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1. Introduction & Literature Review
1.1 Neuroeconomics
Many years ago Adam Smith in his “Theory of Moral Sentiments”, written in 1759, uttered a question: “How can human societies, based on people who are fundamentally selfish, function properly?” What lay behind these words is the belief that since a human being is a member of a society, some factors would intervene in order to have the social arrangements stabilized. Some specific functions of the brain and even more some interactions between human beings would enable them to act rationally in the society. It was one of the first attempts to associate economic behaviour with human behaviour and brain activity.
Not more than a decade ago this association became a science called Neuroeconomics which was defined by two groups of different orientation; the classical economists and the behavioural economists. This science is expected to play an increasingly prominent role not only in economics but in other social sciences as well. Initially classical economists claimed that economics, psychology and neuroscience are now combined into a single united discipline which has the specific aim to provide a single theory or model for human behaviour. The aim of this discipline is the understanding of how neurobiological mechanisms allow a person to take decisions, and understanding processes that link an action with sensation (Glimcher & Rustichini, 2004). On the other hand, behavioural economists stated that Neuroeconomics is the research for biological microfoundation in economic cognition. David Laibson (2008) defined neuroeconomics as the study towards biological microfoundations of all neurochemical mechanisms; such as neurons, mechanisms of the brain, neurotransmitters, and economic cognition, he named the cognitive function coupled with; feelings, emotions, economic behaviour, economic perception, loyalty, expectations, memory, experience, preferences and decision-making. In other words Neuroeconomics provides new insights, which refer to the theoretical and experimental study on human behaviour (Rustichini 2005). The data is derived from the multiple methods and tools available to neuroscientists nowadays. For instance one of the most powerful neuroscientific tools that are used is imaging analysis of brain activity. The activated, stimulated regions of the brain are detected with three methods: a. electro-encephalogram (EEG), b. positron emission topography (PET) and c. functional magnetic resonance imaging (fMRI) (Camerer et al., 2005).
Undoubtedly, all the definitions have a point of convergence; the function of the body, the neurosystem and especially the brain are the main fields of research. Scientists try to analyze which parts of the brain are stimulated when a person sees, hears, smells, and listens to something. For a better comprehension, this is an example of how the brain functions when a host approaches a person with a plate of chocolate bars. Initially, the occipital cortex in the back of the brain sends signals from the eyes through the optic nerves, and with a complicated process these signals reach the inferior temporal visual cortex which enables the person to recognize that he is staring at the chocolate bars. In the meantime, the nucleus accumbens (the brains reward centre) is receiving signals from the visual and smell cortices and activity in the nucleus accumbens is associated with motivation to eat the chocolate. The prefrontal parts of the brain are associated with regulatory functions and process whether having a chocolate bar or not will maximize utility. Possibly, the person is on a diet, or is having dinner in half an hour. The regulatory functions are more complicated than initially appears since the decision is not easily taken. The personal experience of the person with chocolate, the appetite for something sweet and his associations with it are some factors that compete at that moment, in order for the person to make the final choice. Based on these processes and reactions mentioned above, neuroeconomists formulate theories that change the way consumer behaviour is approached, and primarily focus on how people interact with their environment from a neuroscientific perspective (Camerer et al., 2005).
1.2 Embodied Cognition

In recent years there has been a growing research program in cognitive science that underlines the formative role the environment plays in the evolution of cognitive processes, which is termed Embodied Cognition. The general theory claims that cognitive processes evolve when a firmly connected system arises from goal-focused interactions between human beings and their environment; the nature of these interactions affects the formation of the evolving cognitive capacities. Furthermore Michael L. Anderson (2003) formulated three main points for this science which are: a. embodied cognition focuses on the physical background as its central field of research. Cognition is related to the physical characteristics, the environment, and the inborn capacities, b. embodied cognition preserves our evolutionary progression, and c. embodied cognition takes advantage of repeated interactions with the environment by developing structures which accelerate and simplify cognitive tasks.
Therefore, throughout the years many experiments have been conducted in order to find evidence that supports the theory of embodied cognition, and understand the true connection with our daily environment and experiences and to provide insights in what embodied cognition influences our perception and behaviour. In a recent study conducted by Williams E. & Bargh J. (2008) participants had to go up to the fourth floor with a confederate to reach the laboratory room. During the time that the elevator was heading to the floor, the confederate gave the participants the cup she was holding (sometimes it was a cup of hot coffee, other times it was a cup of iced coffee) so she could write down their name and other demographic data. Then she took back the cup of coffee (that was the only manipulation between subjects) and the participant entered the experimental room. There the subject received a personality impression questionnaire that described “Person A” as skillful, capable, determined, intelligent, practical and cautious. Then the participant had to estimate this personality based on 10 traits on a bipolar scale, in which 5 characteristics were related to warm-cold aspect and the rest were irrelevant. The results were as expected; this quick physical experience participant had with either the hot or cold coffee affected their opinion while judging the personality. Those who had held the cup of hot coffee judged the person as warmer than those participants who had held the cup of iced coffee. The association was that the warm physical experience led to positive judgment, which formed an opinion of a “warm” person that signifies somebody sympathetic, interesting, kind-hearted, friendly, generous, caring, and so forth. 
In their second experiment Williams E. & Bargh J. (2008) requested from a group of 53 volunteers to briefly hold a hot or a cold therapeutic pad, under the pretence of a product’s estimation. When volunteers assessed the effectiveness of the pad they had touched, they also had to choose a reward for participating in the study. They could choose between a Snapple beverage and a 1$ reward in an ice cream shop, though the rewards were presented either as a “gift to a friend” or as a “gift for themselves”. The experimenters in order to exclude some unwanted artifacts gave to half of the participants the option of a Snapple for themselves or a 1$ gift for a friend and the other half of the subjects were suggested the opposite. Finally, the results were constituted as follows, despite the reward the subjects who held the cold pad chose a gift for themselves with a proportion of 75% instead of 25% who preferred a gift for a friend. On the other hand those primed the hot pad picked the gift for a friend in a proportion of 54% as opposed to a 46% preferred the gift for themselves. Apparently in both experiments the prime of experiencing physical warmth or cold influenced the estimations of and prosocial behaviour towards others.

 Another study by Leonardelli & Zhong (2008) tested 65 participants (undergraduates in the University of Toronto that exchanged their participation for course credit) who were placed in a small room and were asked to recall a past situation that made them feel socially included or excluded. They were told that the process included diverse, non related activities. Thereafter, the experimenter requested their estimation about the room’s temperature and the results indicated that those who recalled the feeling of social exclusion rated lower room temperatures than those who felt the emotion of social inclusion. As a consequence the thought about social exclusion, provoked a feeling of coldness whereas the opposite happened with the other part that felt warmth because their memory evoked positive emotions. What can be concluded from these findings is the fact that the environment, the body, and cognition are coupled in a harmonic way, so that everything we do is deeply rooted to our everyday experience with our social and physical environment.
In continuation of the research Leonardelli & Zhong (2008) conducted a second experiment by inducing the emotion of social exclusion via a ball-tossing exercise (Williams et al, 2000) also in order to investigate whether the socially excluded subjects would inquire warmer foods and drinks than socially not excluded subjects. 52 Bachelor students from the University of Toronto participated in the experiment which was divided in two parts. In the first part, the participants were directed in front of a computer and got informed about a virtual game of ball tossing with three other volunteers who were supposed to be connected online as well. In reality the ball tosses were generated by a computer program which was designed to either induce exclusion or domination circumstances. In order to provoke the emotion loneliness in subjects, the ball was thrown only twice in the beginning of the game and then subjects were ignored for the next thirty tosses, yet those in the domination position collected the ball almost in every round of the game. In this way feelings of social exclusion or inclusion were induced, and then the experiment moved to part two. In the second part they were given a questionnaire to evaluate the desire of 5 products on 7-point Likert scale (1=extremely undesirable, 7=extremely desirable). The products chosen were one hot coffee (representing a warm drink), hot soup (symbolizing warm food) and the rest were apple and crackers (signifying two control foods) and last was a coke (defining a control drink). Fortunately, the volunteers did not suspect a link between the two tasks which is very important because the results have a strong effect. Thus, what was found is a two-way interplay between social exclusion and desire of foods and drinks. Eventually those who experienced social exclusion showed a greater preference for warm food and drinks, than those who dominated during the ball-toss game, this effect did not occur for the control food and drinks.
1.3 Embodied Cognition’s Influential Factors

