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Abstract

The purpose of this research is to provide a model of the interactive effect of
various factors including thinking style (Rational-Intuitive) and advertisement
message format (rational-emotional) on advertising ap,oeal and purchase
intention via visual attention.In this experimental research (laboratory type), 18
advertisement pictures, including rational and/or emotional messages were
observed by 180 participants who subsequently answered questions pertaining
to the participants' individual tendencies, and questionnaires regarding thinking
style, advertisement recall and demographic information. The data of this
experimental research were collected at business laboratory by means of eye
tracker. The 5 indexes of visual attention showed that visit count, visit duration
and fixation count were higher for those viewing the entire area of rational
advertisements than the same value for the entire area of emotional
advertisment and total fixation duration was longer for those viewing the entire
area of emotional advertisement than the same value for the entire area of
rational advertisment. The visual attention of those viewing rational ads was
higher than those viewing emotional ads. In addition, the average time to first
fixation was shorter in the entire area of rational advertisement for those
viewing rational advertisement as compared to the entire area of emotional ads,
meanln? that visual attention of those looking at rational advertisements was
drawn faster than those looking at emotional advertisements.The effect of the
interactive relationship of rational thinking with the rational message and the
role of five indexes of visual attention as a mediating variable in the interactive
relationship of thinking style with advertisement message on advertisement
attractiveness and purchase intention were significant. The interactive effect of
rational thinking with emotional messa?e ?Ius advertisement attractiveness on
purchase intention had the highest overall effect.
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1.Introduction

The question of why there is variation among consumers in terms of
purchase behavior, reffers to their dual thinking process. There are
differences in terms of product design (the second layer of a product),
consumer's view towards advertisement, purchase behavior, consumer
behavior, and eventually in terms of individuals’ life style. Consumers
are influenced by emotions, thinking style, perception, attitude,
personality, self-concept and motive as individual factors and, family,
cultural differences, generation gap, advertisement, fashion, and life style
(which varies as the time passes) as environmental factors. The
significance of this research lies in examining symultaneously the
interactive effects of individual and environmental factors on
advertisement attractiveness and purchase intention. Some advertisement
agancies believe that emotional appeals are stronger than rational ones in
advertisements although some research show that reality is something
between both appeals (Venkatraman et al, 1990). Owing to different
personal and cognitive charactistics, people are classified differently in
terms of learning methods (Garcia et al, 2007). It has been confirmed that
people perceive and process information in different ways (Khenissi el al,
2016) or have different preferences or strengths (Felde & Suprlin, 2005).
Geraf et al. (2009) suggest that when visual people are encountered with
objects by means of picture or diagram, they remember them better while
auditory people benefit from text display in remembering what they have
seen. IPA' in England compared the profitability of campaigns that
focused on emotional engagement with the campaigns that stressed on
providing audiences with information by means of persuasion methods,
which resulted in more profitability of the emotional based campaigns
(31%) as compared to the rational based ones (16%). Those campaigns
which considered combination of sensation and rationalism gained more
profit (26%) than those which only considered persuasion methods
(Dooley, 2012). Aadvertising has long been known as the process of
informing consumers about charateristics of a given product or service
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(benefits, functioning, brand, price, uses, etc.), and persuading them to
purchase the product or the service (Wang et al, 2009).

2. Literature review

The presence of packaged food lables which carry nutritional
information and health claims strongly influences the attitude and
purchase intentions. Consumers have a more favorable attitude toward
products with detailed lable description and nutrition information (Kozup
et al., 2003). Qin and Forysthe (2012) suggested that emotions are linked
to central attitudes and play an important role in purchase intention
formation. They also suggested that only by understanding the
underlying purchase motivations among consumers in each market
segment can marketers most effectively appeal to those motivations in
their marketing campaigns. Given purchase intentions are correlated with
but imperfect measures of consumers' subsequent purchase behavior,
marketing managers need to know when best to rely on them and how
best to use them (Morwitz, 2014). Purchase intention can be used to test
the implementation of a new distribution channel to help managers
determine whether the concept deserves further development and decide
which geographic markets and consumer segments to target through a
channel (Morwitz et al., 2017). Their importance lies in the fact that
intentions are considered the key predictor of actual behavior (Montano
& Casprzyk, 2015).

