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ABSTRACT 
Nature imagery has demonstrated to have a positive impact on people’s emotions, physiology 

and cognition. However, studies on nature sceneries’ effectiveness for fast-fashion 

advertisement remained unexplored. Based on environmental and evolutionary psychology 

theory, the present thesis analyses consumers’ responses to nature scenery featuring in fast-

fashion advertisement. The research is based on mixed methods employing eye-tracking as a 

tool to analyse the visual attention of consumers, as well as qualitative research examining 

their explicit responses towards nature imagery featuring in fast-fashion advertisement. From 

a consumer perspective, we seek to associate visual attention with consumers’ cognitive and 

emotional responses towards nature sceneries’ effect. The evidence from this study implies 

that both arousing nature and urban sceneries diminished the attention to the advertised 

clothes. The results also demonstrate that consumers pay more attention to the advertised 

product in connection to non arousing nature sceneries featured in fast-fashion advertisement 

e.g. a scenery displaying a lake and forest. Moreover, the study found that consumers respond 

positively to sceneries like a tropical beach or a mediterranean coast in that they trigger 

previous memories and experiences in connection to these sceneries such as travelling or 

hiking in the mountains. Additionally, people pay special attention to stimuli with bright 

colours, enhancing their memory of the overall advertisement. Consequently, the current 

thesis demonstrates and advances on how Scandinavian fast-fashion brands can leverage 

nature sceneries’ potential in generating creative and effective social media advertisements.  
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INTRODUCTION  
There is a significant level of competitiveness in the creative industries due to the rapid 

change in consumers’ expectations, making the products and services highly uncertain 

(Dörflinger et al., 2016). The industry’s continuous development of new products and 

services drives innovation to be subject to an unpredictable success (Lampel et al., 2000). 

Consequently, creative companies need to keep creating new strategies to adapt to the 

clientele’s needs. These strategies may refer to the development of new products and services 

or innovative ways to reach the audience. Simultaneously, the new digital era amplifies the 

need to innovate and puts pressure on creative companies to successfully exploit the potential 

of digitalization. (Dörflinger et al., 2016)  

 

 The creative industry, nevertheless, accounts for a rapid and growing economy in 

which the fashion industry plays an important role. For instance, in 2013, the fashion industry 

dominated the overall European creative industries’ economy (Dörflinger et al., 2016). In this 

context, the importance of the fashion industry within the creative sector is highly apparent 

suggesting that fast-fashion companies require the same level of innovation as any other 

creative company. Indeed, by positioning themselves as trendsetters, fast-fashion retailers 

ensure a continuous use of innovation practices. (Cheema, 2018) While these practices entail 

maintaining the renewal of products, it also involves keeping marketing efforts creative to 

influence consumers’ behaviour and generate brand equity (Dörflinger et al., 2016; Cheema, 

2018). This can for example be the efficient use of social media as a medium for 

communicating the brand and interacting with customers (Tiago & Verissimo, 2014). 

Therefore, it is salient for a fast-fashion brand’s digital presence to remain intuitive and 

provide content that drives more engagement (Jaakonmäki et al., 2017; Cheema, 2018).  

  

 A wide body of knowledge provides guidelines concerning the creation of relevant 

content, for instance, by adapting colours, filters, or verbal content, adding the presence of 

people, or the presence of emojis (e.g. Jaakonmäki et al., 2017; Arriaga et al., 2017). 

However, these instructions become too standard over time and permit companies to stand 

out only to a small extent. As a result, new innovative marketing strategies need to be 

elaborated. In that context, nature sceneries have been researched to be persuasive in general 

marketing. Indeed, according to geologists, psychologists and marketing experts, the 

representation of nature in images has a similar effect to the one in reality, namely a 
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therapeutic and relaxing benefit (e.g. Messaris, 1997; Orians & Heerwagen, 1992; Hartmann 

et al., 2013). In advertising, this strategy has been applied and proved effective for industries 

such as automobile, tourism or sport apparel (Messaris, 1997). Although, content featuring 

nature can be observed on Scandinavian fast-fashion social media accounts, its influence on 

fashion products is still academically unresearched. We thus wonder whether 

fashionable/trendy clothes can be linked with a nature landscape (for instance a desert or a 

mountain)? If yes, which one will generate more attention? And which one will be more 

effective in eliciting emotions from consumers? As no literature can be found on this area of 

study, the answers to these questions remain vague. This study will investigate this niche 

field of research and elaborate on implications that could be fruitful for fast-fashion 

companies to build effective and outstanding social media content featuring nature scenery.  

Research question 
The research topic of this paper lies within the area of consumer behaviour in the fast-fashion 

industry, with a focus on social media advertising. By measuring participants’ emotional 

responses to ads featuring nature scenery, tracking their eye movements as well as 

interviewing them, we dig into the effects of nature sceneries on fast-fashion advertising. In 

this manner, the research question this paper seeks to answer is: 

 

How do consumers respond to nature sceneries featured in fast-fashion social 

media advertising? 

 

In order to do such research, a review of the past theories on the relevant topics is 

conducted. Moreover, the research is designed as a triangulation of methods, which entails 

both quantitative and qualitative data collection. By analysing the quantitative data we seek to 

test three main hypotheses, which each reflects on the efficiency of nature sceneries to direct 

visual attention to the fast-fashion advertised products. As a complementary element, we 

measure their emotional response as well as we analyse respondents’ statements concerning 

their recall of the advertisements. By combining these implicit and explicit sets of data, we 

will be in position to answer the research question and suggest practical and academic 

contributions. 
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Motivation 
 

“The fact that consumers and their environments are constantly changing highlights 

the importance of ongoing consumer research and analysis by marketers to keep 

abreast of important trends.” (Peter & Olson, 2009:6) 

 

Consumers are exposed to more and more digital advertisements every day and therefore 

subject to a wide variety of advertising stimuli. It has thus become more challenging to attract 

and keep consumer’s attention. As a result, consumers’ choices and buying decisions are 

crucial areas to investigate. Interpreting consumer behaviour towards advertisement can help 

marketers direct their strategies in the most effective way. Marketing efforts can be measured 

by the effectiveness of the visual stimuli that are offered in advertisements, and 

advertisements can be measured by the attention they govern (Pieters, 2008; Wedel & Pieters, 

2000). Subsequently, advertisements need to elicit emotions and attract attention in order to 

be persuasive (Messaris, 1997). Therefore, it is of strong relevance to, on one hand, 

understand the consumer’s emotions towards a visual stimulus as well as discern the level of 

attention carried by the visual stimulus. While the former concept can simply be measured 

through emotional self-assessment questionnaires, the latter concept can be analysed through 

the tracking of eye movements and provides knowledge as to the effect of the visual stimuli 

in terms of memory, choice and purchase behaviours (Pieters, 2008). 

 

 The use of eye-tracking methods for marketing operations has grown over the past 

years. The precision of eye-tracking technologies offers strong measurements concerning 

information processing and therefore plays an important role in measuring and predicting 

consumer behaviour in general. (Pieters, 2008) Additionally, as theories on nature scenery 

derive mostly from intrinsic evolutionary behaviour, studying the effect of nature scenery in 

advertisement through eye-tracking machine can reveal extensive insights on consumers’ 

behaviour towards those. Notwithstanding the need to measure attention, scholars also 

suggest that advertisements should “leave durable traces of brands in memory” (Wedel & 

Pieters, 2000:297). This imply that measuring consumers’ memory of brands and 

advertisements is powerful in understanding the effectiveness of the ad and consumer 

behaviour. Therefore, this paper sees the potential in measuring the attention captivation, 

emotional responses and memory through different methods. 
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Delimitation  
In order to interpret the results and the analysis of this paper precisely, as well as to make a 

pertinent contribution to the area of research, it is important to state the delimitation of this 

paper in regards to the specific social media platform and the market studied. 

 

Delimitation to the Scandinavian market 
As this paper seeks to research on the effect of nature sceneries on fast-fashion companies 

and as the experiments are conducted in Copenhagen, it is relevant to delimitate to the 

Scandinavian market. Additionally, creative industries are identified with specific market 

conditions such as being subject to cultural and linguistic fragments, which differs the types 

of products and services sold across markets (Dörflinger et al., 2016). While the fast-fashion 

industry operates worldwide, its markets differ due to factors such as culture, different trends 

and different consumer behaviours. This implies that marketing strategies also differ from 

market to market, stressing the importance of researching on a specific market, the 

Scandinavian one. 

 

Moreover, a recent report suggested that the Nordic market is mostly supplied by 

local companies and that they have a high degree of loyalty towards Nordic brands (ICSC, 

2016). The effects of experimental advertisements from Scandinavian (Swedish) brands 

Nelly.com and NA-KD are therefore studied on 20 female participants from which 50% are 

Danish, and 50% are from other European countries but living in Denmark. According to a 

report on Nordic Retail, the Scandinavian market is closely tied to its local brands and 

believes in the future of online purchasing. Specifically, Danes are the most fashionable and 

interested in new trends and are in the top four markets in Europe who purchase online. 

(ICSC, 2016)  

 

Delimitation to social media 
Social media advertising is widely used among fast-fashion companies. As discussed later in 

the literature review, (fast) fashion retailers need to communicate to their customers visually 

in order to inspire them and have an impact on their impulsive buying behaviour. (Arriaga et 

al., 2017) While visual content is dominating on most of the digital platforms (Facebook, 

Instagram, YouTube, Snapchat and Pinterest), the most influential platforms are Facebook 
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and Instagram, where Instagram is on the rise (Stelzner, 2017). Moreover, ‘Instagram 

shopping’ is a tool that allows the user to click on the photo posted on Instagram to know the 

details of the outfit. This tool is present on both brands’ accounts and provides evidence of 

the importance of Instagram to engage traffic on the website and therefore drive to purchase. 

Simultaneously, Instagram content presents the spark of the original idea of this research 

paper. Therefore, Instagram is the social media platform referred to in this thesis.  
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LITERATURE REVIEW 
 

Illustration 1: Visualization of literature review 

 
 

Industry 
The following section will present an overview of the industry that is relevant to this paper. 

To start off, we present the fashion industry and its context in the creative industries, then we 

narrow it to the fast-fashion sector. In the latter part, we present facts and key characteristics 

of fast-fashion companies and their product durability, which is relevant in order to have a 

precise overview of which communication and marketing strategies these companies require.  

 

Fashion in the creative industries  
The fashion industry is considered as a significant part of the cultural and creative economy 

by being an essential actor in the artistic, economic and tech sectors. Accordingly, a report 

provided by the European Commission provides evidence that the fashion industry 

contributes to the European economy with 5.3% of the EU GVA (gross-value added), which 

implies that it plays an important role in the European labor market. (Austrian Institute for 

SME Research and VVA Europe, 2016). By definition, the cultural and creative industry is 
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characterized by being knowledge-intensive, based on creativity and innovation (Lampel et 

al., 2000). Moreover, competitiveness in the creative industries is highly present due to the 

fast change in consumers’ expectations as well as demand. This fluctuation in demands 

makes creative products and services uncertain and therefore puts pressure on companies’ 

exploitation of the potential of innovation and creativity. (Austrian Institute for SME 

Research and VVA Europe, 2016) 

 

Thus, to understand the fashion industry, one must understand the definitions of 

creativity and innovation. In the literature, a variety of definitions of these two terms exist, 

which are partly interrelating (Amabile, 1988). According to Amabile, a creative company 

operates in the context of the development of creative products as “the production of novel 

and useful ideas by an individual or small group of individuals working together” (Amabile, 

1988:126). Innovation related to an organization is defined as “the successful implementation 

of creative ideas within an organization” (Amabile, 1988:126). Creativity can be expressed in 

the form of design and advertising. As such, the concept of creativity and the judgement of a 

product’s creativity are concerned with innovation. (De Mooij, 2014) However, other 

common definitions of innovation include not only the implementation, but also the 

development of new ideas by defining innovation as the recombination of different bodies of 

knowledge (Bercovitz & Feldman, 2011; Amabile & Khaire, 2008; Gassmann & Zeschky, 

2008). Consequently, creativity and innovation in relation to the fashion industry refers not 

only to idea generation and production of cultural and creative products, but also the 

combination of different bodies of knowledge.  

 

Fast-fashion business model 
Although its origin from the 1980s, the fast-fashion industry has seen an increased attention 

over the past decade (Cheema, 2018; Caro & Martinez-de-Albeniz, 2009). The special 

practice of the fast-fashion industry centers its concept on offering constantly new products 

which follow the latest trends and respond to customers’ constant demands (Choi et al., 

2014). Its principle lies within supplying target customers, namely low-income young adults 

with cheap but fashionable clothes (Cheema, 2018). Therefore, a fast-fashion company’s 

operation structure consists in rapid production and short lead times. This suggests that 

apparel retailers operate on small amounts of items produced at once, as well as short amount 

of time until the item is purchased. The products have a brief lifespan and change often, they 
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also have competitive prices and can be supplied worldwide. (Arriaga et al., 2017) For 

instance, leading fast-fashion brands reach the so-called ‘two weeks magic’ which consist in 

a product cycle that last for two weeks from design, passing by production all the way to sale. 

(Choi et al., 2014; Cheema, 2018) Other examples suggest that the total design-to-market 

time of an individual fashion item to be launched can be reduced to as little as 6 weeks, if the 

authorizations are not delayed from sample to industrialization (Caro & Martínez-de-Albéniz, 

2015). This business model is different to other fashion business models due to the 

uncertainty of the fast development of trends and therefore the quick change of demands 

(Cachon & Swinney, 2011). The fast-fashion industry operates in a market with specific traits 

such as unpredictable and spontaneous buying. As a consequence, the fundamental element 

of such organization is to have the capacity to follow closely and fast consumer preferences. 

By this the company offers affordable trendy fashion products which respond to the demand 

among consumers (Cheema, 2018). Moreover, standing as a typical industry clustered in the 

overall creative industries, innovation efforts must remain high and constant in order to keep 

the title of trendsetters as well as to maintain the influence on consumer behaviour (Cheema, 

2018).  

Psychology 
The following section is crucial as it displays which psychological theory the research is 

based on. First, a thorough understanding of the evolutionary psychology is offered and 

shows its relevance for the coming theories on environmental preferences. It later sheds light 

on theories regarding the mechanics of vision, such as visual perception and visual attention, 

and the human emotional system. In the same section, a review on human environmental 

preferences is provided, which includes a three-phase process of habitat selection as well as 

an aggregation of all theories combined on the specific nature sceneries preferred. This part 

is specifically relevant as it establishes the base of the six nature sceneries that are explored 

and examined in this paper.  

 

Evolutionary psychology 
“Evolutionary psychology is a synthesis of modern psychology and evolutionary biology” 

(Colarelli & Dettmann, 2003:839). This suggests that the human nature and the environment 

are interrelated and that psychological mechanisms are dependent of them. Veritably, the 
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human behaviour can be explained by two distinguishing yet convoluted interpretations. On 

the one hand, the ultimate explanation focuses on the evolutionary function of behaviour and 

takes into consideration the fundamental predispositions an individual is born with. On the 

other hand, the proximate explanation envelops a traditional psychological approach and 

accounts for the superficiality of the human thinking process. (Griskevicius & Kenrick, 2013; 

Saad & Gill, 2000) The former explanation follows an evolutionary perspective, which 

advocates that human behaviour is inherited from ancestral lifestyles, while the latter implies 

behaviour relates to instant and present feeling. Consequently, following the ultimate 

explanation, humans have genetically acquired psychological dispositions, which enabled 

them to solve ancestral challenges. These challenges not only originated from the need for 

nourishment and shelter, but also from social threats and opportunities (Kenrick et al., 2013). 

Avoiding physical injury and diseases, making friends, obtaining status, acquiring a mate and 

protect one’s family represent the fundamental challenges that humans operated successfully 

enough to become our ancestors (Griskevicius & Kenrick, 2013; Saad, 2007).  

 

Psychological mechanisms are encored in contemporary humans, which predispose 

their decision-making, information processing and behaviour (Griskevicius & Kenrick, 2013; 

Colarelli & Dettmann, 2003). It results in the different psychological mechanisms, which 

shape, often unconsciously, the way a person behaves. For instance, these mechanisms can be 

seen as ‘functional organs of computation’ that resolve challenges specific to different 

domains such as perception, reasoning, emotion, and social connections (Saad & Gill, 2000). 

Scholars further suggest that these systems are adaptations developed through the breeding of 

heredity into forthcoming generations. (Colarelli & Dettmann, 2003) Thus, cognitive 

mechanisms, namely conscious actions that humans universally operate in contemporary 

societies, are in fact cognitive adaptations to fundamental challenges that our ancestors were 

confronted with (Saad, 2007). Today, humans rely on different brain systems as well as 

psychological systems in order to solve challenges and influence decision-making 

(Griskevicius & Kenrick, 2013; Colarelli & Dettmann, 2003). As a result, humans function 

with the help of a fundamental motivational system, which is stimulated by internal and 

external signals and “produces a specific set of consequences for attention, memory, 

cognition and preferences” (Griskevicius & Kenrick, 2013:375). This implies that this set of 

responses is programmed to resolve the fundamental challenge related to the active 

motivational system. In other words, the human mind has developed adaptive solutions to 
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repetitive fundamental challenges where each solving mechanism is specific to a domain 

(Saad, 2007; Saad & Gill, 2000).  

Environmental psychology 
Humans have inherited a fundamental motive to appreciate environmental features that can 

solve survival challenges (Messaris, 1997). This natural selection “presumably involves 

emotional responses to key features of the environment” (Orians & Heerwagen, 1992:555). 

Indeed, following the habitat-specific hypothesis, it suggests that these environmental 

elements are emotionally rated positively or negatively and thus influence the motive to 

reject, explore or settle in a specific habitat. Our ancestors naturally approved preferred 

environments as they selected places that provided essential resources and averted areas 

lacking these resources or exposed to threats or risks (Orians & Heerwagen, 1992). 

Consequently, humans tend to favour “the kind of environment their species prospers” 

(Kaplan, 1987:15).  

 

 Varieties of theories and frameworks have been suggested in regards to the prediction 

of environmental preferences (Appleton, 1975; Kaplan, 1987; Ulrich, 1977). According to 

Ulrich (1977), there are five important variables to landscape preference; (1) the aggregated 

coherence of the information processed, (2) the surface texture, (3) the depth of the 

landscape, (4) the mystery, namely the low risk of additional collection of information and 

finally (5) the complexity of the information to analyse. As such, the level of complexity has 

proven an essential proponent in scene preference. For example, scholars compare it with the 

positive influence that the complexity of urban scenery plays on preference (Falk & Balling, 

2010). 

 

Appleton (1975), one of the first environmental psychologists and geographers, 

suggests the Prospect and Refuge Theory, which implies that humans environmental 

preferences is constituted of both the ‘prospect’ and ‘refuge’ elements. Accordingly, the 

prospect feature in a landscape provides an overview of the landscape. Indeed, a clear view of 

the landscape meant a better chance of uncovering resources needed for our ancestors’ 

survival as well as a clear observation of potential danger, threats and weather forecasts. The 

refuge element, on the other hand, allowed our ancestors to anticipate danger as well as hide. 

(Mealey & Theis, 1995) Following this theory, the savannah type of landscape displays the 

characteristics that are the most similar to the ones suggested in Appleton’s Prospect & 
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Refuge theory (Falk & Balling, 2010). Scholars elaborated on the savannah hypothesis and 

implied that preference for this type of environment comes from the first human’s survival in 

that habitat and hence creating the human lineage (Orians & Heerwagen, 1992).  

 

Accordingly, Orians & Heerwagen (1992) have suggested a three-step process to 

environmental selection. All three stages rely on decision-making concerning intuitive 

encounter, exploration and settlement or avoidance depending on the features of the 

environment and the individual’s experience. The first phase deals with (1) the initial 

experience with an environment and the decision-making on exploring or averting the place. 

Human’s response in this first step happens instantly and unconsciously depending on 

previous experience or generally on the habitat’s features. These environmental factors 

include spatial composition (degree of openness), geographical content (water, trees) or the 

provision for human essential needs and are features that are being processed rapidly. (Orians 

& Heerwagen, 1992) A positive response to the first stage allows the individual to follow up 

with the second stage, namely (2) information gathering. In the time of the second stage, the 

individual may explore deeply the area and gather clues regarding its provision of resources 

and its safety but also attracting features such as mystery. (Orians & Heerwagen, 1992; 

Kaplan, 1987) The learning process relies on the level of complexity to collect information, if 

too high it can be assumed as illegible and if too low it can be considered as not enough 

auspicious. The exploration phase endures a positive emotional involvement, however, the 

individual’s preparation to sudden stimuli and its assessment to risks is a necessity. Finally, 

the third and last stage concerns (3) the choice to settle in the selected habitat in order to 

execute a collection of natural activities. During this final phase, the individual evaluates the 

composition of the area and its suitability to conduct all the necessary activities during the 

inhabited time. The appropriateness of the habitat may present lifestyle compromises thus 

efforts must be done to offset the potential problems encountered. (Orians & Heerwagen, 

1992) This framework suggests that habitat selection associates with an emotional assessment 

of the elements within an environment. Such emotional responses include either positive or 

negative emotions, which drive the decision making to reject, explore or settle in the habitat. 

(Orians & Heerwagen, 1992) 

 

Having now understood how humans select a type of environment to settle and 

conduct activities there, it is relevant to provide a summation of the specific characteristics 

that are preferred in a habitat. As observed above, the Prospect & Refuge Theory suggests 
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that savannah is the most prefered environment and is widely supported among researchers 

(e.g. Appleton, 1975; Orians & Heerwagen, 1992; Kaplan, 1987, Colarelli & Dettmann, 

2003). Nevertheless, recent researches demonstrate that human preferred habitat does not 

imply solely savannah, but also a montage of habitats that include grass areas, features of 

savannah, openness as well as enclosed forests (Falk & Balling, 2010). A stream of 

translucent water is more attractive than a pool of static water, as it intuitively presents less 

bacteria (Colarelli & Dettmann, 2003). Additionally, hills and peaks in an environment are 

favoured because of their potential of inspection for natural threats or enemy danger 

(Messaris, 1997). Mountains as well as turning paths are more adoptable because they 

express a feel of mystery and a wish to discover more (Kaplan, 1987). Conversely, evidence 

suggests that deserts are seen as threatening and less pleasant due to its drought aspect 

(Hartmann et al., 2013). Thus, different environments represent different variables 

influencing the human being’s natural selection and preference in terms of a comprehension 

and appreciation of the visible environmental features.  

Culture 
This section presents culture as a different view to how the human behaviour can be 

explained. While the evolutionary approach to environmental preference as well as how the 

brain and eye movements work is of major relevant in this paper, we expect the 

understanding of culture as an incremental perspective to the analysis of our results. We 

therefore seek to understand from existing literature how culture and experience can have an 

impact on human behaviour. Consequently, we present an overview of culture as a concept 

by itself and delimitate it to the cultural perspective on environmental preference.  

 

Understanding culture is crucial in order to understand consumption choices. Culture is seen 

as the aggregation of shared meanings among society, and the interpretation of daily 

practices. It is also said to be dynamic and continuously evolving. A cultural structure 

involves three different functions: (1) ecology, that is, the way in which the society 

accustoms to its habitat, (2) the social structure, which deals with having domestic and 

political associations and finally, (3) the ideology, which includes the way people relate with 

other people in the same group. (Solomon et al., 2016)  
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Cultural perspective on environmental preference 
Although environmental preference departs from an evolutionary approach and decisions 

happen unconsciously, there may be bias in human behaviour suggesting factors such as 

enculturation and experience as relevant (Kaplan, 1987; Orians & Heerwagen, 1992; Falk & 

Balling, 2010). Human’s preference for specific environmental sceneries is believed to not 

only come from a bio-evolutionary foundation but also from the influence of culture and 

experience (Messaris, 1997; Orians & Heerwagen, 1992). Investigations have found evidence 

that human habitat preferences is an evolution of aesthetic standards, influenced by societies 

and relayed across generations through culture. Human behaviours are thus assembled by 

social connections as well as culture, and following this approach, environmental preferences 

are acquired instead of purely innate. (Falk & Balling, 2010) In addition to this, Kaplan 

(1987) suggests that familiarity and experience are leading determinant for environmental 

preferences. Balling & Falk (1982) support this evidence’s investigation on the “innate 

predisposition” for savannah, which was more obvious among children rather than adults 

because of the influence of life experience. Therefore, personal interplay with different 

habitats over a lifespan provides a basis of knowledge and connotations, which contribute to 

the fundamentals for emotional connections to some environments (Orians & Heerwagen, 

1992).  

Consumer Behaviour 
This section gives a thorough understanding as to how consumers respond to products and 

advertisements. This part is important to interpret the participants’ reactions to the 

experimental advertisements and thus for this research to provide concrete explanations to 

the eye-tracking results and emotional responses.  

