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Abstract
This research examines when and how the speed of video ads influences consumers’ perceptions of luxury and their behavior
towards the products and brands featured in the ads. Eleven experiments (N = 8,158) demonstrate that when an ad depicts a
product in slow motion (vs. at regular speed), consumers perceive the featured product and brand as more luxurious. The effect
emerges across several product categories (i.e., chocolate, shampoo, wine, and mineral water) and countries (i.e., United States,
United Kingdom, and France), and subsequently boosts consumers’ desire for the featured product and brand (i.e., higher
willingness-to-pay and purchase intentions), particularly when the goal to consume luxury is salient (vs. not). Slow motion
enhances luxury perceptions via a two-step process: (1) slow motion increases consumers’ feelings of immersion, which prompt
them to (2) ascribe greater hedonic value to the featured product, ultimately leading to higher luxury perceptions. Consistent
with this process, the effect attenuates when video features (i.e., blurriness and buffering) impair the immersive experience of
slow motion, among consumers very weakly or very strongly predisposed to experience immersion, and among consumers
whose need state makes them spontaneously view the featured product as highly hedonic (i.e., hungry people viewing food
items).
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