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Abstract 

Increasing business competition encourages companies to implement advertising strategies that effectively attract consumer attention and 

influence purchasing decisions. One widely used approach is emotional advertising, which aims to evoke consumers’ emotional responses and 

enhance purchase intention. This study examines the effect of Consumer Style Inventory (CSI) on Purchase Intention (PI) by considering the 

mediating roles of Emotional Appeal (EA) and Consumer Attitudes (CA). A quantitative research approach was employed using a survey method. 

Data were collected from 642 respondents who had been exposed to the advertisement of the selected product and were analyzed using 

Structural Equation Modeling-Partial Least Squares (SEM-PLS). The results indicate that Consumer Style Inventory has a positive and significant 

effect on Purchase Intention and Emotional Appeal. Emotional Appeal positively and significantly affects Consumer Attitudes, while Consumer 

Attitudes positively and significantly influence Purchase Intention. These findings suggest that the effectiveness of emotional advertising in 

enhancing purchase intention is influenced by consumers’ decision-making styles and its ability to foster positive attitudes toward the brand. 

This study contributes to the literature on consumer behavior and emotional advertising while providing practical implications for companies in 

designing more effective marketing communication strategies. 
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1. Introduction 
Recent shifts in global consumption patterns reveal a rising public interest in plant-based diets (Andersson & Thondhlana, 

2025).This trend is not confined to developed nations; it is also gaining ground in various developing countries, including 

Indonesia. Such a transition is largely attributed to growing public awareness of personal health, environmental sustainability, 

and animal welfare (Sharma et al., 2024). As a result, the plant-based food market has experienced notable expansion over the 

past few years (de Castro Carvalho et al., 2025). 

In response to shifting consumer patterns, the food industry has introduced innovations in plant-based product manufacturing, 

including meat analogues and dairy alternatives (Marques et al., 2026). Among these, oat milk has emerged as one plant-based 

option (Ashkanani, 2023). It is widely regarded as having experienced faster market development than other alternative milks. 

Globally, the oatmilk market has recorded a compound annual growth rate (CAGR) of 13.78% (Mordor Intelligence, 2025). In 

Indonesia, the market for oat milk has also expanded, with a CAGR exceeding 10%. This growth points to changing consumer 

preferences and a rising interest in products that combine functionality with perceptions of health and sustainability (Alam et al., 

2025). The successful marketing of oat milk in Indonesia can be explained by a strategy that targets the urban market, maintains 

competitive pricing, and relies on large-scale promotion through collaborations with coffee shops as a key entry point for new 

customers (Halabi et al., 2024). Partnerships with modern coffee shops, such as national chain cafes and independent outlets 

allow consumers to try oat milk for the first time in a plant-based coffee drink (Halme et al., 2023). This approach has proven 

effective, as it gives consumers a direct experience of product quality before they decide to purchase household-sized packaging. 

The business-to-business (B2B) marketing strategy adopted by the company to promote oat milk products helps capture 

consumer attention and thereby increases product awareness (Purmonen et al., 2023). This approach is implemented to align 

with consumer expectations and satisfaction levels (Cortez & Johnston, 2025). In turn, those expectations and satisfaction levels 

can serve as evaluative feedback for the company, which subsequently pursues business-to-consumer (B2C) marketing. Once 

product acceptability has been demonstrated through B2B channels, the company launches direct marketing efforts aimed at 

retail consumers via digital advertising, social media, online stores, and modern retail outlets to increase brand awareness and 

appeal (Auliya et al., 2025;Christiani, 2026). These efforts allow the company to shape consumer purchase intentions by tailoring 

advertisements to various consumer decision-making styles (Sharma et al., 2023). Consumer characteristics in purchase decisions 
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can be divided into two types: those who buy products impulsively and those who make deliberate, well-considered choices (Garg 

et al., 2023). 

