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Abstract: 

Camera angles are a fundamental yet often underestimated element of 

visual communication in product marketing. This article examines how 

the deliberate selection of camera angles in advertisements influences 

consumer perception, emotional response, and purchase intention. 

Drawing on contemporary research in communication studies, 

neuromarketing, and consumer behavior, the article explores the 

psychological mechanisms through which angles such as low-angle, 

high-angle, eye-level, close-up, and bird's-eye shots shape how 

audiences perceive products and brands. Findings reveal that strategic 

use of camera angles significantly affects product evaluations, brand 

authority, and consumer engagement, offering practical insights for 

marketers seeking to maximize campaign effectiveness in competitive 

digital environments. 
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Introduction 

Visual communication has always been at the heart of effective 

marketing. In the digital age, where consumers are exposed to thousands 

of brand messages each day, the ability to capture and hold attention has 

become more important than ever. Among the many visual tools 

available to marketers, the camera angle is one of the most powerful, yet 

it remains one of the least discussed in mainstream marketing literature. 

A camera angle is not merely a technical decision; it is a communicative 

choice that shapes how a viewer feels about a product, a brand, and even 

themselves in relation to what they see on screen. 

Research in communication studies has long established that visual 

elements carry meaning beyond the objects they depict. The way a 

product is framed, the height from which it is photographed or filmed, 

and the perspective offered to the viewer all contribute to the emotional 

and cognitive response that follows. A car photographed from a low 

angle appears powerful and dominant, while the same car shot from a 

high angle can appear smaller or approachable. These are not accidental 

impressions they are the result of how the human brain processes visual 

cues related to size, dominance, vulnerability, and trustworthiness. (Kim 

et al., 2023) 

In recent years, the explosion of digital content has placed visual 

marketing at the center of brand strategy. By 2023, approximately 91% 

of businesses worldwide were using video as a core marketing tool, 

reaching an all-time high since Wyzowl began tracking the data. 

(Wyzowl, 2021–2023) Online video was accounting for more than 

82% of all consumer internet traffic. (Cisco, 2022) With consumers 

increasingly preferring visual content over text 73% say they would 

rather learn about a product through short video than through written 

content (Wyzowl, 2022) every decision made behind the camera carries 

direct commercial consequences. Camera angles deserve far greater 

attention than they currently receive in marketing research. 

This article addresses three central questions: (1) How do different 

camera angles psychologically affect consumer perception of products 

and brands? (2) What does existing research reveal about the 

relationship between specific camera angles and consumer behavior, 

including purchase intention? (3) How can marketers strategically apply 

this knowledge to improve the effectiveness of their campaigns? By 

bringing together findings from communication studies, consumer 

psychology, neuromarketing, and digital advertising research, this article 
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builds a comprehensive picture of camera angles as an influential 

strategic tool in product marketing. 

Firstly. Methodology 

This article employs a systematic methodology for gathering 

information, based on academic and professional sources published 

since 2020. The primary goal of this methodology is to collect, organize, 

and summarize factual data, experimental results, theoretical models, 

and practical insights related to the role of camera angles in product 

marketing communications. 

The sources were identified through multiple academic databases, 

including Google Scholar, Scopus, PubMed Central (PMC), 

ResearchGate, and ScienceDirect, as well as reliable industry 

publications from Wyzowl, HubSpot, Statista. The keywords used 

included: camera angles in advertising, visual marketing, consumer 

perception, product photography, video marketing, eye-tracking in 

advertising, neuromarketing, and visual communication. The study was 

limited to sources published from 2020 onwards. 

The gathered information was analyzed using a thematic 

summarization methodology. This included identifying recurring 

themes, categorizing results by domain (psychological effects, consumer 

behavior outcomes, and digital marketing applications), and evaluating 

the consistency and strength of the supporting evidence for each key 

claim. All quantitative data were verified by referring to the original 

source before being included. The author created the charts based on 

documented data from the referenced sources. 

Secondly. Information Collection and Analysis 

1. The Role of Visual Communication in Product Marketing 

Marketing communication is fundamentally a discipline of influence, 

and visual communication is its most direct and immediate channel. 