At this point before getting into further details about our study, it’s time to describe three factors that play crucial role in embodied cognition; these are metaphors, intuition and mimicry.
Initially, based on the experiments mentioned above, it is inferred that metaphors determine by all means human behaviour. Their usefulness is high because metaphors stimulate memory. Lakoff (1987) defined metaphor as: “the expression of an understanding of one concept in terms of another concept, where there is some similarity or correlation between the two.” Metaphors can be divided in three types: a. “the orientational”; the human experience is used with spatial orientation. These metaphors are routes which systematize a whole mechanism of concepts with respect to each other; happy is up and sad is down, conscious is up and unconscious is down (e.g. he’s feeling high, he fell into depression etc.) b. “the ontological”; the human experience is used with physical objects. This type of metaphors is divided as well in three subcategories: i. the entity or substance metaphors, for instance inflation is entity and vitality is a substance (e.g. he’s devoid of energy, she’s overflowing with vitality and inflation makes people sick), ii. container metaphors (e.g. he has had a full life, live your life to the fullest, her eyes were filled with passion, his life contained a great deal of sorrow etc.) and iii. personifications in which the facts are persons, physical and emotional states are entities within a person (e.g. The pain has gone from my back to my chest, her fears keep coming back etc.) and c. “the structural”; natural types are used to define other concepts, this type is more complex, two well known examples are that argument is war and time is money (however the latter can be conceived also as an ontological metaphor) (Lakoff et al. 1980; Verena Haser, 2005).  People use an enormous number of metaphors every day; most metaphors reside in words in everyday language. However, apart from language, metaphors can be seen in objects, situations, symbols etc. Each human being is taught these metaphors from earlier stages in life and as people grow older, depending on their experiences and culture, people create new metaphors which allow them to make new associations with new circumstances and in this way an entire new structure of metaphors is created.  
Secondly, Bowers (1984) defined intuition as: “a distinct information processing mode, in which unconsciously stored information is used to guide decisions and problem solving.” In other words, every individual has intuition, however some are highly intuitive while others make less use of their intuition, meaning that a number of consumers rely on their intuition in order to make a decision, while others act more rationally and do not depend on their intuition so much.  
Following Jung’s (1926) theory about psychological types, two categories of people exist; the intuitive and the sensing. The classification is premised on the way each type perceives information. The intuitive people apprehend information through the unconscious, based on the associative connections an object induces. Yet the trait of sensing type is their concentration on the object’s sensory data.
 Taking the article of Woolhouse et al. (2000) into consideration, in which   research had been conducted in order to examine the existence of individual differences between intuitive and sensing types in the use of intuition and performance on an implicit learning task. 43 Participants (professionals or managers from various organizations) aged between 24 to 55 years, were fully instructed on how to do a specific task. Initially, they were shown 20 training charts and it was revealed the way an expert ranked the charts that had to do with personality’s assessments e.g. very unsuitable, fairly suitable, very suitable etc. Afterwards, it was requested to the participants to rate on an 8-point scale the suitability of the expert’s estimation. Yet, it was necessary appointed to use their intuition a lot, because there were no standards of what was considered to be suitable or unsuitable. Thereafter on the following 60 charts participants were required to rank the suitability of the job on a 3-point scale of confidence (1=unconfident, 3=confident) but this time based on the general impression of the chart. It was also required at that point of the process to use mostly their intuition and they were also averted to consider a specific rule that would direct them. After the second part the expert’s estimations of suitability were revealed and by the 40th test chart the rule that existed for the suitability changed while the volunteers were unaware of it.  This intervention was deliberate and would show that if a sudden malfunction in performance was observed then subjects were based on the knowledge, while if the performance remained the same participants responded randomly. More specifically the experimenters had created the questionnaire based on a particular rule for a job’s suitability but suddenly they used a different rule to define it, this manipulation would reveal whether a subject had suspect the rule or even if he had been using their own rule to make estimations. At the final task the volunteers had to distinguish their strategy -used for the job suitability predictions- by answering a multiple choice question, for instance whether they used intuition, a specific rule, guessing etc. Finally, the facts asserted that those who claimed using intuition were as successful in rating the charts as those who confessed the knowledge of a rule that was used in implicit learning. Moreover it was proved that intuitive types use learning in an unconscious form whereas sensing types use facts in a more strict, direct and conscious way. 
The third factor that needs to be considered which has an impact on human’s choices and preferences besides intuition is mimicry. Mimicry is defined as the human tendency to mimic the behaviour of others. Studies have shown that because humans are sociable creatures and interact with other humans, they inevitably mimic emotions, speaking methods, gestures and facial expressions. This tendency automatically influences other aspects of behaviour as well, for instance the consumer’s behaviour. Imagine yourself being in a supermarket, on the aisle with the cereals, trying to decide between all these brands which one you want to purchase and suddenly you watch a number of people at that time taking one specific product, will they affect your choice? “Yes, they will affect your final choice.” According to Tanner et al. (2008) and their experiment this stance is true. It has been found that consumers can be affected by mimicking the consuming behaviour of a person they observe. The habit of another person can become our habit sine qua non we are willing to accept something and we are not negatively biased against the person. 
Tanner et al. (2008) conducted experiments in their study exploring the effects of mimicry in everyday life. In the first experiment 147 undergraduates of Duke University were willing to participate in the study; however in the end only 113 were able to continue with the procedure, 34 were excluded due to suspicion about the study’s aim, or not eating in the food condition etc. In the beginning, all members received an e-mail -3 days before the experiment- which was a part of product survey and they would receive 1$ to complete the questions. Participants were asked to indicate their rate of preference on and desire for 45 products. Thus the answers designated the food products that were selected for the experiment; these were animal and goldfish crackers. Each participant entered the laboratory room and sat in front of a computer screen; next they received the instructions and were told that the research was about consumer’s memory on advertisements and desire for products. All participants were informed that the previous participant described a number of advertisements in a video and that they would watch the video of that particular participant (who was a confederate). Right in front the confederate on the table were placed one bowl of animal crackers, one bowl of goldfish crackers and a bottle of water. The experiment took place in two conditions; the food and the no-food condition. In the food condition the confederate and the participants were given the same instructions; to eat crackers and drink water at any time. While in the no-food condition, only the confederate was allowed to eat the remaining crackers presented as from a previous survey. Thus, the confederate ate only either animal or goldfish crackers every 10-20 seconds. When the video was shown the participants moved to another room for the second part of the survey where they should estimate on 9-point scale (1=do not like at all and 9=like very much) the likability of 30 snack products (including the animal and the goldfish crackers), then they completed a form of personality scale. Eventually, what was ascertained by the survey was that volunteers present in the goldfish cracker-only condition preferred those crackers more than the animal snacks, whereas in the opposite condition of animal cracker-only they chose more the animal crackers. Moreover, it was observed that in the goldfish cracker-only condition the goldfish crackers were estimated more positively than the animal snack, while in the animal cracker-only condition the estimations about both crackers were almost the same. However, in the no-food condition either in goldfish cracker-only or in the animal cracker-only situation the crackers had the same rankings. To conclude, mimicry existed, people in the food condition had the tendency to imitate the eating behaviour they were observing.
Indeed when a person makes a decision for the purchase of a product or a service the answer is not just a “Yes” or a “No” since the response emerges from a whole cluster of human reactions that cooperate or compete for the final decision. The brain, the body, the experience, the natural and social environment, the embodied cognition, the intuition, the mimicry, the promoting plan of a company and hundreds of others factors ally for a specific behaviour.
Consequently, all of our thoughts, concepts, ideas, activities and preferences are tightly linked with how our body interacts with the environment and these interplays subliminally lead to behaviour; how the brain is affected to judge someone’s personality and to act in a specific way, but also direct us to our economic behaviour; how humans are influenced to choose a specific product or service, the latter constitutes the main research of this study which will be analyzed later on.
1.4 Marketing
Now we will discover how neuroeconomics, embodied cognition and the psychological effects are connected to the marketing field. “Why is it necessary for a marketer to take into consideration the scientific findings?”