An understanding of consumer behavior is expected to help increase the likelihood of purchase intention (Abdullah-All-Tanvir et 

al., 2023). One factor that companies use to shape consumer purchase intention is emotion. Advertisements that carry high 

emotional intensity tend to influence how consumers seek information from product ads, which in turn deepens their emotional 

connection with a brand (Garg et al., 2023). 

Intense business competition has been accompanied by the evolution of marketing practices that now incorporate 

consumer emotions into advertising appeals as a means of capturing consumer attention (Wu & Chen, 2016). Marketers typically 

draw on both positive and negative emotions that consumers experience, using these emotional responses to influence and 

persuade them about a product (Hall, 2002; Raj et al., 2023). The combination of increasingly fierce market competition and 

shifting consumer behavior calls for research that explores the emotional constructs shaping consumers' purchasing decisions 

(Wu & Chen, 2016; Garg et al., 2023). To address this need, the present study aims to analyze the factors influencing purchase 

intention by examining consumer decision-making styles in relation to consumer knowledge, emotional appeals in advertising, 

and subsequent attitudinal and intentional responses. 

The selection of research variables was guided by a gap in previous studies, which tended to focus only on socio-psychographic 

aspects without accounting for other, more complex constructs. This study is expected to offer additional insights for oat milk 

companies regarding consumers' emotional states during the decision-making process and how those emotions relate to purchase 

intentions. The research problem addressed in this study is as follows:  

RQ1: What causal relationships exist among the constructs of Consumer Style Inventory (CSI), Emotional Appeal (EA), Consumer 

Attitudes (CA), and Purchase Intention (PI)? 

RQ2: Do Emotional Appeal (EA) and Consumer Attitudes (CA) act as full or partial mediators in the relationship between Consumer 

Style Inventory (CSI) and Purchase Intention (PI)? 

This study is organized into eight sections. The first section presents the introduction and the research questions. The second 

section provides a review of the literature and outlines the research model. The third section describes the research methodology. 

The fourth section reports the statistical analysis. The fifth section offers a discussion of the findings. The sixth section covers the 

theoretical and managerial implications. The seventh section presents the conclusions of the study, and the eighth section 

discusses the research limitations and suggests directions for future research. 

 

2. Literature review, hypotheses formulations, and research framework 
The grand theory underpinning this study is the Affect Infusion Theory, originally proposed by Forgas (1995). Effectively delivered 

information can shape consumers' purchase considerations, and this shaping is mediated by the consumer's emotional state 

(Forgas, 1995). According to this theory, consumer purchasing decisions are influenced by a combination of target-related, 

individual, and situational factors (Mohamed & Zouaoui, 2026). Consumers make purchase choices by processing product 

information through four distinct routes: direct processing, heuristic processing, substantive processing, and motivated 

processing. These high-infusion strategies involve some degree of open, constructive thinking (Fiedler, 1990; Fiedler, 2020; Forgas, 

1992)  in which affect is able to either indirectly through primed associations (Forgas & Bower, 1988) or directly inform the 

judgmental outcome (Schwarz & Clore, 1988). 

Consumers engage in direct information processing when the product on offer is already familiar (Garg et al. 2023). In such cases, 

consumers invest little effort. Heuristic processing, by contrast, involves consumers drawing on their current emotional state and 

mood (Clore et al., 1994). Substantive processing occurs when consumers consider multiple factors, including their prior memory 

of the product, their affective response to it, and comparisons with alternative products (Forgas, 1995). Finally, motivated 

processing leads consumers to make purchasing decisions through deliberate, focused cognitive effort; in this mode, consumers 

tend to be more selective in choosing which products to consume. 

Given the above description, the Affect Infusion Theory appears relevant to this study, as the research incorporates not only 

external consumer attributes but also emotional and situational factors. From a theoretical standpoint, the theory holds that 

consumer emotions are linked to arousal, which in turn can shape cognitive processes during purchase decisions (Mohamed & 

Zouaoui, 2026). Moreover, the Affect Infusion Theory assumes that emotionally charged advertising exerts a stronger influence 

on consumer purchasing decisions, operating through the principle of mood as information.  

