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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 appeal 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,
meanlnfq 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
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informing consumers about charateristics of a given product or service
(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
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frames with a green background to let the participants focus on the
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
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and the role of visual attention in the interactive effect of thinking style
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.

(1£Y)



IVA-IVY. oo VEoY L =YY (aluc € olowd ¢ YA 2490 G99 Dy S pde
I

d N

10.71737/jpm.2025.3093596 3 4
((g3s Wlia) ! !
o

paat
o

3 dys Ml g @l Culin 1 &l ol 9 S8 09500 olad alaily Sl glede
i L,y &b

T e @yarb § Sbusin 1) doolis Loy e

(VF Y AVY: g oy = VE-V/-5/% 1l o)

CRVCCS

S5 Pl B 5 (o900 iatn) KB 5 Jold aclisin Jolse 5t Jao 41 Bam b imgiy )
(2Bilejl g5 5 ptlof] (tmg% cnl 53 sl 03)F plosl 1y 5 s g &l Coplin (e g ilale)
Baged oaalia ) cus b (ilaio ply (g9l &5 A cuida Cldy SaS 4 lolejl 3 oAl S 0 Hi VA
S Ml 5 25 5 glol S 0550 (sl asbisng 53,8 blo5 SVl & s o eanlito Sl an 5
9 u3jl oy e il ladd a0l LS (gyld drgi b (asls iowiw gls Lol Fuoly o a3l
Odo g o &l S anl ol alin Jlads I YL el &l S anl ly cass oldy sl
Gl g Cuwl 0dg Libie @l IS a4l gy alie jlude b e gl S anl oy e
4ol (S ool U e bawgie opizmen ol 03y (o &b 1 VL (date @5 (Baie
2 OBAS eS8y gyl dagi & Cuslize (pl g 5olsS e Sl IS a0l 4 s it Clils
5 st pl b e S35 Jobs el 155 ool 510,85 o it 5 b gy ko]
Colie g ads ply b SE 05 ol day b 53 (asle it plyiedr (o)l doy (el gy i
Pl b nad gl ool bdledy o ply b dlate ,SE ol 556 ol Jlogine 5 0B g il
sl IS 56 0 YL

1505 sojle
585 0920 ¢ 4y duaB il Calis (g yld da il plo

o ) Olpllise olys ol g lulus 5 Cu pae 0aSiilde S8 )5k oyt 09,5 (515> (gl .
hendijani@UL.ac.ir (Jggue odim )yl el s oBaiilsecsyllus g oyt 03Sisly ¢ S8 5L o e 09,8 il ¥
Oyl recilrs o &uisly (g lbslus g o pie 0aSLily ( I8 )5L oy 05,5 Sbiwl Y

(144)


https://doi.org/10.71737/jpm.2025.3093596

olfSon 5 g3l 13 e et 3 505 0955 Slalss dll, b (slede

-

Aol

L b & bl gl i ygliie Wl dlyme 5 ply Sk o B
Hdy 50 Olads 4 0ulS Gpas ol 0 (Jaae S zyb 0 Db 0 basye S Sy
c)S\O.» 0999 cu»l.u.\>| ..))‘.) d¢>9 G:Lpghv S d)m).mw).) "L)LQ(»BQ.B)..AA )Lﬁ)ﬁ“")-’
B > Wes o Joie loj Job 0 &S SN S g o lads gl coglds o K yd
SaS & dg daled B iy Wbl K05 Jaame gl cuimd g Bags gl cuiad
el 4u435 9 u.S cn_ﬂ.wy gJ.‘....ayl a)'g).ol .))L\ié U"‘"’l“"’ 9 .-\-’Lu uﬁ)m ‘) u».)9> chaDU.»
sl VI aSul o)l Jidgs il 0aiS CBne oS A Jidd Byre o B pilgd 9 xe
Jolad 28l 00,8 0w il Yy (oYL Jledl cublB Gl L g atil oYL ad
Sl e oloj 9 1S Gy o o 4 U0y sl il YIS ol 18 4 Cod (g
3959 05> gy (oo sladd 4y (ilate g S (ipE oD A (9 0 (g e 3909 Olyie
Gre ) (668 ola S b dec a8 al8gy0 Gygo a4 S sl ] Al wles S e
2l 9o il Cdlgine Sbma (23 035 (o0 I Jliday ()8 (03 A8 (o Jos
i 3 S5 5] s opl g 3yblg Jes 4]y Ldlate (a3 B3yl oage

by Cdgtue i & plal jao g (pl g 3500 b (mas g e 2L e
8y B > 1) e e 3wyl o ]y (S Slops b Sy duslie 5 S e
g 5 slate 15 pliy U1 o8 S ol 5l (oo (S0 (555 S 3051 5 o 5 20,5
GeS (nl 3 &S Gl (o990 9d (o e (59 N Mad g &l Calix Sl Cbbe STl
JSge Gl Clals calo Bl Slls slo (uilil B gde wbby o @
3 Lioled cowlio aso e g a0 Sl YIS e YIS 1 dso oSSl s sl o S oo
098 igpel Dbl I o)l ) @l plo pnly 03 (Sgw Sl s (1925065 dily il
2 dad &l oSl Jeol Cole) pis g &S pgal g onl b (Se)LS pas Uy @
39 4 paie eShy (B jl 0l Bpae (50 s adpaly 35 e e

(1¢0)