 First and foremost all marketers need to be aware of the effects of embodied cognition, since these effects do show patterns that if a marketer understands, the campaigns can be altered and some possible mistakes could be taken out, or even these effects could be used for their own advantage of marketers. It is essential to mention that sometimes the effects of embodied cognition are not noticeable or understood by common people; the consumers, and this automatically benefits the marketers. Secondly based on the theory of embodied cognition the marketers can find interesting information in order to manipulate the consumers and bring huge profits to their companies. If the human brain becomes the central starting line before a whole promoting plan is begun, thereafter the consumers would be subliminally influenced by the campaign and give a positive feedback by purchasing the product or the service.  To some extent, this behaviour might lead to a loyal relation between the product and the customer, because the brain produces specific action, so if this part is stimulated and eventually the purchase is accomplished then what a marketer should really do is to focus on finding methods to stimulate the human mind. 
All these years the economists put into use the conventional ways, the traditional methods to convince consumers. The television commercials, the radio spots, the advertisements on the magazines, newspapers etc. are nothing more than the expected, they have become so common but at the same time someone might say boring as well. From another perspective, most television advertisements do not influence people that much, since consumers know that these spots try to persuade them to purchase the product, their defence mechanisms are stimulated and filter the commercials through these defensive mechanisms. A solution proposed, is that some subliminal messages are sent to the viewers and by being unaware of these occurring tricks, the defensive mechanisms will not come out. Hence, a brand manager or a marketer should rethink how they will share their resources and instead of investing on traditional methods and techniques, it would be wiser to spend the resources on new methods of convincing the consumers, like for instance to encourage them buy the product by using the power of product placement which can be very unconsciously deceiving.

  It is hoped, that with the evolution in the scientific field the time has come for a revolution in marketing. The word “revolution” signifies the insertion of new, fresh methods, off the beaten track and so different from the usual that consumers will be more willing to pay attention, what people really need nowadays is to notice a change, an innovation. Since a human is a miscellaneous creature therefore a diverse approach is essential, the combination of sciences is now a necessity. Hence, if marketers understand the significance of embodied cognition then a powerful “weapon” will be on their hands and the profits will be definite. Our research wishes to have the desirable effects and if so the marketing field will evolve in a great extent. Generally speaking, if managers and marketers appreciate and comprehend the full ranges of metaphors, consumers think about a product, they can invent and deduce more effective communications about a brand and increase the probability of the product’s purchase (Zaltman et al. 2003). Hopefully, we will have the desired results, so the old boundaries will be erased and new scientific fields will be explored. 
 In the article written by Kreuzbauer & Malter (2005) it is explained that managers can change perceptual design elements to create and support line extension plan. More specifically, design alterations can be used as a method to change consumer perceptions of a product’s uses and brand segment membership. This procedure is demonstrated by a well-known off-road motorbike brand that planned to extend into the street motorbike category. It was a rather difficult task, because consumers perceived the brand for off-road motorbikes and then they had to be very careful on the steps they would follow to survive on the new segment, it was an investment with a high risk. In this experiment 43 part-time students of a Central European University, with high knowledge about motorcycles took part, between them only one female. The process was as follows: each individual saw an black & white image that depicted four motorbikes; models B & C had all the key features of an off-road motorcycle –with a slight difference that in Model B some parts were of grey colour instead of black-, Model A & D had some attributes that characterize a street motorbike. The task required to categorize spontaneously the motorcycles they saw in either the off-road motorbike segment or the street segment on a 7-point scale (1= “off-road motorbike” and 7= “street motorbike”). The results were the expected Models B & C where seen as off-road motorbikes, Model A was considered to be more of a street bike and Model D was recognized as the most typical street motorbike. Thus considering these results the more key features a product contains the more it is categorized on a specific segment. Hence, experts concluded that an incremental introduction of the new line category was sustained by the gradual addition of new attributes to the traditional category. In this way, consumers would accept smoothly the segmentation change and especially the product change.
1.5 The current study
The current study has an explorative and interesting function. It is part of a project which focuses on the effect of visual perception in combination with vertical positioning for a product’s estimation. There have not been done many studies on this specific subject but to some with similar conceptual framework. Automatically that makes our research a matter of a major significance and interest for marketing.
More specifically, the effect of visual perception will be investigated, through an experiment, in conjunction with the effect of the vertical position (high and low) to human beings and in particular how an individual responds and perceives an object that it is placed on a high and on a low level respectively. Additionally it will be examined whether an object placed on a high level will be more positively rated, by the subjects, than an object located on the lower level. Considering the fact, that an effort will be made to discover the existence or not of a link between a person’s intuitive character and the reactions of his brain on the object’s evaluation. 

Actually, the essential research bases on whether embodied cognition in combination with an object’s positioning perception has a strong impact on the consumer’s mind. In particular, we will try to confirm the follow Hypotheses: 1. Products placed on the higher table will be estimated significantly more positive than those located on the lower table. 2. It is expected that as a product becomes less familiar to a subject (e.g. a painting) the effect of embodied cognition will increase, whereas more familiar products will lower the effect of embodied cognition. 3. Subjects that score relatively high versus low on the self rate intuition scale will display greater effects of embodied cognition.
It is an interesting matter for marketers, psychologists, sociologists, anthropologists, economists, neuroscientists and even philosophers, but also a great leap for science if this is proved. Thus, the importance of the embodied cognition’s evolution is more than necessary for the marketing field. 
Generally, human beings have the ability to deduce patterns, classify objects and events to specific categories. These categories are essential in order to make sense of what happens in the world we are living. As Zaltman et al. (2008) reported people tend to classify what does and does not belong to a specific category despite their nationality or their ethnicity. For instance, many consumers use the qualities of fish to describe certain people or their behaviour. Think now of our experiment many people due to embodied cognition tend to consider the highest level better than lower e.g. top ten, high society represent better and more luxurious circumstances respectively while the opposite is perceived with expressions related to down or low.
2. Methodology
2.1 Participants
In the laboratory experiment participated 74 (30 females and 44 males) volunteers with an average age of 24.87 years (SD = 2.30 years). The majority of 74 volunteers were students at the Erasmus University of Rotterdam. 
2.2 Apparatus
In this experiment three tables were used of: 70cm, 110cm and 150cm height respectively. An object was placed on each table; on one table there was a male silver watch, on the other there was a painting of abstract art (40x60cm) and on the last table there was a frame (16x18cm) with a picture of the British singer Amy Winehouse, along with an mp3 player, including one of her well-known greatest song hits. 


The choice of the objects was deliberate. This decision was based on the awareness, the familiarity and the likeness scale people have with each one of them. It was necessary for the experiment to have one object that is very common and well-known to almost everyone, another that is neutral and finally one that not the majority of people would be very familiar with. So, the final choice was that, Amy’s Winehouse music represented the product that the majority of people know and have a solid opinion of likeness or unlikeness. The neutral product was the male watch because this product did not provoke very extreme emotions of desire to the vast majority of consumers. Additionally the fact that a male watch was chosen, was important, since if a female watch would be placed instead, male participants may not have an opinion about it and we needed them to have one. In general females tend to be more aware of the mainstream fashion, thus it would be easier for a woman to appraise a male watch rather than the opposite. Lastly, the object that was chosen as the one that people were not so familiar with was a painting of abstract art and we were led to this choice, since not all consumers were familiar with the art to the same extent, some were more interested in pieces of art and others less.

2.3 Hypotheses

The experiment will try to give answers on four hypotheses that if are proved true then the field of neuroeconomics will evolve and will undoubtedly play a dominant role in economics, marketing and in other social sciences such as psychology and so forth.

Hypothesis 1: The products placed on the higher table will be estimated significantly more positive than those located on the lower table.

The Hypothesis is supported by the fact that each and every human being from the earlier stages of his life has learned to communicate with metaphors, use language in a specific way and starts to understand the world that surrounds him through the perspective he is taught by his parents, teachers, relatives etc. 