Unlike written text, which requires conscious decoding, visual elements 

are processed pre-attentively by the human brain meaning they begin to 

form impressions even before a person is fully aware of what they are 

looking at. This gives visual tools like camera angles a unique power: 

they shape perception at a level that is partly automatic and not fully 

subject to rational evaluation. (Saeed et al., 2024) 

In the field of e-commerce and digital advertising, the visual 

presentation of a product has emerged as the primary interface between 

the brand and the consumer. Research on product photography confirms 
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that high-quality, strategically composed product visuals significantly 

increase consumer purchase intention, emotional engagement, and trust. 

(Szulc & Musielak, 2023) In an online environment where consumers 

cannot physically touch or try a product, visual cues such as angle, 

framing, and perspective serve as substitutes for tactile experience. 

When these cues activate a sense of embodied simulation where the 

viewer mentally 'feels' the product through what they see they 

significantly increase the desirability of the product. (Ward et al., 

2022) 

A survey found that 63% of online consumers considered product 

images more important than product descriptions when making purchase 

decisions. (HubSpot, 2023) Furthermore, in 2023, approximately 51% 

of marketers used visuals in more than 91% of their published content, 

indicating broad industry recognition of visual content's importance. 

(HubSpot, 2023) These statistics underscore a clear truth: in 

contemporary product marketing, how a product looks on screen is often 

more important than what is said about it. Camera angles, as a core 

determinant of how a product looks, therefore carry direct commercial 

weight. 

2. Types of Camera Angles and Their Psychological Effects 

Understanding camera angles begins with a clear taxonomy. The most 

commonly used angles in product marketing include the eye-level angle, 

the low angle (upward-looking), the high angle (downward-looking), the 

close-up, the bird's-eye view (extreme overhead shot), and the Dutch 

angle. Each carries distinct psychological associations that have been 

studied in both experimental and applied research settings. 

The eye-level angle is the most neutral of all camera positions. 

Placing the camera at the same height as the product or the viewer 

creates a sense of equality and familiarity. This angle is often used in 

consumer goods advertising because it positions the product as 

approachable and relatable, inviting the viewer into a comfortable 

relationship with the brand rather than positioning the product as 

aspirational or dominant. (Lensviewing, 2025) 

The low angle, in which the camera looks upward toward the product, 

is one of the most psychologically powerful angles in advertising. 

Because humans instinctively associate looking up at something with 

perceiving it as larger, more powerful, and more authoritative, this angle 

is widely used in automotive, luxury goods, and technology advertising. 

A study published in the Journal of Advertising in 2023, involving four 
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experiments including a field experiment, found that upward-looking 

camera angles led to significantly more favorable evaluations of non-

anthropomorphized products. The study concluded that camera angles 

convey metaphorically meaningful information about product 

superiority, with upward angles being associated with dominance and 

prestige. (Kim et al., 2023) 

Conversely, the high angle where the camera looks downward at the 

product is associated with vulnerability, smallness, and in some contexts, 

cuteness or playfulness. This angle is frequently used in food 

photography and lifestyle products. Interestingly, the same 2023 study 

found that for anthropomorphized products those with human-like 

features or branding the high angle actually produced more favorable 

evaluations, as it gave consumers a sense of dominance over the 

humanized product, which was experienced as pleasing. (Kim et al., 

2023) 

The close-up shot focuses tightly on a specific detail of a product the 

texture of a fabric, the shine of a surface, the pour of a liquid. By 

eliminating contextual distractions and directing the viewer's eye to a 

single sensory detail, close-ups are highly effective at increasing product 

desirability, with a particularly pronounced effect in beauty and personal 

care advertising. (Lensviewing, 2025) The bird's-eye view, also called 

the overhead shot or flat-lay, has become especially popular in social 

media marketing and food and beverage advertising because of its 

aesthetic clarity and its ability to show all elements of a scene 

simultaneously. (Lensviewing, 2025) 

The Dutch angle, which tilts the camera diagonally, is effective for 

evoking a sense of tension, energy, or creative disruption, making it 

suitable for brands wishing to position themselves as unconventional or 

exciting. (Lensviewing, 2025) The over-the-shoulder shot, which 

frames a product from behind a person's shoulder, is useful in 

testimonial and review-based advertising, as it creates a sense of 

intimacy and places the viewer in the position of the endorser. 