 

2.1. Linkage of consumer-style inventory and purchase intention 
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Consumer decision-making style refers to the mental orientation that characterizes how a consumer approaches choice (Sam & 

Chatwin, 2015). This style can be divided into two dimensions: cognitive and affective. Three ways to characterize consumer 

choice-making styles, including the psychographic or lifestyle approach, the consumer typology approach, and the consumer 

characteristics approach (Sprotles & Kendall, 1986). When combined, these three approaches suggest that consumers draw on 

fundamental decision-making styles when shopping, such as rational buying, price consciousness, quality awareness, and 

impulsive buying (Akturan et al., 2011). As such, these approaches help identify different consumer decision-making styles as core 

aspects of the choice process. Subsequently, Sprotles & Kendall, 1986 developed the Consumer Style Inventory (CSI) as a 

measurement tool to describe consumer tendencies in making specific shopping decisions (Eom et al., 2020). 

The Consumer Style Inventory relates to the knowledge and emotional dimensions of consumers that shape their shopping and 

purchasing patterns for a given product (Sprotles & Kendall, 1986). They emphasized that this inventory captures a basic aspect 

of consumer personality, which ultimately guides consumer decision-making (Kavkani et al., 2011). Decision-making styles as 

measured by the Consumer Style Inventory are understood as prevailing considerations that develop into strong underlying 

influences on consumers' purchase decisions (Garg et al., 2023). Sprotles & Kendall, 1986 proposed a model comprising eight 

distinct decision-making styles: quality consciousness, brand consciousness, novelty consciousness, recreational and hedonistic 

consciousness (shopping for pleasure), price and value consciousness, impulsiveness, confusion caused by overchoice, and 

habitual or brand-loyal orientation (Kavkani et al., 2011). 

The Consumer Style Inventory (CSI) model has been applied across various cultural contexts in different countries. Lysonski et al. 

(1996) identified three decision-making styles, brand awareness, novelty and fashion awareness, and habit orientation with brand 

loyalty in two developed countries (the United States and New Zealand) and two developing countries (India and Greece). Mitchell 

& Bates (1998) studied UK consumers and uncovered two additional styles not originally included by Sproles and Kendall: time- 

and energy-saving shoppers, and store-loyal shoppers. Nevertheless, previous studies have not examined the affective 

characteristics of consumers in relation to the emotional dimensions of advertising that shape purchase decisions. To address this 

gap, the present study was conducted to analyze the influence of CSI on emotional advertising appeals, which in turn affect 

purchasing decisions (purchase intention). There is a positive and significant influence between CSI and emotional advertising 

appeals on purchase intentions.  

 

2.2. Linkage of emotional appeal in advertising and consumer-style inventory 

Advertising emotional appeal can be understood as a persuasive strategy designed to encourage consumers to make a purchase 

by triggering affective responses, whether positive emotions like happiness, joy, or nostalgia, or negative ones such as fear, 

sadness, or guilt (Garg et al., 2023). Within the marketing literature, emotional appeals have been grouped into several main 

categories, including humor, romance, fear, guilt, warmth, and nostalgia (Cutler & Javalgi, 1993; Zhang et al., 2014). Each type 

carries distinct characteristics and varies in effectiveness depending on the product context and the traits of the target audience 

(Madhusani & Dissanayake, 2024). 

The Consumer Style Inventory (CSI), developed by Sprotles & Kendall, 1986, measures eight consumer decision-making styles: 

perfectionist or high-quality conscious, brand-conscious with price-equals-quality, novelty- and fashion-conscious, recreational or 

hedonistic, price-conscious or value-for-money, impulsive or careless, confused by over-choice, and habitual or brand-loyal (Leo 

et al., 2005; Jamal et al., 2006; Akturan et al., 2011). Different decision-making styles tend to elicit different responses to emotional 

advertising appeals (Zhang et al., 2014). That is, how well an emotional appeal shapes consumer attitudes and purchase intentions 

varies not universally but according to each consumer's decision-making style (Kiran et al., 2025). 