In particular, almost each individual has made the associative connection to his mind that the word “up” signifies a good condition and a more optimistic point of view, on the other hand the word “down” is linked to a worse situation, representing a lower quality and a more pessimistic aspect of life (Meier et al. 2004). The expressions we use have a deeper meaning, for instance when we are in a good mood we are “up” or “we feel high” but when we feel sad “we are down”, if something is of a good quality we give it “thumbs up” otherwise “we give it thumbs down”, when we see a friend on the street we ask “What’s up?” meaning “Are you alright?”, we keep “up” the good work, the stock market is “up” or he is moving “up” in the company etc., language is full of these vertical metaphors. From another point of view, our facial expressions also reinforce this perception, when we smile or laugh our lips head up physically, though when we are sad or cry our lips head down. 
In a more general conceptual framework the vertical dimension of high and low also represents divinity, God is perceived to be “in the highest” and Devil live “down in hell”, heaven as well is conceived up in the sky and hell is considered to be down at the bottom of the Earth. Likewise, Meier et al. (2007) described on their research that representations of divinity are connected to higher levels of vertical space. In particular, they formulated these findings related to implicit associative connections, memory processes, encoding processes and person perception judgment processes. There was executed a survey in which 47 people volunteered to participate and were asked to classify some words based on their associations with God or Devil. The words adopted were for God; Creator, Almighty, Deity, Lord and for Devil; Antichrist, Lucifer, Satan and Demon. Each word would appear randomly on a screen (resolution: 1.024 pixels x 768 pixels) seven times in each of the two vertical placements and the subjects were requested to match the appearing word with God or Devil by pressing specific letters on the keyboard. What was revealed from this research is the fact that the manipulation of vertical position had an impact on the matching the words God and Devil. Participants were faster to classify the God related words when appeared on top of the screen whilst the opposite happened with the Devil’s words. In general, it was proved that words appearing on top of the screen were faster categorised than these presented at the bottom. Definitely the vertical position influenced the results of the study by highlighting the different perception people have about high and low, up and down.
Example of this vertical perception can be found everywhere, e.g. when somebody watches the Olympic Games he always tries to realize who is standing on the highest stage since is the one who has won the golden medal. Similarly, when the U.S. box office is released or the U.K. “top” chart, on the highest position is always written the name of the best movie and the most popular song respectively. In a big company the headmaster’s office is always located among the highest floors of the building and we know that unconsciously when we enter. Equally, if you take the two floor train, the vast majority of the visitors tend to have a sit on the upper level and not on the lower level, at this point someone may argue that higher there is a better view, though in a country like the Netherlands when in the wintertime is almost every day rainy and foggy it is not probably the view that lead visitors to make this decision.
Imagine yourself being on the aisle of a supermarket, the products of a better quality are always placed on the eye level and the cheapest and of a low quality products are located on the bottom shelves. Many TV commercials are based on this theory of height perception and to the embodied cognition. A recent example is the TV spot, in the early 1990s, the well-known actress Jennifer Aniston had starred in order to promote the Heineken beer. She appeared trying to reach two bottles of Heineken beer that are placed on the highest shelf of a supermarket, then a young man approached her, surprised by the fact that he faced Jennifer Aniston, reached the two bottles and suddenly instead of giving them to her, took them and left. The most important element on this commercial was not the fact that the young man showed loyalty for the Heineken brand by choosing the beer instead of helping the famous actress, but is the fact that a subliminal message is sent to the consumers by placing the beers on the highest shelf. It represents a product of higher quality than the rest beers placed on the lower shelves; it is demonstrated as the prevailing product on this aisle.
Undoubtedly, there is a link between high/superior metaphors and low/inferior metaphors, the word high is implicitly always conceived as better and the contrary happens with the word low. According to theory of embodied cognition explained in the beginning of this paper staring a product placed on a higher level than another, should unconsciously create associations in the brain with superiority or even better when people are being asked to appreciate an object they will give it with higher ratings just because of this physical interaction. 

It is expected that the theory of embodied will be proved and the product placed on the higher table will be evaluated as superior than the rest.

Hypothesis 2:  It is expected that as a product becomes less familiar to a subject (e.g. a painting) the effect of embodied cognition will increase, whereas more familiar products will lower the effect of embodied cognition. 

The second Hypothesis does not simply request the proof of the embodied cognition’s theory but goes further by expecting that the painting will evoke stronger effects on its perception than the other objects. 


Since the majority of consumers are not familiar with the abstract art it is anticipated that the participants will use mostly their intuition in order to evaluate the object. If some volunteers are not familiar with abstract art and it is requested to estimate a painting, then their answer derives implicitly. Thus intuition and embodied cognition are two theories that will affect the result of this Hypothesis and already explained in details in this paper.

For instance, Amy Winehouse is a popular singer; hence people have a clear opinion of likeness or unlikeness about the artist. Consequently if the photo is placed on the highest or the lowest table we expect a difference on the appreciation, though not very big divergence of ideas since participants have formulated an opinion a priori. More or less the same is anticipated to happen with the watch because it was proved to be a neutral object in the participant’s mind. Still in the painting’s case the volunteers’ answer will have a bigger effect on this study in consideration of the fact that since the object exposed is totally unknown, the human brain will stimulate other mechanisms to evaluate it. These mechanisms function under the banner of intuition, embodied cognition and past experience.  The processes cooperate at that moment and unconsciously the person gives the answer. It is expected the answers to be influenced by the vertical perception and have a bigger effect on this research.

Hypothesis 3: Subjects that score relatively high versus low on the self rate intuition scale will display greater effects of embodied cognition.

Literature has already explained and described the definition of intuition and how it affects human thinking. As Jung stated in 1968: “Intuition is a sort of perception that does not go exactly by the senses, but it goes via the unconscious.” Consequently he referred to the information that is stored on the unconscious and it is basically what each person experiences in his everyday life. Moreover, since cognition –and especially embodied cognition- is environmentally determined there is a strong connection between the two. When scientists started to occupy with the unconscious or the implicit phenomenon within cognitive psychology, then a sudden interest developed for intuition (Henden 2004). Through, this research what is definitely known is the fact that since embodied cognition and intuition are linked; inevitably there is interplay when a person tries to make a decision. Therefore, it is expected the experimental research to show a positive relationship between the highly intuitive people and the effect of embodied cognition. Those who use their intuition more will be more influenced by the vertical positioning.
2.4 Procedure

The experiment took part only one day in the Erasmus’ university experimental room. In the middle of the room three tables were placed in a specific order, covered with a black material -so as not to distract the participants-. The order of the tables did not remain the same until the end of the experiment, every approximately 20 participants the tables’ location changed and so were the objects’. From the 1st participant until the 23rd the structure was as follows: on the left side of the room was placed the table of medium height (110cm) with Amy’s Winehouse photo frame and an I-pod with her famous song, in the middle side was located the low table (70cm) with the silver watch and on the right side of the room was the high table (150cm), upon it was the painting. From the 24th volunteer up to the 39th the tables’ composition was: on the left side was the medium height table with the painting, then in the middle was the high table with the Amy’s photo and the mp3 player and on the right part was the high table with the watch. The third time that the tables’ adjustment changed was from the 40th until the 61st volunteer and was composed as follows: on the left part located the low table with the painting, the in the middle was placed the high table with the Amy’s photo and the I-pod and on the right was the medium table with the watch. Eventually, the last change of the tables’ organization was between the 62nd until the 74th participant. The low table remained on the left side but in this round with the painting upon it, in the middle was seen the medium table with the watch and on the right was the high table with the Amy’s picture and song. By these different adjustments we were aiming to observe the difference of the participants’ opinion from round to round. For instance we expected to notice a change on how people were rating the watch when it was placed in the low table and then what where their perception of it when it was located on the high table.
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Picture 1: The laboratory room.

The participants were entering the room every time as a group of three -except for two times when two volunteers did it all alone-, in this way some unwanted artifacts were excluded. It was necessary for the answers to be given quickly without much time spent on each, hence by being three volunteers together nobody had the privilege to occupy with an object for a long time and the implicit answer was given. Also they were asked to remain silent during this process so as not to distract one another with comments.


