlogo present = 33% vs. Mlogo 

absent = 17%; χ2 = 9.9, p =.002). More importantly, there was a significant interaction between 
social media logos and heaviness of social media usage (z = 2.32, p = .021), such that heavier 
social media users were more affected by the presence of social media logos. 

Study 3 (N = 478) employed a 2 (social media logo: absent vs. present) x 3 
(consumption context: public vs. control vs. private) between-subjects design. The same cake 
shop was again used as the stimuli, albeit with just one pair of cakes. Importantly, we 
manipulated the privacy of consumption context such that participants imagined buying a 
cake for their own private dinner, for just a dinner, or for a dinner with friends invited. As 
anticipated, we found a significant interaction between social media logos and consumption 
context (Wald χ2 = 4.72, p = .029). In the private consumption condition, the effect of social 
media logos was eliminated (Mlogo present = 16% vs. Mlogo absent = 21%; χ2 = 0.78, p =.37), 
although the effects were replicated in the public and control conditions (all ps < .03). In 
addition, social media logos per se did not significantly influence perceived prettiness of both 
cakes (ps = ns), thus enabling us to rule out the alternative aesthetic sensitivity account. 

Together, the current research uncovers a novel effect that exposure to social media 
logos results in visually superior choices, driven by the public mindset and moderated by 
consumers’ heavy usage of social media platforms. 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 



(2500-word Extended Abstract for Review) 
 

Instagrammably Visual: The Impact of Social Media Logos on Aesthetically-
driven Consumption 

 
EXTENDED ABSTRACT 

 
Social media platforms are highly ubiquitous in the daily lives of consumers 

worldwide. According to a recent survey (Bham Digital 2018), more than 5 billion consumers 
are actively using one of the following five social media outlets: Facebook, Instagram, 
Twitter, Youtube, and Linkedin. Consistent with the trend, more than 96% of businesses 
employ social media to market their brands and products (Stelzner 2015), whereby social 
media has been established as a vital tool for communicating their brands with attractive 
consumer segments (Murdough 2009).   

Despite its marketing relevance, consumer research addressing the nature and impact 
of social media remains scanty. Extant research has only dealt with the limited facets of 
social media marketing, such as how consumers use social media for product 
recommendations (e.g., Schivinski and Dabrowski 2016). Yet, the impact of social media in 
marketing reaches far beyond the plain usage contexts of social media websites. Particularly, 
it has recently become common for commercial websites, flyers, and even restaurant menus 
to include social media logos (e.g., Tuten and Solomon 2017), on top of their core advertising 
content, which invite consumers to visit their own social media sites and share their 
experiences with peers (Minnik 2016; Schwarz 2011). Although such logos might at first be 
deemed independent of purchase decisions rendered on the spot, the present research 
challenges this naïve perception and asks the following question: can exposure to social 
media logos drive consumers’ decision making, and if so, how and why?  
Prior research on visual logos has shown that exposure to brand and product logos may 
trigger certain perceptions and behaviors via priming (e.g., Hagtvedt 2011; Jiang et al. 2014; 
Fitzsimons et al. 2008), and recent research on impression management suggests that social 
media platforms, due to their asynchrony and photo-uploading functions, may serve as an 
excellent tool for self-presentation (DeAndrea and Walther 2011; Gonzales and Hancock 
2011; Strano 2008; Townsend 2015; Walther 2007; Wilcox and Stephen 2012; Young 2008). 
By connecting these two distinct literatures, our work makes a novel proposition: exposure to 
social media logos in ads could induce a public mindset, whereby consumers attend to how 
others view them and, thus, are motivated to impress others spontaneously. As a consequence 
of the public mindset, we propose that exposure to social media logos is likely to make 
consumers prioritize visual qualities when making purchase decisions, since visual qualities, 
as opposed to other sensory qualities (e.g., gustatory, olfactory), are more easily transferable 
via online platforms, even without direct contact with tangible objects, and would thereby be 
more effective for impression management (e.g. Bromberg and Schilder 1934; Diaconu 2006; 
Stevanson and Case 2005). In a nutshell, we predict that consumers exposed to social media 
logos are more likely to choose visually superior (vs. gustatorily- or olfactorily superior) 
products – across diverse product categoriess such as food and flowers. 

