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Beauty First: The Impact of Social Media Logos on Choice

Abstract: In this research, the authors suggest that incidental exposure to social media
logos, such as the logos of Instagram, Facebook, and Twitter, often embedded in 3rd
party marketing communication materials such as advertisements, websites, or even
restaurant menus, could increase consumers’ choices of visually superior products, relati-
ve to choices of gustatorily or olfactorily superior products. Drawing on research span-
ning logos, impression management, social media marketing, philosophical aesthetics,
and biological sciences, the authors argue that this happens because incidental exposure
to social media logos momentarily increase consumers’ desire for impression manage-
ment, which in turn leads them to prioritize visual properties in consumer decisions,
since visual qualities are more transferable through social media and, thus, more effecti-
ve for impression management. A series of online and lab experiments, including both
hypothetical and consequential choices, provide empirical evidence for this main propo-
sition. By being the first to show that social media logos nudge consumers to choose
visually superior options, and empirically testing the underlying causal mechanism, the
present research makes theoretical contributions to social media marketing, impression
management, and logo research. The current findings also provide practical guidelines
for marketers.
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