(Lensviewing, 2025) 

3. Psychological Mechanisms: Why Camera Angles Work 

The effects of camera angles on consumer perception are grounded in 

well-established psychological principles. Three mechanisms are 

particularly relevant: embodied cognition, power psychology, and visual 

metaphor theory. 
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Embodied cognition refers to the finding that the human mind 

understands abstract concepts through the body's physical experiences. 

When we look up at something, we associate it with physical height, and 

therefore with power, authority, and importance. Camera angles exploit 

these bodily associations: a low-angle shot physically positions the 

viewer in the posture of looking up, activating embodied associations 

with admiration and aspiration. (Kim et al., 2023) These metaphorical 

associations are processed largely automatically, making them especially 

difficult for consumers to consciously override or discount. 

Power psychology is closely related. Research on camera angles and 

perceptions of power found that elevated camera angles conveyed a 

stronger sense of dominance than eye-level or lower angles, and that this 

perception directly influenced how viewers assessed authority and 

credibility. (Skulmowski et al., 2023) In a marketing context, products 

shown from a low angle are perceived as more prestigious and powerful, 

which can increase willingness-to-pay and perceived quality in premium 

product categories. 

Visual metaphor theory holds that images communicate meaning in 

metaphorical ways, just as language does. The Journal of Advertising 

2023 study explicitly framed its findings in terms of visual metaphor, 

arguing that upward camera angles metaphorically communicate product 

superiority, while downward angles communicate product subservience 

or approachability. (Kim et al., 2023) This theoretical framework helps 

explain why camera angle effects are consistent across cultures and 

product categories. 

Neuromarketing research adds another dimension to this picture. 

Studies using neuroimaging and physiological measurement tools have 

confirmed that visual stimuli in advertising trigger distinct brain 

responses related to emotions, attention, memory, and reward 

processing. (Alsharif et al., 2022) These findings confirm that camera 

angle effects are not merely subjective impressions they correspond to 

measurable neural and physiological responses that influence 

downstream consumer behavior. 

4. Camera Angles, Visual Attention, and Eye-Tracking Evidence 

Eye-tracking research has provided some of the most concrete 

evidence for the impact of visual composition including camera angle on 

consumer attention. Eye-tracking works by recording where a viewer's 

gaze falls, for how long, and in what sequence, providing a precise map 

of visual attention across an advertisement. (Pajuranta et al., 2024) 
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When applied to product advertising, eye-tracking studies consistently 

show that image composition determines which elements of an 

advertisement receive the most attention, and that attention, in turn, 

strongly predicts both memory and purchase intention. (Dalveren, 

2021) 

A 2021 study using eye-tracking technology in virtual retail 

environments found that visual merchandising strategies including the 

angle and framing of products significantly shaped consumer attention 

and emotional arousal. (Kim & Lee, 2021) Products presented at 

angles that highlighted their key features attracted longer fixation 

durations, a well-established predictor of positive evaluation and 

purchase intent. 

An eye-tracking study of online banner advertisements published in 

the journal Future Internet in 2021 found that the image was the most 

attention-attracting element among all content components of a banner 

advertisement, outperforming brand names, prices, and text. (Dalveren, 

2021) This is directly relevant to camera angle: since the image is the 

first and most engaging element of most product advertisements, the 

angle at which that image is composed is a primary driver of viewer 

response. 

A 2024 study integrating eye-tracking with consumer surveys in a 

skincare product campaign found that visual attention patterns were 

strongly associated with purchase intention and satisfaction, with 

product-focused imagery receiving the highest fixation counts. (Kim & 

Lee, 2024) Eye-tracking research on social media advertising further 

demonstrated that the visual composition of food and product posts, 

including the angle of presentation, significantly influenced both 

attention and purchase intention among young adult consumers. (Lee et 

al., 2025) 