We report four studies that collectively buttress our theorizing. Study 1A was run 
with the aim of establishing the initial causal relationship between social media logos and 
visually superior choices. As the first step, we pretested 31 pairs of images consisting of two 
different food categories: pasta and hamburgers (N=62). We measured perceived aesthetic 
attractiveness and taste of each food item using a 10-point Likert scale. Notably, in order to 
manipulate perceived taste, we added a yellow star at the upper left corner of some of the 
aesthetically-inferior food items, while telling participants that starred food items are 



recommended as delicious by both chefs and customers alike. Based on the pretest, we 
selected one pair of pasta dishes and another pair of hamburgers, as the main stimuli. As for 
pastas, Eggplant and Ricotta pasta was rated as prettier than Vongolle (starred) pasta 
(MEggplant and Ricotta = 7.0 vs. MVongolle = 5.18; t = 5.07, p < .001), whereas the former was rated 
as less tasty than the latter (MEggplant and Ricotta = 6.7 vs. MVongolle = 7.72; t = -3.33, p = .001). 
Likewise, Classic Hamburger, rated as prettier than Sunset Perfect Burger (MClassic = 6.21 vs. 
MSunset = 4.83; t = 3.8, p < .001) was rated as less tasty than (starred) Sunset Perfect Burger 
(MClassic = 6.78 vs. MSunset = 7.88; t = -3.37, p = .001). Next, we adopted the menu format of a 
real existing café called Sunset Café and placed these four food images (2 hamburgers, 2 
pastas) on it. We then manipulated the presence of social media logos (Instagram and 
Facebook), thereby creating three different versions. Specifically, the first version did not 
have any logos in it, the second version had just social media logos in it, and the third version 
included the photo-sharing message (“share your experience with us”) on top of social media 
logos. 

The main study employed a single-factor (social media logo: logo absent vs. just 
logos vs. logos and sharing message) between-subjects design. Mturkers (N=201) randomly 
assigned to one of the three conditions saw one of the three café menus depending on the 
condition and were asked to choose one of the four items they would like to order, again 
along with the explanation that the starred items have been recommended as delicious. A chi-
square analysis, whereby prettier foods were coded as 1 and tastier foods as 0, revealed that 
there were significant differences among the three conditions in participants’ choices of 
prettier (vs. tastier) food items (Mlogos and message = 55% vs. Mjust logos = 43% vs. Mlogo absent = 
33%; χ2 = 6.18, p =.045), such that participants in the logo and message condition were the 
most likely to choose prettier food items whereas those in the logo absent condition were the 
least likely. A following Wald test confirmed that the difference between the logo and 
message condition and the logo absent condition was significant (χ2 = 6.03, p =.018). More 
importantly, in support of our key hypothesis, when the two logo present conditions were 
collapsed, participants in the logo present condition (Mlogo present = 49%) made significantly 
higher prettier food choices than those in the logo absent condition (Mlogo absent= 33%; χ2 
= 4.32, p =.038), suggesting that the presence of social media logos induced aesthetically-
driven consumption. 

Following Study 1A, we subsequently ran Study 1B for the two main purposes. First 
and foremost, in order to investigate whether the effect of social media logos observed in 
Study 1A would likewise hold for other non-food sensory products, we set flower bouquets 
as the target product category, whereby olfactory qualities will replace gustatory qualities to 
compete against visual qualities. Secondly, by including the flower delivery shop’s 
company's logo condition as an additional experimental condition, we intended to examine 
whether the effect is not driven by any visual logos but only triggered by social media logos, 
thus aiming to strengthen the initial causal relationship. Using the same starring method for 
perceived fragrance manipulation, we pretested 21 flower bouquet images just as in Study 1A 
(N=51), and selected a pair of bouquet pictures as the main stimuli: Pink Rose Bouquet and 
(starred) Red Rose Bouquet. Although the former was rated as more visually attractive than 
the latter (MPink Rose = 8.68 vs. MRed Rose = 7.8; t = 3.35, p = .001), it was rated as less fragrant 
(MPink Rose = 6.94 vs. MRed Rose = 9.04; t = -6.42, p < .001), After placing these two pictures as 
the featured products on the format of a fictitious online flower delivery website called 
Flowers Store, we manipulated the presence of logos, thus creating three different versions. 
The first version had social media logos; the second version had the company’s logo 
(Flowers Store); and the third version didn’t have any logos. 