Once the three participants entered the room they were explained the details of the experiment. They were instructed that next to each product there was a questionnaire that needed to be completed (Appendix I, II, and III), for each product there were 5 questions of a 7-point scale (left pole, 1= not at all; right pole, 7= very much) and afterwards 5 demographic questions needed to be answered as well (Appendix IV). In this and all rating tasks the volunteers were given the instruction to assign one number value for each object. The questions related to the consumers’ appreciation about the usage of its one, the design, the purchase appreciation, the price appreciation, the familiarity with each product etc. At this point, it is important to mention that the questionnaire with the demographic data requested from each volunteer to judge if he is considered to be an intuitive or a rationalist person in 10-point scale (1= rationalist; 10= intuitive). The latter answer was of a major importance for the findings of this research because it described the way of thinking of two totally different characters. It was the critical point for this study; if a person is characterized as a rationalist then his answers are analyzed from a totally different angle. If a person perceives himself as an intuitive character then the answers that are given are based more on the “gut feeling” and are more spontaneous, on the other hand a rationalist has a more structured way of thinking using “facts and figures” to finally give an answer. 

Continuing with the description of the experiment, the volunteers were manipulated by being informed that the main goal of the research was to examine the association that exist between different products in the human mind and to investigate how the products are linked. The participants understood that the products they would see after while would be replaced with some new objects and the forthcoming volunteers would judge something totally different. Finally, the last instruction was that this experiment was a part of a marketing research program and their answers needed to be quick and spontaneous so they would answer unconsciously. Later on after the instructions were given the three participants were left alone in the room to evaluate the products; listened to the song, evaluated the painting, appreciated the watch and so forth. Each group needed maximum 5-7 minutes to complete all the questionnaires. 

3. Results
3.1 Sample Characteristics
The subject sample consisted of people between the age of 20 and 35 (M=24.87 years old and SD=2.30 years) and 59.5% of the sample were men. The majority of the subjects were Greeks 54.1%, 13.5% were Dutch and the rest were other countries. Moreover 83.8% of the participants were students in the Erasmus University of Rotterdam. In addition to that, participants by answering the demographic questions had to evaluate themselves as being rather rational or intuitive characters. The sample characteristics are reported in Table 1.
Table 1. Sample characteristics of participants

	
	                                                  N= 74 (%)

	
       Gender

	Male 
	44 (59.5)

	Female
	30 (40.5)

	Mean Age (SD)
	24.87 (2.30)

	           Educational Level

	Students of Erasmus University
	62 (83.8)

	Non Students of Erasmus University
	12 (16.2)

	                Nationality

	Greek 
	40 (54.1)

	Dutch
	10 (13.5)

	Other Nationalities
	24 (32.4)

	        Character Evaluation

	Intuitive Person
	36 (48.6)

	Rational Person
	38 (54.1)


Note: SD=Standard Deviation
3.2 Descriptive Statistics

In this study the independent variable was the total appreciation of each product (the watch, Amy’s music, the painting) and the dependant variable was only the height in all three positions 1.00=high, 2.00=medium and 3.00=low. By conducting the experiment and analysing the data, 3 descriptive statistics’ matrixes (Table 2=Descriptive statistics for the painting’s position, Table 3=Descriptive Statistics for the watch and Table 4=Descriptive Statistics for Amy Winehouse) were generated that present how much each product was appreciated in each of the three position considering the means and the standard deviation. The expected results were that in position 1 each product would have the highest total appreciation and then in position 2 would be lower than 1 and in the 3rd position as well it would be less that 2. In Table 2, 3 and 4 are represented the means and the standard deviations for each one. 
Table 2. Means and Standard Deviations for the Total Appreciation of the painting in all three positions
	Position
	Total Appreciation
	N

	1.00
	20.75 (7.01)
	24

	2.00
	17.56 (6.50)
	16

	3.00
	18.17 (6.05)
	34


Table 3. Means and Standard Deviations for the Total Appreciation of the watch in all three positions
	Position
	Total Appreciation
	N

	1.00
	18.00 (5.83)
	16

	2.00
	15.97 (4.75)
	36

	3.00
	19.68 (4.62)
	22


Table 4. Means and Standard Deviations for the Total Appreciation of Amy Winehouse in all three positions
	Position
	Total Appreciation
	N

	1.00
	24.52 (8.83)
	34

	2.00
	31.59 (8.06)
	22

	3.00
	27.60 (7.41)
	18
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Graph 1: Total appreciation in relation with positioning for each product
Amy Winehouse was more appreciated, when her photo and the I-pod with the song were positioned on the table of medium height with a mean (M=31.59) and also on the two remaining positions she was more positively estimated. 

Apart from the positioning of each product it is also important to check the participants’ answers on whether they estimated themselves as rational or intuitive. There has been found that females were classified as more intuitives with a mean of 5.93 (SD=1.79) whilst men tend to be more rational with a mean of 5.02 (SD=1.99). These answers were given on a 10-point Likert scale in which from 1-5 was considered as a low intuitive person and from 6-10 as high intuitive. In a more general aspect the sample on intuition had a mean of 5.39 (SD=1.95), signifying that half participants were rational and the other half intuitive people.
We will examine the results by comparing the means of each product’s appreciation in relation to low (1) and high (2) intuitives (Table 5) and also with females (Gender 1) and males (Gender 2) (Table 6). The highly intuitive people showed more appreciation for Amy (M=30.805, SD=7.13), however, in the painting’s case they estimated the painting in a similar way either they were rational, either they were more intuitive (M=18.94, SD=6.42 and M=18.80, SD=6.70 respectively).
Table 5. Means and Standard Deviations for the Total Appreciation of all products and intuitive types

	Intuition
	Total Appr. Painting
	Total Appr. Watch
	Total Appr. Amy
	N

	1: Low 
	18.94 (6.42)
	15.84 (5.16)
	24.18 (8.91)
	38

	2: High 
	18.80 (6.70)
	19.27 (4.58)
	30.80 (7.13)
	36


Table 6. Means and Standard Deviations for the Total Appreciation of all products and Gender

	Gender
	Total Appr. Painting
	Total Appr. Watch
	Total Appr. Amy
	N

	1: Female
	18.33 (7.35)
	19.20 (5.10)
	29.83 (8.18)
	30

	2: Male
	19.25 (5.94)
	16.36 (4.92)
	25.74 (8.74)
	44


3.3 Correlations


In order to test the main effect of position (Hypotheis 1) a correlational analysis was performed between position and total appreciation. Results showed that position as the independent matrix was generated for each product with its coefficients (Table 7, 8, 9) and furthermore correlations of the gender in conjunction with the position and the total appreciation of each product (Table 10). Lastly there has been also a correlation between high and low intuitive participants in combination with the positioning and the final appreciation to each one of the objects (Table 11). 

At this point it is important to report that the main effects relating the product’s position and the products’ total appreciation are not statistically significant.

Based on Table 7 it is concluded that total appreciation, the emotion evoked from the painting, the willingness to purchase the art piece and the price that participants were willing to pay for the painting are positively correlated one another with p < .01. The two variables that are most highly correlated are total appreciation and painting’s price, with a coefficient of r = .890, p < .01.
Table 7. The inter-item correlation matrix for appreciation of the painting
	
	Position Paint.
	Total Appr.
	Art Appr.

	Art Emot.
	Art Size
	Art Purchase
	Art Price

	Position Paint.
	1

	Total Appr.
	-.164
	1

	Art Appr.
	-.157
	.836**
	1

	Art Emotion
	-.062
	.823**
	.623**
	1

	Art Size
	-.136
	.558**
	.279*
	.426**
	1

	Art Purchase
	-.127
	.877**
	.737**
	.605**
	.256*
	1

	Art Price
	-.190
	.890**
	.678**
	.630**
	.432**
	.799**
	1


Note: *p≤.05; **p≤.01; ***p≤.001
As shown in Table 8, the position of the watch shows no significant correlations with any of the appreciation items. Furthermore, the items that measure the appreciation do show significant correlations amongst each other, showing that the measures do show internal consistency. 

Table 8. The inter-item correlation matrix for appreciation of the watch
	
	Position Watch
	Total Appr.
	Watch Appr.

	Watch Design
	Wristband
	Clockwork
	Purchase

	Position Watch
	1

	Total Appr.
	.148
	1

	Watch Appr.
	.120
	.864**
	1

	Watch Design
	-.063
	.856**
	.777**
	1

	Wristband
	.135
	.535**
	.314**
	.369**
	1

	Clockwork
	.145
	.684**
	.442**
	.441**
	.189
	1

	Purchase
	.218
	.745**
	.651**
	.560**
	.146
	.400**
	1


Note: *p≤.05; **p≤.01; ***p≤.001
In Table 9 the two variables that are most highly correlated are the total appreciation and the willingness to purchase Amy’s CD, with a coefficient of r = .90, p < .01.

