The Interaction Effect between Online Product Presentation Dynamism
and Background Contextualization on Engagement and Analytical
Fluency

Yakun Zhang
University of Greenwich
Sarah Xiao
Durham University

Cite as:

Zhang Yakun, Xiao Sarah (2019), The Interaction Effect between Online Product
Presentation Dynamism and Background Contextualization on Engagement and
Analytical Fluency . Proceedings of the European Marketing Academy, 48th, (9140)

Paper presented at the 48th Annual EMAC Conference. Hamburg, May 24-27. 2019.

EMAC

EUROPEEEMARKERNG ACADEMY



The Interaction Effect between Online Product Presentation Dynamism
and Background Contextualization on Engagement and Analytical
Fluency

Abstract

In an online environment, consumers have limited access with product information due
to the inability to gather sensory information. This research examined the interaction
between image-induced dynamic imagery and background contextualization. The
findings suggested that in the context of washing detergent ads, perceived ad
movement can enhance consumers’ ad engagement. Additionally, when the focal
product is presented in a frozen motion format, a decontextualized background
increases ad engagement and analytical fluency. On the other hand, when the focal
product is presented in a stationary format, a contextualized background increases ad
engagement.
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