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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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