In a between-subjects design, 294 MTurkers were randomly assigned to one of the 



three (logo: social media logos vs. company’s logo vs. logo absent) experimental conditions 
and saw the Flowers Store website image along with the two flower bouquets, both of which 
were equally priced at $59.99. Upon entering the study, participants were told to imagine that 
they were buying a flower bouquet for their colleague’s upcoming wedding ceremony and 
were asked to choose between the two flower bouquets. Replicating the results of Study 1A, 
and consistent with the hypothesis, there were significant differences among the three 
conditions in participants’ visually (vs. olfactorily) superior choices (Msocial media logos = 71% 
vs. Mcompany’s logo = 54% vs. Mlogo absent = 56%; χ2 = 7.37, p =.027). A series of Wald tests 
confirmed that participants in the social media logos condition were significantly more likely 
to select visually superior flower bouquets than those in the logo absent condition (χ2 
= 4.91, p =.026) and those in the company’s logo condition (χ2 = 6.22, p =.013). Importantly, 
there were no differences between the latter two conditions (χ2 = 0.08). As anticipated, it was 
only the social media logos that triggered the effects.  

The objectives of Study 2 were twofold: 1) replicating the effects observed in Studies 
1A-1B using different food stimuli and 2) examining their relationship to consumers’ social 
media usage behavior. Using the menu of a real existing cake shop called Sarah’s Cake Shop 
as the experimental context, we first pretested (N = 50) 33 cake images just as in prior studies 
and selected two pairs of cakes as the main stimuli. In one pair, Flower Cake was rated as 
prettier than (starred) Crown Cake (MFlower = 8.48 vs. MCrown = 6.89; t = 5.4, p < .001), while 
being rated as less tasty than Crown Cake (MFlower = 7.22 vs. MCrown = 7.97; t = -2.73, p 
= .008). In another pair, Candy Cake was rated as prettier than (starred) Choco Cake (MCandy 

= 8.0 vs. MChoco = 7.08; t = 2.2, p = .032), though it was rated as less tasty (MCandy = 7.34 vs. 
MChoco = 8.28; t = -2.13, p = .038). We then placed these four cake images on the menu and 
manipulated the presence of social media logos to create two versions: logo present and logo 
absent. The cake orders were counterbalanced.   

In the main study, Mturkers (N = 292) randomly assigned to one of the two conditions 
(social media logo: logo present vs. logo absent) saw the cake shop menu and chose one of 
the four cakes. Thereafter, participants answered a 7-point question asking how heavily they 
use social media (1 = not at all, 7 = very much). Replicating the results of previous studies, 
participants in the logo present condition displayed a greater percentage of prettier cake 
choice than those in the logo absent condition (Mlogo present = 33% vs. Mlogo absent = 17%; χ2 
= 9.9, p =.002). More importantly, there was a significant interaction between social media 
logos and heaviness of social media usage (z = 2.32, p = .021). A following spotlight analysis 
revealed that while the difference between logo present and logo absent conditions becomes 
greater at 1 SD above the mean (3.91) of heaviness of usage (5.73; Mlogo present = 49% vs. Mlogo 

absent = 16%; p =.002), it gets dampened at 1SD below the mean (2.09; Mlogo present = 16% vs. 
Mlogo absent = 14%; p =.81). Heavier social media users were more affected by the presence of 
social media logos. 