5. Camera Angles in Video Marketing: The Growing Digital 

Context 

The significance of camera angles in product marketing has grown in 

step with the explosive rise of video as the dominant medium for brand 

communication. According to Wyzowl's annual reports, businesses using 

video as a marketing tool rose from 85% in 2020, to 86% in both 2021 

and 2022, then jumped to an all-time high of 91% in 2023. (Wyzowl, 

2021–2023) The average person now spends approximately 17 hours 

per week consuming online video content, and 84% of consumers report 
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having been convinced to purchase a product or service after watching a 

brand's video. (Wyzowl, 2023) Video is now the preferred format for 

product learning, with 73% of consumers saying they prefer short video 

over written content when seeking to understand a product. (Wyzowl, 

2022) 

In video advertising, angles work alongside movement, editing, 

music, and narrative to create a cumulative emotional and perceptual 

effect on the viewer. Research on video marketing impact on consumer 

behavior confirms that video content influences consumer attitude, 

purchase intention, and actual purchasing behavior. (Romi, 2023) Short 

video formats in particular increasingly dominant on platforms such as 

TikTok and Instagram Reels demand that every visual element work 

efficiently and purposefully, since the viewer's attention window is 

narrow. Camera angle choices at the opening seconds of a video are 

especially important, as they set the viewer's emotional orientation 

before any other narrative element has had time to develop. (Romi, 

2023) 

Luxury and automotive brands have long recognized the power of 

low-angle shots in video advertising. These angles activate the embodied 

association between upward gaze and powerful objects, positioning the 

product as aspirational. In contrast, lifestyle brands in food, beauty, and 

wellness frequently employ overhead flat-lay shots and close-ups to 

communicate abundance, sensory appeal, and accessibility, positioning 

the viewer as an active participant in the consumption experience. 

(Lensviewing, 2025) 

Research on e-commerce live streaming found that scene features 

including how products were visually framed and presented significantly 

influenced consumers' sense of flow and their purchase intentions, with 

well-composed visual presentations outperforming poorly framed ones 

in generating purchase behavior. (Chen et al., 2025) Augmented reality 

(AR) technology is further expanding the role of visual angle in 

marketing. AR allows consumers to interact with virtual product models 

from multiple angles, and research confirms that this interactive element 

significantly increases perceived usefulness, hedonic value, and 

purchase intention. (Rahman et al., 2025) 
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6. Strategic Application of Camera Angles in Marketing 

Campaigns 

The practical application of camera angle knowledge in marketing 

requires a clear framework that connects product category, target 

audience psychology, and campaign objective. Based on the evidence 

gathered, several strategic principles emerge. 

First, the choice of camera angle should be aligned with the desired 

emotional positioning of the product. Products intended to communicate 

prestige, power, or aspiration such as luxury cars, premium electronics, 

or high-end spirits benefit from low-angle shots that activate upward-

gaze associations. Products intended to communicate warmth, 

accessibility, or everyday value benefit from eye-level or overhead 

angles that position the viewer as equal to or in control of what they see. 

(Kim et al., 2023) (Lensviewing, 2025) 

Second, the nature of the product matters. As the Journal of 

Advertising 2023 study demonstrated, anthropomorphized products 

respond to camera angle effects differently than standard product 

objects. For such products, downward-looking angles that give the 

consumer a sense of dominance were more effective, because they 

satisfied a psychological desire to be in control of the friendly, relatable 

character. (Kim et al., 2023) 

Third, close-up angles should be used strategically to highlight the 

most persuasive sensory features of a product. In beauty advertising, 

close-ups on skin texture and makeup results activate embodied 

simulation and increase product desirability. In food advertising, close-

ups on ingredients and textures activate appetite-related responses. The 

key is to select the specific detail that most directly communicates the 

product's core value proposition. (Lensviewing, 2025) 

Fourth, consistency of camera angle across a campaign contributes to 

brand identity and recall. When a brand consistently uses the same visual 

language including the same characteristic angles it trains its audience to 

associate those visual cues with the brand. Research on consumer visual 

attention confirms that brand-identifying elements in advertisements 

contribute significantly to brand recall. (Dalveren, 2021) (Pawel et al., 

2022) 

Fifth, digital and social media platforms have specific norms that 

should inform angle choices. On Instagram, overhead flat-lays and 

close-up product shots have become culturally established as authentic 
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and aesthetically desirable. On YouTube and TikTok, establishing shots 

followed by close-up detail shots are effective at orienting viewers and 

then drawing them into product features. (Thrive Agency, 2023) 

Thirdly. Results and Discussion 

The information gathered from the sources analyzed in this article 

converges on a consistent and well-supported conclusion: camera angles 

are a significant, measurable, and strategically manageable factor in the 

effectiveness of product marketing campaigns. The following discussion 

presents the key findings, supported by data visualizations, and 

considers their implications for both theory and practice in marketing 

communications. 

