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This research takes an evolutionary perspective to examine how reminders of the sun affect preference for luxury products. Findings

of two experimental studies indicate that sun reminders increase men’s preference for luxury products. This effect is mediated by

men’s increased sexual motivation as a result of sun reminders.
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EXTENDED ABSTRACT
Consumers purchase luxury products for various reasons includ-

ing expressing personal values (Richins, 1994) and mimicking suc-
cessful others (Mandel, Petrova, & Cialdinia, 2006). An evolutionary 
perspective suggests different motives; females seek mates who have 
resources that help provide for their offspring (Buss &Schmitt, 1993). 
Thus, males use luxury products to signal their resources and attract 
females (Schmitt & Buss, 1996). When motivated with mating goals, 
males prefer luxury products (Griskevicius et al., 2007; Saad, 2007). In 
this research, we investigate how a nature related variable associated 
with human mating can influence men’s preference for luxury products.

The different seasons and human conception are correlated 
(Roenneberg & Aschoff, 1990a). Conception peaks during the sum-
mer months (Lam & Miron, 1994). Photoperiod- length of daylight- 
has been found to be the strongest predictor of seasonality of concep-
tion (Roenneberg & Aschoff, 1990b). Given that daylight influences 
human mating, then it is plausible that reminders of the sun may 
trigger this motivation and increase males’ preference for luxury 
products. We investigate how reminders of the sun affect male con-
sumers’ preference for luxury products.

EXPLORATORY STUDY
We conducted an exploratory search on Google Trends related 

to variation of searches for the term luxury throughout the year. We 
conducted a search for the weekly popularity of the term “luxury” 
worldwide and for a few specific countries for a period of seven 
years 2008-2014. Results showed that searches for the term luxury 
peak in the weeks following June 21st (the longest day of the year 
in the Northern Hemisphere). For northern hemisphere countries, 
searches peaked following June 21st while for southern hemisphere 
countries, searches peaked following December 21st. 

STUDY 1
This study was a 2 (sun reminders: no vs. yes) x 2 (gender: 

male vs. female) designed to examine how reminders of the sun af-
fect preference for high-end brands. Undergraduate students (N=210, 
52.4% female; MAge=20.12) at a northern city participated in this 
study.  Sun reminders were manipulated by asking participants to 
arrange scrambled words that contained (did not contain) words re-
lated to the sun into complete sentences. Participants reported their 
positive mood (PANAS scale; Watson, Clark, & Tellegen 1988), and 
preference for high-end brand names (rating the importance of hav-
ing high-end brands) for publicly (e.g. glasses) and privately (e.g. 
towel) used products (1=not important at all; 7=very important).

Results of planned comparisons showed that men reported sig-
nificantly higher preferences of high-end brand names for publicly 
used products when reminded of the sun than when not (MNo=4.25 
vs. MYes=4.80; F(1,206)=4.07 , p<.05). Reminders of the sun had no 
effect on men’s preference of high-end brand names for privately 
used products or women’s preference of either product category. 

Mediation analysis using Process Model 7 (Hayes, 2013), indi-
cated the interaction of sunlight reminder and gender did not predict 
positive mood (ß=.40; t(206)=1.26, p>.1). However, positive mood 
predicted preference of high-end brand names of publicly (ß=.27; 
t(207)=3.40, p<.01) and privately used products (ß=.23; t(207)=3.01, 
p<.01). For men, results revealed a significant conditional indirect ef-

fects of sun reminders on preferences for high-end brand names of 
publicly (ß=.11; 95% CI =0.0070 to 0.3019) and privately used prod-
ucts (ß=.10; 95% CI =0.0099 to 0.2798). For women, the indirect ef-
fect was insignificant for publicly (ß=.00; 95% CI =-0.1270 to 0.1277) 
and privately used products (ß=.00; 95% CI =-0.0997 to 0.1366).

STUDY 2
In this study we further examined whether sexual motivation 

contributes to men’s preference for luxury products when reminded 
of the sun. We also examined whether the geographical location of 
participants (northern vs. southern states) influences the expected ef-
fects.  The effect of sunlight seasonality on humans should be more 
prominent for those living far away from the equator (Northern USA) 
than those living near the equator (Southern USA) since seasonal 
variation of lengths of daylight is larger in areas further away from 
the equator. This study was a 2(Sun reminder: no vs. yes) x 2(Lo-
cation: north vs. south).  Participants viewed an advertisement for 
Hugo Boss with a background that either featured a sunny sky (Sun 
reminder: yes) or a dark sky (Sun reminder: No). Male participants 
from Mturk completed this experiment online (N=125, MAge=33.84). 
The final sample included 121 participants as few participants were 
excluded for not reporting their state of residence or for reporting 
extreme values on the dependent variables (z>2.5). Participants in-
dicated their attitude towards the brand (4 items on a 7-point bipo-
lar scale- good: bad, etc. (α=.91)). Later, participants viewed five 
sexualized images of heterosexual couples and rated them (7-point 
bipolar scale – unattractive: attractive, etc. (α=.89)). 

Results of planned comparisons showed that residents of north-
ern states reported significantly higher attitude towards the brand 
(MNo=4.78 vs. MYes=5.39; F(1,115)=4.63, p<.05) and sexual motiva-
tion (MNo=5.82 vs. MYes=6.37; F(1,115)=4.85, p<.05) when reminded 
of the sun than when not. Residents of southern states did not show 
such a difference for attitude or sexual motivation (p>.1).  Mediation 
analysis (Process Model 7, Hayes 2013) indicated that the interaction 
of sun reminder and location significantly predicted sexual motivation 
(β=-.82, t(115)=-2.46, P=.01). Sexual motivation significantly predict-
ed attitude towards the brand (β=.48, t(116)=5.05, P<.001). Finally, re-
sults revealed a significant conditional indirect effects of sun reminder 
on attitude towards the brand for residents of northern states (ß=.26; 
95% CI =0.0615 to 0.5674). There was no significant conditional indi-
rect effect of sun condition on attitude towards the brand for residents 
of southern states (ß=-.13; 95% CI =-0.3798 to 0.0674). 

CONCLUSION
Our studies provide evidence that sun reminders positively af-

fect males (but not females) attitude towards publicly used luxury 
products. This effect is mediated by sexual motivation. Men who 
live further away from the equator (northern US. States) are more 
affected by the effect of sun reminders. 

This research contributes to the evolutionary psychology litera-
ture as it establishes that sun reminders trigger sexual motivation.  Sec-
ond, findings of this research add to our understanding on how the en-
vironment affects consumer behavior. Since our findings indicate that 
reminders of sunlight can activate sexual motivation, we suggest that 
such reminders may successfully replace sexual images in advertising 
that are usually used to increase sales of luxury products.
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