We then conducted Study 3 with the two key objectives. First, we aimed to examine 
the causal mechanism more thoroughly by directly manipulating the proposed mediator: the 
public mindset. In addition, we planned to rule out an alternative hypothesis that exposure to 
social media logos, regardless of the public mindset, increases participants’ sensitivity to 
visual aesthetics momentarily, thereby making them view target items as even prettier. As for 
stimuli, we used the same stimuli employed in Study 2, albeit with just one pair of cakes (i.e., 
Flower Cake vs. Choco Cake). The pairwise comparisons confirmed that these two cakes 
differed significantly in both aesthetics and taste, yet in opposite directions (all ps <.002).  
Importantly, this time we manipulated the privacy of consumption context by three versions. 
In the public consumption condition, we asked participants to imagine that they were buying 
a cake for a dinner to which their friends were invited. In the private consumption condition, 



we asked them to imagine that they were buying a cake for their own private dinner. In the 
control condition, we simply asked participants to imagine that they were buying a cake for a 
dinner. The study was therefore a 2 (social media logo: absent vs. present) x 3 (consumption 
context: control vs. public vs. private) between-subjects design. 

478 Mturkers randomly assigned to one of the six conditions above saw the cake 
shop menu and selected one of the two cakes, just as in previous studies. Thereafter, 
participants rated visual attractiveness of the two cakes on a 7-point scale (1 = not at all, 7 
= very much). As anticipated, a binary logistic regression yielded a significant interaction 
between social media logos and consumption context (Wald χ2 = 4.72, p = .029). In the 
control condition, as with previous studies, participants were more likely to choose a 
prettier cake when exposed to social media logos (Mlogo present = 32% vs. Mlogo absent = 16%; 
χ2 = 5.36, p =.02). The same was observed in the public consumption condition (Mlogo present 

= 33% vs. Mlogo absent = 17%; χ2 = 5.58, p =.01). Notably, there were no differences 
between the control and public consumption conditions (χ2 < 1). Finally, as hypothesized, 
in the private consumption condition, the effect of social media logos was eliminated 
(Mlogo present = 16% vs. Mlogo absent = 21%; χ2 = 0.78, p =.37), suggesting that the effect is 
driven by participants’ public mindset that in turn increases their goal of impression 
management. In addition, the presence of social media logos per se did not significantly 
influence perceived visual attractiveness of both Flower Cake (Mlogo present = 6.26 vs. Mlogo 

absent = 6.11; t = 1.44, p =.14) and Choco Cake (Mlogo present = 4.56 vs. Mlogo absent = 4.71; t = 
0.99, p =.32), thus enabling us to rule out the alternative aesthetic sensitivity account. 

Together, the current research uncovers a novel effect that exposure to social media 
logos results in aesthetically-driven consumption, which is driven by the public mindset 
and moderated by consumers’ heavy usage of social media platforms. Our work makes 
theoretical contributions to social media, logo research, visual aesthetics, and self-
presentation literatures. Our research also carries practical implications for marketing 
practitioners in food and other sensory product industries, by elucidating the effect of 
social media logos.  
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Table 1 
Summary of Main and Interaction Effects 

Study  DV Main and Interaction Effects 
1A Prettier food 

choice 
Main effect of social media logos on prettier food choice (χ2 = 6.28, p = .045) 

  Logos and sharing message 55% 
  Just logos 43% 
  Logo absent 33% 
    
1B Prettier 

flower choice 
Main effect of logo on prettier flower choice (χ2 = 7.37, p = .027) 

  Social media logos 71% 
  Company’s logo 54% 
  Logo absent 56% 
    
2 Prettier cake 

choice 
Main effect of social media logos on prettier cake choice (χ2 = 9.9, p = .002) 

  Logo present 33% 
  Logo absent 17% 
     
  Interaction between social media logos and heavy usage (z = 2.32, p = .021) 
 
   1SD above the mean 1SD below the mean 
  Logo present 49% 16% 
  Logo absent 16% 14% 
     
3 Prettier cake 

choice 
Interaction between social media logos and context (Wald χ2 = 4.72, p = .029) 

 
   Control  Public Private 
  Logo present 32% 33% 16% 
  Logo absent 16% 17% 21% 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Figure 1: Social Media Logos (L), Company’s Logo (M), and Logo Absent (R) Study Stimuli 
Example (Study 1B) 
 

 
 
 

 
 