The AIDA model (Attention, Interest, Desire, Action) was introduced by Elmo Lewis and remains one of the oldest and most widely 

applied hierarchy-of-effects frameworks in advertising and marketing (Tristanto et al., 2023). The model outlines the psychological 

stages consumers go through, starting from initial ad exposure and ending with an actual purchase (Barry & Howard, 1990; 

Vakratsas & Ambler, 1999). In examining the link between emotional advertising appeals and the Consumer Style Inventory (CSI), 

the AIDA model offers a systematic, stage-by-stage lens for understanding how emotional appeals interact with consumers' 

decision-making styles at each phase of forming a purchase intention (Garg et al., 2023). Past research has shown that the CSI 

influences responses to, and attitudes toward, advertising appeals (Handa et al., 2017). According to the affect infusion model, 

emotions embedded in advertising serve as a form of affect that assists consumers during decision (Zulkifly & Firdaus, 2014; 

Mehta & Purvis, 2006). Different decision-making styles, in turn, function as cognitive styles shaped by the affect processing 

strategies generated through emotionally charged advertising. 

 

2.3. Linkage of emotional appeal, attitude, and purchase intention 
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Advertising does more than convey information; it also acts as an affective stimulus that can shape how consumers evaluate a 

product or brand. Emotional appeal in advertising refers to a communication strategy designed to trigger affective responses in 

consumers, such as happiness, fear, warmth, or sadness with the aim of influencing their attitudes and purchasing behavior (Cutler 

& Javalgi, 1993). Theoretically, emotional appeals in advertising first evoke affective components, and these components then 

shape consumer evaluations of a product or brand (Mancham et al., 2025). This process suggests that positive emotions can 

strengthen consumer attitudes by helping them interpret emotional appeals, which in turn affects their preferences and 

assessments of an advertisement. 

Within the context of social media advertising, studies focusing on emotional appeals in Instagram advertisements have found 

that such appeals significantly affect consumers' emotional responses, namely pleasure, arousal, and dominance, which 

subsequently drive both engagement and purchase intentions. Emotional advertising, more broadly, helps forge psychological 

and social connections between consumers and products by evoking either positive or negative emotions that encourage 

purchase behavior (Kotler & Armstrong, 2012). The conceptual framework of variables consumer decision-making styles shown 

in Figure 1. 

 

In this context, we conceptualize the following framework (Fig. 1) and research postulate: 

H1: Consumer style inventory (CSI) has a positive impact on consumers’ purchase intention (PI). 

H2: Consumer style inventory (CSI) has an impact on consumer’s response toward Emotional advertising (EA) 

H3: Consumer style inventory (CSI) has a positive impact on consumers’ purchase intention mediating through emotional 

advertising (EA) and consumers’ attitude (CA) toward advertising. 

H4: Emotional advertising (EA) has an impact on Consumer’s attitude towards advertising (CA). 

H5: Emotional advertising (EA) has an impact on consumer’s attitudes toward advertising 

H6: Consumer’s attitude (CA) towards advertising has an impact on consumer’s purchase intention (PI). 

H7: Emotional advertising (EA) has an impact on consumer’s purchase intention (PI) mediating through Consumer’s attitude 

towards advertising (CA) 

 

3. Research methodology 
3.1. Measures 

The data for this study came from two sources, including primary data collected through a questionnaire administered to 642 

respondents, and secondary data drawn from literature studies relevant to the research topic. The questionnaire was designed 

using the Consumer Style Inventory (CSI) scale to capture eight consumer decision-making styles, along with responses to 

emotional appeal (EA) in advertising and purchase intention (PI) (Garg et al., 2023). A 7-point Likert scale was used, ranging from 

1 to 7. A 7-point Likert scale offers a high degree of accuracy and lower measurement error (Hair & Alamer, 2022). Response 

options on the Likert scale ranged from "strongly agree" to "strongly disagree.". 