 

A company should “satisfy consumer needs and [want] to make profits” as an essential 

marketing strategy. In order to do so, companies require understanding their consumers to be 

able to respond to their needs and have them purchase their products. (Peter & Olson, 2009:4) 

Consumer behaviour is the procedure involving the concerns that influence a consumer’s 

purchasing journey (De Mooij, 2014). People view products through culture and experience 

and build their consumer behaviour according to it. As a result, products need to provide 

elements that are demanded and desired by consumers in order to increase their chances to 

stay on the market. (Solomon et al., 2016) As much as culture is dynamic, consumer 
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behaviour is too. This is due to the fact that personal thoughts, feelings, actions, society and 

consumer trends keep evolving. This highlights the importance of the need for new strategies 

to keep responding to consumers’ needs and remain profitable. (Peter & Olson, 2009; 

Solomon et al., 2016) 

 

 The general concept of consumer behaviour can be defined by three different 

components, which are affect, cognition and behaviour. In her book on International 

Advertising, Marieke De Mooij (2014) reviews attitude, lifestyle, and social processes such as 

needs, motivation, buying motives, emotions and mental processes as the main elements of 

consumer behaviour. While emotions and mental processes are provided with theoretical 

background later on, attitude, lifestyle and social processes are further explained here. 

Attitudes concern a person’s own evaluations of products or advertisements through their 

emotions and experiences. This suggests that the effectiveness of an advertisement can be 

evaluated by consumers’ attitudes towards it. Lifestyle, however, concerns the shared 

meanings and tastes towards the consumption of a product/service and is culturally 

embedded. In this case, lifestyle categorizes trends that consumers follow in order to shape 

their behaviour. Regarding the social processes, needs are seen as either functional or social. 

Products that satisfy functional needs refer to ones that are essential while social needs are 

driven by trends. The author gives an example of clothes as satisfying functional needs and 

fashion as satisfying social needs. Motivation characterizes the internal state of a person that 

drives to a certain behaviour. Behaviour can often be characterized by unconscious 

motivation. (De Mooij, 2014) 

Emotions 
This section provides a thorough understanding of emotions in general and their impact on 

marketing. The first part presents a variety of emotional dimensions to be measured and the 

concept of valence and arousal, which will be used in our data collection methods. Then, 

emotions are put into a marketing context and provide an understanding of their impact on 

the effectiveness of advertisements such as positive versus negative effects.  

 

An emotion is understood as a mental state of readiness, which is built from cognitive 

assessments of experiences. It is expressed physically, for instance eye-movements, and 

initiates a reaction (Bagozzi et al., 1999). Previous researches have proven that valence and 
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arousal as emotional measurements account as essential tools to scale human judgments 

concerning perceptual and symbolic stimuli (Bradly & Lang, 1994). As Kaplan et al. (2013:1) 

put it; “emotions represent intense affective, valenced reactions and are directed at a specific 

cause”. This implies that both emotional measurements are adequate for self-assessment as 

they consider subjective experiences. Yet, scholars disagree as to the general claim of how 

emotion (valence and arousal) affects attention (Fernandes et al., 2011). The intensity of the 

emotional response can be influenced by different factors such as the content of the image, 

the previous experience with the stimulus, or personal differences between individuals 

(Codispoti et al., 2007). 

 

Valence assesses the pleasantness of a stimulus while arousal suggests the physical 

activation of excitement emotions (Barrett, 1998). Evidence shows that the arousal degree of 

a stimulus is the initiator of emotional response before awareness has been triggered. Indeed, 

awareness is only modulated once the valence of the stimulus has been assessed. This 

suggests that the valence degree of a stimulus is dependent on the level of arousal (Sheth & 

Pham, 2008). Valence and arousal have proven to “interactively influence” emotional 

assessment (Robinson et al., 2004:1481). Valence or pleasure depicts the feelings of 

happiness of joy (Penz & Hogg, 2011). In their research on the influence of arousal and 

valence on awareness, Sheth & Pham (2008) conclude that stimuli with a negative valence 

drive to a higher awareness than do pleasant stimuli. The allocation of attention to an 

emotional stimulus is often driven by whether it is negatively perceived or not. Indeed, strong 

evidence suggests that if a stimulus evokes positive emotions, in terms of valence, then it is 

more likely to broaden the viewer’s attention to the overall scene and generate the exploration 

of other positive objects. (Fernandes et al., 2011) However, other experts contradict this and 

argue that from an evolutionary perspective, individuals are more likely to broaden their 

attention if they encounter negative stimuli as a way to cope with other potential threats or 

danger (Fernandes et al., 2011). Arousing visual stimuli are fixated at for longer than non 

arousing stimuli due to their level of complexity (Sheth & Pham, 2008; Pan et al., 2004). 

Indeed, the attentional capture can be expected for arousing stimuli only (Fernandes et al., 

2011) On the other hand, non arousing but pleasant visual stimuli are fixated at for a longer 

duration and augment the attention dispersion on a more global task, because they are simply 

more pleasant (Fernandes et al., 2011; Sheth & Pham, 2008). As a result, the level of arousal 

of a stimulus controls the influence of the level of valence on the allocation of attention 

(Fernandes et al., 2011). Scholars have furthermore categorized some emotional adjectives 
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into levels of arousal or valence. As a result, calmness is described as non arousing and 

positive valence while happiness is characterized as arousing and pleasant. Sad, however, is 

depicted as non arousing and negative valence while anxiety is depicted as arousing but less 

pleasant. (Fernandes et al., 2011) 

Emotions in marketing 
The combination of lines, shapes and colours in the form of a video, drawing, photo or 

picture creates different kinds of visual information in an individual’s eyes and brain similar 

to the ones when observing the real world (Messaris, 1997). This suggests that the 

associations created with already experienced visual features, through social or 

environmental interactions, create a set of pre-programmed emotional responses. (Messaris, 

1997) Thus, the iconicity of a visual image can reproduce reality and call forth a variety of 

pre-programmed emotional responses in the viewer’s brain system (Messaris, 1997). 

Consequently, a growing body of literature has evaluated the potential of the use of emotions 

in marketing, also known as visual persuasion. As a result, marketing experts take advantage 

of this strategy either by drawing attention to an ad or evoking a certain emotion on behalf of 

what the ad is selling. (Messaris, 1997; Laros & Steenkamp, 2005) Understanding emotions 

in consumer behavior is crucial. In their own words, Bogazzi et al. express emotions’ 

importance: 

 

“Emotions are ubiquitous throughout marketing. They influence information 

processing, mediate responses to persuasive appeals, measure the effects of marketing 

stimuli, initiate goal setting, enact goal-directed behaviors, and serve as ends and 

measures of consumer welfare.” (Bogazzi et al., 1999:202)  

 

Understanding the role of emotions in advertising is of great relevance in order to 

create successful and effective advertisements (Percy, 2003). This is because evoking 

emotions in an advertisement is crucial for its success. Evidence shows that images providing 

emotional stimuli dominate neutral images, namely the ones with no emotional stimulation. 

(Sheth & Pham, 2008) Studies conducted on the effect of emotions provide a varied body of 

knowledge concerning emotional measurement. They include emotional dimensions such as 

pleasure (valence), arousal as well as categories of emotions such as fear, sadness, happiness, 

anger, etc. (Laros & Steenkamp, 2005).  
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The function of negative emotions and the consequent empathy generated, as well as 

the capability of positive emotions to stimulate motivational goals, have been widely 

researched. In his study, Bagozzi (1994) investigated the role of negative emotions and 

empathy by measuring participants’ emotions towards shocking ads. By using images of 

abused children, he found that strong negative emotions (anger, sadness, fear and tension) led 

to stronger feelings of empathy, such as compassion, pity and protection as well as they led to 

a higher motivation to act. Meanwhile, positive emotions, especially happiness, have also 

been found to stimulate altruistic goals such as wanting to help others (Bagozzi et al., 1999). 

Percy (2003) further elaborates on the connections between emotions and motivation. He 

distinguishes between two different outcomes of emotional persuasion: on the one hand the 

‘negatively motivated behaviour’, where the ad expresses the negative outcome of not willing 

to engage in the advertised act resulting in a failed advertisement. On the other hand, the 

author refers to a ‘positively motivated behaviour’, where the ad expresses the positive 

outcome of acting.  

Visual perception 
This section presents an overview on the mechanics of vision, more specifically, a variation 

of theories regarding visual perception as well as the process of eye movements. This part is 

relevant in order to understand, in a scientific way, how the eye movements operate. The 

visual perception is tightly connected to emotions and visual attention and thus relevant in 

order to comprehend where these processes are generated.  

 

“How we see (and consequently how we behave) is primarily the sum of our perceptual 

experience” (Barry, 2004:46). In her chapter on Perception Theory, Barry (2004) provides an 

overview of the mechanics of vision through an evolutionary approach. She emphasizes on 

the eye’s survival function as well as its ability to distinguish changes. The author also 

highlights its representation as a system with the ability to send data from the external 

environment to the brain. The eye allows the perception of the environment from which an 

individual can acquire meaning by visual experience collection.  

 

The eye movements are essential to create a representation of the visual environment 

on the part of our retina. This is called the peripheral vision and it is of high relevance when it 

comes to processing information (Olk & Kappas, 2011). Moreover, eye movements are 
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determined by the viewer’s own goal (Pan et al., 2004). Such gaze fixations are task-specific 

oriented which means that they are highly concentrated for a specific area. These strategies 

delineate the relevant information while letting the visual system match with previous 

experiences and help the visual processing. (Hayhoe et al., 2002) Experts in ocular 

movements suggest that pictures displaying characteristics of contrast, colour, luminosity and 

texture appear as relevant visual information, which leads individuals to fixate these areas 

more intensively (Olk & Kappas, 2011). Therefore, the relevance of eye movements in scene 

viewing can be explained by the need to understand how information of a visual scene is 

acquired (Duchowski, 2002). 

 

More scientifically, such process is straightforward and goes across two different 

routes in the thalamus (see illustration 2): (1) the thalamo-amygdala lane is where the 

informational message is sent straight to the amygdala, which represents the place where all 

emotions are processed. This centre stocks all previous experiences translated into emotional 

responses and serves as a reference for the upcoming situations. (Barry, 2004) Therefore, the 

amygdala engages in the “enhanced perception of emotional events” and responds faster than 

the individual's awareness (Sheth & Pham, 2008:2415). In (2) the cortical passage, however, 

the initial visual information is filtered and sent to the amygdala to match with experienced 

emotions. The cortex accounts for the awareness of the environment, yet it is a slower 

process and places itself after the already initiated emotional responses. (Barry, 2004) 

Consequently, emotions adjust the perception of an individual and happen before the process 

of awareness (Sheth & Pham, 2008). 

 

Illustration 2: Thalamo-amygdala route (retrieved from Barry, 2004) 
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 Eye movements, namely fixations and saccades are crucial to vision because the 

human is disposed to only acquire a specific amount of visual information through the fovea. 

The fovea represents a small area of the retina, which has a high number of photoreceptors. 

(Josephson, 2004) In eye-tracking terminology, the duration of an eye fixation is a commonly 

researched variable. It is the amount of time that is spent to encode features from a scene, but 

it can be divided into three processes; (1) the encoding of the visual stimulus, (2) the 

inspection of the peripheral area, and finally (3) the eye movement’s decision (Pan et al., 

2004). In that context, an object or a feature in a scene can be understood to be important if it 

is fixated (Duchowski, 2002). Yet, the fixation of a particular region in a scene indicates its 

high visual information (Josephson, 2004). The information found necessary to collect is 

extracted during the initial fixation (Duchowski, 2002). Fixation count (FC) has in previous 

studies proven to be an indicator for the degree of importance. Whereas fixation duration 

(FD), according to Fitts et al. (1950) is an indication of the complexity and difficulty of the 

visual stimuli. Additionally, revisits are known by researchers to be a so-called encoding 

failure, meaning that the person didn’t encoded an area completely and thus revisited the area 

again (Peterson et al., 2001).  
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Visual attention 
Closely related to visual perception, this section provides an aggregation of theories 

concerning different perspectives on how humans control their attention to appearing stimuli. 

It further draws the distinction between top-down and bottom-up attention behaviours. Later 

it offers a specific theory, the Attention Restoration Theory, which specifically finds its 

relevance in our research as it postulates that nature scenery enhances concentration.  

 

Attention 
Attention is closely related to human’s cognitive and perceptive behaviour. Specifically, it is 

the information that an individual aims to process from appearing stimuli that will direct 

his/her attention and thus his/her eye movements (Olk & Kappas, 2011). Due to the human’s 

ability to only look at one restricted area at a time, the brain has the duty to make the decision 

on where the eyes should fixate and for how long (Olk & Kappas, 2011). In advertising, the 

brand element’s size has an influence on the overall advertisement. While some scholars 

argue for the presence of the brand name or logo in the ad as a way to focus on the 

identification of the brand, others suggest the logo is not advantageous and emphasizes on the 

marketing purpose of the ad, which become repulsive to the consumer. (Pieters & Wedel, 

2004) 

Moreover, scholars hold different, yet combining perspectives in regards to the 

control of attention. Such behaviour is thus understood on both low-level and high-level 

objectives that is involuntary and voluntary respectively. (Duchowski, 2017) In his book on 

eye-tracking methodology, Duchowski (2017) reviews different experts’ perspectives on the 

control of attention. He first advances the researcher Von Helmholtz’s (as cited in 

Duchowski, 2017) claim that attention is consciously and voluntary commanded, where 

ocular movements express the will to examine thoroughly a specific item. He further puts 

forward another researcher James’ (as cited in Duchowski, 2017) view that visual attention is 

an internal process which is generated from anticipation. Similarly, he focuses on the 

‘importance weightings’ concept which suggests that attentional effects arise from the 

importance of the information to collect. Finally, Gibson’s (as cited in Duchowski, 2017) 

approach, regarding the individual's reaction to a stimulus, is motivated by the capability to 

know in advance how to react. Overall, the participant’s behaviour and his or her 
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preconceived ideas concerning the elements of an image influence the visual attention and the 

responses towards it. (Duchowski, 2017)  

 

Moreover, psychological researches have contributed with neural and behavioural 

evidence of a distinction between “top-down”, also referred to as directed attention, and 

“bottom-up”, namely involuntary attention (Fan et al., 2005). In advertising, top-down 

attention can be influenced by personal factors such as the connection with the advertised 

product or the familiarity with an element in the ad. This type of voluntary attention 

encourages the selection of the element of an ad to pay more or less attention to. On the other 

hand, bottom-up attention describes the automatic and rapid attention, which does not 

originate from any early goal. (Pieters & Wedel, 2004) Directed attention is related to a 

higher cognitive processing function due to a greater load on the cognitive system produced 

by, for example, the need to overcome alternative attentional cues or other distracting stimuli 

(Fan et al., 2005; Jonides et al., 2008). Moreover, the human perceptual system is known to 

be finely tuned to pay extra (involuntary) attention to unfamiliar objects (Messaris, 1997). 

The simpler attentional processes of alerting the mind and brain of short-term memory and 

orienting attention should be less affected by daily encountered stimuli, as they demand 

relatively few cognitive resources. This suggests that a person uses less directed attention 

once that person is used to see the same stimuli every day. (Jonides et al., 2008) 

 

Attention Restoration Theory - Nature environment’s effect on memory 
The psychologist Stephen Kaplan developed the Attention Restoration Theory (ART) arguing 

that the environment has a profound effect on human’s mental and physical health. He 

reasoned that spending time in or looking at natural environments would improve 

concentration as well as mental fatigue (Kaplan, 1989; 1995). Generally, it is known that the 

capacity of the brain to focus on a certain stimulus or a specific task is limited and results in 

what is called ‘directed attention fatigue’. ART suggests that contact to natural environments 

can encourage more unproblematic brain function, thus allowing it to improve and replenish 

its focused attention capacity (Kaplan, 1989; 1995). According to Kaplan (1995:173), the 

natural environment must have three properties in order to provide this restorative effect on 

the human brain’s ability to restore and improve directed attention: 

  

1. “Being away” (a feeling of escape from habitual activities) 
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2. “The environment must have extent” (constituting another world with an endless 

stream of stimuli different from the everyday stimuli) 

3. “Compatibility” (in which individuals must want to be exposed to and appreciate the 

environment) 

 

Additionally, the fascination of environmental characteristics captures attention effortlessly, 

and is thought to play an important role in combination with the other three properties 

(Kaplan, 1995). Although ART is a widely cited concept in the literature, it is unclear how 

much empirical evidence there is to support this theory. The initial progression of ART was 

mainly descriptive, based on observatory research on human and nature interactions (Ohly et 

al., 2016). Consequently, Kaplan (1995) connected ART more generally to attention theory, 

e.g. by associating ‘directed attention fatigue’ to problem solving, feelings of irritability and 

inhibition of competing stimuli.(Ohly et al., 2016). 

 

 In line with this, researchers conducted a study incorporating the ART in which they 

addressed nature sceneries featured in ads’ effect on attention as opposed to urban sceneries’ 

effects (Hartmann et al., 2013). Their main objective for this comparison was that an urban 

scenery would elicit high levels of attention that demand additional directed attention to 

overcome the arousal, such as averting distraction from traffic and people as well as 

disregarding the advertised message (Hartmann et al., 2013). Nature scenery featuring in an 

advertisement were found to facilitate more directed attention and memory recall of the 

advertised message in comparison to urban scenery and an image of two people.  

 

Memory 
This part gives an understanding of memory and its meaning in advertising as well as it 

provides knowledge concerning consumers’ recall of different brands. The process of 

memory is essential knowledge for the post experiment interviews and brand recall is 

pertinent to get a view on the importance for a brand to have strong associations. 

 

Memory is defined as a combination of structured and connected groups of information in the 

mind (Bagozzi & Silk, 1983). Humans all possess a ‘memory store’ which stocks all 

information perceived and experienced and which stays unconscious until the individual 
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recalls it (Thompson & Madigan, 2005). It takes an important place in the effects of 

advertising as a consumer’s long-term memory of an advertisement provides evidence for its 

effectiveness (Simola et al., 2014; Hartmann et al., 2013). Scholars suggest that the exposure 

to advertisement stimuli involves the action of visual perception and then followed by the 

processing of the information present in the advertisement. Lastly, after both these phases 

have been completed a memory trace is created. They further imply that the memory of an ad 

is created on a ‘decreasing exponential forgetting function’ (Bagozzi & Silk, 1983:96). 

Studies further provide evidence for nonverbal content to be more easily recalled. However, 

because of the simplicity and the homogeneity of a brand name, it is more likely to be 

recalled from an advertisement (Bagozzi & Silk, 1983). Childers & Houston (1985) further 

suggest that the reason for pictures to be strongly present in memory relies on their ‘superior 

ability’ to generate the use of images stored in the brain. This implies the process of 

recreating an old stimulus in an individual’s mind.  

 

Brand association and recall 
Scholars suggest that “a strong brand association is both more accessible and more easily 

recalled by ‘spreading activation’” (Kotler & Keller, 2009:264-265). While recall is defined 

as the “mental reproduction of some target item experienced or learned earlier” (Bagozzi & 

Silk, 1983:95). This means that recalling of brand information successfully does not entirely 

depend on the strength of the initial information in memory. Nevertheless, other factors can 

affect the retrieval process, such as the presence of other product information in memory, 

which can interfere with the initial information and confuse the consumer. This, in turn, 

causes the person to ultimately overlook the relevant information. This is often the challenge 

for companies facing competition, as consumers are more likely to mix up brands (Kotler & 

Keller, 2009). 

 

The time between exposures to information can affect the strength of associations to 

the relevant information. This stored information in memory can include verbal, visual, 

abstract and contextual information. Yet, due to the various types of information available, it 

is essential for a company to create and sustain relevant and relatively easy retrieval cues for 

the consumer (Kotler & Keller, 2009). Kotler & Keller (2009) argue that particular 

associations and their strength for a brand highly depend on the context in which they are 

considered presented. The more cues linked to a given piece of information will, however, 
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provide a better chance of recalling. The different information nodes and associating links 

between them are often complicated and difficult to generalise due to the many different 

factors that influence memory and behaviour (Kotler & Keller, 2009). 

Visual communication 
The following section introduces to the definition of visual communication, which is relevant 

to understand the type of communication that fast-fashion brands employ to advertise their 

products.   

 

Verbal communication differs to visual communication due to the presence of propositional 

syntax (Messaris, 1997). The use of text is necessary to explain the intended message of an ad 

and to create an objective interpretation of the communicated message. However, visual 

images have the power to elicit emotions and attract attention more effectively due to the 

visual cues associated with certain emotions. (Phillips, 2000; Messaris, 1997) Some 

associations are general and biological, while others are subjective depending on a person’s 

previous experiences and the influence of culture. Because an image cannot explicitly express 

connections, it has to denote them implicitly. An implicit message has to be interpreted 

subjectively by each recipient, thus increasing the chance to be accepted, as opposed to an 

explicit statement delivered in verbal form. Additionally, the recipient of an ad tends to be 

even less aware of the form and style of an image than the actual content. (Messaris, 1997) 

This means that indication of meaning and elicitation of emotions can be done even more 

implicitly by using these features as persuasive means. Lastly, it may be easier to reach 

people of different cultures through images than language, as visual cues are subject to 

interpretations. This can allow more people to accept the message than if it was explicit. 

(Messaris, 1997)  

 

Advertising  
This section provides knowledge about advertising in the context of this study. It delimitates 

itself to the power of nature scenery in advertising, it further gives a thorough overview of 

social media, as well as it states what types of advertising fast-fashion requires. This section 

is relevant to understand the context in which the study lies within and understand the 

advantages as well as the barriers that fast-fashion companies encounter on social media. 
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Nature scenery in visual advertising 
Visual advertising has been studied to offer higher memory effects than do verbal messages 

(Hartmann et al., 2013). Nature images play a mental connection role and stand as 

‘photographic proofs’ of reality (Messaris, 1997). Evidence further suggests that commercials 

constituted of evolutionary preferences are more effective (Colarelli & Dettmann, 2003). This 

implies that visual representations of evolutional preferences such as nature sceneries are 

persuasive in advertising (Hartmann & Apaolaza-Ibáñez, 2010). Landscapes and nature 

images in advertising bring akin emotional responses to the feelings conveyed by real-life 

nature to humans (Hartmann et al., 2013). Ergo, advertisers and marketers apply the potential 

of pleasant nature sceneries as a mean to convey positive emotional associations to the brand 

or product/service (Colarelli & Dettman, 2003).  

 

Social media  
Social media is a powerful communication medium for companies as it encourages 

comparison and recommendation of products advertised (Arriaga et al., 2017). Not only is it 

efficient, it is also a low-priced way for customer engagement and interaction (Jaakonmäki et 

al., 2017). Social media platforms are growing their users at a fast pace with 2.62 billion 

users recorded in 2017 and an expected increase up to 3.02 billion users by 2021 (Statista, 

2017). Social media encloses a set of different yet relevant platforms for marketers. 

According to a Social Media Marketing Report from 2017, the most used platforms are 

Facebook, Twitter, Linkedin, Instagram, Youtube, Pinterest and finally Snapchat. Although 

Facebook is the most valuable social media, Instagram shows the highest yearly increase 

from 44% to 54% in 2017. Indeed, 63% of marketers aim at growing their presence on 

Instagram. Additionally, marketing managers have the intention to develop their use of 

Facebook ads by 64%, followed by Instagram ads with 42%. (Stelzner, 2017) It is important 

to note, however, that the group Facebook Inc. now owns the Messenger service, Whatsapp 

as well as Instagram (Arriaga et al., 2017), and that Instagram ads can only be created with a 

Facebook account (Instagram Business, n.d.). 

 

Social networks as marketing tools help boost the drive to purchase (Arriaga et al., 

2017). They further help companies to listen to their consumers’ needs and demands. 

Consequently, the power of word-of-mouth (WOM) on social media, namely the 

phenomenon where consumers talk about a product with others, is relatively strong. 
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(Jaakonmäki et al., 2017) Moreover, social media creates more exposure for the company’s 

brand as well as it generates traffic to the company’s website. Finally, marketers’ intention of 

being present on social networks is to gain loyal customers and develop marketplace 

intelligence. (Stelzner, 2017) Although social media is a widely used tool among marketing 

experts, it is of high importance to understand the need of potential consumers present on 

these networks and thus direct the right communication to them. Indeed, companies’ presence 

on digital social networks needs to remain active and intuitive in order to reach users 

efficiently. (Arriaga et al., 2017) As a result, marketers’ first concern is to drive more 

engagement through content and thus build informative knowledge concerning effective 

content (Jaakonmäki et al., 2017). According to the Social Media Marketing Industry Report 

(2017), visual content is the most relevant content to share on Social Media. Finally, images 

displaying “people and scenery and emojis” evoke positive emotions generate engagement 

(Jaakonmäki et al., 2017:6). Finally, on a consumer perspective, internet and mobile phones 

and digitilisation as a whole have allowed people from all around the world to share content 

and pictures more easily (Yigit, 2013).      