Table 9. The inter-item correlation matrix for appreciation of Amy Winehouse
	
	Position Amy
	Total Appr.
	Image

	CD Purchase
	Style Appr.
	Song Appr.
	Familiarity

	Position Amy
	1

	Total Appr.
	.192
	1

	Image
	.099
	.393**
	1

	CD Purchase
	.080
	.902**
	.187
	1

	Style Appr.
	.337**
	.607**
	.284*
	.317**
	1

	Song Appr.
	.220
	.589**
	.123
	.408**
	.403**
	1

	Familiarity
	.145
	.430**
	.170
	.107
	.509**
	.297*
	1


Note: *p≤.05; **p≤.01; ***p≤.001
In sum, we don’t find support for our main hypotheses, which is the effects of embodied cognition, did not occur as expected. This also means that Hypothesis 2, concerning different amount of effect for the different products can also not be confirmed.



Continuing with the process it is shown that the gender is positively correlated with the intuition. In Tables 10 & 11 it is presented how each gender appreciated each product Gender 1=Female and Gender 2=Male.  All the results are statistically insignificant, except for the Gender 2 total appreciation on Amy in relation with the position which is marginally significant p ≤ .05 (Table 10). Moreover it is observed that females were more influenced to appreciate the painting by the positioning than males, similar but in less extent was the effect for the watch’s estimation. This was an unexpected finding, still because of its interest it will be discussed later on.
Table 10. Correlation Matrix for Gender 1(Female), position and Total appreciation of all products
	Females
N=30
	Position Paint.
	Total Appr. Paint.
	Position Watch

	Total App. Watch
	Position Amy
	Total Appr. Amy

	Position Paint.
	1

	Total Appr. Paint.
	-.270
	1

	Position Watch
	
	
	1

	Total App. Watch
	
	
	.162
	1

	Position Amy
	
	
	
	
	1

	Total App. Amy
	
	
	
	
	-.061
	1


Table 11. Correlation Matrix for Gender 2 (Male), position and Total appreciation of all products

	Males
N=44
	Position Paint.
	Total Appr. Paint.
	Position Watch

	Total App. Watch
	Position Amy
	Total Appr. Amy

	Position Paint.
	1

	Total Appr. Paint.
	-.111
	1

	Position Watch
	
	
	1

	Total App. Watch
	
	
	.097
	1

	Position Amy
	
	
	
	
	1

	Total App. Amy
	
	
	
	
	.296
	1



Finally, there has been also a correlation between low intuitives (1) and high intuitives (2) and the total appreciation of each product in comparison with the position (Table 12 & 13). A point that needs to be reported is that the correlation for the low intuitives between total appreciation of Amy and the positioning is positive and statistically significant r= .34, p ≤ .05. The fact that the correlation is positive is opposite of what was expected.
Table 12. Correlation Matrix for Low Intuitives (1), position and Total appreciation of all products

	1
N=38
	Position Paint.
	Total Appr. Paint.
	Position Watch

	Total App. Watch
	Position Amy
	Total Appr. Amy

	Position Paint.
	1

	Total Appr. Paint.
	-.152
	1

	Position Watch
	
	
	1

	Total App. Watch
	
	
	.121
	1

	Position Amy
	
	
	
	
	1

	Total App. Amy
	
	
	
	
	.340*
	1


Note: *p≤.05; **p≤.01; ***p≤.001
Table 13. Correlation Matrix for High Intuitives (2), position and Total appreciation of all products

	2
N=36
	Position Paint.
	Total Appr. Paint.
	Position Watch

	Total App. Watch
	Position Amy
	Total Appr. Amy

	Position Paint.
	1

	Total Appr. Paint.
	-.179
	1

	Position Watch
	
	
	1

	Total App. Watch
	
	
	.197
	1

	Position Amy
	
	
	
	
	1

	Total App. Amy
	
	
	
	
	-.043
	1


Note: *p≤.05; **p≤.01; ***p≤.001
3.4 Main analyses

An ANOVA analysis was conducted to test the interactions between the positions of every product (independent variable) along with each factor that defined their total appreciation (dependant variable). However the results are not statistically significant and the initial hypotheses are not confirmed.
Table 14: ANOVA for the interactions between the position and each factor for the total appreciation of the painting, the watch and Amy
	N=74
	Sig.
	F

	Art emotion
	.187
	1.71

	Art appreciation
	.361
	1.03

	Art purchase
	.483
	.735

	Art size
	.508
	.683

	Art price
	.151
	1.93


  Note: *p≤.05; **p≤.01; ***p≤.001
	N=74
	Sig.
	F

	Clockwork
	.192
	1.68

	Watch appreciation
	.058
	2.96

	Design
	.093
	2.45

	Watch purchase
	.168
	1.82

	Wristband
	.006**
	5.49


   Note: *p≤.05; **p≤.01; ***p≤.001
	N=74
	Sig.
	F

	Familiarity
	.354
	1.05

	Image
	.134
	2.07

	CD purchase
	.050*
	3.12

	Song appreciation
	.057
	2.98

	Style appreciation
	.012*
	4.68


  Note: *p≤.05; **p≤.01; ***p≤.001

After the ANOVA analysis we conducted a Regression model in order to examine and to comprehend further our data. In this analysis we tested the interaction between the objects’ position (independent variable) along with the total appreciation for each product (dependant variable) and the intuition as a covariate. The following results show that since the results for the position painting (excluded variable) do not contribute a significant amount of variability to the model. It only entered the watch position and the Amy position because of their significant level. The Model summary gave us the Adjusted R2 which in the Amy’s and in the watch’s case it is .260 and .249 respectively. Consequently the 26% (Amy) and marginally the 25% (watch) of the variation in each dependent variable can be explained by the variations of the object’s position which is the independent variable. However based on these findings none of our hypotheses is confirmed, whilst it is inferred that the level of intuition played an important role on the total appreciation of the non excluded variables and the latter can consist the main topic for a future research.
Table 15: Regression analysis with the appreciation of the painting as the dependant variable

	
	B
	SE B
	Sig.

	Step 1
	
	
	

	Object Position
	-.333
	.557
	.551

	Step 2
	
	
	

	Object Position
	-.066
	.592
	.912

	Watch Position
	1.468
	1.136
	.200

	Step 3
	
	
	

	Object Position
	.726
	.920
	.433

	Watch Position
	2.682
	1.567
	.091

	Amy Position
	1.739
	1.549
	.265

	Step 4
	
	
	

	Object Position
	.764
	.935
	.417

	Watch Position
	2.739
	1.590
	.089

	Amy Position
	1.817
	1.583
	.255

	Intuition
	-.450
	1.546
	.772


Note: For Step 1: R²= .005; for Step 2: R²=.028, ΔR²= .023; for Step 3: R²=.045, ΔR²= .017; for Step 4:     R²=.046, ΔR²= .001.

*p≤.05; **p≤.01; ***p≤.001
Table 16: Regression analysis with the appreciation of the watch as the dependant variable

	
	B
	SE B
	Sig.

	Step 1 
	
	
	

	Object Position
	-.618
	.435
	.160

	Step 2
	
	
	

	Object Position
	-.483
	.466
	.303

	Watch Position
	.739
	.895
	.412

	Step 3
	
	
	

	Object Position
	1.275
	.678
	.064

	Watch Position
	3.437
	1.155
	.004**

	Amy Position
	3.865
	1.141
	.001***

	Step 4
	
	
	

	Object Position
	1.031
	.656
	.121

	Watch Position
	3.069
	1.116
	.008**

	Amy Position
	3.360
	1.111
	.004**

	Intuition
	2.886
	1.085
	.010*


Note: For Step 1: R²= .27; for Step 2: R²=.036, ΔR²= .009; for Step 3: R²=.172, ΔR²= .136; for Step 4:     R²=.249, ΔR²= .077.

*p≤.05; **p≤.01; ***p≤.001
Table 17: Regression analysis with the appreciation of  Amy Winehouse as the dependant variable

	
	B
	SE B
	Sig.