 

3.2. Data 

Data for this study in the survey were collected by distributing questionnaires to 642 respondents across Indonesia. The 

respondents met specific research criteria and came from diverse social, economic, and cultural backgrounds to represent the 

broader population. The questionnaire was administered online via the Google Forms platform. In terms of gender, 73% of 

respondents were female and 27% male. The largest group of respondents consisted of students (95%), with the majority being 

20 years of age (70%). 

 

3.3. Statistical analysis 

This study employed a quantitative approach with descriptive analysis. A quantitative approach refers to a research method that 

relies on numerical data and statistical techniques for data collection and analysis (Hair et al., 2017). The quantitative data analysis 

was performed using Structural Equation Modeling with Partial Least Squares (SEM-PLS). The SEM-PLS analysis proceeded through 

three stages: measurement model evaluation, structural model evaluation, and hypothesis testing. All analyses were conducted 

using SmartPLS version 4.1.1.6. Evaluation of the measurement model with validity and reliability tests shown in Table 1. 

 

4. Data analysis and results 
4.1. Measures 
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The measurement model evaluation showed that all indicator factor loadings exceeded 0.70, confirming that each item met the 

convergent validity criteria (Garg et al., 2023). Construct reliability was assessed using Cronbach's alpha, with all variables 

producing values above 0.70. the consistency of variable indicators can be determined from Cronbach's alpha, with a 

recommended lower bound of 0.70 for research constructs (Hair & Alamer, 2022). The average variance extracted (AVE) for each 

variable was greater than 0.50. A PLS model is considered to have achieved convergent validity when the AVE of each construct 

exceeds 0.50 (Ghozali, 2014). In addition, all variance inflation factor (VIF) values remained below 3.5, indicating that collinearity 

did not affect the structural model results (Mittal et al., 2023). 

 

4.2. Evaluation of Structural model 

The measurement model statistics shown in Figure 2 and the bootstrapping results in Figure 3. As summarized in Figure 3, it is 

revealed several significant paths. Consumer Style Inventory (CSI) had a significant effect on Emotional Appeal (EA) (p = 0.000). 

EA, in turn, significantly influenced Consumer Attitudes (CA) (p = 0.000). CA showed a significant effect on Purchase Intention (PI) 

(p = 0.004). Additionally, CSI had a direct and significant effect on PI (p = 0.000). Consequently, all proposed hypotheses were 

supported. Regarding the coefficient of determination, CSI explained 31.9% of the variance in EA. EA accounted for 25.8% of the 

variance in CA. Together, CSI and CA explained 26.6% of the variance in PI. The remaining variance in each case is attributable to 

factors outside the research model. 

As shown in Table 3, all proposed hypotheses were supported, with p‑values below 0.05 and t‑statistics exceeding 1.96. 

Specifically, Consumer Style Inventory (CSI) exerted a positive and significant direct effect on Purchase Intention (PI) (β = 0.370, t 

= 5.552, p = 0.000). CSI also had a positive and significant direct effect on Emotional Appeal (EA) (β = 0.565, t = 14.697, p = 0.000). 

The indirect effect of CSI on PI through EA and Consumer Attitudes (CA) was significant (β = 0.056, t = 2.504, p = 0.012). Moreover, 

CSI showed a significant indirect effect on CA via EA (β = 0.287, t = 7.446, p = 0.007). EA had a positive and significant direct effect 

on CA (β = 0.508, t = 11.833, p = 0.000). In turn, CA positively and significantly influenced PI (β = 0.197, t = 2.860, p = 0.004). Finally, 

the indirect effect of EA on PI through CA was also significant (β = 0.100, t = 2.678, p = 0.007). 

