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The headline ... is crucial in the decision of whether to read an article or not, which is typically
based on rather quick heuristics, for instance on the presumed utility, newsworthiness, or
credibility of the full article (Sundar, Knobloch-Westerwick, & Hastall, 2007; Winter & Kramer,
2014). Classic research in the selective exposure paradigm (Lazarsfeld, Berelson, & Gaudet,
1944) has demonstrated that people tend to prefer information that is consistent with their
preexisting attitudes (“confirmation bias;” Hart et al., 2009) ...
As a potential explanation of attitude-consistent choices, many studies refer to cognitive
dissonance theory (Festinger, 1957), which states that inconsistencies in one’s beliefs arouse
mental discomfort: Exposure to like-minded content (selective approach) could help to reduce
these aversive states, and selective avoidance of attitude-inconsistent content would prevent
further dissonance. Accordingly, research has demonstrated the selection of attitude-consistent
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news articles based on headlines over the selection of attitude-inconsistent options (e.g.,
Knobloch-Westerwick & Meng, 2009). Yet, although both tendencies may co-occur, Garrett
(2009b) suggests disentangling selective approach and avoidance, arguing that reinforcement
seeking is the more influential process, because a strict avoidance of any challenging information
is too difficult and would also conflict with positive self-views and the desire to gather useful
information (Frey, 1986). Indeed, a study with online news headlines (Garrett, 2009a) showed
that the positive influence of perceived congruency of the content on the likelihood of selection
was stronger than the negative influence of the perceived amount of attitude-challenging
information.

4%k B Winer, S., Metzger, M. J., & Flanagin, A. J. (2016). A multiple-motive perspective on
information selection in social media environments. Journal of Communication, 66, 669-693.
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() 10. Important debates as to what should count as either fact or fiction have long animated
communication scholarship (for example, see Strange and Katz (1998)) and yet we nonetheless
can argue reasonably that media content can mislead audiences and that such deception, whether
inadvertent or intentional, is common. Describing the working lives of journalists, Kampf and
Daskal (2014) have written that “... the peril of being wrong is unavoidable” (p. 165). Political
consultants, marketers, and public relations professionals clearly face a similar danger in their
work, and at times may even be tempted to knowingly promote such information.
Communication professionals routinely broadcast and promote information that third-party
observers in regulatory agencies or watchdog groups deem to be at odds with officially
endorsed facts. Such misinformation warrants study not only in terms of its prevalence but also
in terms of its consequence and potential remedies.

At the least, three aspects of misinformation as a mass communication phenomenon, however,
make the notion both problematic and theoretically compelling for social scientists. First, the
human brain is arguably biased toward acceptance and retention of misinformation once exposed
to such information (Gilbert, Tafarodi, & Malone, 1993). Second, the regulatory structures of
major democracies, such as the United States, tend toward post hoc detection of broadcast
misinformation rather than toward prevention (and authoritarian regimes typically do not offer
any greater hope in this regard given vested interest in information control rather than truth, per
se). Third, it can be a difficult and expensive task to ensure that corrections of misinformation
reach as widely as the original misinformation...Any campaign to correct misinformation, even
if poised to succeed in terms of message content, likely requires considerable planning to reach
all relevant members of a population in question. Misinformation is thus challenging to remedy
not only because of how humans process information but also because of the complexity of
audience reach in contemporary society. Moreover, misinformation correction might require
multiple message exposures, especially since beliefs can act as a distraction of sorts that can
interfere with processing of new information intended to refute those beliefs, for example,
Kendeou, Walsh, Smith, and O’Brien (2014). Such potential cognitive distraction only further
underscores the importance of repeated exposure for misinformation refutation efforts. ..
Weeks (2015)...examines how emotions—specifically, anger and anxiety—enhance or inhibit
partisan motivated reasoning. Although research suggests that these emotions strongly affect
how people process new political information (Albertson & Gadarian, 2015), Weeks’ is the first
study to examine their role in the context of misinformation and correction. He finds that
although anger increases reliance on partisan predispositions (and thus the rejection of
noncongenial information), anxiety has the opposite effect. These findings have important
implications for designing more effective corrections and minimizing the role of motivated
reasoning in information processing.