    

Fast-fashion advertising 
Social media has been argued to contribute to the accelerating growth of the fast-fashion 

industry, as this platform offers companies the potential to communicate directly with their 

customers as well as to generate WOM (Tan, 2017). Digital advertising campaigns provide 

companies with business growth tools, which generate relationships between the brand and 

the consumers as well as within consumer communities. This suggests that the electronic 

WOM emerging from such strategies generate viral marketing opportunities. (Cheema, 2018) 

As a result, fashion and lifestyle companies leverage these digital platforms and put them as 

their first concern for their marketing strategies (Arriaga et al., 2017). Nevertheless, as 

mentioned above, marketers using social media need to have a good understanding of the 

way to use it the most efficient way (Jaakonmäki et al., 2017).  

 

The Foote, Cone & Belding’s (FCB) Advertising Planning Grid, which was adapted 

after Vaughn (as cited in Barry, 2004), is a tool for creating effective advertising strategies. 

The model is divided into four different communication strategies: (1) emphasis on cognition, 

which suggest a high involvement and thinking; (2) emphasis on emotion, implying high 

involvement and feeling; (3) emphasis on habit formation requiring low involvement but 



34 

thinking; (4) emphasis on self-satisfaction also demanding low involvement but this time 

feeling. These depend on the consumer’s decision-making relative to the importance of the 

decision-making as well as the degree of thinking or feeling that one requires (see illustration 

3). For instance, this framework suggest that while expensive and innovative items appeal to 

a ‘hard sell’ kind of advertising with descriptive verbal communication, trendy items 

demanding high involvement, but no persuasive reasons, rely instead on imposing and 

inspiring images. (Barry, 2004) The latter thus suggests that fashion advertising needs to 

insist on attracting consumers’ emotions and feelings in order to create a ‘high-impact affect’ 

(Barry, 2004:55).  

 

Illustration 3: FCB Advertising Planning Grid (retrieved from Barry, 2004)

 
 

As observed in the FCB grid in illustration 3, fashion products need to be ‘soft’ sold 

through high images content. This implies that fashion advertising strategy mostly considers 

visual communication. Moreover, as mentioned above, Instagram is increasingly being used 

by marketers to share visual content and thus suggests that fashion advertising is present on 

this type of media. Social media marketing is more relevant than ever in the fast-fashion 

industry as it not only offers a chance to advance potential customer relationships, as well as 

reach a wider audience, but it also keeps up with the volatility of products and the market’s 

uncertainty (Cachon & Swinney, 2011; Choi et al., 2014; Elram & Steiner Lavie, 2015). 

Moreover, engagement on these social networks drives fast-fashion brands to make profit and 

influence purchase decisions among customers. Consequently, apparel retailers need to take 
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into consideration innovative advertising efforts in order to maintain consumer behaviour 

influence as well as brand equity. (Cheema, 2018) 

 

  



4

METHODOLOGY
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METHODOLOGY 
The following section will introduce the reader to the scientific stance of the research’s 

philosophical assumptions elaborated in the research paradigm. Moreover, this section will 

introduce to the research design and methodology of this thesis by elaborating on the 

measurement methods and by describing how the collected data was ultimately analysed.  

 

Research Paradigm 
A research paradigm is “the set of common beliefs and agreements shared between scientists 

about how problems should be understood and addressed” (Kuhn, 1962:45). This implies that 

the importance of a research paradigm relies on its function as the pillar of a research. Indeed, 

it clarifies which methods will suit best the type of research undergone and how these will be 

operated to study the chosen phenomenon (Rasmussen et al., 2006). Starting with ontology, it 

approaches the discussion of the studied object’s nature and its reality. When this is clarified, 

epistemology guides the researchers to formulate their understanding of knowledge and their 

justification reasoning (Pedersen, 2005; Johnson & Onwuegbuzie, 2004). Finally, 

methodology considers the process of researching a studied phenomenon, as well as how to 

test theories (Pedersen, 2005).  

 

This thesis is based on mixed method, as we have applied different types of data and 

techniques in order to view the researched object from different perspectives. Mixed method 

research integrates quantitative and qualitative research strategies. Thus, qualitative and 

quantitative purists would argue that it rests upon different types of philosophy of sciences. 

(Nagel, 1986; Ayer, 1959; Maxwell & Delaney, 2004; Popper, 1959; Schrag, 1992) The 

quantitative purists belong to the natural sciences philosophy, which is grounded in the 

positivistic research paradigm (Johnson & Onwuegbuzie, 2004). Positivism states that true 

knowledge can only be obtained by applying scientific methods to the empirical world 

(Bryman, 2008). Hence, positivism depends on fixed laws of causation and objective 

observation. This means that true knowledge can only be accessible through logic reflected in 

statistical, mathematical and quantitative methods of processing data. (Thurén, 1998) On the 

other hand, the qualitative purists represent an opposing worldview, namely the interpretivist 

paradigm (Creswell & Plano Clark, 2007). This paradigm considers a phenomenon as value-

bound in which knowledge is based on subjective categories of meaning (Johnson & 
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Onwuegbuzie, 2004). Fundamentally, these two paradigms have been considered an 

incompatibility thesis (Howe, 1988), which means that quantitative and qualitative research 

paradigms, as well as each of their related methods, cannot and should not be mixed (Johnson 

& Onwuegbuzie, 2004). However, important proposals have been made by more nuanced 

positions, arguing that mixed methods should be considered a research paradigm on its own 

(Johnson & Onwuegbuzie, 2004; Feilzer, 2010).  

 

According to Johnson & Onwuegbuzie (2004), one should not consider mixed 

methods research as a replacement of the qualitative and/or quantitative approaches. Instead, 

the goal of mixed methods research is to “draw from the strengths and minimize the 

weakness of both in single research studies and across studies” (Johnson & Onwuegbuzie, 

2004:14-15). Since mixed methods move across distinct disciplines, pragmatism is 

considered a suitable philosophical partner in the attempt of unifying the different insights 

gained from the qualitative and quantitative research (Johnson & Onwuegbuzie, 2004; 

Feilzer, 2010). Pragmatism is a philosophical tradition originated in the US in the 1870s, in 

which Charles Sanders Peirce, William James and John Dewet are considered some of the 

most important ‘classical pragmatists’ (Hookway, 2016). According to William James, 

pragmatism is considered a theory of truth and an “attitude of orientation” (1907:54). This 

implies a necessity of seeking truth by looking at consequences, facts, fruits and the outcomes 

of a phenomena, instead of, on the other hand, focusing on what William James refers to as 

“first things”, “principles”, “categories” as well as “supposed necessities” (James, 1907). 

Thus, according to the pragmatic principle, in order to attain an absolute view of a researched 

phenomenon, one must - in a practical matter - consider the conceivable effects that the 

phenomena may involve. In other words, one must consider what outcomes there might be 

and what to expect from the researched phenomena in order to gain a more accurate glimpse 

of its truth.  
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Illustration 4: Visualization of the thesis’ philosophical stance 

 

 
 

Research Design 
There are two approaches in acquiring new knowledge, one being an inductive way of 

reasoning and the other being deductive. The inductive approach implies a process of theory 

building, which follows solely collected data. Moreover, this reasoning is less concerned with 

generalisations made prior to the research and lets researchers take part in the research 

process. (Saunders et al., 2003) Yet, Popper criticises this approach of empirical knowledge 

based on singular statements as the basis of universal statements. He implies that a theory 

must be falsifiable which is “possible by means of purely deductive inferences” (as cited in 

Delanty & Strydom, 2003:45). Deduction infers that the aim of the research is to test a 

theory, and its general approach in natural sciences is constituted of five sequential stages 

which are; (1) deducing a hypothesis from existing literature, (2) collecting data to express 

the hypothesis, (3) conducting an empirical inquiry to test the hypothesis and finally (4) 

analysing the outcome, and (5) if needed adapting theories to the findings. (Saunders et al., 

2003) Therefore, this social science research should stay objective and thus will follow a 

deductive approach.  

 

Moreover, this research will follow a triangulation of methods, namely a mixed 

methods approach as mentioned earlier, and the collection of empirical data (Creswell, 2003). 

In the case of this study, the eye-tracking research obtains data, which interprets the 

“knowledge about a mental process that is typically hidden” (Olk & Kappas, 2011:9). 
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Relying purely on these ocular data may weaken the outcome of the research, thus scholars 

encourage researchers to combine this set of data with other relevant dependent variables 

such as emotional responses (Olk & Kappas, 2011). Therefore, in order to ensure the strength 

of the data collected to contribute to the data analysis, a triangulation method is used in this 

research. The use of this method requires the study to consider four elements, which are; (1) 

the implementation (whether data collection is concurrent or sequential), (2) the priority (the 

weight given to each data collection approach), (3) the integration (the combination of all 

data simultaneously or the interpretation of one type of data with the other supplementing), 

and finally (4) the theoretical perspective (approaching social sciences, a particular cause or 

policy). In this view, this research follows a concurrent triangulation strategy, which implies 

that it uses both quantitative and qualitative data collection methods separately and 

simultaneously. Each method is used separately in order to offset the potential weaknesses of 

one method with the strength of the other method. (Creswell, 2003) The different types of 

data collection methods include respectively:  

 

● the baseline survey conducted prior to the eye-tracking experiment as a mean to set a 

basic standard on the perception of each nature scenery stimuli used in the research; 

● the eye-tracking experiment; 

● the emotional self-assessment questionnaire conducted at the same time as the eye-

tracking experiment;  

● the interviews conducted 48 hours post eye-tracking experiment. 

 

Before introducing each method’s structure, it is relevant to mention how the overall 

analysis process will be developed. In regards to this paper’s mixed methods approach, the 

analysis is divided into two different phases. Indeed, as Creswell argues (1995), the mixed 

method focuses on neither quantitative nor qualitative research alone, but rather a 

combination of the two to supply the answer of the research question with the most relevant 

information. This suggests that in order to answer our research question, the quantitative 

phase is introduced and includes: (1) the results from the baseline survey in order to define 

the different hypotheses; (2) the hypotheses testing; and finally (3) the descriptive analysis of 

the rest of the eye tracking data. The qualitative phase is then presented and consists of the 

analysis of the interviews. Both quantitative and qualitative analysis will then be merged in 

order to discuss their interrelation. Finally, the research question will be answered as a fruit 

of the discussion (see following illustration). 
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Illustration 5: Research design overview 

 
 

Baseline survey 
An online survey was conducted prior to the experiment in order to set a common ground on 

people’s emotions towards the selected nature sceneries, as well as to provide a comparison 

to the experimental ads including fashion elements.  

 

Purpose 

From an evolutionary perspective, “habitat selection presumably involves emotions responses 

to key features of the environment” and such elements activate either positive or negative 

anticipations to reject, explore or settle in the environment (Orians & Heerwagen, 1992:555).  

This describes the purpose of rating participants’ emotional responses to nature sceneries as 

they reveal the behaviour towards such landscapes. Thus, this survey was necessary in order 

to create our own understanding of how people perceive the different nature sceneries used in 

this study and analyse their emotional responses to them. These emotional responses were 

then used as an estimate of what the outcome of the fast-fashion advertisements featuring 

nature sceneries will be and thus helped defining the hypotheses. Thus, the survey helped in 

the creation of the hypotheses so that we could formulate them not only based on theories but 

on our empirical data too.  

 

Subjects 

106 respondents completed the survey prior to the eye-tracking experiment. The sample 

included 50% of male and 50% of female participants, where 47% were less than 25 years 
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old, 48% fell within the 26 - 35 age range and the rest were over 35 years old. The survey 

was conducted online for practical reasons and was shared across different networks. 

 

Survey design 

The survey design included emotional self-assessments, in which participants were asked to 

rate the valence, on a scale from -4 (negative) to +4 (positive), and arousal, on a scale from 1 

(calm) to 9 (excited), of their emotional responses to six different nature sceneries. 

Furthermore, a categorisation of their emotion was also requested. The list of emotions 

included happiness, sadness, fear, freedom, safety, unsafety, the option to assess ‘no emotion’ 

as well as the option to write openly their emotion not appearing in the list. The stimuli used 

in the questionnaire were composed of the same nature sceneries as the ones used in the eye-

tracking experiment, namely the following sceneries: Savannah, Rocky Desert, Tropical 

Beach, Mediterranean Coast, Mountain Creek and Lake & Forest. 

 

Emotional data analysis 

Due to the same questionnaire design, analysing the data from the survey required a rescaling 

of the valence scale in order to compare with the arousal scale. That is, we rescaled the 

valence emotional questionnaire to the scale from 1 to 9 (see scale below). For instance, a 

rating of +2 was rescaled to a rating of 7.  

 

Table 1: Valence scale conversion 

+ 4 + 3 + 2 + 1 0 - 1 - 2 - 3 - 4 

9 8 7 6 5 4 3 2 1 

 

This way, the negative numbers as well as 0 did not impact the calculation of the mean. 

Additionally, this helped to give a better overview of the ratings that both the valence and 

arousal dimensions received. After the re-scaling was done, both means were calculated as 

well as their standard deviation in Excel. Moreover, in order to measure people’s 

categorization of emotion, the number of words for each category was counted per scenery 

and visualized in illustration 9. 
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Two dimensional scale 

A two dimensional scale was created to visualise each nature sceneries’ emotional scores of 

valence and arousal from the baseline survey data. The means of the emotional responses 

from the baseline survey are calculated and represented as single points on a two dimensional 

scale, and are then later used as indicators to define of the hypotheses. The results are 

presented in the illustration in the analysis (see illustration 7). In the illustration, the two 

corresponding axes for arousal (y-axis) and valence (x-axis) have been rescaled so that the 

value of each scale measurement has been translated so that a value of zero corresponds to 

the mean rating across all six nature sceneries (valence = 4,45 and arousal = 6,77). 

 

Eye-tracking experiment 
“All of us are doing it about 170,000 times each day, about three times per second, but we 

rarely think about it: moving our eyes.” (Olk & Kappas, 2011:433) 

 

Purpose 

The recording of the participants’ eye movements was necessary in order to potentially find 

some implicit information to their responses to the advertisement, which did not appear 

through the explicit emotional self-assessments (Barratt et al., 2016). As reviewed in the 

literature, eye fixations indicate the degree of visual information that a certain stimulus 

possesses as well as the attention that it evokes (e.g. Duchowski, 2002). This implies that 

eye-tracking data provides fruitful information concerning the effectiveness of an 

advertisement, namely whether the advertisement attracts attention. For this reason, we 

conduct an eye-tracking experiment combined with emotional self-assessment questionnaires 

to analyse the behaviour of the participants towards nature sceneries featured in fast-fashion 

advertisements.  

 

The initial stage 

As a starting point to the research, a review of past eye-tracking researches done on similar 

topics, namely the effect of nature scenery on advertising, were reviewed. Eye-tracking 

experts stress the importance of such operationalization that is the process of precising the 

idea by adapting and broadening past researches. This implies to get pertinent and unique 
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data that can be calculated and evaluated accurately. (Holmqvist et al., 2011) Consequently, 

we reviewed research papers on the similar topic and found Hartmann et al. (2013)’s research 

article on Nature Imagery in Advertising, which had similar approaches and methods as the 

ones we were willing to explore. As a result, we modified the reported experiment to our own 

interests and expanded knowledge from it. This was done by using the same nature sceneries 

that had already been researched in Hartmann’s study and adding the Tropical Beach scenery. 

We further got inspired to conduct a triangulation of methods, which included a test of 

participant’s memory, although the latter’s design was modified to our purpose.  

 

Subjects  

The 20 subjects who participated in the eye-tracking experiment were mainly (80%) students 

of various majors from Copenhagen Business School. All participants were female who fell 

within the 20 to 27 years old segment. The majority of the subjects (11) originated from 

Denmark while the others were from other European countries (Finland, France, Germany, 

Greece, Lithuania, Italy and Sweden) and had lived in Denmark for more than 6 months, thus 

claiming to be progressing in the Danish ‘culture assimilation’ (Verdier & Zenou, 2016).  

 

Moreover, all participants confirmed having a normal or corrected-to-normal vision, and 

were all naive as to the overall purpose of the study. All subjects signed a written informed 

consent prior to the experiment and were additionally given cinema tickets give-away 

incentive to volunteer for the experiment. Finally, coffee, tea and cake were provided as a 

compensation for taking their time.  

 

Quality of eye-tracking experiment 

The validity and reliability of the eye-tracking experiment are two important factors to take 

into account when planning for a successful outcome. One of the main weaknesses of an eye-

tracking experiment is the doubt of the data quality from the eye-tracking machine, since 

there are many components that can influence the overall validity of the data. More 

specifically, these influential factors are, among others, the recording environment, the 

participants, the operator, the eye-tracker, the tasks, which all in all can impact the quality of 

the data (Holmqvist et al., 2011). As such, the following sections will consider the quality of 
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the experiment in terms of the validity and reliability of the eye-tracking data, in which we 

will reflect upon some of the major pitfalls when dealing with an eye-tracking research study.  

Environment 

The recording environment for the eye-tracking experiment is another important factor for the 

validity of the data. The eye-tracking experiment was held at Copenhagen Business School’s 

CogLab, which is one of the main facilities for experimental research. The laboratory is 

located on the top floor in the CBS building of Dalgas Have, in which there is a quiet 

environment giving each participants the opportunity to concentrate on the experiment 

without distracting noises etc. Moreover, when conducting each experiment, we made sure to 

keep the environment consistent and uninterrupted for each participants’ trial. For this we 

ensured to keep the door closed, the curtains shot as well as the lights on at all times for each 

experiment, in order to keep a similar light volume among all participants.  

 

Eye-tracking system 

The eye-tracking machine that was used for this experiment was the SensoMotoric 

Instruments (SMI) RED. The SMI is based on an infrared technology and designed to record 

a gaze sampling rate of 50 Hz. The stimuli were displayed on a 48,3 cm monitor (measured 

diagonally) with an aspect ratio of 5:4 and a resolution of 1280 x 1024 pixels. The 

participants were placed at a viewing distance between 60 to 80 cm. The eye tracking systems 

were accompanied with the software Experiment Center in which the participants’ responses 

were registered and controlled. Moreover, the data was later analysed with BeGaze for SMI, 

which is a software providing the participants’ data files and data visualizations.  

 

Stimuli  

In order to control for influence of irrelevant variables and to assure an internal validity, the 

participants were assigned randomly to one of two experimental groups. Group A and Group 

B were each assigned to a set of twelve experimental advertisements. Eight of them were 

experimental and applicable to the research, while the four others were fillers to disguise the 

overall purpose of the research. During the eye-tracking sessions, subjects were exposed to 

each fast-fashion ad replica for a duration of 8000 milliseconds. After each experimental ad, 

the participants were to complete an emotional scale questionnaire. 
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Experimental advertisement creation 

We created all twelve of the experimental advertisements. Six of them illustrated a nature 

scenery, two of them portrayed an urban scenery, and four of them were fillers. The latter 

being only fillers to deceive the overall purpose of the study, thus they were disregarded in 

the data analysis. Nevertheless, the eight actual advertisements were all divided between the 

scenery on the right (occupying the majority of the image), the model standing on a white 

background on the left and one of the two logos positioned on top of the model (see appendix 

1). This composition allowed for a pertinent analysis of the data collected from the eye-

tracking experiments. Although the composition of the advertisement is quite static and does 

not provide an obvious association between the item sold and the rest of the image, it does 

give a “photographic proof that something really happened” (Messaris, 1997:212). Moreover, 

the setup of the experimental advertisements was inspired by real-life advertisements found 

on Instagram (see appendix 8). Additionally, this composition provides the research with a 

better comparative case, as we were able to keep each variable within the overall scene 

consistent between the different advertisements.  

 

Nature sceneries 
The six nature sceneries included a Tropical Beach, a Mountain Creek, a Mediterranean 

Coast, Lake and Forest, a Savannah, and finally a Rocky Desert. All six nature sceneries 

have been asserted by different scholars to be preferred by humans because of their pleasant 

and safe virtues. The mountain creek provides a stream of clear water and mountain peaks, 

which are both attractive and depicts safety (Messaris, 1997; Colarelly & Dettmann, 2003). 

Additionally, the mediterranean coast stimulus provides openness as well as a potential of 

inspection for possible threats thanks to its hilly coastline (Messaris, 1997). Lake and forest 

sceneries are desired due to their montage of habitats, which include grass as well as their 

openness yet enclosed areas (Falk & Balling, 2010). Savannahs are the preferred landscapes 

due to their clear space with some trees allowing our ancestors to predict threats while hide at 

the same time (Orians & Heerwagen, 1992). Finally, rocky deserts display similar 

characteristics to savannahs and the stimulus chosen illustrated a curved road evoking 

mystery (Messaris, 1997). All images were retrieved on 26th and 27th of February 2018 from 

two different free stock picture websites (Unsplash and StockSnap.io) on which amateur 

photographers share publicly their photos. In order to increase their accuracy, all six 

sceneries, except for the Tropical Beach scenery, were selected in order to resemble the 
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landscapes used in a previous research (Hartmann et al., 2013). This previous research has 

conducted experiments with these landscapes with more than 500 participants (see appendix 

2). Indeed, the tropical beach scenery was selected from real-life observation of its recurrent 

use on fast-fashion social media feeds (see appendix 3). It offers a feel of mystery due to the 

palmtrees shore curving and not showing the full extent as well as it displays complexity of 

vegetation (Kaplan, 1987). 

 

Urban sceneries 

The two urban sceneries were used with the aim to be tested against two nature sceneries and 

consequently confirm the literature regarding its distracting characteristics in advertising. 

According to the Attention Restoration Theory, urban sceneries evoke high degrees of 

attention due to their complex characteristics but they provide evidence for being less 

therapeutic than nature sceneries (Hartmann et al., 2013). Similar to the nature sceneries, the 

urban sceneries were retrieved from a free stock picture website.  

 

Logos 

The experimental advertisements were composed of two similar looking logos; both short in 

length with black letters, in a similar font type on a white background. This was done in order 

to reduce the chance of the logos being too distracting from the other variables within the 

fast-fashion advertisement. The logos chosen for the experiment were actual fast-fashion 

brands. Nelly.com and NA-KD are two leading online Scandinavian fast-fashion brands 

widely known through social media advertising. Both brands are Swedish and operate in 

Scandinavia as well as the rest of Europe. While NA-KD claims to offer new items every 

single day (NA-KD.com, retrieved 13.04.18), Nelly.com asserts to have as a vision to 

become the number one online fashion retailer in the Nordics (Nelly.com, retrieved 

13.04.18). Both companies present all the characteristics of a fast-fashion retailer and operate 

their marketing strategies mainly on Instagram. Such efforts include campaigns using 

influencers as well as employing the latest the function ‘instagram shopping tap’ on their 

Instagram posts. The logos were mainly used for the post 48h phone call interviews but they 

also stand as an area of interest (AOI) on the experimental visual stimuli as a mean to create 

an effect similar to digital advertisements. 
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Models 

All the models were retrieved on the 25th of February 2018 from both Nelly.com and NA-

KD websites. They were wearing the latest clothes added to the website and followed the 

latest trend. All models were similar in physical appearance however, the clothes’ colours 

and shapes varied greatly.  

 

Stimuli assignment 

In order to control for biases in the data analysis, the two groups were assigned to varying 

stimuli. Each group was subject to different combinations of the same model, the same logos 

and the same sceneries. While both groups were subject to each model and each scenery, they 

were only exposed to the logo Nelly.com as well as the NA-KD logo three times each as 

illustrated in Table 2. The latter decision of displaying equally two different logos was made 

to control for biases in the product recall. As scholars argue that consumers can easily mix up 

competing brands (Kotler & Kotler, 2009), exposing participants to two different yet similar 

brands allowed us to analyse their brand recall in a more pertinent manner during the post 

eye-tracking interviews.  

 

In order to assign each group to these different combinations of the three AOI, one 

table was created with the models in the first line and the different sceneries in the first 

column. By simplicity, Group A and Group B were first both plugged in the first column 

following each other in line, and were altered every column with each branded logo. 

Additionally, both groups were subject to the exact same fillers, which included one or more 

model(s) from the rest of the experimental ads. As a result, each group were subject to 12 

different images. 

 

Table 2: Stimuli assignment of Group A and Group B 

VARIABLES Model 1 Model 2 Model 3 Model 4 Model 5 Model 6  

Mountain Creek Group A     Group B  
Mediterranean Coast Group B Group A      
Lake and Forest  Group B Group A     
Savannah   Group B Group A    
Rocky Desert    Group B Group A   
Tropical Beach     Group B Group A  
Urban 1 Group A     Group B  
Urban 2 Group B     Group A  
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Filler 1       All groups 
Filler 2       All groups 
Filler 3       All groups 
Filler 4       All groups 
Branded logo Nelly.com NA-KD Nelly.com NA-KD Nelly.com NA-KD  

 

Example of a sequence of a group’s stimuli 
The following design will illustrate a presentation of the fast-fashion advertising replica, that 

the participants were exposed to, as well as the composition of the different stimuli. An 

example of the full experiment stimuli for Group A is visualized in appendix (appendix 6).  