The findings of this study support all proposed hypotheses. Consumer Style Inventory (CSI) exerts a significant direct 

influence on both Emotional Appeal (EA) and Purchase Intention (PI). Furthermore, EA significantly affects Consumer Attitudes 

(CA), and CA in turn significantly affects PI. The mediation analysis further reveals that EA and CA mediate the relationship 

between CSI and PI, both partially and in combination. Consequently, raising CSI not only strengthens PI directly but also indirectly 

through improvements in the mediating variables, namely EA and CA. 

 

5. Discussion and findings 
This study aimed to identify factors influencing consumer purchase intention toward a given product. To address gaps in prior 

research, socio-psychographic variables related to consumer awareness and the effectiveness of emotional advertising were 

incorporated. Discriminant validity analysis from CFA shown in Table 2 and hypothesis result shown in Table 3. As summarized in 

Table 3, all research hypotheses were supported. The findings indicate that consumers base their decisions not only on rational 

considerations but also on the emotional responses triggered when they encounter advertising messages (Batra & Ray, 1986). 

Moreover, the results show that responses to emotional advertising help foster more favorable consumer attitudes, which in turn 

lead to higher purchase intentions (Zhang et al., 2014). 

The results show that the Consumer Style Inventory (CSI) exerts a positive and significant influence on Purchase Intention. This 

suggests that consumers' decision-making styles play an important role in shaping their purchase intentions (Alavi et al., 2016). 

Those who are more inclined to evaluate information, consider product quality, and pay attention to brand value also show a 

stronger tendency to make a purchase (Sprotles & Kendall, 1986; Bakewell & Mitchell, 2006). Within the realm of emotional 

advertising, decision-making style affects how consumers process ad messages and then turn those messages into purchase 

intentions (Holbrook & Batra, 1987). A direct link between the consumer style inventory and purchase intention, particularly when 

consumers react positively to advertisements that incorporate emotional elements (Garg et al., 2023). 

The findings also indicate that CSI has a positive and significant effect on Emotional Appeal. This suggests that consumers' decision-

making styles shape how they respond to emotional appeals in advertising. Consumers with particular characteristics tend to be 

more readily moved by messages that evoke feelings such as happiness, hope, pride, nostalgia, or empathy (Yang et al., 2021; 

Vrtana & Krizanova, 2023). From a marketing standpoint, emotional advertising works by forging an affective link between 

consumers and brands, which makes the message more memorable (Akbari, 2015; Yang et al., 2021). Consequently, the stronger 

a consumer's decision-making traits are, the more likely they are to respond favorably to emotional advertising. responses to 
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emotional advertising are shaped by consumers' decision-making styles and serve as an important factor in forming purchase 

intentions (Garg et al., 2023). 

Emotional Appeal have a positive and significant effect on Consumer Attitudes. This suggests that the more emotional appeal 

consumers perceive in an advertisement, the more favorable their attitude becomes toward the advertised product or brand 

(Yang et al., 2021; Lee & Heere, 2018). When an advertisement successfully triggers positive emotions, consumers tend to develop 

a better brand evaluation because the message is processed not only cognitively but also affectively (Bhargavi, 2024). Within 

advertising appeal theory, emotions act as a stimulus that can heighten attention, increase engagement, and foster positive brand 

evaluations (Weng et al., 2021). emotionally oriented advertisements generate more positive attitudes toward both the 

advertisement itself and the brand than do purely rational approaches (Lee & Heere, 2018). 

Emotional Appeal have a positive and significant effect on Consumer Attitudes. This suggests that the more emotional appeal 

consumers perceive in an advertisement, the more favorable their attitude becomes toward the advertised product or brand 

(Dehghani et al., 2016; Lou & Yuan, 2019). When an advertisement successfully triggers positive emotions, consumers tend to 

develop a better brand evaluation because the message is processed not only cognitively but also affectively (Voorveld et al., 

2018). Within advertising appeal theory, emotions act as a stimulus that can heighten attention, increase engagement, and foster 

positive brand evaluations. Emotionally oriented advertisements generate more positive attitudes toward both the advertisement 

itself and the brand than do purely rational approaches (Lee & Heere, 2018). 