3. Methodology

New experimental psychology was suggested by Wilhelm Max
Wundt, who defiend four basic differents between observational and
experimental studies in 1911, including manipulation, arbitrariness,
reproducibility and isolation of irrelevant factors. To assess the
hypotheses outlined in in this research, we ended up hand picking 18 fast
moving consumer goods as utilitarian products as well as garment,
backpack and furniture out of 264 products in 6 categories of fresh foods,
drinks, electric appliances, non-electric appliances, hygiene and
cosmetics in 2021. We also embedded these singled out products in 18
frames with a green background to let the participants focus on the
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packaging of the products, brands, messages and the advertisements as a
whole. To record visual attention of the participants, we needed to design
unknown brands to avoid biasing. We also ended up designing two
rational and emotional messages as for each product in order to divide
the advertisemnets in two categories to be shown to three groups of
partcipants  (control, rationally manipulated and emotionally
manipulalated groups). This experimental research is based on a multi-
factorial 2X3 situations, in which 180 particiants randomly were assigned
to a control group, a rationally manipulated group and an emotionally
manipulated group.

4. Result

The results of measuring visual attention indicators showed that visit
count, visit duration, and fixation count for the entire area of the rational
advertisement were higher than the same value for the entire area of the
emotional advertisement, and fixation duration for the entire area of the
emotional advertisement was higher than the same value for the entire
area of rational one. Also, the visual attention of the viewers of the
rational advertisement was higher than that of the emotional
advertisement. The average of the first time to the first fixation for the
entire area of rational advertisements is shorter than the entire area of
emotional advertisements, meaning that the visual attention of the
participants in the experiment was attracted faster when faced up to the
rational advertisements, that is, more visual attention occurred. The
interactive effect of rational message and rational thinking, in addition to
the interactive effect of emotional message and rational thinking on
purchase intention and the role of visual attention as a mediating variable
in the effect of the interactive relationship between thinking style and
advertising message on advertisement attractiveness and purchase
intention were significant. Also, it was found that 73% of the variences in
purchase intention is determined by the attractiveness of the
advertisement. According to the results of Hayes regression and the
analysis of variance, the interactive effect of rational message and
rational thinking on advertisement attractiveness and purchase intention
and the role of visual attention in the interactive effect of thinking style
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and advertisement message on advertisement attractiveness and purchase
intention are significant. This research presents three models including
the positive effect of rational thinking and rational message, the positive
effect of rational thinking and emotional message, and the positive effect
of rational thinking and emotional message and advertisement
attractiveness on purchase intention as the highest direct effect of
predictor variables on outcome variables.

5. Discussion

This study contributes to the literature of the consumer behavior in
retail industry. As shown in Digram 1, visit duration for those being
rationally manipulated who observed rational advertisement are less than
those being intuitively manipulated, meaning that visual attention to
emotional messages took longer than rational ads. -0.5 & 0.5 are
emotional and rational message format respectively. Diagram 2 shows
that those who have been rationally manipulated, observing rational
advertisement, had longer visual attention than those who have been
intuitively manipulated. As shown in digram 2, visit duration for those
being rationally manipulated who observed rational advertisement is
significantly less than those being intuitively manipulated. This implies
that visual attention to emotional messages took longer than that of
rational ads.
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Figure 1: Conceptual model for impact of thinking style & advertisement message
on advertisement attractiveness & purchase intention
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1. Independent-Samples T-Test
2. Analysis of Variances (ANOVA)
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Table 2: Participants frequency of age

sl Frequency

Lo, Percent

18-22 126 70
23-27 35 19.44
28-32 9 5
33-37 2 1.11
38-42 5 2.78
43-50 3 1.67
Sum 180 100

OB 8 ub 3155 513, Slgld g 1 ¥ g
Table 3: Participants frequency of purchase behavior

Purchase behavior Frequency Percent | Cumulative Frequency
L5 ) Syl o)d e Syl
Online+Offline 132 72.9 73.3
Online 17 9.4 82.8
Offline 31 17.1 100
Sum 180 100

(sibie S8 @lyes FligyS Wl Jolis ¥ ¥ (6T (o) )] doliiwpy (olg) Jlol F Jodo 5
S b el bl 2 (228 6150 5 el (gl SE (dale S )lie 5 ol
€5 9 S og) Jitue (slayite 2lgy ol izren sl 013 Cluzs] JAD (EaS
ool ashil > ()l drg (slo (asls) (oole g (5 aad g &l Colle) diady {als

Gl
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Table 4: Research Reliability
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Rational ability
csilaie & Lo 327 | 037
Rational engagement
Experiential ability
S S e 3.30 0.38
Experiential engagement
il S5 0g50 3.32 0.29
Rational Thinking style
S S 0555 3.29 0.27
Experiential thinking style
Advertisement attractiveness xls colis 3.16 0.49 0.914 0.914
Purchase intention.y, s wuas 3.08 0.48
ilaie @liX late (g5 0.0056 | 0.25 0.784 0.784
Rational message*rational
manipulation
> EX 50 )5 s 0.02 0.25
Sensory message*intuitive
manipulation
Visit count/s,sjl, s 1.98 3.05 0.734 0.794
Visit duration/ sl o 3.66 4.90
Time to first fixation/cws sl obo; 0.32 0.57
Total fixation duration/c.s < Js 3.49 4.58
Fixation count/c.s clsés 12.7 16.6
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Table 5: Linear regression results (Rational/Intuitive Thinking Style) on
advertisement attractiveness and purchase intention -Experiment