	Step 1
	
	
	

	Object Position
	-1.569
	.722
	.033*

	Step 2
	
	
	

	Object Position
	-1.220
	.767
	.116

	Watch Position
	1.916
	1.473
	.198

	Step 3
	
	
	

	Object Position
	.644
	1.167
	.583

	Watch Position
	4.775
	1.989
	.019*

	Amy Position
	4.095
	1.967
	.041

	Step 4
	
	
	

	Object Position
	.124
	1.100
	.911

	Watch Position
	3.990
	1.870
	.036*

	Amy Position
	3.019
	1.862
	.110

	Intuition
	6.148
	1.819
	.001


Note: For Step 1: R²= .062; for Step 2: R²=.083, ΔR²= .022; for Step 3: R²=.137, ΔR²= .053; for Step 4:     R²=.260, ΔR²= .123.

 *p≤.05; **p≤.01; ***p≤.001
4. Discussion

4.1 Important Findings

In the present study, the aim was to investigate whether embodied cognition is an effect that holds implications for marketing research and consumer behavior theory. The hypothesis was that embodied cognition plays a fundamental role in how people evaluate products and their environment, and thus holds implications for marketers. Hypotheses were investigated by testing whether changing the vertical positioning of a product would affect a person’s appreciation of that particular product. More specifically, it was hypothesized that when the position of an object was high then the opinion would be more positive than when the placement was low (Hypothesis 1). Furthermore, we wanted to examine whether the consumer’s familiarity or experience with a certain product would influence the amount of effect embodied cognition would trigger. In other words, does evaluating an unfamiliar painting trigger more effects of embodied cognition than evaluating a well known pop-star (Hypothesis 2) Finally it was investigated whether individual differences in the levels of intuition people used would also show an effect on how much effect embodied cognition would occur, for which was expected that highly intuitive individuals would display greater effects of embodied cognition when compared with low intuitive people. 
The total appreciation of each product depended on other variables e.g. for the painting; the general appreciation of the art, the emotion provoked by the painting presented, the size of the art, likelihood of purchase and the willingness to pay a specific amount, for the watch; the appreciation of the watch, the design of the watch, the estimation of the clockwork, the wristband and the willingness to pay a price and lastly for Amy; the familiarity with the singer, song’s appreciation, the evaluation of her style, the image evoked either positive or negative and finally the probable price of purchase led to the results of total appreciation . The most significant matter was to examine whether the height in all three positions (high, medium, low) affected and defined the total appreciation of each product and this was our essential goal. Although the findings do not confirm our Hypotheses, nevertheless still some interesting facts are generated. 

Literature has shown cross-sectionally the interaction among these variables (vertical positioning-appreciation) especially in the case of metaphors, but it remains unclear whether the vertical placement -apart from metaphors- has an impact on product evaluation. Additionally the role of demographics and the self-distinguish between participants as intuitive or rational were also examined as variables that might play important role in this cyclical relationship.


This paper was one of the first attempts to combine all the aforementioned variables. Most of the studies in the relevant literature examined the relation of height only with one specific element or even the use of height in metaphors (e.g. Lawrence E. Williams et al. 2008; Lakoff et al. 1980; Meier et al. 2007; Meier et al. 2004; Zhong et al. 2008). This study investigated the specific influence of vertical placement into product’s evaluation with regard to intuition.
Regarding the impact of vertical positioning on human perception, the important finding is the lack of significance of this variable across this study. In plain words signifies that the fact of changing the position of an object did not alter the appreciation of a product. These findings lead to further questions: Does embodied cognition really exist? Why didn’t the research come up with the expected results? Continuing this paper’s analysis, an effort will be made to answer the questions mentioned above and enlighten this study’s main topic.
Even though the results are statistically insignificant, still we have some interesting findings that can be discussed but do not constitute a general rule. First and foremost, when the painting was positioned on the higher location it received better evaluation than when it was placed on the two lower positions. Secondly, Amy Winehouse in total was the most appreciated, among the three objects. Furthermore, it is important to be cited that the females were influenced in a larger scale than males from the vertical placement, while the positioning had an impact on males when estimating Amy. 

4.1.1 Hypothesis 1: Products placed on the higher table will be estimated significantly more positive than those located on the lower table.


Generally the 1st Hypothesis was not confirmed through the experiment, but specifically in the painting’s case the results support this hypothesis. The results (although statistically insignificant) are based essentially on the theory of embodied cognition. When the piece of art was located on the higher table was more positively estimated than when it was placed on the other spots. It was expected the highest appreciation on the highest table and then lower on the medium table and even lower on the lowest table respectively. However, only in the highest position it was most positively rated, on the other two conditions the results were not the desirable ones, as happened with the watch’s and the Amy’s estimation.

One explanation is that since the painting was the least known object in this experiment the participants were more influenced by the position. Their answers were spontaneous and in this way the human brain could not activate a rational mechanism and estimate thoroughly all the facts about the art piece, hence they were more influenced by their environment and the circumstances at the time of the evaluation. The quick answer activates diverse emotions, past experience, familiarity with art, likeability etc. Thus, the answer was implicitly influenced by the object’s positioning. The embodied cognition affected them and they gave better ratings for the painting when it was placed high. Not to forget that as Wilson (2002) mentioned in her article the theory of embodied cognition is related to cognitive processes which are strongly rooted with our body’s interplays with the environment. Additionally, since this theory has different forms e.g. is situated, is time pressured, is body-based, is for action etc. and based on the literature of this paper then undoubtedly the participants were affected by the height and the way we perceive high and low.

A second explanation might be the fact that the paintings usually are placed on high places -at least on an average eye level-, hence when it was located on position 2 (medium height) and position 3 (low height) human brain reacted in a negative way. It was something totally new for the brain, induced negative feelings, and was thought as something peculiar. It was more logic for the human mind to evaluate positively a painting on a high position. Consequently, habit which is defined as a routine of behavior repeated on a regular basis, occurs implicitly without the person thinks about it consciously (Batler et al. 1995), is a type of behavior that manipulates human’s way of thinking and acting. Considering these findings from this perspective it could be logically understood why the subjects gave high rankings to the painting in position 1.
4.1.2 Hypothesis 2: It is expected that as a product becomes less familiar to a subject (e.g. a painting) the effect of embodied cognition will increase, whereas more familiar products will lower the effect of embodied cognition, and Hypothesis 3: Subjects that score relatively high versus low on the self rate intuition scale will display greater effects of embodied cognition.


The 2nd and the 3rd Hypothesis were not confirmed by the experiment, the evaluations that referred to the painting were not the expected and also the highly intuitive people were not more influenced –by the embodied cognition- than the low intuitives. 
In comparison with the other objects the painting had almost the same fluctuation of ratings as the rest. It was expected that subjects would be more affected by the position of the object since it was the least known and participants were less familiar with. Instead people rated it with an abstract, undefined rule which through the results is not interpretable, and also the subjects behaved in exactly the opposite way from what it was initially hypothesized. The highly intuitive people were not affected by the vertical positioning as much as the low intuitives did and these results are inconsistent with our Hypothesis 3.

An explanation that can be given for this behaviour is that maybe the subjects were affected by other external factors like, unwanted artifacts that occurred during the experiment. These external factors are described in details as limitations later on. 
4.1.3. The influence of vertical positioning on males and on females
Apart from what was hypothesized another interesting finding came out of this research unexpectedly; women were found more vulnerable to the vertical placement, while on men the positioning had a bigger effect only when estimating Amy. This result can become the main topic of a further research to find out how male and female respond to the vertical positioning in particular. Probably there is a specific mechanism in the brain or it is based on the difference of perception between the two genders. It would be a very challenging research since many products are gender oriented; “only for men” or “only for women”, it will be a huge leap for the marketing field.

