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Abstract

With the rapid growth of the global art market, art consumption has
increasingly become a central form of high-value and symbolic consumption. The
global art trade has experienced continuous expansion over the past decade, with
Asia—particularly China—emerging as a leading driver of market growth. Yet,
despite this robust market potential, academic research on art marketing remains
relatively scarce. Most existing studies have focused on advertising or product
promotion contexts, addressing how language influences consumer perceptions,
attitudes, or purchase intentions for conventional goods and services. Little
attention has been given to the art domain, where products are deeply aesthetic,
symbolic, and culturally embedded. As a result, the question of how linguistic cues
shape consumers’ attitudes and intentions toward art collection remains an
underexplored but theoretically and practically significant gap.

To address this issue, the present research develops a theoretical framework
that positions abstract versus concrete framing—as a key antecedent of collection
approval for artworks. This framework further proposes processing fluency as the
underlying mechanism, while also considering boundary conditions that shape the
strength and direction of the framing effect, including consumer individual
differences and artwork categories.

Three complementary studies were designed to empirically test this framework.
Study 1 adopted an observational content analysis approach using real-world
market data. Specifically, 1,000 user-generated posts on RED, a leading Chinese
social media platform, were systematically coded for textual description framing
(abstract vs. concrete) and artwork type (harmonious vs. non-harmonious).
Dependent variables were operationalized through user engagement metrics,
including likes, saves, and comments, serving as indicators of collection approval.
Results revealed that abstract descriptions, compared with concrete ones,
significantly enhanced collection approval, with the effect particularly pronounced
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for harmonious artworks. In contrast, the effect was not significant for non-
harmonious artworks. These findings not only provide external validity evidence in
a natural market setting but also establish preliminary support for the proposed
framework.

Study 2 advanced the investigation by testing causal relationships under
controlled conditions. Using a traditional Chinese painting, Spring in Ten Miles of
Red, as the stimulus, participants were randomly assigned to abstract or concrete
description conditions. Measures of processing fluency and collection approval
were then collected. Results demonstrated that abstract descriptions significantly
increased participants’ collection intentions. Mediation analysis confirmed that
processing fluency partially accounted for this effect: abstract descriptions reduced
cognitive load, enhanced aesthetic comprehension, and promoted a smoother sense-
making experience, thereby strengthening collection approval. Furthermore, Study
2 introduced consumers’ information processing style (holistic vs. analytic) as a
moderator. Findings showed that holistic processors were more susceptible to the
positive influence of abstract descriptions, while analytic processors relied more
heavily on concrete details, highlighting the role of cognitive style in shaping
linguistic framing effects.

Study 3 extended the framework by using a Chinese calligraphy stimulus
(Zmiwengting Ji, created by the researcher to avoid confounds of author reputation
or work popularity) and introducing subjective knowledge as a continuous
moderator. Results replicated the main effect of textual description framing, with
abstract descriptions significantly boosting collection approval. However, this
effect varied by knowledge level: it was robust among low- to moderate-knowledge
consumers but nonsignificant among high-knowledge consumers. This finding
suggests that consumers with limited expertise rely more heavily on external

linguistic cues to form attitudes, while knowledgeable consumers depend on their
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internal schemas and expertise to evaluate artworks, rendering the effect of framing
less influential.

Taken together, these three studies systematically demonstrate how textual
description framing shapes collection approval through processing fluency, while
also clarifying the boundary conditions under which these effects occur.
Theoretically, the research extends framing and symbolic consumption literature by
applying linguistic framing to the art domain, where symbolic meaning and
aesthetic value are paramount. It also enriches processing fluency theory by
demonstrating its applicability beyond advertising and product contexts, showing
how it functions in aesthetic judgment and collection intentions. Additionally, by
identifying consumer knowledge and artwork category as boundary conditions, the
research refines our understanding of when and for whom linguistic framing i1s most
impactful.

From a practical perspective, the findings carry direct implications for art
marketing, curation, and exhibition design. For harmonious artworks and audiences
with low to moderate knowledge, abstract descriptions that emphasize atmosphere,
symbolism, and emotional resonance can effectively increase collection intentions.
For high-knowledge consumers or non-harmonious artworks that convey conflict,
critique, or complexity, providing more concrete details, background information,
and technical explanations may be more effective. Furthermore, the results
highlight the importance of tailoring textual strategies to audience characteristics,
enabling art institutions, galleries, and online platforms to design communication
approaches that enhance engagement, interaction, and ultimately market
performance.

In summary, this dissertation constructs and validates a theoretical framework
that connects textual description framing, processing fluency, and collection
approval, while accounting for key boundary conditions such as consumer

knowledge and artwork type. Through three complementary studies spanning
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observational market analysis and controlled experiments, the findings offer robust
evidence with both external and internal validity. The research not only contributes
to the theoretical advancement of art marketing and symbolic consumption but also
provides actionable strategies for art practitioners to better design textual
descriptions and communication approaches in practice.

Keywords: Art Marketing; Abstract Language; Framing Effect; Processing

Fluency; Consumer Behavior
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