1. The Dominance of Video and Visual Content in Marketing 

The first major finding concerns the scale and trajectory of video 

content in modern marketing. As shown in Figure 1 below, the adoption 

of video as a marketing tool by businesses grew from 85% in 2020 to 

86% in 2021 and 2022, then jumped to an all-time high of 91% in 2023. 

(Wyzowl, 2021–2023) This growth has made camera angle decisions 

more consequential, since virtually every business now faces the 

question of how to compose their product visuals effectively. 

Figure 1: Percentage of Businesses Using Video as a Marketing Tool 

 

Source: Author, based on verified data from Wyzowl State of Video Marketing 

Annual Reports (2021–2023) 
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Figure 2 illustrates the consumer-side statistics that explain why 

visual content matters so much to marketers. An overwhelming 91% of 

consumers say they want more brand videos from the companies they 

follow, 84% report being convinced to purchase a product after watching 

a brand video, and 73% prefer short video over written content for 

product information. (Wyzowl, 2021–2023) (Wyzowl, 2022) 

(Wyzowl, 2023) These verified figures confirm that the question of 

how to compose a product video including what camera angles to use is 

directly connected to consumer purchasing behavior. 

Figure 2: Key Verified Consumer Statistics on Visual and Video 

Content in Marketing 

 

Source: Author, based on verified data from Wyzowl (2022, 2023) and HubSpot 

(2023) 

2. Business Outcomes of Video Marketing: The Commercial 

Case 

Figure 3 presents the business outcomes attributed to video marketing 

by marketers worldwide, based on Wyzowl's 2023 State of Video 

Marketing survey of 528 professional marketers and consumers. 

(Wyzowl, 2021–2023) Notably, 96% of video marketers reported that 

video improved customer understanding of their product, 95% said it 

increased brand awareness, and 92% rated it as delivering a good return 

on investment. These outcomes are directly related to visual quality and 

composition: videos that use camera angles strategically are better 

positioned to achieve all of these outcomes than those that do not. 
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Figure 3: Percentage of Video Marketers Reporting Positive Business 

Outcomes 

 

Source: Author, based on verified data from Wyzowl State of Video Marketing 

2023 

3. Camera Angle Effects: Key Findings 

The second major finding concerns the direct effect of camera angle 

on how consumers evaluate products. The Journal of Advertising 2023 

study, involving four controlled experiments, produced a clear and 

consistent pattern: for standard non-anthropomorphized products, the 

low upward-looking angle generates the most favorable evaluation 

scores, confirming the visual metaphor of product superiority. For 

products with human-like or character-based branding, the downward-

looking high angle produces the strongest positive response, as 

consumers respond favorably to feeling dominant over a friendly 

humanized object. Eye-level angles produce moderate, consistent 

evaluations across both product types, reflecting their neutral, relatable 

quality. (Kim et al., 2023) 

These findings have immediate practical implications. A product 

manager developing visual content for a new luxury smartphone should 

favor low-angle compositions, as these will generate stronger 

perceptions of quality and prestige. Conversely, a mascot-based brand 

targeting children or families may generate warmer consumer responses 

by shooting their character-product from a slight high angle, making 

consumers feel fondly in control. 
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4. Psychological Mechanisms and Communication Theory 

The psychological mechanisms identified in this article embodied 

cognition, power psychology, and visual metaphor establish that camera 

angles are not merely aesthetic choices but communicative acts with 

predictable psychological effects on audiences. This aligns with broader 

theoretical developments in communication studies, where there is 

growing recognition that non-verbal visual codes carry meaning as 

structured and systematic as verbal language. (Alsharif et al., 2022) 

(Saeed et al., 2024) 

From a neuromarketing perspective, the finding that visual 

advertising stimuli produce measurable neural responses linked to 

pleasure, attention, and reward suggests that camera angle effects are 

processed at a level that is partly automatic and pre-attentive. (Alsharif 

et al., 2022) This means consumers may not always be consciously 

aware that a particular angle is influencing their evaluation of a product 

which increases both the importance and the ethical weight of camera 

angle decisions in marketing communications. 