 

Illustration 6: Design and sequence of experiment 

 
 
 

Procedure 

Development of the entire experiment  

The experiments were divided into three consecutive days in order to allow the participants to 

find a time that fit best their private schedule. They were welcomed at the CogLab at Dalgas 

Have and each had a time slot of one hour to complete the eye-tracking experiment. They 

were offered tea/coffee and cake in the lounge area of the lab while signing the consent form. 

The relaxed atmosphere was necessary in order to get real-life emotional results during the 

experiment. After taking their time to fill out the form and drink their coffee/tea, they were 

introduced to the experiment room and asked to sit down comfortably on the chair. After the 

experiment, participants were kindly asked to answer a short personal information form. The 

form was made of questions concerning their travel experience as well as demographics and 

their available time for the follow-up interview (see appendix 7).  

 

Development of the experiment on the computer 
After sitting comfortably on the chair, each participant was then instructed about the 

calibration test prior to the real experiment with the following verbal instructions: “You will 
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now see a white circle with a red dot in the middle on the computer screen. Simply focus on 

the red dot in the middle while I monitor the computer equipment to make sure that it is 

running correctly. This is a test of the equipment and the calibration which is not part of the 

experiment”. Afterwards, the actual testing began with a 9-point eye-tracking calibration. 

Here we would only accept the calibration if the calibration point was less than 0,5° of visual 

arc. If this condition was not met the first time, then the calibration was repeated until we 

would get the acceptable degree of visual angle. Hereafter, each participants were asked to 

read the instructions and press the spacebar when they were ready to commence the 

experiment. Clarification questions concerning the vocabulary of the instructions were 

verbally answered in order to get valid data out of the participant’s experience.  

 

Variables 

The experiment was conducted with two groups of 10 participants in each group, thus we 

made sure that the variables were held constant in order to be able to compare the data. This 

means that all subjects were exposed to the same stimuli, however in different combinations 

and orders, as explained earlier to avoid biases.  

 Fixation Duration (FD) was used to test the hypotheses by measuring the attention of 

the different chosen stimuli in that this variable allows us to identify the attentional 

engagement of the participants and their cognitive processing (Hannula et al., 2010). A FD 

lasts somewhere between 200-300 ms and is used to measure the amount of time spent 

fixating on a specific area, which reveals the focus of attention and milliseconds required to 

process the information from that area (Eckstein et al., 2016). Moreover, as an incremental 

input to the hypothesis testing, Fixation Count (FC) was used to analyse the number of 

fixations within the AOIs, which allows us to identify if participants have looked at a lot of 

different areas within the AOIs. Higher FC indicates that the object fixated at is harder to 

recognise or process (Poole et al., 2005). Lastly, we observe revisits from the eye-tracking 

data since this variable suggests a so-called encoding failure (Peterson et al., 2001). This 

suggests that participants would fixate at an area and move on to another area. The realisation 

that the previous area had not been completely encoded would then encourage the revisit of 

the first area. As an example for connecting these variables, a lower revisit with a higher FC 

would indicate that fixations have left and entered a certain area fewer times. (Peterson et al., 

2001) 
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AOIs 

The eye is only able to look at one specific area at a time and thus lets the brain make the 

decision on where to look at first (Olk & Kappas, 2011). It was therefore important to 

demarcate the areas of interest on the experiment stimuli that were expected to attract the 

participants’ attention. Consequently, we designated three different AOI’s, namely the nature 

scenery, the logo and the model as visualized with an example in illustration 7. Each AOI 

was drawn manually in the program BeGaze in which we aimed at controlling the size so 

they would not deviate too much between the different fast-fashion advertisements. For this 

reason, we made sure that all the (urban and nature) scenery AOIs had a coverage percentage 

at around 69-70% of the whole picture, and on average around 916.092 pixels. A similar 

process was proceeded for the other AOIs: the model AOI covered around 19% of the whole 

fast-fashion ad with an average of 248.436,25 pixels. Finally, the logo AOI took up 1,3% of 

the space in the whole picture covering 16.668,38 pixels. 

 

Creating these AOI’s beforehand was important for the data analysis such as 

measuring each region’s fixation counts as well as revisits and fixation duration. However, 

the appearance of a new AOI emerged from observing the resulted heat maps. Thus, an AOI 

was created on each model’s face, as we noticed that people tended to look at faces for a long 

duration as well as revisit this area, in spite of the AOI’s small coverage percentage of 0,5% 

and an average of 7.804,69 pixels. 
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Illustration 7: AOI draw up 

 
 

Eye-tracking data analysis process 

The data from each participant was downloaded from the Experiment Center and then 

uploaded to the BeGaze analysis software. Here we explored and exported the following 

visualizations: Heat maps, Focus maps and Scan paths to see a trend between the different 

fixations for the different fast-fashion advertisements. Afterwards, we exported the AOI 

statistics from each participants’ trial summary in text files to plug into an Excel sheet. Then, 

we compressed the data by disregarding all irrelevant statistics and focusing on the dependent 

variable useful for our hypothesis testing, namely the FD. Additionally, we exported FC and 

revisits which are other variables suitable for measuring the attentional engagement of the 

participants. These were later analysed in the descriptive analysis of the eye-tracking data. 

Lastly, we conducted the hypothesis testing in Excel using the data analysis tool ‘paired two-

sample t-Test for means’. Here the AOIs for the models in connection to the different 

sceneries were selected as the independent variables. The FD for the different model AOIs 

were then selected as the dependent variable and main event analysed. From these statistics, 

we were then able to demonstrate the hypothesis results. 
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Emotional self-assessment questionnaire 
An emotional self-assessment questionnaire was included in the eye-tracking experiment in 

order to measure each participant’s emotions after each stimuli. 

 

Purpose 

The measurement of the degree of persuasion of advertisements through eye-tracking data 

was supported by the evaluation of subjects’ emotions. Duchowski (2017) argues that 

“emotional content affects eye movements” and thus puts emphasis on the relevance of 

emotions on cognitive behaviour. Indeed, theories on perception and the mechanics of vision 

provide evidence that emotions are activated before awareness, thus they represent the initial 

unconscious reaction to a stimuli (Sheth & Pham 2008; Barry, 2004). This perspective 

supports the need for an immediate emotional self-assessment questionnaire after each 

experimental advertisement. 

 

Subjects 

The subjects were the same as the ones from the eye-tracking experiment; 20 females varying 

from 20 to 27 years old. Participants were separated into two different groups, 10 in group A 

and the other 10 in group B. Both groups were subject to the same self-assessment 

questionnaires. 

 

Questionnaire design 

Each experimental advertisement was followed by three consecutive questionnaire slides 

starting with the arousal rating of the participant’s emotional response (calm to excited) on a 

top-down scale from 1 to 9. Hereafter, participants were exposed to a scale from -4 to +4 to 

measure the valence of the their emotions to the previous advertisement seen (negative to 

positive). As Barrett (1998) argues, both valence and arousal can be assessed by subjective 

experiences in which the valence level is dependent on the arousal degree and drives 

awareness. Consequently, arousal and valence assessment provide a support to the findings 

from the eye-tracking data.  

Finally, in order to further understand the emotions, the participant was asked to 

select the first emotion that came to her mind from happiness, sadness, fear, freedom, safety, 

unsafety, or the option to assess ‘no emotion’ as well as the possibility to write openly their 
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emotion, which did not appear in the list. By including a categorisation of emotions, the 

valence and arousal dimensions are additionally supported and provide a deeper 

understanding of the meaning behind valence as well as the arousal influence. (Sheth & 

Pham, 2008) According to previous literature, people in contact with nature may feel 

emotionally happy or sad as well as evoke the feeling of freedom (Hartmann et al., 2013). 

Additionally, some types of natural sceneries may stimulate degrees of safety or danger 

depending on evolutionary needs such as shelter and open-spaces (Falk & Balling, 2010). 

Finally, as stimuli with emotional features are proven to stand out or dominate neutral or non 

emotional stimuli, a category ‘no emotion’ was added to the list.  

 

Emotional data analysis 

To start off, as the scales used for the emotional self-assessment were from 1 to 9 

respectively to the intensity of arousal and from -4 to +4 respectively to the degree of 

valence. However, in order to calculate the mean of the results from this scale, we rescaled 

the valence emotional questionnaire to the scale from 1 to 9 (similar to the procedure in the 

baseline survey - see table 1). Moreover, in order to measure people’s categorisation of 

emotion, the number of words for each category was counted per scenery and visualized (see 

appendix 11). 

 

Two dimensional scale 

In order to compare the emotional ratings between the baseline survey and the eye-tracking 

experiment, we filled in the means of valence and arousal emotional scores from the eye-

tracking experiment in the two dimensional comparative scale (see illustration 11). As the 

ratings fell within the same spectrum as the ones from the baseline survey, we kept the 

original means from the baseline survey and simply plugged the ratings from the eye-tracking 

experiment.  

48h post-experiment phone call interviews 
A phone call in the form of a short semi-structured interview was conducted 48 hours after 

each experiment.  
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Purpose 

As the aim of this research is to determine how nature sceneries affect fast-fashion 

advertising, it is relevant to analyse how advertisements generate brand equity. This suggests 

the importance of testing the subjects’ recall of the stimuli.  

 

Subjects 

The subjects were the same as the ones from the eye-tracking experiment; 20 females varying 

from 20 to 27 years old.  

 

Interview design 

The interviews were done through phone calls in order to ensure the availability and 

flexibility of each participant to do the interview. Each participant received a phone call from 

one of us 48 hours after they participated in the experiment. With the aim of uncovering what 

all of the participants could recall from the eye-tracking experiment, our research naturally 

led us to conduct qualitative interviews. Through these qualitative interviews, we could 

establish an understanding of which stimuli the participant paid more attention to. We 

conducted semi-structured interviews with a set of pre-formulated questions, both unaided 

and aided. By designing a semi-structured interview, we allowed participants to express 

themselves freely beside answering the questions. Thus, all the participants answered the 

same main questions but we had the flexibility to deviate the order and formulation of the 

questions according to the individual interview. With this, we could gain relevant knowledge 

as to what the individual interviewee could recall from the eye-tracking experiment, while 

still providing a structure for comparison between the twenty conducted interviews. (Edwards 

& Holland, 2013) 

 

Interview procedure 

In more detail, all the interviews were structured in a way that ensured that all participants 

were taken through the same topics. Thus, we used an interview guide (see appendix 4) to 

ensure a frame of reference. Each of the interviews started by thanking the participant for 

taking their time to conduct the experiment and was followed by a brief explanation of what 

the purpose of the phone call was. The interview then started with an unaided question, 

without the help of a specific cue or prompt (Kosicki, 2008), where the participant was asked 



55 

to think back to when she saw the fashion advertisements and express what came to her mind. 

This question was open-ended in order to let the participant express what they first recalled 

and therefore comprehend each AOI’s importance in the mind of the participant. The 

collection of that first answer allowed us to follow up on the most relevant keywords and thus 

direct the conversation towards the interesting topics, which could be elaborated. For 

instance, if participant x answered to the first question by mentioning the recall of mountains, 

we would direct the interview by asking, “you mentioned mountains, is there any other 

scenery that you recall?” This way, the interviewee could elaborate on the sceneries that she 

recalled and bring up new memories. If other interesting keywords were expressed in the first 

answer, the interviewer would follow the same process and get more detailed descriptions of 

what the participant recalled. When this crucial step was done, and did not generate any more 

memory from the participant, the interviewer interrogated the person with aided questions 

concerning relevant topics that the interviewee did not mention by herself. The aim of the 

aided question is to provide the respondent with a more specific cue or prompt to facilitate 

their memory (Kosicki, 2008). These aided questions were related to the recall of the logo, 

the outfits or the nature sceneries. When these topics were elaborated, we moved on to 

another aided question concerning the participant’s recall of her emotions during the 

experiment. Finally, after relevant answers were given to the latter question, we moved on to 

the last open-ended question which invited the participant to add any additional comment if 

they wished. This last question was necessary in order to let the interviewee express 

themselves on potential relevant topics that the other questions would have not developed.  

 

Product recall  

Additionally, in order to visualize better the participant’s outfit recall we created a table with 

each combination of scenery and outfits for both participant groups, where we counted the 

times each outfit was recalled (see appendix 12). More specifically, each combination would 

receive a one-point score when participant recalled a specific outfit. As both groups had 

different combinations of outfits and sceneries, it was relevant to see if the association of one 

outfit with a particular scenery would enhance more recall of that outfit. In that way, we were 

able to compare with the results from the eye-tracking data, which sceneries enhances 

product recall and attention respectively. However, some models were appearing more than 

once throughout the twelve stimuli. The star symbol (*) indicates a ‘recall point’ of the 

model’s outfit that could be relating to two or more of the sceneries that the participants were 
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exposed to during the experiment (in the event that participants would not mention a scenery 

in relation to the advertised product). Due to the small amount yet different outfits, we named 

the outfit in the table after their distinguishing piece of clothing, for instance: the model 

wearing a white t-shirt, a long pink skirt and black boots was named as “pink skirt”. 

 

 For example, a participant mentioned “I recall a flowery dress [...]” As we know she 

was from Group B, we deduced that she recalled the flowery dress in association with the 

Mountain Creek scenery (or potentially the Urban filler). Thus, Mountain Creek and Urban 

filler with flowery dress were both given a 1* point. 

 

Data analysis for interviews 

Based on our transcribed interviews (see appendix 5), we analyzed our data through a 2-

cycled coding process. In order to get the most insights from the coding, we each conducted 

the same coding procedure with our own perspective to it. Both of our coding analysis were 

then reviewed and aggregated together to create one final scheme. (Miles et al., 2014)  

 

In the first cycle, we ascribed interpreted meaning to the transcripts through the use of 

in vivo codes, i.e. short phrases from the interviewees’ own language. This type of coding is 

generally suited for qualitative studies and in particular for studies that “prioritize and honor 

the participant’s voice” (Miles et al., 2014:74). Hence, as we sought the interviewees’ 

explanations of what they could recall from the experiment, we found the technique 

appropriate. Following the first cycle coding, we continued to the second phase which sought 

to group the summaries generated from the first cycle into fewer emerging themes (Miles et 

al., 2014). This resulted in eleven categories or second order themes: (1) Nature happy 

emotions, (2) Nature relax emotions, (3) Nature excitement emotions, (4) Travel experience, 

(5) Recall of logo, (6) Nature and colours, (7) Outfit and colours, (8) Connection between 

outfit and nature scenery, (9) Connection between outfit and urban scenery, (10) Urban 

positive emotions, (11) Urban negative emotions.  

 

Finally, the eleven categories were then aggregated into six main dimensions: (1) 

Nature scenery emotions, which regrouped number 1 to 3 from the second round (2) Memory 

which regrouped both travel experience and recall of logo, (3) Colours which was an 

aggregation of number 6 and 7 from second order, (4) Overall scene perception, which 
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regrouped connection between outfit and nature scenery as well as connection between urban 

scenery and finally (5) Urban scenery which regrouped the two last ones from second round. 

These were connected to relevant literature concepts and constitute the framework for the 

reported results in the analysis section. The final coding structure is illustrated in the 

appendix (see appendix 13). 

 

 

 

  



5

ANALYSIS
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ANALYSIS 
This section will present the findings that were found through the analysis of both 

quantitative and qualitative data respectively. The first phase will display the results from the 

quantitative data through the results from (1) the baseline survey, which helped the formation 

of the hypotheses tested in this paper, and (2) the eye-tracking data translated into variables 

to test the hypotheses. When the hypotheses are tested, the second phase takes place and 

presents the results from the coding analysis of the post experiment interviews. To understand 

better the context of the results, it is relevant to mention again the research question of this 

paper, which is: How do consumers respond to nature sceneries in fast-fashion social 

media advertising? 

 

Quantitative analysis 

Baseline survey 
This part of the analysis consists of the pioneer to the testing of this research hypotheses. The 

preliminary indication of the emotional responses towards the different nature sceneries 

originate from the emotional (valence and arousal) self-assessment questionnaire. The means 

of the emotional responses from the baseline survey are calculated and represented as single 

points on a two dimensional scale. They are then later used as indicators to our expected 

outcome of the emotional responses to the eye-tracking experiment. The results are presented 

in the following illustration:  
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Illustration 8: Two-dimensional scale of mean ratings for valence and arousal (baseline 

survey) 

 

 
 

As illustrated in the two dimensional scale, the baseline survey provides with a comparative 

overview indicating whether a scenery was higher or lower in terms of arousal as well as 

positive or negative in valence. The emotional response data from the baseline survey is more 

formally presented in the following table (table 3) displaying the results of means, sample 

sizes and standard deviations across the different nature sceneries. The results indicate that 

the Tropical Beach (valence = 7,66) and Lake & Forest scenery (valence = 7,57) were 

perceived more positively on the valence dimension in comparison to the other nature 

sceneries. Whereas Mediterranean Coast (arousal = 5,15) and Mountain Creek (arousal = 

4,75) were rated highest on the arousal score. Moreover, the results indicate that across the 

different nature sceneries, Lake & Forest (arousal = 3,95) and Savannah (arousal = 3,90) 

were rated lowest on the arousal dimension. Yet, for the valence dimension, the results 

indicate that the sceneries Rocky Desert (valence = 6,08) and Savannah (valence = 5,54) were 

perceived least positive in value in comparison to the other sceneries.  
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Table 3: Dependent variables mean values for valence and arousal 

    Dependent variable 

Independent variable Valence Arousal 

Tropical Beach Mean 7,66 4,42 

  N 106 106 

  Std dev. 1,23 2,41 

Lake & Forest Mean 7,57 3,95 

  N 106 106 

  Std dev. 1,37 2,24 

Mediterranean Coast  Mean 7,17 5,15 

  N 106 106 

  Std dev. 1,55 2,36 

Mountain Creek Mean 6,59 4,75 

  N 106 106 

  Std dev. 1,83 2,22 

Rocky Desert Mean 6,08 4,54 

  N 106 106 

  Std dev. 1,75 2,33 

Savannah Mean 5,54 3,9 

  N 106 106 

  Std dev. 1,83 2,11 

 

Lastly, the baseline study provided insight on emotional contexts from the third question in 

the survey (category), which we will elaborate on in the following section.  
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Categories 

Along with the mean calculations of the emotional self-assessments (valence and arousal), 

the number of emotional adjectives evoked per scenery was calculated. Counting the number 

of times an emotion was chosen to describe the participants’ emotional assessments allowed a 

more thorough overview of what each scenery evoked. The baseline survey consisted 106 

respondents who were asked to categories the six different nature sceneries with the 

following eight options: (1) ‘safety’, (2) ‘unsafety’, (3) ‘happiness’, (4) ‘sadness’, (5) 

‘freedom’, (6) ‘fear’, (7) ‘no emotion’ as well as (8) ‘other’. The category ‘other’ enabled 

participants to write freely their own emotion. However, by means of simplicity we 

visualized all categories that fell outside the seven basic emotions as ‘other’. This means that 

we do not represent the other adjectives in the graph, but we mention them in the description 

of the data. A summary of these answers is presented in the following illustration (next page): 
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Illustration 9: Emotional categories per scenery 

 
When observing the results from the survey, ‘freedom’ was a commonly chosen category 

across all sceneries, however, it is Mountain Creek which received ‘freedom’ as its main 

emotion with 48% responses. ‘Happiness’ (26%) and ‘no emotion’ (15%) were the following 

emotions that categorized Mountain Creek. The Mediterranean Coast scenery was quite 

similar to the previously mentioned scenery with ‘freedom’ selected with a frequency of 46% 

as its main emotion (49 out of 106 respondents), followed by ‘happiness’ (24%) and ‘other’. 
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Additionally, ‘other’ was personalised by twelve participants in which nine respondents 

classified the Mediterranean Coast scenery with an aggregation of arousing emotions such as 

‘amaze’, ‘excitement’ and ‘adventure’. On the other hand, four other participants expressed 

varied terms such as ‘relaxation’, ‘fear & excitement’ as well as ‘memories’. Finally, 

Mediterranean Coast scenery was described as unsafe by 9% of the respondents, compared to 

Mountain Creek which received ‘fear’ and ‘sad’ by a few of the respondents (2% and 1% 

respectively). 

 

Lake & Forest was also dominated by ‘freedom’ with a recurrence of 41% namely 44 

responses out of 106, followed by ‘happiness’ (22%) and ‘other’ (18%). Lake & Forest was 

the scenery that received the most alternative answers with twenty respondents. All answers 

were homogeneous terms and could all be grouped under the emotion of ‘calmness’, with 

words such as ‘tranquility’, ‘relaxation’, ‘peace’, or ‘silence’. Rocky desert elicited ‘freedom’ 

for the most part with 37% of the responses but it also scored quite high in ‘no emotion’ with 

25%. Moreover, this scenery scored quite low in ‘happiness’ while ‘unsafety’ was the third 

most dominant emotion. Contrasting with the former findings are the ones for Tropical 

Beach, with ‘happiness’ (57 responses out of 106) as its dominant emotion among all other 

sceneries. Followed by ‘happiness’ and ‘freedom’ with a frequency of 35% comes the section 

‘other’ with six responses which included: ‘envy’, ‘wanderlust’, ‘happiness’, ‘nostalgia’, 

‘relaxation’, ‘bliss’, and ‘calm’. Finally, Savannah elicited the most ‘no emotion’ with 38 

responses out of 106, followed by ‘unsafety’ and ‘freedom’ both with 18% of the responses. 

The category ‘other’ disclosed varying emotions such as ‘loneliness’, ‘excitement’ and 

‘adventure’.  

 

As a result, it can be observed that Tropical Beach was the most enjoyed scenery with 

high scores in ‘happiness’ and ‘freedom’ followed by the two hilly landscapes 

(Mediterranean Coast and Mountain Creek). On the other hand, Rocky Desert and Savannah 

received mixed emotions as well as they both scored high in ‘no emotion’. Finally, Lake & 

Forest was the scenery that elicited the most relaxed and calm emotions. Although all 

sceneries received on average relatively positive emotion rates, Savannah was the scenery 

that received the most ‘sadness’ rates. Although insignificant, it was rated as sad by 3 (out of 

106) people compared to 2 and 1 for Rocky desert and Mountain Creek respectively. 
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Hypothesis 
Each hypothesis is drawn from a combination of previous literature on emotions and the 

effect of nature sceneries as well as the results from the baseline. By observing these results 

and combining them with literature, we came up with three different hypotheses. The three 

hypotheses take into account all sceneries, which are either arousing or non arousing and 

positive or negative. 

 

Hypothesis definitions 

Hypothesis 1: 

Considering the complexity of the scene in urban sceneries, we claim that urban sceneries are 

arousing (e.g. Hartmann et al., 2013). Whereas some nature sceneries have been studied to be 

environmentally preferred (e.g. Appleton, 1975; Kaplan, 1987; Orians & Heerwagen, 1992; 

Balling & Falk, 1982). Simultaneously, nature sceneries have proven to enhance mental 

processing due to their potential to restore attention according to ART (Kaplan, 1995). We 

thus assume that, due to their therapeutic benefits, nature sceneries with the highest level of 

arousal and thus high complexity still enhance more attention towards the advertised product 

than do urban sceneries. We therefore hypothesize that arousing nature sceneries facilitate 

more attention to the advertised product than urban sceneries do. 

  

H1: Arousing nature sceneries featured in a fast-fashion advertisement facilitate more 

attention to the advertised product as opposed to urban sceneries. 

● H0 : Arousing nature sceneries featured in a fast-fashion advertisement facilitate the 

same amount of attention to the advertised product as urban sceneries do. 

 

Hypothesis 2: 

According to Sheth & Pham (2008), arousing stimuli are fixated at longer, due to the 

complexity of the scene. When looking at the results from the baseline study, Savannah and 

Lake & Forest are the two sceneries scoring the lowest in arousal. Additionally, according to 

evolutionary theories, it is the scenery the most suitable for humans and thus the most 

preferred (e.g. Appleton, 1975). We therefore assume that Savannah and Lake & Forest are 

more likely to enhance attention to the advertised product as viewers will not feel distracted 

from the non arousing sceneries compared to the complexity of arousing sceneries such as 
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Mediterranean Coast or Mountain Creek. Indeed, by applying previous literature, we assume 

that too much information to process from arousing sceneries will impose the viewer to pay 

extra attention to the scenery and not to the advertised product. 

 

H2: Non arousing nature sceneries featured in a fast-fashion advertisement facilitate more 

attention towards the advertised product as opposed to arousing nature sceneries. 