Emotional appeal serves as a significant mediator in the relationship between Consumer Style Inventory (CSI) and consumer 

attitudes. This suggests that consumer decision-making styles shape attitudes not only directly but also through the emotional 

responses that advertisements trigger (Le et al., 2024; Shukla, 2023). Put differently, consumers who exhibit particular decision-

making traits are more likely to perceive emotional appeals in advertising, and these emotional experiences subsequently lead to 

more positive product attitudes (Garg et al., 2023). These results support the view that emotion acts as an important psychological 

mechanism linking information processing to consumer brand evaluations (Thamilselvan & Rakeshyanand, 2024). 

Consumer attitudes were found to significantly mediate the relationship between emotional appeal and purchase intention. 

Emotional advertising does not directly lead to purchase intention; rather, it first cultivates a positive attitude toward the product 

or brand (Wang et al., 2017; Samanta et al., 2025); Cheah et al., 2015; Khuong & Tram, 2015). Only once that positive attitude has 

been established do consumers show a tendency to buy. Consumer attitudes represent a key pathway through which emotional 

appeals in advertising influence subsequent purchasing decisions (Ho Nguyen et al., 2022). 

The test results indicate that the mediation pathway CSI → EA → CA → PI is significant. This finding stands out as one of the most 

important outcomes of the study, as it reveals the mechanism through which emotional advertising operates (Garg et al., 2023). 

Consumers with particular decision-making styles tend to respond more favorably to emotional appeals in advertisements. That 

emotional response, in turn, leads to a more positive brand attitude (Loureiro et al., 2019; Nguyen et al., 2025), and this positive 

attitude ultimately boosts purchase intention (Cheah et al., 2015; Mancham et al., 2025). In other words, purchase intention does 

not form instantaneously; rather, it develops through psychological stages that begin with an emotional reaction and progress to 

an attitudinal evaluation (Shizhen et al., 2025). Emotional advertising and consumer attitudes act as mediators between the 

consumer style inventory and purchase intention (Garg et al., 2023). 

 

6. Implications of the study 
6.1. Theoretical implications 

This study offers a theoretical contribution to the evolving body of consumer behavior literature, specifically concerning the 

relationships among Consumer Style Inventory (CSI), Emotional Appeal (EA), Consumer Attitudes (CA), and Purchase Intention (PI) 

within the context of emotional advertising. The findings demonstrate that the Consumer Style Inventory not only affects 

Purchase Intention directly but also exerts an indirect influence through Emotional Appeal and Consumer Attitudes. These results 

extend current understanding of consumer decision-making theory by illustrating how characteristics of decision-making styles 

shape the effectiveness of emotional advertising messages in forming purchase intentions. 

 

6.2. Managerial implications 

To increase purchase intention, simply providing product information is not enough. Companies need to design emotional 

advertisements that connect with consumers' feelings, because the emotions generated by advertising lead to more favorable 

consumer attitudes, which in turn drive purchase intention. Consequently, the most effective marketing strategy is one that 

combines an understanding of consumer decision-making styles (CSI) with the use of strong emotional appeals to build positive 

brand attitudes and boost purchase intention. 
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7. Conclusions 
All of the proposed hypotheses were supported by the results of this study. The Consumer Style Inventory was found to influence 

Purchase Intention both directly and indirectly through Emotional Appeal and Consumer Attitudes. These findings suggest that 

emotional advertising capable of eliciting positive affective responses and fostering favorable brand attitudes can, in turn, raise 

consumers' purchase intentions. This study provides evidence that the Consumer Style Inventory, Emotional Appeal, and 

Consumer Attitudes are all important factors shaping Purchase Intention. Taken together, the results confirm that the 

effectiveness of emotional advertising in boosting purchase intention depends not only on the emotional appeal employed but 

also on consumers' decision‑making styles and the attitudes they form toward the product or brand. Therefore, companies should 

design advertising strategies that evoke positive emotions while taking consumer characteristics into account, so as to cultivate 

positive attitudes and encourage purchase intention more effectively. 

