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Influence Mechanism of Fitting Advertising Depth of Field
with Product Category on Product Evaluation
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Abstract ; Along with the popularity of Ps and Meitu Xiuxiu software, people often use photography effects such as depth of field

when taking selfies, and they are well received and widely spread in Weibo and WeChat moments, which has led many compa-

nies to try to apply them to product advertisements. This makes the presentation type of depth of field advertisement widely used

in the field of marketing practice. With the increasing popularity of depth of field advertising in the field of product diffusion, the

type of depth of field advertising and its fitting with product information have an increasing impact on corporate advertising effec-

tiveness.
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Construct an integrated theoretical framework to explore the depth of field effect and its psychological mechanism affecting
consumer information processing methods, and make a reasonable explanation for improving product evaluation behavior re-
sponse. From the perspective of fitting the depth of field advertisement presentation method with product category, based on cog-
nitive fluency theory and elahoration likelihood model, explore the impact of fitting depth of field advertising presentation( deep
depth/shallow depth of field) with product category( hedonic/functional) on improving consumer product evaluation and the me-
diating effect of perceived diagnosability on this effect. Using the combination of eye movement and laboratory experiments, the
experimental research design of mutual evidence was measured by using eye movement index and questionnaire. The depth of
field effect and the internal mechanism of consumers’ evaluation of products were tested by means of analysis of variance and
Bootstrap method.

The results of the study show that: Study 1A has shown that compared with the depth of field presentation, the shallow depth
of field presentation leads to lower audience cognitive fluency and preliminary verification of depth of field effect. Study 1B
showed that the deep depth of field product advertisement presentation promotes consumer dependence on emotional processing in-
formation, while the shallow depth of field product advertisement presentation promotes consumer dependence on cognitive pro-
cessing information. Study 2 found that deep-depth advertisements fitted the hedonic products. When shallow depth of field ad-
vertisements were matched with functional products, the evaluation of the products could be enhanced, and the mediating role of
perceptual diagnosability was verified, and a complete internal mechanism model was constructed. Study 3 further enhanced the
robustness of the depth of field effect by excluding other interpretation mechanisms through stimulating situation experiment.
Study 4 showed the adjustment effect of the product launch timing on the fitting of the depth of field advertisement presentation
type and product category to enhance product evaluation.

The conclusions of this study not only expand the relevant theoretical research in the field of product diffusion, but also pro-
vide feasible suggestions for the application of advertisement design and webpage product image presentation of enterprise applica-
tion for depth of field effect products, which has important theoretical and practical significance.

Keywords ; depth of field advertising; hedonic products ;functional products; perceptual diagnosability; product evaluation
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