●  H0: Non arousing nature sceneries featured in a fast-fashion advertisement facilitate 

the same amount of attention to the advertised product as arousing nature sceneries. 

 

Hypothesis 3: 

Positively perceived stimuli have been studied to broaden the viewer’s attention and 

encourage the exploration of other objects featuring in the scene. On the contrary, negative 

stimuli have proven to enhance focus on that object. (Fernandes et al., 2011) Based on this 

theoretical background, we assume that positively perceived nature sceneries enlarge the 

viewer’s attention to other objects, in this case the advertised product. In this hypothesis, 

Savannah and Rocky Desert, which score both the lowest in valence, are tested against 

Tropical Beach and Lake & Forest with their positive degree of valence.  

 

H3: Positive nature sceneries featured in a fast-fashion advertisement facilitate more 

attention to the advertised product than negative nature sceneries do.  

● H0: Positive nature sceneries featured in a fast-fashion advertisement facilitate the 

same amount of attention to the advertised product as do negative nature sceneries.  
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Eye-tracking results 
This section presents the results from the eye-tracking experiment. The statistical tests of the 

eye-tracking experiment were completed in Excel using a two sample t-Test for means. This 

method is designed to compare if two population means are different. Moreover, this method 

was chosen as we are looking at a fairly small sample size in which the variances are 

unknown. Additionally, the comparison of two means with the t-Test are useful since we 

compare two independent populations, in which their outcomes do not impact each other.  

 

Hypothesis testing 

To recap, the main objective for recording participants’ eye movements was that attention 

might be more apparent due to the fact that the eye reacts to stimuli on an unconscious and 

more implicit level (Barratt et al., 2016). Moreover, these response tendencies related to 

attention will not otherwise be evident solely based on our qualitative research. Hence, for the 

eye-tracking analysis we have primarily measured participants’ attention with their FD, in 

which we have drawn up different AOI’s (see illustration 7). This was done in order to test 

whether there is a significant difference in participants’ attention towards the advertised 

products featuring different nature sceneries as well as urban sceneries.  

 

In order for us to answer the research question, we have tested three hypotheses 

relating to nature scenery featuring in fast-fashion advertisement. More specifically, we have 

tested how different nature sceneries affect the participants’ attention to the fast-fashion 

products visible in the advertisement replica. Thus, for testing the different hypotheses with 

the eye-tracking data, the FD was treated as the main dependent variable. Meanwhile, the 

different model AOIs featuring different sceneries are treated as the independent variables. In 

the following, we will assess each hypothesis in which we are able to demonstrate if our 

predictions are plausible. 

 

Hypothesis 1 

Hypothesis 1 is based on the outcome of the baseline study, and assumes that the most 

arousing nature sceneries (Mediterranean Coast and Mountain Creek) featuring in a fast-

fashion advertisement facilitate more attention to the advertised product (the model AOI) 

than do urban sceneries. The testing of this hypothesis concerns the attention measured in FD 
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forming the basis of the overall hypothesis (H1), which we will be able to confirm or reject. 

Later in the discussion, the results will be examined and interpreted.  

 

In the following table (Table 4), the results are presented and it becomes evident that 

we fail to reject H0 and thus H1 is rejected based on the paired two sample t-Test for 

means. The results uncover that there is no statistically significant (p = 0,35) difference 

between the mean of the arousing nature sceneries and the mean of the urban sceneries. On 

the contrary, it becomes evident that there is a slightly longer FD for the model AOI for urban 

sceneries (1832,1 ms) than for the arousing nature sceneries (1769,1 ms). However, these 

results are not significant and we will be able to deduct that nature sceneries featured in a 

fast-fashion advertisement facilitate the same amount of attention to the advertised product as 

urban sceneries. 

 
Table 4: t-Test: Paired Two Sample for Means (Hypothesis 1 testing) 
 

Independent variable Arousing nature sceneries Urban sceneries 

Dependent variable FD on model AOI FD on model AOI 

Mean 1769,1 1832,1 

Variance 1171438,36 1384355,29 

Observations 40 40 

df 39  

t Stat -0,39  

P(T<=t) one-tail 0,35  

t Critical one-tail 1,68  
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Hypothesis 2 
Hypothesis 2 is based on the outcome of the participants’ emotional assessment of the six 

nature sceneries in the baseline study, and assumes that the least arousing nature sceneries 

(Savannah and Lake & Forest) featured in a fast-fashion advertisement will facilitate more 

attention towards the advertised product than the highest arousing nature sceneries 

(Mediterranean Coast and Mountain Creek). The testing of this hypothesis concerns the 

attention measured in FD forming the basis of the overall hypothesis (H2), which we will be 

able to confirm or reject. In the following table 5, the results are presented and it becomes 

evident that we reject H0 and thus H2 is confirmed based on the paired two sample t-Test 

for means. The results uncover that there is a statistically significant (****p = 0,00005) 

difference between the mean of the FD on the model AOI for the nature sceneries with the 

lowest rating in arousal (2663,59 ms) and nature sceneries with the highest rating in arousal 

(1769,10 ms). Thus, we can deduce that the nature sceneries Savannah and Lake & Forest 

featured in a fast-fashion advertisement facilitate more attention towards the advertised 

product than do Mediterranean Coast or Mountain Creek nature sceneries.  

 

Table 5: t-Test: Paired Two Sample for Means (Hypothesis 2 testing) 

Independent variable Arousing nature sceneries Non arousing nature sceneries 

Dependent variable FD on model AOI FD on model AOI 

Mean 1769,10 2663,59 

Variance 1171438,36 1410334,49 

Observations 40 40 

df 39  

t Stat -4,30586  

P(T<=t) one-tail 0,00005  

t Critical one-tail 1,68  
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Hypothesis 3 

Hypothesis 3 is, similar to the other two hypotheses, based on the outcome of the baseline 

study as well as the literature review, and assumes that the nature sceneries rated positively 

(in valence), these are, Tropical Beach and Lake & Forest will facilitate more attention 

towards the advertised product than the nature sceneries rated negatively (Savannah and 

Rocky Desert). Similarly, to the other hypotheses, the testing of this hypothesis concerns the 

attention measured in FD forming the basis of the overall hypothesis (H3), which we will be 

able to confirm or reject. In the following table 6, the results are presented and it becomes 

evident that we fail to reject H0 and thus H3 is rejected based on the paired two-sample t-

Test for means. The results uncover that there is no statistically significant difference (p = 

0,49) between the mean of the negative nature sceneries (2513,96 ms) and the mean of the 

positive nature sceneries (2508,57 ms). Nonetheless, these results are not significant and we 

are able to accept the null hypothesis; that negative nature sceneries featured in a fast-fashion 

advertisement facilitate the same amount of attention to the advertised product as positive 

nature sceneries do.  

 

Table 6: t-Test: Paired Two Sample for Means (Hypothesis 3 testing) 

Independent variable Negative nature sceneries Positive nature sceneries 

Dependent variable FD on model AOI FD on model AOI 

Mean 2513,96 2508,57 

Variance 1397560,57 1291902,33 

Observations 40 40 

df 39  

t Stat 0,024  

P(T<=t) one-tail 0,49  

t Critical one-tail 1,68  
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In summation, the following table encapsulates the final results of the three hypotheses that 

we tested throughout this section. 

 

Table 7: Results for the tested hypotheses 

H1: Arousing nature scenery featured in a fast-fashion advertisement 

facilitates more attention towards the advertised products as opposed to urban 

scenery. 

rejected 

H2: Non arousing nature scenery featured in a fast-fashion advertisement 

facilitates the most attention towards the advertised products as opposed to 

arousing nature scenery. 

accepted 

H3: A negative nature scenery featured in a fast-fashion advertisement 

facilitates more attention towards the advertised product than a positive 

nature scenery.  

rejected 
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Descriptive analysis of eye-tracking data 
Having now presented the results from the baseline study necessary for defining the 

hypotheses and having tested the hypotheses, it is relevant to present the rest of the data 

collected from the eye-tracking experiment. This section therefore presents: (1) the fixation 

counts, fixation duration and revisits to each AOI of each stimuli, (2) the results from the 

emotional self-assessment done during the eye-tracking experiment as well as (3) the 

emotional categories. This incremental data will add further insights to the interpretation of 

the hypotheses as well as the overall research question.  

 

Results from eye-tracking experiment 

In the following section, we take a look at the eye-tracking data including the FD, FC and 

revisits for all the AOI, namely the ‘scenery’ (both nature and urban), ‘model’, ‘face’, and 

‘logo’. Appendix 9 shows the measured mean of the FD, FC and revisit variables 

accumulated for both Group A and Group B. To clarify, the FD is the duration of a fixation 

measured in milliseconds. The FC is the number of fixations within the specific AOI. Lastly, 

the revisit variable indicates how many times participants looked away and then back at the 

AOI.  

  

In terms of the ‘scenery’ AOI, it is evident from the results that participants tended to 

fixate at the Mountain Creek scenery (FD = 4509,10 ms) for the longest duration followed by 

the Mediterranean Coast scenery (FD = 4412,79 ms). Whereas, participants looked at the 

Savannah scenery (FD = 3557,76 ms) for the shortest amount of time together with the Lake 

& Forest scenery (FD = 3693,42 ms). Similarly, these are the two sceneries with the lowest 

FC (Savannah FC = 12 and Lake & Forest FC = 12,25). In the meantime, the sceneries with 

the highest FC for the ‘scenery’ AOI are Urban 1 and 2 (both FC = 16). Moreover, 

participants tended to revisit the ‘scenery’ AOI most for the Mediterranean Coast (2,05 times 

on average) and for the Urban 2 scenery (2 times on average). While they revisited least the 

sceneries Urban 1 (1,4 times on average) and Savannah as well as Rocky Desert (both 1,55 

times).  

 

In terms of the ‘model’ AOI, participants fixated at the model and her outfit for the 

longest in connection to the Savannah scenery (FD = 2734,23 ms) as well as the Lake & 

Forest scenery (FD = 2592,95 ms), which are also the sceneries with the lowest FD for the 
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‘scenery’ AOI. On the contrary, the ‘model’ area was looked at for the shortest duration for 

the Mountain Creek scenery (FD = 1791,56 ms) and the Urban 2 scenery (FD = 1877,91 ms). 

Moreover, the Mountain Creek scenery (FC = 7,1) and Urban 1 scenery (FC = 6,7) are the 

two sceneries with the lowest FC for the ‘model’ AOI. Additionally, participants tended to 

revisit the ‘model’ the least times for the Urban 1 (1,47 times) and Urban 2 (1,5 times). 

Whereas, participants tended to revisit the ‘model’ area most for the Lake & Forest scenery 

(2,3 times) and the Tropical Beach scenery (1,85 times).  

 

 Looking at the data from the eye-tracking regarding the FD for the ‘face’ AOI, we 

find fairly similar results as for the FD for the ‘model’ AOI, in that participants tended to 

fixate at this area the longest for Savannah (FD = 690,25 ms) and Lake & Forest (FD = 

857,39 ms). Whereas, participants looked at the ‘face’ area on the model for the shortest 

amount of time for the Mediterranean Coast scenery (FD = 358,09 ms) and Urban 2 scenery 

(FD = 375,01 ms). Similarly, these are the two sceneries with the lowest FC for this area 

(both FC = 1,2 times). On the contrary, participants tended to have a higher FC for the ‘face’ 

AOI in terms of the Savannah scenery (FC = 1,9 times) and Tropical Beach (FC = 1,55 

times). Moreover, the results show that participants tended to revisit the ‘face’ area more 

regularly for the Lake & Forest (1,17 times) and Tropical Beach sceneries (0,87 times), 

which are the similar sceneries with the highest revisits for the ‘model’ AOI. However, 

participants tended to look less back at the ‘face’ AOI for the Rocky Desert scenery (0,38 

times) and the Urban 2 scenery (0,43 times). 

 

 When it comes to the ‘logo’ area, participants did not tend to fixate at this area for 

very long in general compared to the other AOIs. Nonetheless, the highest FD for the ‘logo’ 

is for the Tropical Beach (FD = 250,64 ms) and Savannah (FD = 230,78 ms) whereas the 

lowest FD is for Mediterranean Coast (FD = 138,25 ms) and Rocky Desert (FD = 171,08 ms). 

In terms of the FC for the ‘logo’ area, participants tended to have a higher count for Mountain 

Creek (FC = 1,15 times) and Savannah scenery (FC = 1,15 times). On the contrary, the ‘logo’ 

AOI had a lower FC for the Mediterranean Coast (FC = 0,75) and for the Lake & Forest 

scenery (FC = 0,75). Moreover, the participants tended to revisit the ‘face’ AOI least for the 

Urban 2 scenery (0,2 times) and Lake & Forest scenery (0,33 times), but they tended to 

revisit this area more frequently for the Tropical Beach scenery (0,78 times) and 

Mediterranean Coast (0,75 times).  
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Results from the eye-tracking experiment’s emotional scale questionnaire 

In order to compare the results from the emotions elicited from the six nature sceneries alone 

and the emotions elicited from the six nature sceneries featuring in advertisements, the same 

2 dimensional scale as earlier was completed with the results from the eye-tracking 

experiment (illustration 10). It is worth mentioning, however, that the sample size for both 

results differed greatly: the baseline survey had 106 responses while the eye-tracking 

experiment had 20 participants.  

 

Illustration 10: Two-dimensional comparative scale of mean valence and arousal ratings 

(responses from baseline survey and eye-tracking study) 

 
The results will be presented with the original scale (1 to 9) and compared to the ones from 

the baseline survey (see appendix 10). To start off, when featured in an advertisement, 

Tropical Beach decreased a little in valence and increased slightly in arousal (valence = 7, 

arousal = 4,90). Similar results were observed for the Lake & Forest scenery, which slightly 

decreased in valence (6,90) and increased by 1 in arousal (4,95). The Mediterranean Coast 

scenery slightly increased in valence (7,35) and decreased slightly in arousal (4,9). The 

results for Mountain Creek stayed about the same from the baseline study to the eye-tracking 

experiment and this scenery decreased slightly on the arousal score (valence = 6,5 and 

arousal = 4,6). Rocky Desert, however, climbed up the valence scale during the eye-tracking 

experiment with 7,25 (+1,18) and it slightly increased in arousal as well (5,15). Similar 
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findings were observed for Savannah when featured in a fast-fashion advertisement, it 

increased in both valence and arousal (valence = 6,30 and arousal = 4,25). We can conclude 

that all the nature sceneries apart from Mountain Creek variated in their emotional responses 

when featured in a fast-fashion advertisement.  

 

Categories 

Before comparing the two experiments, it worth noting again that the sample size varied 

between the baseline survey and the eye-tracking experiment, namely 106 respondents 

compared to 20 participants respectively. The categories were analysed in relation to their 

percentage and compared to the baseline study (see appendix 11).  

 

Although Tropical Beach received ‘happiness’ the most times among other sceneries 

during the baseline survey, in presence of a fast-fashion advertisement, it is Mountain Creek 

that collected the most ‘happiness’ responses with 45% of the responses. It was then followed 

by ‘freedom’ with 20% compared to 48% in the baseline survey. Tropical Beach then scored 

pretty similar results than before with ‘happiness’ (35%) as the main response followed by 

‘freedom’ and ‘safety’. Lake & Forest scored high in ‘freedom’ emotion in the baseline 

survey (42%), however it decreased almost by half when featured in a fast-fashion 

advertisement. On the other hand, more people felt happy when viewing the scenery in the 

advertisement compared to by itself: 35% and 23% respectively. Mediterranean Coast scored 

the highest in ‘freedom’ when featured in a fast-fashion advertisement with 40% of the 

responses, it also received the most ‘safety’ (25%) responses among all other sceneries during 

the experiment. Savannah scored the lowest in ‘freedom’ during the baseline survey (19%), 

and it scored the lowest (20%) in ‘happiness’ when featured in a fast-fashion advertisement. 

Finally, Rocky Desert received the most ‘unsafety’ (15%) and ‘sadness’ (5%) attributes 

during the eye-tracking experiment. By means of simplicity, the alternative categories were 

connoted as ‘other’ and it was Tropical Beach and Rocky Desert that received the most (15% 

both).  

 

Emotional responses and categories for urban sceneries 

The responses were given for two different urban sceneries, one with a NA-KD logo and the 

other with Nelly logo. Both groups were subject to the same scenery and model, however the 
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logos were reversed for the two groups. Overall, participants rated both urban sceneries as 

positive and quite arousing (see following table 8a). 

 

Table 8a: Mean valence and arousal ratings for urban sceneries 

Sceneries  Valence Arousal 

Urban 1 Mean 6,00 4,85 

 N 20,00 20,00 

 Std. dev 0,14 0,08 

Urban 2 Mean 6,35 4,45 

 N 20,00 20,00 

 Std. dev 0,07 0,64 

 

Table 8b: Categories for urban sceneries 

Sceneries Happiness Freedom Safety Unsafety No emotion Other Sadness Fear 

Urban Nelly 20% 25% 10% 5% 30% 15% 0% 0% 

Urban NA-KD 25% 20% 0% 10% 20% 15% 5% 0% 

 

To summarize table 8b, urban sceneries were neutral stimuli as the level of no emotion was 

quite high (30% and 20% respectively). They also elicited happiness and freedom (20% and 

25%). It can be noticed that when one of the scenery was rated with no emotion, its level in 

happiness decreased and its level in freedom increased (and vice versa).  
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Qualitative analysis 
After analysing the results from the quantitative data and having tested the hypotheses, it is 

now relevant to present the findings from the interviews that were conducted 48 hours after 

the eye-tracking experiment. These phone call interviews consisted in measuring the memory 

of the participants towards the advertisements displayed throughout the eye-tracking 

experiment.  

 

Product recall analysis 
As mentioned in the methodology section, participants received a one point score for 

recalling the advertised product (outfit of the model) from the experiment. However, since 

some of the models were duplicated throughout the experiment, it was at times difficult for 

the researchers to depict which scenery a participant was referring to when mentioning an 

outfit (see appendix 12). From the table, it becomes apparent that participants (four of them) 

from Group B would recall model 1 wearing a blue dress either in relation to the Urban 2 

scenery or the Mediterranean Coast scenery. Whereas, only two participants would recall this 

scenery in connection to the Mountain Creek Scenery. Moreover, participants from both 

Group A and B (five of them) recalled model 2 wearing a yellow skirt in relation to the Filler 

4 scenery, which illustrates a yellow square with a white pattern. Additionally, participants 

from both groups (four of them) would recall model 6 wearing a pink flowery dress in 

connection to either the Tropical Beach scenery (Group A), Mountain Creek (Group B) or the 

Urban 1 scenery (both groups). However, none of the participants recalled model 4 wearing 

the orangy/sandy dress with flowers in relation to the Rocky Desert (Group B) or Savannah 

scenery (Group A). Interestingly, participants from Group A did not recall the model 3 

wearing blue jeans and a blue shirt in relation to the Lake & Forest scenery, but participants 

from Group B remembered this model in relation to the Savannah scenery. Consequently, it 

can be demonstrated that outfits are recalled on average three to five times by participants, 

such as the yellow skirt outfit (in relation to the yellow filler) and the flowery dress (in 

relation to either Tropical Beach, Mountain Creek or Urban 1). These outfits can be 

acknowledged as fairly well recalled. On the other, outfits that were recalled once or not 

recalled at all, such as the pink skirt (featured with Rocky Desert and Savannah) and can be 

asserted as not well recalled. 
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Interview coding analysis 
In addition to the product recall table, we coded the interviews into two consecutive orders 

and then aggregated them into dimensions (see appendix 13). The dimensions reflect the 

relevant topics based on the interviews, these are: (1) the nature scenery emotions, (2) 

memory, (3) overall scene perception, (4) urban scenery and finally (5) colours. The theme 

‘colours’ was in fact an additional finding which was relevant to be part of the analysis and 

discussion. 

 

Nature scenery emotions 

The ‘nature scenery emotions’ dimension was aggregated from the three most recurrent 

emotions expressed during the interviews which were ‘happiness’, ‘relaxedness’, and 

‘excitement’. It is worth to start by mentioning that none to a very minimal number of 

negative emotions were articulated during the phone calls when talking about the nature 

sceneries.  

 

Overall, participants felt happy throughout the whole experiment thanks to the nature 

sceneries. Most of them recalled assessing their emotional response with ‘happiness’ and 

feeling happy by seeing nature sceneries, as one stated: “generally, I felt quite happy with the 

nature pictures”. While some of them remembered the experiment as an overall happy 

experience, some recalled specific sceneries, which made them happy. On average, 

“mountain” is the one that stands out as the most recurring followed by “desert” and “beach”: 

 

“I think I remember when I saw a picture that I really enjoyed, like a beach or 

waterfalls of mountains, I could feel the happiness.” 

 

While it is hard to know exactly which mountain scenery the participant meant as the 

stimuli were composed of two different kinds of mountain landscapes (Mountain Creek and 

Mediterranean Coast), we assume it to be the Mediterranean Coast due to the mention of 

waterfalls. The Tropical Beach scenery also received a lot of positive responses as this 

participant voluntarily mentions that she remembers “the beach [and that she felt] happy”. As 

a matter of fact, this example provides an explicit evidence for the affirmation’s honesty. 

Finally, and quite surprisingly the Rocky Desert scenery was remembered and appreciated as 

another participant claims to “remember a desert scenery that [she] liked a lot”. Although 
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happiness is not mentioned here, it still gives a sense of the positive response that the 

participant recalled from it.  

  

 The emotions elicited from the nature sceneries also included relaxation and 

calmness. Indeed participants often mentioned the relaxed and calm emotions they felt 

throughout the experiment. The sceneries were also counted in the ‘nature scenery emotions’ 

segment and the landscapes mentioned appeared to vary between Tropical Beach, Rocky 

Desert, Lake & Forest, and “mountain” (either referring to the Mountain Creek or 

Mediterranean Coast sceneries). For instance, a participant mentioned that she felt calm when 

she viewed the “beach” scenery. Meanwhile another participant remembers responding 

‘calm’ as her emotion to the desert scenery. Surprisingly, a few participants expressed feeling 

relaxed when viewing the stimuli with mountains and the mediterranean coast line. Finally, 

the emotion of excitement was expressed during the interviews by some participants. Indeed, 

the majority of the participants simply generalized the excitement emotion towards most of 

the nature sceneries. Two interviewees separately state: 

 

- “Then in general I felt some excitement because there was nature. I just kind of 

connect that to some adventure and travelling.”  

 

- “Then some were more exciting and more colourful, there was more to look at … like 

it would attract my attention. Some of the landscapes ones would attract my attention 

more than others.” 

 

These two examples depict the exciting effect that nature sceneries had on the participants. 

Other interviewees mentioned that the excitement emotions were addressed to specific 

sceneries such as mountain, beach and desert. Overall, the emotions towards nature sceneries 

were always positive and included ‘happiness’, ‘calmness’ and ‘excitement’. Moreover, the 

mountain sceneries (although it is not sure exactly which one they meant between Mountain 

Creek or Mediterranean Coast), the Tropical Beach landscape and the “desert” ones (often 

mentioned with the trees scattered around the area hence referring to Savannah) were the 

environments most recalled by participants.  
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Memory 

The memory dimension both comprised the memory of personal travel experiences and the 

memory of the logo. Participants often expressed their recall of some types of sceneries 

through the comparison to travelling. Indeed, participants said that the landscapes made them 

remember their last travel experience or inspired them to travel as this interviewee 

commented: “Actually I felt like travelling afterwards, I felt free in most pictures, I felt like 

wanting to see the world!” Most of the participants specified that the mountain landscape 

elicited them the memory of a hiking environment and thus the mountain scenery was the 

most associated one with travel experience. Additionally, a participant mentioned the recall 

of “a bay” (Mediterranean Coast), which she connected to a landscape that was similar to the 

ones depicted in Thailand.  

 

 Moreover, the memory of the logo was an important theme, which was relevant in 

order to determine the effect of nature sceneries on brand awareness and recognition. By 

counting the names of each of the two brand logos used in the experiment, we were able to 

see which logo was most recalled. As a result, out of twenty respondents, fifteen respondents 

recalled the brands, where 40% recalled Nelly.com and 60% recalled the brand NA-KD. 

However, it can be noticed that participants often recalled the first letter of the logos, which 

was ‘N’ for both brands and that their initial memory made them recall the full name. Below 

is an example of a participant who processed her memory this way by mentioning the brands 

as first thing that came up to her mind:  

 

“I recall that there was two brands coming up, both of them started with a N... I think 

they were Nelly and NAKD.” 

 

 The other respondents who did not recall the brands justified themselves by either 

saying that it was “in the background” or that “there was a lot going on in the picture”. 