4%k B Southwell, B, G., & Thorson, E. A. (2015). The prevalence, consequence, and remedy
of misinformation in mass media systems. Journal of Communication, 65, 589-595.
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(1) The hyperpersonal model of CMC (Walther, 1996) offers a conceptual framework for
understanding and predicting differences in interpersonal interaction and attraction between
communication modalities, that has been used to understand communication in online dating
situations (e.g., Ramirez Jr et al., 2015; Toma, Hancock, & Ellison, 2008). In contrast to more
traditional models of communication, it suggests that media with fewer, rather than greater, cue
systems afford users more control over their message construction. (3%4% & : Antheunis, M. L.,
Schouten, A. P., & Walther, J. B. (2019). The hyperpersonal effect in online dating: effects of text-
based CMC vs. videoconferencing before meeting face-to-face. Media Psychology, 1-20.)
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Visual art is an integral part of our lives and affects us in more ways than we can imagine. Indeed,
marketers have been using art to promote products (Althuizen & Sgourev, 2014; Hoegg, Alba, & Dahl,
2010; Joy & Sherry, 2003). Companies such as Chanel, Ketel One, De Beers, and American Apparel
increasingly rely on art to create unique consumer experiences. Apple recently transformed its retail
locations into galleries that display consumer created artwork as part of their “create something new
campaign” and the Department of Veterans Affairs spent $6.3 million on artwork to enhance perceptions
of VA hospitals (Wax-Thibodeaux, 2015). Luxury brand Louis Vuitton integrated artistic elements into
their flagship stores to create an M(Art) Worlds (Joy, Wang, Chan, Sherry, & Cui, 2014).

Spillover Effects

The question whether the presence of visual art spills over onto consumer products to influence how they
are perceived and evaluated remains unexplored in the extant literature. However, various theoretical
perspectives have been proposed to explain spillover effects in other domains of investigation. For
example, music has been found to affect consumers’ assessments of unrelated products. Relying on
classical conditioning theory, Gorn (1982) demonstrates that listening to liked versus disliked music
while being exposed to a product directly affects product preferences. Furthermore, Alpert and Alpert
(1990) argue that music has a direct impact on audience moods and purchase intentions without
necessarily influencing intervening cognitions. Similar studies with odors reveal that ambient scents
influence consumer perceptions in a retail environment (Spangenberg, Crowley, and Henderson 1996).

Halo effects have also been examined in marketing, though there is some confusion about the
conceptualization and measurement of these effects (Balzer and Sulsky 1992; Thorndike 1920). It could
be argued that if a work of art carries with it a general feeling of some kind, a different object, when
presented in conjunction with the work of art, could assume the same general feeling. In turn, this could
lead to similar perceptions and evaluations of the two objects.

Contagion effects represent a related mechanism in which direct or indirect contact between two
objects can lead to a permanent transfer of properties from one object (the source) to another (the
recipient). The contact involves a transfer of the “essence” of the source to the recipient that remains
even after the physical contact ceases (Rozin, Millman, and Nemeroff 1986). Recent research on
consumer contagion demonstrates that when a product has been touched by other consumers (Argo,
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Dahl, and Morales 2006) or by a “disgusting” product (Morales and Fitzsimons 2007), the product
becomes “contaminated,” and evaluations of and purchase intentions for the product decrease. On the
basis of this extant literature, we develop an understanding of the art infusion process, which we theorize
constitutes a special kind of spillover effect, in which key properties of art spill over onto the product
with which it is associated, thus influencing the evaluation of that product.

In line with such perspectives, we propose that visual art may influence consumer evaluations of the
products with which the art is associated, while the type of influence will follow from how art itself is
perceived. The theory of art infusion is defined as “the general influence of the presence of art on
consumer perceptions and evaluations of products with which it is associated” (Hagtvedt & Patrick,
2008a, p. 379). At a general level, art is associated with a heritage of culture, it has historically
represented a special kind of quest for excellence, and it has connotations of luxury and exclusivity
(Hoffman 2002; Margolin 1992; Martorella 1996; Tansey and Kleiner 1996). We propose that a product
infused with art will take on these connotations, causing more favorable product evaluations. This
phenomenon is not tied to the content of a specific artwork, but to a general schema for art.
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Naletelich, K., & Paswan, A. K. (2018). Art infusion in retailing: The effect of art genres. Journal of|
Business Research, 85, 514-522.
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