535 VFA idiges Y b &l culi> advertisement
islejl 09,8 purchase intention attractiveness
N=148 Sig. B Sig. p
Experimental group SPlise g | oy $)Pliss s by o p
Constantc. 0.000*** 3.122 0.000%*** 3.152
Rational manipulation/ _ikis ¢, s 0.317 0.074 0.788 0.022
Sensory message/ .o b, 0.659 0.054 0.589 -0.069
o ply X ilato (o) 0.048* 0.293 0.279 0.167
Sensory message*rational manipulation
asis cups R2 0.047 0.022
i F 1.055 0.471
Sl me daw P 0.397 0.875
55 VFA thges L5 A &l culis advertisement
ialejl 09,8 purchase intention attractiveness
N=148 Sig. p Sig. p
Experimental group S )blize gaw Ly oo S hline Ly o p
Constantceot 0.000*** 2.998 0.000*** 3.019
b e 0.540 0.044 0.844 -0.015
Rational manipulation
Rational Message/ bz el 0.203 -0.193 0.116 -0.248

1. Durbin-Watson
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hte )5 cwd X daie ply
Rational message*rational 0.048* -0.286 0.182 -0.199
manipulation
Al oo R2 0.078 0.068
b F 1.819 1.562
&> e o P 0.076 0.139

b g b Sl g1 o] i ol 9 G390 ST Jolai 5T (B (ygem Sy S - T Jga

(Ul >

Table 6: Linear regression results (Rational/Intuitive Thinking Style) on
advertisement attractiveness and purchase intention -Experiment

35 VFA tdigas Ay dad &l culis advertisement
Dialojl 09,8 purchase intention attractiveness
N=148 Sig. B Sig. p
Experimental group Shline v | oy $)Plixe o L o p
Constanteyt 0.000*** 3.108 0.000*** 3.147
SRS S 0.856 | 0.014 0.840 0.016
Intuitive manipulation
Sensory message/ .. sl 0.974 0.004 0.451 -0.097
$3d (55 s X o ply
Sensory message*intuitive 0.450 -0.113 0.648 -0.070
manipulation
Ll co s R2 0.024 0.016
b F 0.520 0.347
S e pdawP 0.840 0.946
28 VFA idige L5 ab & ol
Lislejl 09,8 purchase intention advertisement attractiveness
N=148 Sig. B Sig. p
Experimental group Sobliso g | by $)Pliss o by o
Constanteot 0.208 -0.051 0.003 0.119
Intuitive manipulation csss S 0.496 -0.055 0.458 0.059
Rational Message/ ke pl, 0.035 -0.173 0.071 0.145
o9t (65 s X ilaio ply 0.238 0.193 0.259 -0.180
Rational message*intuitive
manipulation
LAkt s R2 0.043 0.035
i F 2.159 1.724
S ixe awP 0.095 0.165

S5 ad gy e oly g ke S Wl w2 90
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Table 7: Results of Analysis of Variance (ANOVA) Test

ke sgione Jiuno (sla yiie

Z [ Between | Within EL‘,_ Indep_endent
:E. S | goups | groups | | G o V?rlailes

% GRS o | 8B o % B: ;ef\ dg::;
variables

1.Fisher
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Advertisement attractiveness
Rational message*rational thinking
Advertisement attractiveness
Sensory message*intuitive thinking
L5 Juab
Purchase intention
Rational message*rational thinking
L5 Juab
Purchase intention
Sensory message*intuitive thinking

Note: p<0.05*, n=180

Hla | 0.318 0.21 1.5 0.03*

Hlb | 0.151 0.287 0.5 0.996

H2a 0.34 0.18 1.9 0.002*

H2b | 0.175 0.254 6.9 0.941

62 ool Iy Foss polel 5 S Cony it A Jga
Table 8: Results of Post Hoc Test based on Bonferroni & LSD

5kl il ol Sile ygiome 6 llixe prdaus it 5 dly pite
SD Mean square P value Dependent & independent variable
&l colis
Advertisement attractiveness
0.1437 0.1327 0.357
Sl = s ply
Message*Manipulation
b5 Juad
0.1377 0.3086 0.026* Purchase intention