Similarly, the simplicity of some of the advertisements helped the participants to 

acknowledge the logo and thus remember it. Nevertheless, the participants who recalled the 

logos were divided between either recognizing the brand or just remembering the name of the 

logo. Interestingly, a participant did not know the brand before but recalled it as she saw a 

real advertisement from that company the day after the experiment. Below is her response 

when we, during an aided question, asked her whether she recalled any logo: 
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“Yes a logo from NAKD, or N-A-K-D and another one which was almost similar but 

I can’t remember now. I didn’t know it before. But it’s funny because only yesterday I 

stumbled across it again on a Facebook ad. And I actually thought you made up the 

name and the brand, I didn’t know it was a real brand. But no, I never shopped there 

before and I didn’t know it before.” 

 

On the other hand, some respondents recognized one or both brands due to their prior 

knowledge of them. An example of two different participants’ responses is represented as 

followed:  

 

- “There was, hmm I think it was Nelly. I don’t remember the others. I remember Nelly 

because I know it.” 

- “I remember Nelly and then there was another one, something with an A, that I did 

not know. So I guess that’s why I’m not sure about the word. I recognised Nelly 

because I know that.” 

 

As such, the way participants expressed their recall of the logos varied greatly. The memory 

processes depended on either their experience with the brands, the simplicity to recall logos 

starting with the same initial. 

 

Colours 

Although not researched as an element of the paper, colours were observed to have 

influenced the recall of the experiments. The phone calls portrayed the high level of attention 

that participants gave to the colours of each advertisements, specifically, the strong colours 

and contrasted ones. Indeed, the interviewees remembered the sceneries and the outfits for 

their colours. The combination of sceneries and their colours is something that participants 

remembered well, for instance, one interviewee stated that she remembered “one [scenery] 

with a very blue lake or sea, but very bright colours, blue and green”. Undoubtedly, the bright 

blue and green colours from the water and vegetation were the most remembered colours 

among participants. This is due to their presence on most of the landscapes, thus excluding 

Rocky Desert and Savannah. Yet, to the exception of one participant who specifically 

remembered the pinky/beige colours, which she associated with sunset colours.  
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 Participants recalled the different outfits by stating their colours. One claimed 

remembering “a yellow skirt and [...] this shirt it was like red and blue striped. And maybe 

the same skirt in pink and [...] some heels they were black.”. Additionally, another participant 

states: “I remember the long dress with the pink flowers, I don’t even recall if I liked it but I 

just remember the colours.” As a matter of fact, along with the colours, the participants 

recalled the specific patterns and basic clothing name such as stripy skirt or flowery dress. It 

is relevant to note that the filler, which constituted of a yellow background, was associated 

with a happy overall emotion. Consequently, colours played an important role in the memory 

of participants to recall the advertisements and more specifically the sceneries or the outfits. 

 

Moreover, concerning the recall of outfit, it is mixed as to whether participants 

claimed liking or not the clothes. For instance, some claimed remembering the colours of the 

clothes such as pink, blue or yellow but they expressed openly that they did not like the 

clothing: 

- “I recall a flowery dress and then I remember one that I didn’t really like, 

which was this pink skirt.” 

 

- “That’s more or less my response, cause the clothes they were wearing were 

not that appealing to me.” 

 

Whereas others stated how colours caught their attention and how they sought to identify 

with the outfit. For instance, one states: 

 

“It really depends if I liked the clothes or not. Of course if the colours were appealing 

to me, but in general I get a better emotion if I like the clothes and I can see myself in 

it.” 

 

Consequently, these examples show the importance that the outfits’ colours played on their 

ability to recall them, and thus judge whether they liked the products or not. 

Overall scene perception 

When interviewed, the participants created connections between the sceneries and the outfits. 

A few participants related to the size and allocation of the different AOIs in the scene and 

expressed their peripheral notice of the logo. One mentioned that “the fashion items were 
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much smaller than the landscapes”, whereas another participant acknowledged the recurrence 

of the placement of the AOIs throughout each experimental ad. Participants also claimed 

recalling the outfits when particular nature sceneries were in the advertisement or when the 

urban sceneries were present. Most of the interviewees claimed seeing a link in the colours 

between the outfit and the sceneries as this one comments:  

   

 “I also noticed that I liked the ads where the scenery and the clothes felt more 

connected. [...] If the colours were the same as the clothing and the scenery, or it was 

somewhat reflective of each other, then I liked that more.” 

 

Not only did they see a sense in the advertisement with the combination of a scenery and an 

outfit but they also could remember that they enjoyed those particular advertisements more. 

For example a participant mentions that she “was excited to see the sceneries and [that she] 

liked that the clothes had the same colours as the sceneries”, another participant states that if 

she “liked the clothing style and the environment where it was put in, [then she remembered] 

the happiness [...]”. This suggests that nature sceneries made participants enjoy the 

advertisements. However, urban sceneries have also proven to help two respondents to recall 

the outfits. One girl stated that she remembered a blue flowery dress and that it was matching 

well with the “New York city theme”. The other participant recalled a light blue dress that 

she thought was also matching the urban scenery the model was displayed in. Although 

nature sceneries provided evidence for its memory effect thanks to the matching colours and 

the happiness elicited, urban sceneries also proved, to a smaller extent, to work well. 

 

Urban scenery 

Although less recalled than the nature sceneries, the urban sceneries were given attention by 

the participants. Most of the interviewees recalled the urban sceneries as part of the 

advertisements, yet emotions elicited from them were more negative than positive. Six 

participants recalled the urban scenery as a positive experience. Accordingly, this participant 

states that she “remember[s] feeling very positive” about the photo illustrating a New York 

City view. ‘Excitement’, ‘adventure’ and ‘freedom’ were the three most recurrent emotional 

categories expressed when participants talked positively about the urban sceneries. When 

comparing to the other experimental advertisements she had viewed, a participant said: 
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“Of course there was the city life, which was way more upbeat, and in my mind a way 

more “fashionable” feeling.” 

 

This comment suggests that the dynamism of the urban scenery connected well to the fashion 

world. Another participant also compared her emotions elicited from nature and urban 

sceneries and expressed that she felt calm with nature pictures and free with urban pictures. 

Although both evoke positive emotions, attributing calmness only to nature sceneries make a 

contrast with the complexity of the urban sceneries. This is represented in participants’ 

affirmations that urban scenery elicited rather negative emotions:  

 

“Then I remember there was an urban scenery - a kind of New York urban scenery - 

that I didn’t like as much because I felt that it was a little bit too busy and kind of 

distracting the clothing.” 

 

The busyness of the urban sceneries was indeed remembered as distracting. For instance, a 

participant stated that “for the city, there was a lot of things going on for the eye, so [she] felt 

a little less calm”. Another girl affirmed that she felt “confused” when viewing the stimuli 

with the city picture, claiming again that there was a lot of things going on. Therefore, all the 

responses concerning the urban sceneries featured in the experimental advertisements were 

homogeneous and expressed the complexity of the scene.  
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DISCUSSION 
The aim of the study was to understand how consumers respond to nature sceneries in fast-

fashion social media advertising. This section follows the examination of the findings and 

aims to interpret these results in light of the literature. In order to do so, we discuss the 

results from the accepted hypotheses in relation to the other findings (from the interviews as 

well as the baseline survey and the emotional self-assessment) and we explain the potential 

reasons for the rejected hypotheses. Unexpected findings will furthermore be discussed and 

reflected upon. This part will therefore highlight the importance of the study and give a 

deeper understanding of the research problem under investigation.  

 

Nature sceneries have been researched to enhance attention due to their therapeutic benefits 

as opposed to urban sceneries. Past researchers provided evidence that too complex and too 

distracting sceneries such as urban sceneries can divert attention from the advertised product 

(e.g. Hartmann et al., 2013). The first hypothesis suggested that arousing nature sceneries 

featured in a fast-fashion advertisement facilitate more attention towards the advertised 

products as opposed to urban sceneries. Evidence showed that there is no significant 

difference in the amount of facilitated attention between nature and urban.  

 

As results showed that urban sceneries were as complex as arousing sceneries, it can 

be argued that urban sceneries are situated within a preferred balance of complexity. As 

Orians & Heerwagen (1992) put it, a habitat should stand in the middle between too low 

complexity, which suggests not to be enough advantageous and too high complexity which 

implies the scene to be illegible. In addition to that, it is argued that the complexity of a city 

scenery may have a positive influence on environmental preference (Falk & Balling, 2010). 

This could suggest that urban sceneries have some degree of complexity but that they are 

pleasant enough to broaden the allocation of attention (e.g. Fernandes et al., 2011). However, 

emotional ratings on urban sceneries during the eye-tracking experiments showed that their 

level of valence was lower compared to the arousing ones, thus opposing to the attention 

broadening theory. This inconsistency proposes that participants’ familiarity with urban 

environments allowed them to slightly extend their attention, although it was not meaningful 

enough. Consistent with this, the results demonstrate that revisits on the advertised product in 

the ads featuring nature sceneries were higher than the ones featuring urban sceneries. This 

indicates the occurrence of an encoding failure for the product featured in the arousing nature 
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sceneries ads and suggests that participants averted more their attention in the presence of 

arousing nature than urbanization. This finally supports the idea that participants are familiar 

with urban sceneries and pay less attention to them.  

 

In that context, scholars suggest that familiarity and experience play an important role 

in environmental preference and that personal interplay with different environments builds 

emotional connections between the individual and certain places. The findings from the 

interviews show that the connection made between the nature scenery and the products can 

influence the attention. The urban cities were recalled and associated with New York or 

Times Square and thus did not distract them. This phenomenon can be explained by the fact 

that the participants employed their previous experiences cognitively to process more easily 

the urban sceneries (E.g. Childers & Houston, 1985). This supports the claim that social 

connections and previous experiences with a scenery assist the widening of attention to other 

objects in the scene. The previous experiences participants had with city sceneries also 

affected their overall scene perception. Some participants found a meaning in the connection 

between the city and the outfits. Indeed, one of them mentioned that the models featured with 

urban sceneries had a more “fashionable feeling”. This suggests that the exposure to urban 

sceneries made a link between previous experiences of connecting fashion to cities, and 

therefore inspired the participants to slightly divert their attention to the fast-fashion 

advertised product. 

 

Meanwhile, the emotional ratings for the arousing nature sceneries dropped from the 

assessment during the baseline survey to the evaluation during the eye-tracking experiment. 

This implies that the presence of the fast-fashion advertisement stimuli led to a decrease in 

arousal indicating that the small level of attention they facilitate can still be explained by their 

relaxing benefit (e.g. Hartmann et al., 2013). Consequently, the equal amount of attention 

facilitated to the product by the two different types of sceneries can be explained by the fact 

that arousing nature sceneries facilitate some level of attention due to their therapeutic 

benefits and on the other hand, the familiarity that people have with urban environment 

removes some complexity.  

 

Similarly to hypothesis 1, the second hypothesis compares nature sceneries between 

themselves and confirmed that non arousing nature sceneries (Savannah and Lake & Forest) 

featured in a fast-fashion advertisement facilitate the most attention towards the advertised 
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product as opposed to arousing nature sceneries such as Mediterranean Coast and Mountain 

Creek. These results are consistent with theory which suggests that images with arousing 

stimuli are fixated at for longer than non arousing ones (Sheth & Pham, 2008). Therefore, a 

scenery with arousing features will dominate the viewer’s attention over the less arousing 

stimuli, in this case the advertised product. Accordingly, Savannah stayed as the one scoring 

the lowest in arousal between the two experiments, while Lake & Forest moved to scoring the 

highest in arousal. For instance, Savannah increases a bit but still remains a “calm” scenery, 

however, Lake & Forest originally a calm scenery becomes arousing and moves to “exciting” 

scenery. These contradicting results can be explained by the contrasting colours depicted in 

Lake & Forest scenery, which might have influenced their response to it.  

 

Non arousing stimuli let the viewers broaden their attention and focus on other objects 

(e.g. Sheth & Pham, 2008). Participants tended to look at something more informative than at 

the Savannah scenery. Accordingly, the fixation durations and fixation counts were the 

lowest on Savannah and Lake & Forest among all other sceneries, which indicates the lack of 

complexity from the scenes. Meanwhile, the ads featuring Savannah and featuring Lake & 

Forest encouraged the longest fixations on the model and the logo. These results are 

consistent with theories stating that non arousing stimuli drive the viewer to be in search for 

an informative area to process. In this case, the information could be collected from both the 

model and the logo, namely the advertised objects. On the other hand, the fixation counts and 

durations were the highest for the two arousing sceneries suggesting that the participants 

spent all their time processing the information from these mountainous sceneries. This gives 

evidence that arousing stimuli dominate the attention over the advertised product. However, 

inconsistent results are found when it comes to the recall of the non arousing sceneries. 

Although Savannah was fixated and revisited for the least amount of times among all 

sceneries, it was often recalled during the interviews (under the name of ‘a desert with trees’) 

suggesting that participants spent more time processing the advertised product, yet still 

remembered the sceneries. Lake & Forest however received low fixation durations but high 

revisits, suggesting that the bright colours were attracting and thus captured the participants’ 

attention as they later recalled the “green and the blue colours”. Consequently, a non arousing 

image such as Savannah does not distract the viewer and thus enhances the attention to the 

advertised product.  
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Together with hypothesis 1, evidence shows that non arousing sceneries facilitate 

more attention to other stimuli than arousing sceneries. Results also demonstrate that 

arousing sceneries facilitate the same amount of attention to the advertised product as urban 

sceneries. Then, it can be concluded that non arousing sceneries facilitate more attention to 

the advertised outfit than do urban sceneries.  

 

Finally, the last hypothesis suggested that positive nature sceneries featured in fast-

fashion advertisements facilitate the most attention towards the advertised product than 

negative nature sceneries. Although theories provide evidence that positive sceneries are 

supposed to enhance the broadening of attention and the exploration of other objects (e.g. 

Fernandes et al., 2011), our results are inconsistent with this hypothesis. Instead, the findings 

prove that positive and negative nature sceneries have the same effect when featured in fast-

fashion advertisements. The explanation for these contradicting findings can come from two 

different perspectives: on the one hand, it can be argued that a negative nature scenery such 

as Savannah and Rocky Desert encourages the participants to fixate at something else that is 

also unpleasant. From an evolutionary perspective, it is suggested that negative stimuli 

encourage the broadening of attention due to the person’s need to cope with other potential 

threats or dangers (Fernandes et al., 2011). This explanation can be realistic as Savannah and 

Rocky Desert both received negative category ratings throughout the baseline survey. 

However, considering the results from the interviews this explanation is inconsistent as 

Savannah and Rocky Desert are the sceneries which elicit the less recall for the advertised 

product. It is worth mentioning that the Savannah scenery stays in the negative dimension 

based on the emotional ratings from the eye-tracking experiment, Rocky Desert, on the other 

hand, goes from being rated negative in the baseline survey to positive in the eye-tracking 

experiment.  

 

The second and contrasting explanation can be that a positive nature scenery such as 

Tropical Beach inspires the person to broaden his or her attention and look for something as 

pleasant as the scenery (Fernandes et al., 2011), which in this case is also the advertised 

outfit. This explanation is supported by the responses in the interviews, which indicate that 

people could recall the scenery positively. Indeed, the emotional connections that participants 

made with the Tropical Beach scenery and previous personal experiences may have 

influenced the feeling of familiarity and thus the connection with the advertised product. 

Accordingly, the product recall findings showed that participants across both groups recalled 
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fairly well the outfits that were featured in the Tropical Beach ad. Accordingly, the 

advertisement featuring Lake & Forest received the same high fixation duration on the 

product as the one with Tropical Beach. Although it is unsure which specific factor affected 

the mentioned results, we conclude that the fixation durations on the product were the highest 

for these four positive and negative sceneries. Only one nature scenery (Savannah) was rated 

as negative from baseline survey to eye-tracking experiment, and Savannah was also rated as 

non arousing which might have affected the findings. Thus, we can conclude by weighing the 

positive against negative sceneries that positive nature sceneries may in general have a better 

effect on facilitating attention.  

 

 After having discussed the results from all accepted and rejected hypotheses and 

having suggested which nature scenery is more efficient at directing attention, we now 

discuss other results, which give distinct perspectives as to how consumers respond to nature 

scenery in fast-fashion advertisement.  

 

 The logo sizes were made relatively small in order to not emphasize the marketing 

purpose of the advertisements (Pieters & Wedel, 2004). As a result, their size might have 

influenced the relatively few fixation on that AOI. Due to the few fixations on the logo and 

the focus on the fixations on the models instead, the logo AOI results were disregarded in the 

hypothesis testing. However, unexpectedly, both NA-KD and Nelly brand names were 

recalled by a majority of the participants throughout the interviews, indicating that they did in 

fact pay attention to the logos. Some participants mentioned that they saw the logo but more 

as part of the background, complying with theory suggesting that the homogeneity and 

simplicity of the logos are expected to enhance their memory (Bagozzi & Silk, 1983). 

Supporting this, the sceneries that enhanced (longer) fixations on the logos were similar to 

the ones facilitating attention to the model, namely Savannah and Tropical Beach. It can be 

argued that while participants did not fixate at the logo for long, as it was not part of their 

intention. The fact that they claimed noticing it in the periphery suggests that the logos 

triggered a bottom-up attention. More specifically, participants rapidly and involuntary 

shifted their attention to the logo due to its different verbal features. 

 

Nevertheless, explanation for the low fixation on the logo could be that the 

participants became aware of the scenery disposition after being exposed to one or two ads in 

the experiment and then “accepted” the logo located in the periphery (top left corner above 
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the model). Additionally, participants were briefly informed about the experiment’s general 

objective of tracking eye-movements to research on fast-fashion advertising. Hence, 

participants could potentially have established preconceived ideas in their minds as to what to 

expect from the experiment and where to direct their attention (e.g. Duchowski, 2017). 

Indeed, evidence suggests that attention is influenced by the original goal of the person. This 

implies that participants weighed the logo as less important than bigger stimuli, and in that 

case refers to a top-down attention. Finally, although no specific connection was made 

between the logo and the scenery or the logo and the outfit, we assume that participants who 

are used to fast-fashion advertisement on social media let their personal experiences take the 

logos for granted.  

 

Interestingly, the Mediterranean Coast scenery showed mixed results, as it did not 

seem to present strong evidence from the eye-tracking data for its ability to enhance attention 

towards the advertised product. However, the scenery proved to be successfully recalled 

throughout the interviews. Participants often mentioned the bright blue and green colours 

depicted in the landscape, and most importantly associated the scenery with a hiking holiday. 

The two different outfits, yellow skirt with the red/blue stripy shirt as well as the blue dress, 

displayed in the ad featuring Mediterranean Coast scenery were fairly well recalled during 

the interviews (see appendix 12). Accordingly, the valence remained high from the baseline 

survey to the eye-tracking experiment, and the categories indicated that the scenery elicited 

‘freedom’ and ‘happiness’. These inconsistent findings give evidence that the high level of 

arousal might have captured all the attention from the ad, but that viewers recalled the outfit 

due to the positive overall scene perception.  

 

 Moreover, it became apparent that bright colours from the stimuli had an influence on 

participants’ responses to and recalling of the experimental advertisements. Although these 

findings were not expected to influence the results, arousing and positive stimuli seemed to 

be influenced by the brightness of the image’s colours. Olk & Kappas (2011) argue that the 

colour and luminosity have an effect on the fixation duration of the stimuli. Moreover, 

evidence suggests that arousing stimuli are fixated at for a longer duration. The results show 

that Mediterranean Coast for example has high fixation durations due to its arousal and 

participants rated it as positive and mentioned their bright colours during the interviews. 

Moreover, an interesting and unexpected finding shows that the filler with a yellow 

background and a model wearing a yellow skirt was one of the most recalled outfit and was 
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rated as positive and arousing. These results are consistent with the presumption that arousing 

and positive stimuli are interrelated with the bright colours of a stimulus. Although 

incremental to the rest of the discussion, these results bring an interesting perspective to the 

measurement of the influence of arousal and valence on a stimulus. 

 

 The findings obtained demonstrate that sceneries such as Savannah are effective at 

enhancing attention to the fast-fashion products due to their low level of arousal. Meanwhile, 

Tropical Beach and Lake & Forest are as effective as Savannah and urban sceneries facilitate 

the same, although low, attention as arousing nature sceneries. Taken together, these findings 

highlight the difference between the perception of nature sceneries from an evolutionary 

perspective and a cultural perspective and as such, a contrast can be made between the 

different findings. For example, Savannah was widely recalled among participants during the 

interviews, although it was rated the lowest in pleasantness during emotional assessments. 

Such contradicting results can be explained by evolutionary predispositions which led 

participants to feel familiar with the scenery without assessing it positively in their emotions 

(e.g. Appleton, 1975). In this case, their behaviour was driven by instinctive and unconscious 

motivations, which allows the ad to be effective. On the contrary to this, Tropical Beach, 

which had less preferred environmental features, was widely enjoyed due to the connections 

participants made with previous experiences, such as holidays and summer. The same could 

be concluded with urban sceneries and Mediterranean Coast, which received good recall and 

positive overall scene perception. As more personal experiences and connections were used 

to explain the participants’ behaviour towards sceneries, it could be assumed that the effect of 

evolutionary theories on environmental preference is a weak argument.  

 

Altogether, illustrating the consumers’ responses towards the nature sceneries featuring in 

fast-fashion advertising from a socio-cultural viewpoint provides the most reasonable 

interpretation. We recognize that consumers’ familiarity with different sceneries can be 

influenced by the contribution of digitalization. Indeed, social media is known to connect 

people globally through the content that each of their 2,62 billion users share (Yigit, 2013; 

Statista, 2017). Additionally, visual content is more subjectively interpreted and increases the 

probability of being well received across cultures (e.g. Messaris, 1997). This implies that the 

possible environmental sceneries shared on social media and viewed publicly could increase 

the chance that consumers have already been acquainted with some environmental sceneries. 

Messaris (1997) states that the iconicity of an image has a similar effect as reality. It can 
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therefore be argued that environmental scenery shared on social media by itself might 

influence consumers’ attention of fast-fashion advertisements featuring nature sceneries and 

thus aid the efficiency of these ads. 
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LIMITATIONS 
The design of the experimental advertisements were done so that a maximum of biases could 

be reduced. However, due to the scope of the research, some inevitable limitations are worth 

mentioning. 

 

Model AOIs 
When designing the eye-tracking experiment, we chose to duplicate some of the models for 

several sceneries e.g. model 1 wearing a blue dress was both visualized in the Mediterranean 

Coast scenery, but also in the Urban 1 scenery (see appendix 12). This means that when we 

were conducting the interviews, it was difficult to depict which scenery a participant was 

referring to if describing the model’s outfit. Moreover, when analysing the outfit recall from 

the interviews, we acknowledge that participants could have been more likely to recall 

specific outfits due to the frequent exposure to them throughout the experiment (Schmidt & 

Eisend, 2015).  

Stimuli creation 
Due to a lack of skills in Photoshop, the creation of the experimental ads were done the 

easiest way. This means that the scenery appeared on the right and the model with the logo 

above on the left. As a result, the ad was very static and looked quite different from a real 

advertisement where the model would be included in the scenery. We assume that such 

limitation might has biased participants’ exposure to the experimental ads and thus has 

affected their perception of it.  

Face recognition and stimuli brightness 
As the purpose of the paper was to research on fast-fashion advertising, it was essential to 

include models in the stimuli. However, as Holmqvist and Nyström (2011) affirm, people and 

faces draw attention, and as result deviated participants’ fixations to mostly fixate at the 

model’s face. Moreover, the contrast and brightness of the stimuli should be kept at the same 

level (Holmqvist and Nyström, 2011). Yet, as the nature sceneries had more or less 

vegetation and/or water, the brightness of the stimuli varied slightly and could have 

influenced the participants’ attention as well.  
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Savannah scenery 
The savannah scenery was retrieved from a free stock photo website and was found according 

to its keyword ‘savannah’. Moreover, the selection of the scenery was done according to 

Appleton’s (1975) theory of Prospect and Refugee, which suggested that Savannah had both 

trees for shelter and a large view for prospect. As a result, the scenery we chose had these 

features (see below: on the left is the Savannah picture used for the experiment and on the 

right is a picture of a Savannah retrieved from Google images). Yet, due to the lack of 

knowledge, we only realised later that the Savannah scenery we chose actually is the Joshua 

Trees desert located in Los Angeles. We assume that this might have affected the results in 

the memory interviews, as no participants mentioned the word ‘savannah’, but instead ‘desert 

with trees’.  

 

 
 

Misunderstood instructions 
According to Pan et al. (2004), varying instructions may lead to different fixations although 

all the subjects fixed on the same important AOIs in a stimulus. In our case, the first 

participant disrupted the results as she had misunderstood the instructions and fixated in the 

middle of the screen during most of the experiment. This affected the results for Group A as 

long fixations in the middle of the screen were observed. However, this allowed us to be 

more careful with the other 19 participants, and put emphasis on the verbal instructions. 