Females tended to show lower appreciations for the painting and Amy as the positions got higher, whereas males showed the opposite effect.
As far as the latter finding is concerned that refers to the males’ total appreciation on Amy in conjunction with positioning (a result that has been found marginally significant), a possible justification is that men are more attracted from the feminine figure and especially when it is appeared on their eye level (170cm). As it is proved through the study of Fan et al. (2004) “volume height index (VHI), is the most important and direct visual determinant of female physical attractiveness.” In a more general perspective this stance approves our finding. When the woman’s figure was placed on the eye level, males tended to appreciate the singer more; hence they were more “attracted” when observing a woman’s face up high. 
4.2 Limitations & Suggestions for further research
In this paper’s literature has been explained the role of intuition and the way it affects the consumer’s behaviour. Intuition played a significant role and was given a lot of emphasis on this factor.  Although it was expected the intuition and the effect of embodied cognition to have a positive relationship, our findings are exactly the opposite. A negative relationship was observed between painting’s and Amy’s positioning and their total appreciation, for the high intuitives. Nevertheless the theory of embodied cognition is strongly argued in the literature part through a number of experiments, which means that the inconsistent results that came out on our research do not put into question the existence of embodied cognition. Embodied cognition exists, yet various limitations occurred in our experiment.

A wide range of factors might have distorted our study, by reporting these unwanted artifacts, the opportunity for a more structured future research is given, with a better likelihood of success.
One explanation is that in the laboratory room where the experiment took place were others objects beside the apparatus of our study. There was an oval table, 6 chairs and an empty bookstore these objects might have distracted the participants and did not pay the attention needed on the objects exposed. Furthermore practically speaking, the structure of the three tables’ right in front of the wall and generally the decoration of the room might have functioned in a negative way for the volunteers. Possibly what was required was a totally empty room with only the necessary objects to be evaluated. Moreover, as far as the three objects are concerned it is possible that because the size of all three objects was disproportionate, for instance the painting was bigger than the photo frame and the watch was equally smaller than the other two. This factor probably affected the volunteers on estimating the products, since when an object is imposing attracts someone’s attention or possibly even the colors had a negative effect, because the painting was colorful and the other two objects were silver and black. Hence, on a future research it would be wise to use objects of the almost the same size and colors, similar ones, so each individual will concentrate on the task.
All the experiments described in our literature were conducted with the help of computer screen or pictures that simulated the real conditions, though our experiment was executed in real-life conditions with tangible objects and true height difference. This factor is significant; it was one of the first attempts to prove the effect of embodied cognition in a real environment that is related with the vertical positioning of products. It needs various measures to be taken because in real life uncountable stimuli affect people whereas in simulated conditions all the unwanted artifacts are considered and avoided.
Probably the use of Amy’s Winehouse music was not a wise choice because it represents a person, a character, a certain behavior and cannot be estimated as an object. This person has an interaction with people, she expresses opinions, she has a personality, a specific lifestyle and maybe she defines the style of others. Consequently the emotions about this person cannot be compared with the feelings and the estimation of an object. Additionally all the objects were tangible apart from music. In a future study it could be more effective to only use tangible objects, chosen for a specific reason, for example our three objects were chosen deliberately depending on the range of familiarity and awareness.

Another explanation is the use of three objects in one task or even the presence of three subjects each round. The objects might have diverted the attention of a subject and instead of focusing on the one asked he was observing something else. After all, the posture of the body at a certain moment was an important factor that also affects embodied cognition. For instance when a person was bending or was standing up his visual dimension differed and in conjunction with the position of the object the estimation from subject to subject because of his body position was not the same. Moreover, when a participant was evaluating the objects and then was writing down his answers, the body might not have been in a position influenced by the height of the object because he was probably looking at the next objects already, or he had scanned all three objects when he had entered the room and as a consequence his answers were mixed-up.  Similarly the presence of three volunteers each time provoked confusion, pressure or even distraction. Imagine a participant making a comment about something and the other two start laughing or disagree with his opinion, automatically their answer is influenced by extrinsic factors that are not predicted, or think of a person that has not finished his evaluation and another participant is wait to take his turn, then he will feel pressed and might give quick, unreasonable answers. Thus, it is suggested on a future research to use only one person each time to estimate the same one object three different times, each time placed on a different height. It is necessary to be in different days so the subject will not suspect the aim of the study. 

Another possible problem is that we did not take into consideration the height of the participants in relation with the tables’ height. For instance based on the Dutch Bureau of Statistics (2009) and the Attikon University, the average Greek male is 178cm. and the average Dutch male is 182cm., the majority of the participants were Greeks, what supposed to be the highest table in the experiment was 170cm; we needed the highest position to be on the subject’s eye level which apparently did not happen. According to the official statistics the subjects were taller than the highest table and this was an unwanted result and possibly a serious mistake. For a future research it is suggested a pre-measurement of the participants’ height and according to theses measurements to build the heights used for the study. In this way the research will be precise and the probable mistakes are eliminated. It is also proposed for a further study to divide participants into different groups based on their height and then run the experiment. Then it will be more interesting to compare the findings of the groups and observe the effects of height on each group.
4.4 Conclusion


It was one of the first attempts to show the effect of “high” and “low” practically on estimating products. Unfortunately our initial hypotheses were not confirmed –except for one-; nonetheless we still discovered some interesting facts about the impact of embodied cognition that are very useful for the marketers and the brand managers. It is expected that this was the beginning of a new scientific research on this topic which can contribute new methods and techniques to the marketing field. It’s time for new attempts to bring about change to the current way of attracting and persuading consumers. Embodied cognition must be the new field of focus for economists, scientists, neuroeconomists and psychologists. It is their responsibility and their ability of course to make consumers feel “high” when they buy a product or a service.
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6. APPENDICES

Appendix I

Circle and answer these questions on a scale from 1 to 7.

7 define “very much”. 1 means “not at all”.

THE ART

1) How much do you appreciate this art?

	Not at all
	Very much


	1
	2
	3
	4
	5
	6
	7


2) To what extend does the art evoke a positive emotion in your experience?

	Not at all
	Very much


	1
	2
	3
	4
	5
	6
	7


3) How much do you appreciate the size of the art?

	Not at all
	Very much


	1
	2
	3
	4
	5
	6
	7


4) Would you buy this art to decorate your room or your office?

	Not at all
	Very much


	1
	2
	3
	4
	5
	6
	7


5) How much are you willing to pay for this art?

	Not at all
	Very much


	1
	2
	3
	4
	5
	6
	7


Appendix II

Circle and answer these questions on a scale from 1 to 7.

7 define “very much”. 1 means “not at all”.

THE WATCH

1) How much do you appreciate this watch?

	Not at all
	Very much


	1
	2
	3
	4
	5
	6
	7


2) How much do you appreciate the design of this watch?

	Not at all
	Very much


	1
	2
	3
	4
	5
	6
	7


3) How much do you appreciate the wristband? 

	Not at all
	Very much


	1
	2
	3
	4
	5
	6
	7


4) How much do you appreciate the clockwork?

	Not at all
	Very much


	1
	2
	3
	4
	5
	6
	7


5) How much are you willing to pay for this watch? 

	Not at all
	Very much


	1
	2
	3
	4
	5
	6
	7


Appendix III
Circle and answer these questions on a scale from 1 to 7.

7 define “very much”. 1 means “not at all”.

AMY WINEHOUSE

1) How familiar are you with this artist? 

	Not at all
	Very much


	1
	2
	3
	4
	5
	6
	7


2) How much do you appreciate this song?

	Not at all
	Very much


	1
	2
	3
	4
	5
	6
	7


3) How much do you appreciate this artist’s style (outfit, make-up, hairstyle etc)?

	Not at all
	Very much


	1
	2
	3
	4
	5
	6
	7


4) Does this picture evoke a positive or negative image around this person?

	Not at all
	Very much


	1
	2
	3
	4
	5
	6
	7


5) How much are you willing to pay for her album?

………………………………………………………………………………………………………………………………

Appendix IV

DEMOGRAPHIC QUESTIONS
1) What is your age?
……………………………………………………………………………………………………………………………………
2) Are you a male or a female?

..........................................................................................................................................

3) Are you a student of Erasmus?

………………………………………………………………………………………………………………………………………

4) What is your nationality?

………………………………………………………………………………………………………………………………………

5) What do you think about yourself, are you a rationalist or an intuitive person?

	I am a rationalist,

I deliberate on things before I have an opinion.
	I am an intuitive person,

I listen to my “gut feel” before I have an opinion.


1--------2--------3--------4--------5-------6-------7-------8-------9-------10



1
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