 

8. Limitations and future scope of research 
This study has several limitations. First, the research was confined to a single geographic setting, namely Indonesia. Second, there 

are limitations concerning the choice of research variables and the contextualization of the product under investigation. 

Accordingly, future studies are encouraged to broaden the sample coverage to include more diverse product categories and 

geographic regions in order to enhance the generalizability of the findings. In addition, researchers may wish to incorporate other 

variables, such as price sensitivity, brand trust, and the influence of influencers. 
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Figure 3. The Structural Model 

 

 

Table 1. Evaluation of the measurement model with validity and reliability tests 

 
CR 

Factor 

Loading 
Mean SD AVE Reliability VIF 

Consumers Style Inventory 0.748  2.766 0.119 0.593 0.740  

CSI1  0.794 3.184  0.753    1.293  

CSI2  0.719  2.589  0.875    1.466  

CSI3  0.786  2.969  1.038    1.448  

CSI4  0.785  2.807  0.813    1.438  

CSI5  0.737  2.417  0.986    1.219  

CSI6  0.792  2.187  0.939    1.226  

CSI7  0.751  3.093  0.700    1.344  

CSI8  0.730  2.879  0.954    1.240  

Emotional Appeal in Ad 0.905  2.956 0.723 0.505 0.878  

EA1  0.741 3.050  0.772    1.946 

EA2  0.730  2.966  0.716    1.904  

EA3  0.822  2.928  0.722    2.593  

EA4  0.721  2.751  0.789    1.912  

EA5  0.739  2.801  0.800    1.951  

EA6  0.815  3.140  0.725    1.547  

EA7  0.768  3.293  0.652    1.224  

EA8  0.736  3.100  0.638    1.972  

EA9  0.737  3.255  0.604    1.702  

EA10  0.766 2.277  0.832    1.109  

Cpnsumers Attitude Towards Ad 0.813  2.903 0.106 0.568 0.725  
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CR 

Factor 

Loading 
Mean SD AVE Reliability VIF 

CA1  0.703  2.660  0.865    1.344  

CA2  0.753  3.031  0.744    1.278  

CA3  0.793  2.458  0.896    1.384  

CA4  0.780  3.131  0.657    1.496  

CA5  0.768  3.234  0.691    1.394  

Purchase Intention 0.878  3.328 0.026 0.590 0.826  

PI1  0.769  3.321  0.670    1.815  

PI2  0.734  3.364  0.627    1.714  

PI3  0.784  3.364  0.637    1.765  

PI4  0.812  3.321  0.660    2.021  

PI5  0.741  3.271  0.691    1.571  

 

Table 2. Discriminant validity analysis from CFA 

 CA CSI EA PI 

CA     

CSI 0.778    

EA 0.616 0.651   

PI 0.486 0.531 0.592  

 

Table 3. Hypothesis result 

Hypothesis Relationship Estimates (β) SE. t-value p-value Result 

H1 CSI - > PI 0.370 0.067 5.552 0.000 Supported 

H2 CSI - > EA 0.565 0.038 14.697 0.000 Supported 

H3 CSI - > EA - > CA - > PI 0.056 0.023 2.504 0.012 Supported 

H4 CSI - > EA - > CA 0.287 0.039 7.446 0.007 Supported 

H5 EA - > CA 0.508 0.043 11.833 0.000 Supported 

H6 CA - > PI 0.197 0.069 2.860 0.004 Supported 

H7 EA - > CA - > PI 0.100 0.037 2.678 0.007 Supported 

 