Eye-tracking data 
This paper was limited to draw results from a small sample size (20 participants) and thus the 

generalisability of the results from the eye-tracking experiment may be subject to biases. The 
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qualitative data which serves as supporting results to the rest of the data is often limited to 

use what one or two participant(s) have said as a general finding.  

Different sizes of AOI 
The effectiveness of the experimental advertisements might have been affected by the 

differing sizes of the AOIs in the ads. According to Pieters & Wedel (2004), exogenous 

attention implies that the size of one image directly influences the attention to the other 

elements of the ad. Therefore, we acknowledge that the size of the nature sceneries were 

bigger than the size of the models and logo which could have influenced the attention 

transfer.  

Different effect of stimuli due to both valence and arousal 
The nature sceneries were tested during the baseline survey on both their level of valence and 

arousal. Therefore some sceneries such as Savannah and Lake & Forest were used twice 

according to both their arousal rate as well as valence rate. Therefore it leaves “open the 

question whether it is valence or arousal that accounts for the effect of emotion on attention” 

(Fernandes et al., 2011:1192). The findings might present some limitations as to what the 

variables (fixation durations) were calculated on and therefore what the results of the 

hypotheses were based on.  
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CONCLUSION 
Nature sceneries have been researched to have a significant impact on enhancing attention in 

advertisements in general. However, the influence of nature sceneries on the effectiveness of 

a fast-fashion advertisement remained poorly researched. Such gap in the literature was 

relevant to be examined as it had potential to contribute to the creation of innovative and 

creative digital content, which fast-fashion companies need to create in order to optimize 

their presence online. To draw the baseline of such research, a review of theories on 

environmental preference through both an evolutionary and cultural perspective, as well as a 

thorough background on perception theories, attention and emotions was made. Through the 

combination of different methods including an emotion baseline survey, eye-tracking 

experiments and emotional self-assessments as well as the interviews, this research has 

provided evidence to answer: “how do consumers respond to nature sceneries featured in 

fast-fashion social media advertisements?”.   

 

From the results of hypothesis 1, urban and arousing nature sceneries have proven to 

enhance, although weakly, the same amount of attention. This was explained by the influence 

of experiences with cities and mountains, which was stored in the brain and helped setting 

aside the need to process complex information from both arousing sceneries. Satisfactory 

results have moreover been obtained to prove the second hypothesis suggesting that 

consumers’ attention shift to the advertised product when non arousing nature sceneries are 

featured in a fast-fashion advertisement. Although these results were not always consistent 

with how consumers reacted emotionally to Savannah and Lake & Forest. These sceneries 

have proven to be the most compatible with previous theories on the influence of arousing 

stimuli on attention. Finally, the results from the third hypothesis showed that there was no 

significant difference between consumers’ driven attention on the outfit with positive nature 

sceneries and negative nature sceneries. As a result, this last key finding has challenged 

theories on valence suggesting that positive images broadens attention to other objects in a 

scene, and argued instead that in fast-fashion advertisements positive or negative sceneries 

have a similar effect on shifting the attention to the outfit. Yet, it was still demonstrated that 

positive nature sceneries had an overall better effect in terms of emotion, memory and eye-

movements. Finally, consumers also respond positively to sceneries that have a personal 

connection with previous experiences such as Tropical Beach and Mediterranean Coast, as 

they, for instance, get attracted by the colour’s brightness, which in turn enhances their 
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memory. This paper has thus underlined the relevance of nature sceneries in fast-fashion 

advertisements, but it has also provided evidence that understanding consumer behaviour can 

be done through different ways as many factors can engender the research. As such, 

researching this area of study through an eye-tracking method was relevant to analyse fast-

fashion ads with nature sceneries’ potential to facilitate attention to the advertised outfit. 

However, due to the occurring inconsistencies with memory and emotion measurements, its 

relevance in measuring the effectiveness of an ad in general, remains questionable. 

Consequently, progress has been made with regard to understanding the attention broadening 

that sceneries may encourage in fast-fashion advertisements. However, the inconsistency with 

the successful recall of outfits featured in arousing sceneries’ ads has led us to become aware 

of the different factors that can affect consumers’ responses and thus the efficiency of an 

advertisement.  

 

Finally, this paper has demonstrated that although the selection of experimental nature 

sceneries was made through evolutionary environmental preferences, the results turned out to 

be analysed to a wider extent with cultural explanations. Therefore, it can be concluded that 

consumers respond to fast-fashion products advertised in combination with nature sceneries 

by relating the sceneries to previous experiences. And as such, interpreting consumer 

behaviour results with a socio-cultural perspective has proven to be more applicable and up to 

date. Indeed, the effect of digitalization allowing individuals to connect globally, may 

influence the way consumers react to both nature and urban sceneries. 
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MANAGERIAL IMPLICATIONS 
In light of the knowledge that this paper has been able to improve, this section gives an 

overview of the managerial and academical implications that the study provides to fast-

fashion marketing managers, social media ad users and researchers.  

 

The findings from this paper have considerable managerial implications to not only managers 

working in the fast-fashion industry, but also to marketing managers in the creative industry 

in general as well as consumer researchers. First of all, in view of the main findings this work 

has highlighted, fast-fashion social media advertising should feature more nature sceneries 

such as Lake & Forest, Tropical Beach and Savannah to enhance consumers’ attention to the 

advertised products. This way, consumers will not only broaden their attention to the model 

or influencer wearing the outfit, they will also feel a connection with the brand. Indeed, the 

findings from this study have demonstrated that people often enjoyed particular sceneries due 

to the personal experience they had with specific environments. By doing so, the familiarity 

with the environment can encourage the consumer to connect with the advertised products 

and thus strengthen the relationship between the brand and the consumer.  

 

More practically, the arousing sceneries should be used alone as attracting content to 

the brand’s Instagram account. Non arousing sceneries, however, should be used in 

combination with the advertised product. Moreover, in light of the discussed findings from 

this paper, companies should encourage users to share their travel experiences on Instagram 

with a common hashtag as a way to encourage the familiarity with some environmental 

sceneries. This could potentially grow stronger relationships among consumers as well as 

between consumers and the brand. This experimental research also improved knowledge on 

the importance of the coordination of colours as a way to increase the likelihood that viewers 

enjoy the ad and enhance the memory of it. This implies that companies should create 

coherent overall scenes in order to increase the ad’s potentiality to be effective.  

 

Finally, this paper has proven to be constructive for consumer researchers in terms of 

its methodological approach. Indeed, the mixed method approach conducted in this paper has 

permitted us to compare the qualities and weaknesses of each methodological approach and 

draw some comparison between them. Even though it is evident that measuring participants’ 

emotions is relevant in consumer behaviour research, participants might not always be able to 
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quantify their emotions themselves on a determined scale. Therefore, the inconsistency with 

the other findings have demonstrated that emotional self-assessments as questionnaires might 

not always provide valuable data. Nevertheless, semi-structured interviews have proven to 

bring insightful knowledge as they have allowed participants to express their experiences 

with the ads openly. Such findings have therefore enabled us to assess and understand their 

overall mental states regarding the experiments. Therefore, measuring eye-movements should 

always be supported by interviews that express participants’ subjective feelings, however the 

usefulness and practicality of emotional self-assessments is still questionable.  
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FURTHER RESEARCH 
A master thesis is a research study with a limited duration and thus a limited scope, therefore 

the amount of data is restricted to a certain capacity. However, this thesis can be used as an 

inspirational tool for further research in the area of nature sceneries featuring in fast-fashion 

social media advertisement.  

 

Future studies could benefit from expanding the examination on nature scenery featuring in 

fast-fashion advertisements and its effects. Firstly, testing the nature sceneries’ effect on 

consumers with a larger sample size would benefit the overall generalisability of the findings. 

Moreover, a future study on this subject should expand its research area by using a wider 

variety of nature sceneries than the six sceneries that we have studied in this paper and 

analysing their different effects. Assuming that there are other sceneries that consumers 

prefer and would work better for advertisement purposes. Following the previous suggestion, 

future study in this area could research on a distinct target group than the Scandinavian 

market. Such research could be conducted in order to explore consumer behaviour towards 

nature sceneries in fast-fashion advertisement relative to different countries and cultures. 

Thus, it would be interesting to examine whether the effect of different fashion trends is 

correlated with varied consumer groups’ responses towards nature sceneries. 

 

 

The results from this research has provided evidence for nature sceneries to be 

effective in fast-fashion advertisements. Yet, the connection made between nature sceneries 

and the fast-fashion products may uncover a form of greenwashing in an industry that is 

criticized for its lack of ethicality. Nature imagery have frequently been used in green 

advertisements to promote environmentally friendly products targeting environmentally 

conscious and responsible consumers. As a result, nature sceneries featured in advertising 

have also been studied for their potential effect of greenwashing (Hartmann et al., 2016 & 

Parguel et al., 2015). However, little research has provided the link between nature sceneries 

in advertising, greenwashing and the fast-fashion industry. Moreover, studies have 

demonstrated the recent trendiness for companies to invest in CSR efforts (e.g. Thakur & 

Gupta, 2012). Therefore, such CSR efforts might be emphasized for fast-fashion companies 

using social media as a tool to virally show off their green profile.  From another perspective, 

the operation of fast-fashion campaigns in real natural reserves could also be perceived as 
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unethical. Therefore, this study is the first step towards enhancing the understanding of the 

relationship between natural environments and the fast-fashion industry. Consequently, future 

researches could investigate the corporate social responsibility of using nature sceneries in 

fashion advertising as well as whether consumers perceive nature scenery in fashion 

advertisements as a greenwashing strategy.  
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Appendix 1: All experimental ads used during the eye-tracking experiment 
 
Group A 
Urban 1 with NA-KD logo and model 6 
 

 
 
 
Urban 2 with Nelly.com logo and model 1 
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Mountain Creek with Nelly.com logo and model 1 
 

 
 
 
 
Tropical Beach with NA-KD logo and model 6 
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Rocky Desert with Nelly.com and model 5 
 

 
 
 
 
Savannah with NA-KD and model 4 
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Lake & Forest with Nelly.com and model 3 
 

 
 
 
Mediterranean Coast with NA-KD and model 2 
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Group B 
Urban 1 with Nelly.com logo and model 6 
 

 
 
 
Urban 2 with NA-KD logo with model 1 
 

 
 
 



120 

 
Mountain Creek with NA-KD logo and model 6 
 

 
 
 
Tropical Beach with Nelly.com and model 5 
 

 
 



121 

Rocky Desert with NA-KD logo and model 4 
 

 
 
 
Savannah with Nelly.com logo and model 3 
 

 
 
 
 



122 

Lake & Forest with NA-KD logo and model 2 

 
 
 
Mediterranean Coast with logo Nelly.com and model 1 
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Fillers for both group A and group B 
 
Filler 1 with models 2, 4, 5, 6 
 

 
 
 
 
Filler 2  
 

 
 
 



124 

Filler 3 with model 1 and 5 
 

 
 
 
 
Filler 4 with model 2 
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Appendix 2: Nature sceneries  
Retrieved from Hartmann et al., 2013 p.202 
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Appendix 3: Example of real Scandinavian fast-fashion Instagram ad featuring 
Tropical Beach 
 

Retrieved on 11/05/18 from Nelly.com Instagram account 
https://www.instagram.com/nellycom/?hl=en 
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Appendix 4: Interview guide 
 

Research topics Research Questions and manuscript 

Introduction 
 
Aim is to ‘break the ice’ and inform what the 
purpose of the follow-up memory test is. 

Hello x, thank you for participating in our eye-
tracking experiment the other day. As mentioned in 
the informed consent form, that you signed, we will 
now conduct a short telephone interview relating to 
the experiment. The purpose is to clarify what you 
can recall from the experiment. In order to control 
continuity the conversation will be in English, but 
you are able to speak Danish, in case you think you 
cannot express yourself clearly in English. Okay? 
 
Let’s get started! 

Unaided question 
 
Aim is to ask respondents to recall information 
regarding the fashion advertisements without the 
aid of a specific cue or prompt. 
 
(Kosicki, 2008) 

Please think back to when you saw the fashion 
advertisements. What comes to your mind? 

Follow-up on unaided question 
 
 
 
Aim is to ask respondents to elaborate and 
specify the recalled information in case they 
have not already specified anything regarding 
the fashion advertisements without the aid of a 
specific cue or prompt. 
 
(Kosicki, 2008) 

A. Respondent mention nature imagery 
a. Which nature sceneries do you 

recall? 
B. Respondent mention model/model’s outfit 

a. Which outfits do you recall? 
C. Respondent mention logo 

a. Which logos do you recall? 
D. Respondent mention logo and model 

a. Which logo and model/outfit do you 
recall? 

E. Respondent mention model and nature 
a. Which model/outfit and nature 

scenery do you recall? 
F. Respondent mention logo and nature 

a. Which logo and nature scenery do 
you recall? 

G. Respondent mention all of the above 
a. Which logo, model/outfit and nature 

scenery do you recall? 

Aided question 
 
In the case that the respondents do not recall 
much from the experiment, we will provide the 
respondent with a number of cues to facilitate 
their memory of particular responses that are of 
relevance to the purpose of the study.   
 
(Kosicki, 2008)   

Please think back to when you saw the fashion 
advertisements. Do you recall any logo, nature 
scenery or outfit? If yes, please specify  
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Aided question 
 
 
 
The aim of this question is to provide the 
respondent with a specific cue to facilitate their 
memory of their emotional response to the 
fashion advertisement that they have recalled 
earlier in the conversation.  
 
 
(Kosicki, 2008)  

Do you recall your emotional response to some of the 
fashion advertisements that you have mentioned? If 
yes, please elaborate  
 

Additional comments 
 
The aim of this question is to give the 
participants the opportunity to express anything 
that the interview didn’t touch upon and might 
still be relevant for the study. 
 
 

Do you have any additional comments regarding the 
experiment? 

Round off 
 
 
End the conversation and thank participants for 
taking part in the experiment.  

Thank you so much for taking part in our experiment 
and taking your time to answer these follow-up 
questions.  
 
If you have any additional comments you can contact 
us on our emails. We will reveal the winner of the 
two cinema tickets once we have finished all the 
experiments and interviews. The winner will get a 
direct email. 
 
Thank you and have a good day! 
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Appendix 5: Transcribed interviews 

20 participants 
 
 
Participant 01 Group A 
Conducted on 28/03/18 
 
When thinking back to when you saw the fashion advertisements, what comes to your mind? 
bright colours, probably the first thing 
 
Can you recall anything else? 
I can recall very beautiful scenic pictures, like that made me feel happy 
 
Which nature scenery do you recall the most? 
I recall sort of a desert looking scenery, I recall New York or New York-looking-city with lots of 
bright lights… 
I recall a beach 
 
Okay, and do you recall any logo or outfit? 
Yeah well I remember a lot of ads were from Nelly, but other than that no. 
 
Do you recall your emotional response throughout the fashion advertisements? 
I mean I was very concentrated, I wanted to do well but I was feeling curious and inspired, like most 
of them, they were beautiful colours and beautiful pictures. so yeah curious probably.  
 
Do you have anything else to add? 
No I don’t think so. I will get back to you if I do. 
 
 

 
 
Participant 02 Group A 
Conducted on 28/03/18 
 
Please think back to when you saw the fashion advertisements. What comes to your mind? 
I remember the picture of the whole experiment and then it kind of got into my mind more vividly  
 
Can you recall anything else from the pictures? 
I remember the dress. It was a blue dress with flowers and the girl was standing to the left side and 
then there was a whole New York City view. And I think I remember this picture the most as the 
girl’s dress matched the view and I liked the whole mood. I felt free and adventurous. I remember 
feeling very positive about this photo.  
 
When thinking back to the nature advertisement do you also recall a logo or a nature scenery?  
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Yeah, I remember there was a logo, NA-KD, and about the nature I don’t really recall that well… 
Maybe I can remember one which was with sand and looked like a desert. And now that I think about 
it, I remember the lake, but that wasn’t the picture that came to my mind as the first.  
 
Do you recall your emotional response throughout the fashion advertisements? 
Yeah, I think I felt calm when I saw nature pictures and I felt free when there was these city views. 
Then I remember with some of the pictures I felt adventurous. Yeah, so I felt free, calm and 
adventurous. Nothing negative.  
 
Do you have anything else to add? 
I was wondering, out of curiosity, if it was possible to see some of my eye movements and how they 
were moving around on some of the pictures? That would be very interesting to look at.  

 
 
Participant 03 Group A 
Conducted on 28/03/18 
 
Please think back to when you saw the fashion advertisements. What comes to your mind? 
I definitely liked the pictures with the scenery next to the clothing. I still felt like I was focusing on 
the clothing, but I was like connecting it to something nice because the nice scenery was next to it. I 
also noticed that I liked the ads where the scenery and the clothes felt more connected. Some of the 
pictures it was not connected and some of the pictures it was more connected in terms of style and 
especially colours. If the colors were the same as the clothing and the scenery, or it was somewhat 
reflective of each other, then I liked that more.  
 
 
Can you elaborate what you recall from the logo, model and scenery? 
I remember there was a desert scenery that I liked a lot. Then I remember there was an urban scenery - 
a kind of New York urban scenery - that I didn’t like as much because I felt that it was a little bit too 
busy and kind of distracting the clothing. So I liked the more rural sceneries. There was also one with 
some mountains that I liked a lot. I just liked this picture. It was a nice picture. And as far as brand 
goes - I mean when you have the clothing on a white background with a black logo, then you do 
remember the logo quite a bit, but it depends on how busy the scenery is next to it. For instance the 
New York urban scenery, I didn’t notice the logo as much cause there’s a lot going on in the picture. 
For me more simple pictures that kind of corresponded with the clothing in terms of colors and stuff 
like that, made the logo more evident to me and I noticed the logo more because there was not so 
much stuff going on. If that makes sense.  
 
Can you recall the logo from some of the pictures you just explained? 
Yeah, I remember the Nelly logo and then there was a Naked logo, I don’t know if it was pronounced 
like that, but I remember it was spelled NA-KD. I remember those two logos.  
 
Do you recall your emotional response throughout the fashion advertisements? 
Yeah, I remember from the desert and the mountains, which I liked. It made me feel a sense of 
freedom, because the pictures were out in the open - a kind of nice nature scenery. Then I was less 
fond of the one with the urban picture, cause I felt it was a little too busy. And then I really liked the 
last one where there was a lot of color - there was some yellow with small white shapes on it. That 
one made me happy because it was a nice bright colour, and it wasn’t too much in your face so you 
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didn’t notice the clothing. That one just made me really happy whereas the scenery ones were more 
aesthetically pleasing and also distracted less from the clothing because from the one with the yellow 
- the last one I saw - I don’t really remember much from the clothing, but I remember more of the 
pictures with the nature.  
 
 
Do you have anything else to add? 
Yeah, I mean the ones I really didn’t like were the ones on a white background. I felt like that was 
way too boring and it didn’t speak to me at all. It was nothing like “hey, look at this nice clothing” 
because there was just nothing there. Just kind of like shots you would take on a white background. 
Then there was also one picture with two spotlights with two models, and you could see the lamps, so 
it was like being in a studio. Also, I didn’t really like that. I thought that was kind of “meh”. It is just 
very average, very boring, and it is the same that everyone else is doing and so I just thought, that the 
scenery was very nice. It made me more aware of the clothing, whereas the yellow background made 
me more happy, but it didn’t really highlight the clothing. It was a nice yellow orange-y background, 
that was just really nice because it was a happy, bright color. But it didn’t really made me connect 
anything to that brand or that clothing.  

 
 
Participant 04 Group A 
Conducted on 28/03/18 
 
Please think back to when you saw the fashion advertisements. What comes to your mind? 
First thing that comes to my mind is all the landscapes that was there, and also the dominant colors is 
also something that is on my mind. Also, afterwards thinking whether it was the landscape influencing 
me or the colors with the very vivid backgrounds. Whether it (the colors) was the prominent factor or 
if it was rather a picture.  
 
Can you elaborate what you recall from the sceneries? 
I can remember a beautiful beach. Mostly because that made me smile. Yeah, that I definitely 
remember. Then I remember a desert landscape. Then I am not sure if I can remember much more 
landscapes.  
 
Can you recall the logo or any specific outfits from some of the pictures? 
I don’t remember any logos. I remember that the models were the same ones over and over again. 
And that some of them were wearing toned down colors and others were wearing very bright colors. 
That’s the only thing I remember about them.  
 
Do you have anything else to add? 
I do remember a scene from New York and that the model on the side, I think she was wearing colors 
that was matching that. I think she was wearing toned down blue colors and in the street there was tall 
buildings in grey/blue colors.  
 
Do you recall any emotional response to some of the fashion advertisement that you have 
already mentioned?  
Yeah, I do! I remember I felt sad when looking at the desert, which is probably mostly due to 
experiences that I have had myself in desert. Yeah, that particular desert reminded me of an 
experience so I think that was why I had a certain negative response to that photo.  
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Anything else you’d like to add? 
Yeah, well sometimes when answering the questions, it was difficult to pinpoint with the emotion - 
ehm like sad, happy, excitement. The range of that was sometimes difficult to pinpoint, but other than 
that I don’t have any comments.  

 
 
Participant 05 Group A 
Conducted on 29/03/18 
 
Please think back to when you saw the fashion advertisements. What comes to your mind? 
Some of the advertisements made sense, like I could see the link between the landscape and the piece 
of clothing advertised. And sometimes I remember in particular I think it was the mountain with the 
blue sundress and it made just less sense like compared to the flowery dress with the beach landscape. 
 
Okay. How was the mountain? 
I can’t remember which mountain it was, I think it was a mountain or a valley and it was with the blue 
sundress and some heels maybe as well and it didn’t seem like the appropriate setting to wear such an 
outfit so it’s hard to portray that outfit in that situation.  
 
So which nature scenery do you recall? 
So the beach, with the flowery dress and then I remember there was a desert as well. There were two 
from New York. I think more just like open landscapes, like hills and greenery. 
 
Do you remember any logo? 
Yes it was for NAKD. 
 
Do you recall your emotional response to some of the fashion advertisements?  
I think the strongest one was the flowery sundress with the beach because it makes you kind of go on 
vacation and be in the sun. And wear some kinds of dresses that you could wear there and anywhere 
else. And most landscapes were probably more a desire of freedom or a holiday or something. 
 

 
 
Participant 06 GROUP A 
Conducted on 29/03/18 
 
Please think back to when you saw the fashion advertisements. What comes to your mind? 
It really depends if I liked the clothes or not. Of course if the colours were appealing to me, but in 
general I get a better emotion if I like the clothes and I can see myself in it.  
 
 
Can you elaborate what you recall from the logo, model and scenery? 
I recall a flowery dress and then I remember one that I didn’t really like, which was this pink skirt.  
 
Can you recall the logo from some of the pictures you just explained? 
Generally, I think that the nature pictures appealed more to me than the advertisement. There was a 
lot, but I remember a beach and then there was the desert as well as the nature with the sea and some 
cliffs. Then you also had some with the mountains in the background. 
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Do you recall any of the logos? 
Oh yeah, I remember there was a NA-KD logo and I remember it from before, but I haven’t bought 
any clothes from that brand before.  
 
Do you recall your emotional response to some of the photos that you’ve mentioned? 
Generally, I felt quite happy with the nature pictures, but then when it was only the women in the 
picture, I felt like no emotion. That’s more or less my response, cause the clothes they were wearing 
were not that appealing to me.  
 
Do you have anything else to add? 
No, not really. I think it was a fun exercise and I am really curious to see the result when you publish 
it.  

 
 
Participant 07 GROUP A 
Conducted on 29/03/18 
 
Please think back to when you saw the fashion advertisements. What comes to your mind? 
I remember spending some time to find out which emotions I had to the specific pictures. I remember 
that I, in the first pictures, looked a lot on the model or the human automatically. But when I found 
out that I could look at the whole picture, I looked more at the picture of the city or the nature or what 
was on it.  
 
Can you elaborate what you recall from the specific sceneries? 
I recall that there was a lot of pictures with mountains and river and ocean and that there was one or 
two pictures in a big city. And that there was a picture in a desert. There was a picture with a beach 
with palms.  
 
Can you recall some of the outfits from these pictures or any specific logo? 
I don’t recall the clothes to the specific pictures, but I recall some of the clothes. There was some 
skirts - purple, yellow or red. Some long skirts and that is what I mostly recall from the clothes. I 
remember one photo I didn’t find very interesting, but I remember the color yellow.  
 
Do you recall your emotional response to some of these photos you have mentioned? 
I was almost never feeling sad, I was feeling happy with most of the pictures. I felt a little bit 
nostalgic sometimes with the nature pictures, because it’s really cold here now and you think about 
summer.  
 
Do you have any additional comments regarding the experiment or photos?  
Ehm, no!  