G # &l ply
Message*Manipulation

Note: p<0.05*, n=180

s M=0.31)usses s oV s 2ad oped (ki D31 A Jor b
ks Calis gl oMo ope sl 65 b S b a8 ool ST s (SD=0. 14
(SD=0.14 4M=0.31) L5405 jl >

e glysa @l w2y gl pasld (i85 - H2C 5 HIC gl 4o)8 o)y
Lab g gl colie (KX)o ply o (dlate S5 0520 ol alarly 586 ) (M) 2ele
(Y)er
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Fifure 3: Direct and indirect effect of independent variables on dependent
variables
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1. PROCESS Macro Software

2. Sobel-Test

3. Bootstrap Confidence interval method
4. MacKinnon D. P.
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Table 9: Coefficient of determination for regression of visual attention indexes on
thinking style & advertisement message

b S8 | e S| o S5 | o S

e ply > ply o> ply e ply
0.63 0.20 0.19 0.64 Visit count/asjl clés
0.56 0.49 0.49 0.56 Visit duration/s;b e
0.34 0.18 0.15 0.34 Time to first fixation/cws sl ole;
0.58 0.56 0.56 0.58 Total fixation duration/cus ca. Js
0.59 0.49 0.49 0.59 Fixation count/c..s ols

(Ohalo3 (slog5) iy (5o yuiso b ol 5 S5 0955 alasly )3 (553 drgf (I (ot G 2 Y+ Jgoia
Table 10: Results of evaluation of visual attention role in relation of thinking style
& message with dpendent variables

osilate ply

Rational message

3

GRS S8
> ply
Sensory message

Intuitive thinking

oo ply

Sensory message

3

wsilate ply

5 S
Intuitive thinking
Rational message
Rational thinking
Rational thinking
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Visit count
v x X x . "E*AJL' Q“\"_
Visit duration
v x x v ) Rl f”'J" ‘%“’5 )
Time to first fixation
Sl Sde JS
x x x x Total fixation
duration
v x x v i “““ clds
Fixation count
5L Sy’
Visit count 205k @lésv” ' )
Y L & calis
ol e x x Visit count Advertisement
Visit duration Costs lebsY .
s L attractiveness
Gl ledd Fixation count
Fixation count
ik Y’ s oyl o3
Visit count Time to first
o Q?,ng QL:’)"/. « N flxathn/ RS m _
Time to first fixation sl Sladd Purchase intention
o SlebsY’ Fixation count
Fixation count

b Calla 5 S& 020 dlally 3 ()l g (Pobe LI o) @lS 4o Ve o
oS psbler cusl o303 ol plalel o 09)S SiSi a ) (Gtalef] sleg )5S b +
s Colie p dlaie ply g @ogd S ooyl el Cundg > g e odalis
ol sl ilesl Cunsy j3 9 B13,S bl cut Olby 5 Wik Gde Wdjl @lids
©ldd g CalS loj gl W3l e B el e ply g 90 SIS
ol Coplie py late ply g late S& (ol 35 Glofl Cumig )3 535 laliae o5
5 ihie & 58w ol p3l Lialojl Cundg 13 5 ybline cont lady g 1335L @ladd
52355 jllas s Glaby g St Gloj gl B A dlate ply

ol oyl oloj VY Jgaa
Table 11: Time to first fixation
Time to First Fixation /Sensory | Time to First Fixation /Rational
(o &) s Oyl B oo (i) Cos gl b o
ks 3)90 4t AOI N MEAN N MEAN
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%, Brand 86 5.62 89 5.30
wnat., Package 86 0.04 89 0.07
¢L, Message 86 0.19 89 0.55
&l Js Total 86 0.05 89 0.04

4>l sy (Cas) S i gl U ploj bawgie 980 dlanMe VY Jgir 53 o5 459S0kes

ol 4l 03g 5 olisS e Slils IS 4ol (gl il e & cond dlais Clids JS
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Table 12: Direct, indirect and total effect of thinking style & advertisement
message on advertisement attractiveness and purchase intention

Total Effect | Direct effect | Indirect effect
&5 clis p laia ply 5 Gilate ) cus 5l
0.045 -0.247 0.292 Effect of rational manipulation & Rational
message on advertisement attractiveness
B ey hie ply (late g e 36
0.001 -0.192 0.193 Effect of rational manipulation & Rational
message on purchase intention
B3 calis o ply 5 3068 e b
0.0165 0.0156 0.0009 Effect of intuitive manipulation & sensory
message on advertisement attractiveness
0 2B o pla g (9 S s b
0.0222 0.0135 0.0087 Effect of intuitive manipulation & sensory
message on purchase intention
s Calie e ply g (llate (55 Cud b
0.0117 0.0217 -0.010 Effect of rational manipulation & sensory
message on advertisement attractiveness
0 kb e ply 5 date S b
0.0579 0.0739 -0.016 Effect of rational manipulation & sensory
message on purchase intention
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