Eye-tracking research confirms the physical reality of visual 

attention: viewers actively fixate on product images in advertisements, 

and the duration and pattern of those fixations predict their subsequent 

attitudes and behaviors. (Pajuranta et al., 2024) (Dalveren, 2021) 
Camera angles that direct the viewer's gaze toward the most persuasive 

elements of a product are likely to be more effective than angles that 

distribute attention diffusely or direct it toward irrelevant areas of the 

frame. 

5. Camera Angles in the Digital and Social Media Context 

The rise of digital platforms has amplified the importance of camera 

angles. On platforms where content competes for attention within a few 

seconds, the immediate visual impression created by a camera angle is 

often the difference between a viewer engaging with content and 

scrolling past it. Research confirms that 91% of people want to see more 

videos from brands, underscoring the competitive environment in which 

every visual decision is made. (Wyzowl, 2021–2023) 

The social media context also introduces new angle conventions that 

have emerged organically from digital culture and have been adopted by 

brands seeking to appear authentic and relatable. Research on influencer 

marketing and gaze direction in social media advertising confirms that 
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the visual positioning of endorsers and products including the angles 

used shapes consumer attention and purchase decisions. (D’Ambrogio 

et al., 2023) The emergence of augmented reality introduces a further 

dimension: when consumers control the viewing angle themselves, this 

interactive element has been shown to significantly increase perceived 

usefulness and purchase intention. (Rahman et al., 2025) 

Conclusion 

This article examines camera angles as an influential strategic tool in 

product marketing campaigns. Evidence drawn from studies published 

from 2020 onward consistently concludes that the angle of product 

photography or videography has a significant impact on consumer 

perception, emotional response, and purchase intent. These effects are 

based on established psychological mechanisms related to physical 

perception, perceived power, and visual metaphor, all of which have 

been confirmed through experimental research methods, neuro-

marketing, and eye-tracking techniques. 

Among the main findings: low-angle shots consistently generate more 

positive evaluations for intangible products by activating metaphorical 

associations with superiority and prestige; while high-angle shots are 

more effective for tangible products, where the consumer's sense of 

control results in a positive experience; close-up shots are effective tools 

for enhancing product appeal by focusing attention on sensory features; 

and eye-level shots produce neutral, warm, and inviting impressions. 

Documented statistics from Wyzowl show that 91% of companies use 

video as a marketing tool, 84% of consumers were convinced to make a 

purchase after watching a brand’s promotional video, and 96% of video 

marketers reported that video improves product understanding—all 

results in which the strategic use of camera angles plays a direct role. 

In the broader context of marketing communications, these findings 

contribute to expanding our understanding of how visual symbols 

function as a non-verbal language—systematic, learnable, and impactful. 

They suggest that training in visual communication, including camera 

angle theory, should be a fundamental element in marketing education 

and professional practice. 

There are several gaps in current knowledge that should guide future 

research. First, most experimental studies on camera angle effects have 

been conducted in Western cultural contexts, so there is a need for cross-

cultural research. Second, the interaction between camera angle and 

other visual variables—such as color, lighting, and motion—has been 
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scarcely studied. Third, the emerging context of augmented reality raises 

new questions about what happens when the camera angle becomes a 

variable controlled by the consumer. Fourth, longitudinal studies 

addressing how camera angle standards evolve within specific platform 

contexts over time will provide valuable insights into long-term visual 

branding strategy. 

In summary, camera angles are more than just a technical detail in 

marketing content production; they are a crucial channel through which 

brands convey meaning, shape emotions, and influence behavior. 

Understanding this is essential for designing marketing campaigns that 

are not only visually appealing but also strategically effective. 
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