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ExTENdEd AbSTrACT
Perrier recently changed its packaging by orienting its horizon-

tal logo to an upward diagonal, while Snapple has done the reverse. 
Although such changes may be part of routine brand updating, we 
propose that the direction of diagonals can have a significant influ-
ence on product judgments. Prior research has proven that the visual 
aspect of ads can convey semantic information and thus have impor-
tant persuasive effects (Peracchio and Meyers-Levy 2005; Scott and 
Batra 2003). We contribute to this literature in at least three ways: by 
demonstrating that the direction of diagonals can (1) convey differ-
ent amounts of activity, and thus differentially influence (2) product 
expectations, and (3) both pre- and post-consumption judgments.

Although conveying activity in a logo has been identified as an 
important design element, what makes a logo more or less active has 
yet to be specified (Henderson and Cote 1998). There exists initial 
evidence that diagonal (vs. vertical) orientations reflect dynamism 
(Peracchio and Meyers-Levy 2005). We extend this research by pro-
posing that the direction of diagonals can convey different degrees of 
activity and effort, and thus differentially affect persuasion. Specifi-
cally, a line that slopes from the lower left to the upper right is an 
upward diagonal, whereas a line that slopes from the upper left to the 
lower right is a downward diagonal. The art literature suggests that 
the orientation of objects can convey movement. Specifically, where-
as a horizontal line has been likened to an object lying flat (Gaffron 
1956) and being static (Arnheim 1974; Wofflin 1950), diagonal lines 
differ in their direction, thereby conveying movement (Arnheim 
1974; Gaffron 1956; Wolfflin 1950). Because visual information is 
processed from left to right (Deng and Kahn 2009), we argue that 
an upward (vs. downward) diagonal will convey greater movement/
activity and thus be less relaxing. Indeed, upward (downward) diago-
nals are often described as ascending (descending; Gaffron 1956).

We test our account across three studies. In study 1, we test 
whether individuals process images from left to right, and infer that 
upward (vs. downward) diagonals convey more activity and success. 
To test this, 143 participants were randomly assigned to a 2 (orien-
tation: upward vs. downward) x 3 (order: heatmap, activity items, 
or rest item measured last) design. After being shown an upward 
diagonal or downward diagonal, participants clicked on where the 
line starts. As predicted, an orientation main effect was nonsignifi-
cant for the x-coordinate (F(1, 165)<1), but was significant on the 
y-coordinate (F(1,165)=1028.80, p<.001)  with values indicative of 
the left region of the grid. Participants also rated the line on a number 
of attributes. Consistent with the art literature and our theorizing, ac-
tivity perceptions were greater for upward than downward diagonals 
(M = 4.84 vs. 4.00, F(1, 137)=5.20, p < .05), whereas at rest percep-
tions were greater for downward than upward diagonals (M = 4.13 
vs. 3.25, F(1,137)=4.23, p < .05).

In studies 2 and 3, we varied whether individuals’ goals favor 
activity or rest. If upward (vs. downward) diagonals convey greater 
activity, then they should lead to higher product expectations and 
evaluations with active (vs. relaxation) goals. In study 2, 108 partici-
pants were randomly assigned to a 2 (goal: adventure vs. relaxation) 
x 2 (diagonal: upward vs. downward) design. Participants were told 
they were planning an adventure or relaxation vacation before view-
ing an ad, in which the text and images emphasized either an upward 
or downward diagonal. For attitudes toward the resort, a goal x di-
agonal interaction was significant (F(1,105) = 15.31, p<.001). When 

adventure was primed, attitudes were higher in the upward than 
downward condition, whereas when relaxation was primed, attitudes 
were lower in the upward than downward condition (Fs(1,103)> 
5.81, ps<.05). A similar pattern emerged for purchase intentions 
(PI) toward the vacation package (F(1,103) = 6.35, p = .01). As be-
fore, when adventure was primed, PI was higher in the upward than 
downward condition (F(1,103)=5.79, p<.05), and when relaxation 
was primed, PI was lower in the upward than downward condition, 
although this difference was not significant (F(1,103) = 1.12). Still, 
PI was higher for those in the downward/relaxation than downward/
adventure condition (F(1,103)=8.59, p<.005). Furthermore, willing-
ness to pay (WTP) was higher in the downward/relaxation than up-
ward/relaxation condition (F(1,103)=4.37, p<.05). In contrast, WTP 
was somewhat (but not significantly) higher in the upward/adventure 
than downward/adventure condition (F(1,103)=1.45, NS).

Study 3 used a 2 (claim: energizing vs. relaxing) x 2 (diagonal: 
upward vs. downward) design for a hypothetical beverage claiming 
to either promote energy or relaxation. This product category was 
selected because energy and relaxation drinks are popular among this 
generation (Stacy 2011). Based on prior research (Shiv, Carmon and 
Ariely 2005), we predict that if diagonal orientation influences ac-
tivity-level expectations, then activity-level experiences (i.e., feeling 
energized or relaxed) should vary depending on whether the claim is 
congruent. To test this, 141 participants viewed the beverage pack-
aging that varied in claim and diagonal orientation, and then drank 
a purported sample of the beverage, which was the same water for 
everyone. For all of the dependent variables, goal x diagonal was sig-
nificant (Fs(1, 134)>4.41, ps< .05).  As predicted, in the relaxed con-
dition, satisfaction was higher when the diagonal was downward than 
upward, whereas in the energized condition, satisfaction was higher 
when the diagonal was upward than downward (Fs(1, 138)>4.11, 
ps<.05). Moreover, participants in the relaxation condition reported 
feeling more relaxed when the diagonal was downward than upward 
(F(1, 138)=5.59, p<.05), whereas there was no significant difference 
in the energizing condition (F(1,138)<1). In contrast, participants in 
the energizing condition reported feeling more energized when the 
diagonal was upward than downward (F(1, 138)=6.11, p<.05). How-
ever, in the relaxation condition, participants reported feeling more 
energized when the diagonal was congruent—that is downward than 
upward (F(1, 138)=6.91, p=.01). Bootstrapping methods support that 
feeling relaxed (and energized) mediated the effect of diagonals on 
satisfaction in the relaxing condition, whereas feeling energized was 
the mediator in the energizing condition. 

In summary, this is the first empirical research demonstrating 
that upward and downward diagonals convey different degrees of 
activity, and thus differentially influence product expectations and 
pre- and post-consumption judgments. 
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