 
 
Participant 08 GROUP A 
Conducted on 29/03/18 
 
Please think back to when you saw the advertisements, what comes to your mind? 
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I think I was having positive feelings when there was sceneries compared to when there were only 
models, then I was feeling a bit bored. 
  
Which sceneries do you recall? 
I recall one with a very blue lake or sea, but very bright colours, blue and green and another one with 
a highway in the middle of a desert. I also recall the one that must be the big city centre like New 
York city. 
  
Do you remember any logo? 
Hmm there was some logo, but what brand was it. I think I didn’t know it and I remember that I was 
thinking that I didn’t know it when I saw it. But it was something with N, A, NANA? No. or NINA… 
I’m not sure to be honest, but there was one I think in all the pictures. But my thought was that I don’t 
know the brand, so maybe that’s why I don’t recall it now. 
  
Concerning your emotional response, do you remember that? Like how you felt? 
I think I was excited to see the sceneries and I liked that the clothes had the same colours as the 
sceneries. There was matching details, and I think I enjoyed way more when there was a scenery from 
an outdoor place especially when it had to do with nature. 
  
Do you have anything to add? 
No, only that when there was only models without the sceneries I thought it was a bit boring to watch, 
and like I can remember the clothes when there was a scenery but when they were alone I don’t recall 
what they were wearing. When there was something yellow, and the scenery was yellowish, I have it 
in my mind, but when the pictures were all alone then I don’t remember it.  

 
 
Participant 09 GROUP A 
Conducted on 29/03/18 
 
Please think back to when you saw the fashion advertisements. What comes to your mind? 
Colours, freshness or something. It made me think a little bit about spring and summertime.  
 
Do you recall any logo, model and scenery? 
Yeah, I recall especially two sceneries. One which was a desert or something - it was very sandy and a 
beige kind of look. And I remember another scenery which was a bay or something that looked like 
something in Thailand - really relaxed with green and blue water. Then I also recall one of the outfits, 
actually, it was a skirt and a shirt with blue, white and red stripes. I think, but I am not completely 
sure. That is what I remember the most. 
 
Can you recall the logo from some of the pictures you just explained? 
Ehm, actually right now I don’t really recall any logos.  
 
Do you recall any emotional response from looking at the photos? 
Yeah, the ones I remember the most was freshness, freedom, and relaxation. Just overall very positive 
feelings. Actually, it is kind of the same feeling when you’re in primary school and it is the last day 
before a long summer holiday 
 
Do you have anything else to add? 
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Yeah, well I remember some of the mountain photos. To me it wasn’t that appealing. I mostly liked 
the ones with the more relaxed and not so adventurous kind of scenery. And actually, I do remember 
one more. It was one from the city or something, where people were walking and there were a lot of 
cars. I don’t know if it was New York or something, but I also remember that very much. I think I felt 
a bit confused or like - not chaotic, cause I’m pretty sure I didn’t answer that, but something in that 
sense. That is kind of what I felt, but it doesn’t have to be in a bad way, but more like - there is a lot of 
things going on and it is a “pulsing” city.  

 
 
Participant 10 GROUP A 
Conducted on 29/03/18 
 
Please think back to when you saw the fashion advertisements. What comes to your mind? 
I think I remember the most the ones with the beautiful scenery with the landscapes. I really liked 
those ones.  
 
Can you elaborate what you recall from the logo, model and scenery? 
I remember nice dresses and there was one picture with some kind of desert landscape with some 
mountains. Uhm, and I liked the ocean as well with all the blue colours. And I think there was also 
one of the pictures with a lot of pink or kind of a nice sunset type of colours.  
 
Can you recall your emotional response to some of the pictures you just explained? 
I felt happy with the nature pictures or it was kind of a positive experience. Whereas the ones where 
there was only the clothes and the model - I thought that was a little bit boring and not really 
enjoyable to look at. Then the ones with the city, for some reason, I didn’t really like. So it was kind 
of like positive with the nature and medium or neutral with nothing (referring to fillers) and a little bit 
negative with the cities.  
 
Do you have anything else to add? 
No, I think that’s it!  

 
 
Participant 01 GROUP B 
Conducted on 30/03/18 
 
Please think back to when you saw the fashion advertisements, what comes to your mind? 
I remember the brands Nelly and NAKD, and I remember different landscapes and also there was 
some cities with buildings and there was also some outfits together with a landscapes or buildings. 
  
Which outfits do you recall? 
A yellow skirt and I remember this shirt it was like red and blue striped. And maybe the same skirt in 
pink and I also remember some heels they were black I think. 
  
Which nature sceneries do you recall? 
There was one with the mountains, just a view over the mountains. And then there was one with a 
desert with these weird trees or I don’t know if they were trees or plants. And also one with a lake and 
trees it was very blue and green and flat. 
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And then I remember, well that’s not landscape but the buildings like urban environment. 
  
Can you recall your emotional response to the advertisements? 
Yeah hm. So first, for the first few pictures that I got with the urban environment, I remember that I 
was thinking that I don’t really have any emotion. And then landscapes came with the mountains, I 
don’t remember what the other landscapes were but I remember they made me think of when I was 
just travelling so it made me happy to look at because I was thinking “this is nice, it’s somewhere that 
I want to go, it’s inspiring with the mountains, there’s a lot going on here” so I based it on that, and it 
made feel happy so I answered that I was happy in most of the nature landscapes. 
  
How were the mountains? 
The only thing I can remember is mountains not with a sea but somewhere where you can hike. 

 
 
Participant 02 GROUP B 
Conducted on 30/03/18 
 
Please think back to when you saw the fashion advertisements, what comes to your mind? 
A lot of colours, maybe. There was a lot of pink and blue, green a yellow picture.  
 
Do you recall anything else? 
I recall that there was two brands coming up, both of them started with a N, I think they were Nelly 
and NAKD. 
 
I also recall mountains and beaches and different cities, like maybe travelling. 
 
So you seem to recall nature sceneries, do you recall others? 
I also recall a desert I think and then it was ladies clothes and then there was water. I don’t know 
that’s what I remember.  
 
Do you maybe recall your emotional response to the advertisements that you have mentioned? 
Actually I felt like travelling afterwards, I felt free in most pictures, I felt like wanting to see the 
world. And then I don’t know, I felt free mostly.  
 
Do you maybe remember some outfits?  
Yes, I remember the long dress with the pink flowers, I don’t even recall if I liked it but I just 
remember the colours. And then I remember a yellow skirt but that was mainly because there was 
some yellow main colours next to it. There was also a very cool outfit as well in blue but I don’t 
remember the outfit I just remember the blue colour. 
 
Do you have anything else to add? 
No I’ve been thinking a lot about what I responded at the moment but I don’t remember if it was right 
or wrong. I’ve been thinking a lot about that but probably because it was mainly a test or something.  
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Participant 03 GROUP B 
Conducted on 30/03/18 
 
Please think back to when you saw the fashion advertisements. What comes to your mind? 
I remember 3 or 4 different model and there was a model that I didn’t like too much because she 
looked always a bit jealous, she always had her head a bit to the side and for me she didn’t look super 
sympathetic.  
 
I also remember that in every ad there was at least one person, except like one or two where there was 
only shoes. 
 
Also lots of pictures with nature 
 
Do you recall any nature scenery? 
Yes there was a beach, then a mountain scenery and something else that I can’t remember now. 
 
And do you recall any logo? 
Yes a logo from NAKD, or N-A-K-D and another one which was almost similar but I can’t remember 
now. 
 
Okay. And do you know NAKD, have you ever purchased something there? 
I didn’t know it before. But only, it’s funny because only yesterday I stumbled across it again on a 
Facebook ad. And I actually thought you made up the name and the brand, I didn’t know it was a real 
brand. But no, I never shopped there before and I didn’t know it before.  
 
And finally do you recall your emotional response to the advertisements, how you felt overall? 
or maybe one in particular? 
Yes I think it depended first on the picture and then on the model. I thought oh there was also a lot of 
city pictures I remember! For me the city pictures made the sense of adventurous, into the jungle of 
the big city. And i think the nature had more a relaxed or sense of freedom. But it depended on that 
model that I didn’t like so much, then the whole ad was not enjoyable.  

 
 
Participant 04 GROUP B 
 
Please think back to when you saw the fashion advertisements, what comes to your mind? 
Well when it comes to outfits, I remember dresses, and skirts and everything was very colourful. And 
I felt like everything was redirected to the pictures so it all gave my different feelings.. a different 
feeling every time I was looking at the outfit with a different picture.  
 
Okay. Can you remember any nature scenery? 
I think I remember some mountains, a beach, I remember a desert. And that’s about it, maybe there 
was a countryside. But yeah everything was merged in the nature.  
 
Do you remember any logo?  
Hm logo? no.. not really? … Oh actually! Now I remember, yeah the logo of some brands, I 
remember Nelly and I think that’s about it. Yeah I remember Nelly but I don’t remember if there were 
others.  
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Okay. And do you remember your emotional response throughout the advertisements? like how 
you felt. 
I think I remember, when I saw a picture that I really enjoyed, like a beach or waterfalls of mountains 
I could feel the happiness like compared to the clothes, the clothing style. 
If I liked the clothing style and the environment where it was put in, I remember the happiness, like 
feeling that sense of happiness and in other cases it was a bit more calm. 
 
Do you have anything else to add? 
No, what I realised in the pictures is that some pictures were coming back, that’s in my vision and I 
remember that I felt differently every time like depending on next to what picture they were put, I 
would feel differently about the image. 

 
 
Participant 05 GROUP B 
Conducted on 30/03/18 
 
Please think back to when you saw the fashion advertisement, what comes to your mind? 
I remember that i thought the fashion items were much more smaller than the landscapes in those 
pictures and those are the ones that stick into my mind.  
The ones with the landscapes? 
Yes and then there was that one picture with three images of a shoe and I thought that was really 
boring.  
 
Which nature scenery do you recall? 
I remember there was some mountains, even more than one picture, there was one of a beach and then 
there was one with a desert and some trees, and I remember it because I’ve been there so I was really 
excited.  
Oh yeah there was some city pictures like one I think was in Timesquare and then another one in a 
city and yeah that’s it.  
 
Do you recall any logo? 
Hmm. Like. There was, hmm I think it was Nelly. I don’t remember the others. I remember Nelly 
because I know it. 
 
Do you remember your emotional response throughout the fashion advertisements, how did you 
feel? 
I thought some were very basic and boring and then some were more exciting and more colourful, 
there was more to look at like it would attract my attention. Some of the landscapes ones would attract 
my attention more than others.  
 
Do you have anything else to add? 
Well, I think it was hard to answer the questions after the pictures because it is hard to quantify your 
emotional response and everything.  
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Participant 06 GROUP B 
Conducted on 30/03/18 
 
Please think back to when you saw the fashion advertisements, can you tell me what comes to 
you mind, in overall? 
 
There was a lot of colourful skirts, dresses.I remember seeing Nelly.com and then the other one was 
NAKD. And a lot of the nature pictures, especially the desert, like New York. Yeah.. can’t think of 
anything else but just the skirts and all, and like this blue dress.  
 
And the nature scenery, you recall the desert one?  
Yes the desert one, I remember that one quite well. I mean I remember some of the other ones but 
that’s like the first one that comes into my mind.  
 
Which of the other ones do you remember? 
I remember the mountain. 
 
Was it mountain with the sea or? 
Not with the sea no, it was just like grass in the foreground and the in the background the mountains.  
 
And another question, do you remember your emotional response to the advertisements? or 
maybe specific feelings?  
Not really, it was quite calming it wasn’t very exciting. it wasn’t like boom in your face. I felt very 
calm and relaxed when looking at everything.  

 
 
Participant 07 GROUP B 
Conducted on 30/03/18 
 
Please think back to when you saw the fashion advertisements. What comes to your mind? 
Pictures of landscapes firstly and then pictures of - I think two different models, next to the landscape 
on a coloured background.  
 
Can you elaborate what you recall from the logo, model and scenery? 
I remember an outfit with a blue dress and kind of high black shoes. And the landscapes, I remember, 
I think it was two different cities. One which looked like New York and another which was in a more 
pink setting. Then there was a beach kind of setting with water and then something, that kind of 
seemed like a desert. I think there were two of those which looked like kind of dry and in a desert-ish. 
I feel like there was one of them there was overlooking an island or something from a drone sight or 
something. Then I remember there was a picture, where there was like four models on it, which was 
confusing. Then there was a picture with some shoes where you had like the same shoes several times 
- like three or four times or something. Then I don’t recall anymore.  
 
Can you recall your emotional response to some of the pictures you just explained? 
Yeah, I think when I saw the beach I felt calm. I also felt annoyed when I saw the one with all the 
different models on it. Then I think I was curious when I saw the desert ones. I am not quite sure, but I 
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felt excitement with the city ones. I don’t really remember, some of them were like no emotion, I 
remember. Otherwise I don’t know. 
 
Do you recall any logos? 
I didn’t notice it that much. That was mostly in the background.  
 
Do you have anything else to add? 
It was a very good experiment!  

 
 
Participant 08 GROUP B 
Conducted on 30/03/18 
 
Please think back to when you saw the fashion advertisements, what comes to your mind? 
So I remember that there was NA-KD, the brand and I was wondering like why? like have you done a 
collaboration with them, like why is there NA-KD everywhere? And then I remember that there was 
sceneries and outfits and I remember a yellow page which was cool and some mountains. 
 
How were the mountains exactly? 
I think it was like in the mountains so as if you were hiking in the mountains, you were like between 
the mountains.  
 
You mentioned nature sceneries, which ones do you recall? 
I remember the mountain one and then I remember a beach and I think that’s it.  
 
Do you recall any outfits? 
There was the yellow one, I think it was a yellow skirt and the whole page was like yellow. So a 
yellow skirt and a stripy top. And then there was a blue outfit which I thought was really boring from 
how I remember it. And then I don’t remember any other outfit.  
 
Do you recall your emotions throughout the advertisements? 
I think some of them I was like no emotion and some of them I was happy. I remember the yellow one 
and the beach I was happy. And then with the mountains I put safe, I don’t really know why but I felt 
safe. But I don’t remember the other ones. I don’t think I pressed anything else but happy, safe and no 
emotion. Maybe I also put excited, was there an excited? I think I used excited. 
 
Do you have any other comments? 
I remember that my emotions were based on the sceneries not the outfits. I mostly looked at the 
sceneries, and the outfit was like the second thing I looked at. Well, like usually. 

 
 
Participant 09 GROUP B 
Conducted on 30/03/18 
 
Please think back to when you saw the fashion advertisements. What comes to your mind? 
There was like dresses and different backgrounds or sceneries. First it was the beach and then it was 
landscape. I think there was four or five different dresses.  
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Can you elaborate what you recall from the logo, model and scenery? 
From the sceneries, I remember first the city which was New York Times Square. The other one was 
New York, but not Times Square. Then for the other landscapes, I remember the countryside and the 
desert. For the clothes, I can also remember some of the dresses: there was a blue one, then there was 
a green one with pink flowers. The dresses were mostly to the left and then the logos were on top or 
like over the model, but I can’t remember the name or the brand.  
 
Can you recall your emotional response to some of the pictures you just explained? 
Yeah, for some of the first pictures that I saw, there wasn’t any big emotional feeling. But for the 
landscape and desert images, I felt calm which was my main emotional response. However, for none 
of the pictures I felt a big emotional response. I think with the nature, I felt more calm and for the city, 
there was a lot of things going on for the eye, so I felt a little less calm.  
 
Do you have anything else to add? 
No, I don’t think so. 

 
 
Participant 10 GROUP B 
Conducted on 30/03/18 
 
Please think back to when you saw the fashion advertisements. What comes to your 
mind? 
I remember how the landscapes were changing - there were some models with different 
landscapes.  
 
Can you elaborate what you recall from the logo, model and scenery? 
Yeah, I don’t remember how many there were in total but I remember a red dress with a lot of 
flowers, and then I remember a skirt it was in pink, but I don’t know if it was there in more 
colours. Then I remember this douche blue, more casual kind of dress. For the landscapes, it 
was all very kind of exotic. It was a lot of landscape. There was desert, there was a lake and 
then there was *. I think all of them were really colourful. There was also a city. Yeah 
 
Can you recall the logo from some of the pictures you just explained? 
I remember Nelly and then there was another one, something with an A, that I didn’t know. 
So I guess that’s why I’m not sure about the word. I recognised Nelly because I know that.  
 
Do you recall any of your emotional response to some of the pictures you just 
mentioned?  
I think one thing is recognition because I think I could recognise Joshua Tree (National Park) 
or at least it looked like it so that was kind of recalling a memory, because I was there not 
long ago or 3-2 years ago. I think there was one picture with a lake, which was just super 
calm and like “in the middle of nowhere” kind of feeling. Of course there was the city life, 
which was way more upbeat, and in my mind a way more “fashionable” feeling. Then in 
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general I felt some excitement because there was nature. I just kind of connect that to some 
adventure and travelling.  
 
Do you have anything else to add? 
I recall that I used two emotions the most of the options that were given. It was freedom and 
happiness, because I thought in general they were all quite positive. Whereas I had a harder 
time recognizing something like fear or unsafety. When I think about both pictures - or the 
dresses, the clothing but also the landscapes, none of them made me feel anything negative or 
fearful. Yeah, in general really peaceful and it was only positive feelings. I think that was 
more or less it.  
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Appendix 6: Visualization of the experimental stimuli simulation 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



144 

Appendix 7: Eye-tracking experiment personal information 
questionnaire 
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Appendix 8: Real-life Instagram ad as inspiration 
 

Retrieved from Instagram feed on 13/03/18 
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Appendix 9: Group A + B AOI data 
 

Stimulus 
AOI 
Name 

AOI Size 
[px] 

AOI 
Coverage 
[%] Revisits 

Fixation 
Count 

Fixation 
Time [ms] 

Tropical Beach 
Nature 
scenery 914182 69,75 1,7 13,1 3864,63 

Tropical Beach Model 271284 20,7 1,85 8,85 2424,19 
Tropical Beach Face 7077 0,55 0,87 1,55 589,9 
Tropical Beach Logo 16634 1,25 0,78 1 250,64 

Lake & Forest 
Nature 
scenery 921660,5 70,35 1,95 12,25 3693,42 

Lake & Forest Model 250659 19,15 2,3 9,3 2592,95 
Lake & Forest Face 6592,5 0,5 1,17 2,2 857,39 
Lake & Forest Logo 16622 1,3 0,33 0,75 171,1 
Mediterranean 
Coast 

Nature 
scenery 914551 69,75 2,05 15,3 4412,79 

Mediterranean 
Coast Model 255996 19,55 1,7 7,5 2002,42 
Mediterranean 
Coast Face 4752 0,35 0,64 1,2 358,09 
Mediterranean 
Coast Logo 13244,5 1 0,75 0,75 138,25 

Mountain Creek 
Nature 
scenery 918002 70,05 1,70 15,45 4509,10 

Mountain Creek Model 252630 19,30 1,85 7,10 1791,56 
Mountain Creek Face 7588 0,60 0,67 1,35 386,00 
Mountain Creek Logo 17403 1,30 0,55 1,15 205,91 

Rocky Desert 
Nature 
scenery 917361,5 70 1,55 14,35 4074,25 

Rocky Desert Model 216454 16,5 1,65 7,85 2293,70 
Rocky Desert Face 7319,5 0,6 0,38 1,3 420,79 
Rocky Desert Logo 19625 1,5 0,56 0,8 171,08 

Savannah 
Nature 
scenery 917568,5 70,05 1,55 12 3557,76 

Savannah Model 204426 15,6 1,55 9,15 2734,23 
Savannah Face 8218,5 0,6 0,94 1,9 690,25 
Savannah Logo 16480 1,3 0,6 1,15 230,78 

Urban 1 
Urban 
scenery 912835 69,65 1,4 16 4382,44 

Urban 1 Model 259727 19,8 1,47 6,7 1786,285 
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Urban 1 Face 7180 0,55 0,71 1,35 410,79 
Urban 1 Logo 17442 1,3 0,50 1,00 222,79 

Urban 2 
Urban 
scenery 912384 69,6 2 16 4003,02 

Urban 2 Model 256291 19,55 1,5 7,4 1877,91 

Urban 2 Face 11287 0,85 
0,42857

1429 1,2 375,01 
Urban 2 Logo 18706,5 1,45 0,2 0,95 206,90 
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Appendix 10: Valence and arousal scores from baseline survey and eye-tracking 
experiment 
 

 

  Baseline survey Eye-tracking experiment 

  Dependent variable Dependent variable 

Independent variable  Valence Arousal Valence Arousal 

Tropical Beach Mean 7,66 4,42 7,00 4,90 

 N 107 107 20 20 

 Std dev. 1,23 2,41 0,28 0,57 

Lake & Forest Mean 7,57 3,95 6,90 4,95 

 N 107 107 20 20 

 Std dev. 1,37 2,24 0,57 0,35 

Mediterranean Coast Mean 7,17 5,15 7,35 4,9 

 N 107 107 20 20 

 Std dev. 1,55 2,36 1,06 0,14 

Mountain Creek Mean 6,59 4,75 6,50 5,05 

 N 107 107 20 20 

 Std dev. 1,83 2,22 0,14 0,49 

Rocky Desert Mean 6,08 4,54 7,25 5,15 

 N 107 107 20 20 

 Std dev. 1,75 2,33 0,07 0,07 

Savannah Mean 5,54 3,9 6,30 4,25 

 N 107 107 20 20 

 Std dev. 1,83 2,11 0,42 0,35 
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Appendix 11: Emotional categories from baseline survey and eye-tracking 
experiment 
 

EYE 
TRACKING 

Happi-
ness Freedom Safety Unsafety Sadness Fear 

No 
emotion Other 

Tropical 
Beach 35% 25% 10% 0% 0% 0% 15% 15% 

Lake & Forest 35% 25% 5% 10% 0% 0% 25% 0% 

Mediterranean 
Coast 20% 40% 25% 0% 0% 0% 10% 5% 

Mountain 
Creek 45% 20% 5% 0% 0% 0% 20% 10% 

Rocky Desert 25% 35% 5% 15% 5% 0% 0% 15% 

Savannah 20% 25% 15% 0% 0% 0% 35% 5% 

         

         

BASELINE 
SURVEY 

Happi-
ness Freedom Safety Unsafety Sadness Fear 

No 
emotion Other 

Tropical 
Beach 54% 35% 2% 0% 0% 0% 4% 6% 

Lake & Forest 23% 42% 10% 1% 0% 1% 5% 19% 

Mediterranean 
Coast 24% 46% 1% 9% 0% 2% 7% 11% 

Mountain 
Creek 26% 48% 3% 2% 1% 2% 15% 4% 

Rocky Desert 8% 39% 7% 13% 2% 4% 26% 3% 

Savannah 14% 19% 1% 19% 3% 4% 36% 5% 

         

   Lowest      

   Highest      
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Appendix 12: Interview product recall scores 
 

* Recalled, however unknown which scenery the product was recalled in relation to 

n/a not applicable 

 

SCENERIES Group A Group B 
Model Outfit Points Model Outfit Points 

Tropical 
Beach 

Model 6  Pink flowery 
dress 

1; *1 Model 5  Pink skirt 1 

Savannah Model 4 Orangy/sandy 
dress with 
flowers 

n/a Model 3  Blue jeans and 
blue shirt 

1; 1 

Rocky Desert Model 5  Pink skirt 1 Model 4 Orangy/sandy 
dress with 
flowers 

n/a 

Mountain 
Creek 

Model 1  Blue dress 1; 1 Model 6  Pink flowery 
dress 

*1; *1 

Mediterranean 
Coast 

Model 2  Yellow skirt 
and stripy shirt 

*1; *1 Model 1  Blue dress *1; *1; *1; *1 

Lake & Forest Model 3  Blue jeans and 
blue shirt 

n/a Model 2  Yellow skirt and 
stripy shirt 

*1 

Urban 1 Model 6  Pink flowery 
dress 

*1; 1 Model 6  Pink flowery 
dress 

*1; *1 

Urban 2 Model 1  Blue dress 1 Model 1  Blue dress *1; *1; *1; *1 

Filler 1 Model 6 Pink flowery 
dress 

1; 1 Model 6 Pink flowery 
dress 

n/a 

Model 2  Yellow skirt 
and stripy shirt 

Model 2  Yellow skirt and 
stripy shirt 

Model 4 Orangy/sandy 
dress with 
flowers 

Model 4 Orangy/sandy 
dress with 
flowers 

Model 5  Pink skirt Model 5  Pink skirt 
Filler 2 n/a 3 shoes  n/a n/a 3 shoes  1 
Filler 3 Model 1 Blue dress 1; 1 Model 1 Blue dress 1 

Model 5  Pink skirt Model 5  Pink skirt 
Filler 4  Model 2  Yellow skirt 

and stripy shirt 
*1; *1 Model 2  Yellow skirt and 

stripy shirt 
*1; 1; 1 
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Appendix 13: Coding tree 

 