IVA-IVY. oo VEoY L =YY (aluc € olowd ¢ YA 2490 B9 038 S o
I

Jocie uass 5 VI g 8 5l Jols el (gl iy i b (oolaBl (gl ol 5 0y
5 Y Jogb dnugs Slual 4 s )0 by Lgil o Lgd o Sl sgl plopus glo aijn
el Wy el Ko o0 g BUlS Bpas cuf y Gua b clals shb o)lu o )0 cwesd
Dgub 50
Sbpsie 9 gyude Olasuie Jold douadls jl 09,5 53 dawly & wilys oo (b yute
e Slasuio jasuin job 4 (VooF F eyl g ' B)Nes (can atws (o )ld,
Slaita b 5 el GBSl 5 (D Coner bilin (slagasls xS
Sy &S Cunl Sl g Jpae JUB ) gyuie gadygsp 5k 9 )3, I S5 )8,
oS S cnl ol (Yool T o 5 To)amd (oo LS Jpamme a5 Cundy o JUB 5
oo el SE Sl e 4 o Sy Sl B gdse ) SN Bras o 2
by 35 i o553 (358 pye s o g3 44Y 4 ) Sy s o 33 33,5
3oy sy aloiglis wriS s ya il 1 "ol g Bpae ) 5 w5 518, ) lids
33 3 538 Jele B 3 05 g ligsgs it S5 STl S o) gy
oli i > 8 55 Sy e el el s o Sind gl gl S
Jalas cg)lud dngi Wl 0dg0d dblsl 1) 008 B pas ¢ Jasme Jolge LB (3 29d o0 Jotie
) WSy oo Ngm Syomn ooVl Syone iaSTln osl alS el spia
2T ol Gl o (Y0 ) ed g udlgloils e Biore mlisy Wl 53 1y i
Slasuie b)) pl&in o Lible g (Bl lasilp & oliws iz by 57> o
ph ol amd o Fy ] Slesess Sbul gl 4 (UL Bpas by als
0l Sodginl o5 dilols S 4 & i Cby oKty (YA () 5 L b))l
Jbg5 il e b Y i 900 Co g aodih ladd i b Aesls Co g emen (gouxte sl

. Kotler P.

. Armstrong

. Wu, Hsin Hung

. Pan, Wan-Ru

. functional magnetic resonance imaging (fMRI)
. electroencephalography (EEG)

. Tobii Studio

. Visit Count

. Visit Duration

O 03N Nk~ W —

(1ev)



olfSon 5 g3l 13 e et 3 505 0955 Slalss dll, b (slede

Cowyd o5 il g Conth Oladd 3w b TeilS puinSid s Sde JS LY ko ygud pebunnn ST
oled o e g 655 o3l ]y Sy g U plos L LT eSS
5 VY Jlo o o] by Do 008 =B Lb )l b wlSg> Sagloyy 4k
@2 5 (e (Sl pluw 0ALS Caogi &5 035 (Byre alSgd Bildy sl ala (g S
ly (BaisS Gpas cleMbl (ol y a8 Colite i 93 dilgd hjlay 4l ail o
Cllad )3 oalisul 3)90 (3]l 0556 (ABly (65 ol L &5 Cunl cpl y odsdie hlel oo oy
Gl g G5 el Sl I Ol 25 (o S a2y BB i 0l Bpas
S msie plodl |y g Ol elSin SIS s & aibia gtel odde oyl
Bl 1393 0lj b s |y Jhags Cagllas WS o0 (a9 (2L |y Slao ) (sl as g0
1 g 051 S B Gy oMb bl byl 5Sd (Yoo F ey lSiom 5 239,J1) Atsles
5 " Sagrllslie DAY Tyols o 7 Sud)aS o slaiel (39863 5 Cn g S & 5]
Ol Sligiog (Ve oV (yolS)anil dalge ol (Slalasl b & olKin ofogn (VoA ¢ B
9 ressid) amd o Fy ol Hldsnr s Izl )3 0uiS Bpae dixie Glesewad 45T Wl el
oS Span 2118 w25y 65 p dAE QL] p 290 g (hate S 0550 Vo0V (e
3 225 5 ibaie S5 005 B (VI (ylSan 5 yl) 2l 3B esd Shal S
0575 5 S o oo (hyy 90 4 SE 00 9 Al o S ] Bluogas iy jlate
(S slie (275 SB guSy el 01,5 gy Al (S line Lo Ll 5 Slas
)5 donih Caepu 4 Slge S5 08 gy S > OS¢ Y] @ (I S (Sl
S8 %00 (g9 1 ablige S (Gl e 53213 5 4dlniie 5 b g ST iy S5 IS
Ol > w8 g 15018 (gt ¢ oo dlud o 012l Jolan g e (o Mie (it
25 allae Vb w05 L g SlalST 36 b plyy oo 4 Jolae (3My <b9) sl 1> 2w

. Fixation Duration

. Fixation Count

. Time to first fixation

. Cognitive-Experiential Self-Theory(CEST)
Elrod T.

. Taylor S.E.

.Fiske S.T. &

. Milosavljevic, M.

. Fitzsimons G.J

0. Ares Gaston

— 00NN A WN—

(1£Y)



IVA-IVY. oo VEoY L =YY (aluc € olowd ¢ YA 2490 B9 038 S o
I

VooV TG0y o TopedlS Veed Mo )Bgm ¥ oY 5 32AF (plianlail o sl S 8
0 8095 9 oSSl Ve e & uls (65 9 Yol AR5 yoglal
2 (850 S S b duglie o alaie (S5 Saaw b 01)8) ciad o oyl iy Ollllas
iy e bt 355 5l (Folite sl il Slils 5 2Lk e b agalye plin
2133 453 VI 69y » Vb Caad (3 edd (o0 LS (g0 Sl e o gl
P ju 313l cp 5ih> 5 Cuwd (g 3 (o0 (U (5300 Sl cul S (o0 LS (g e e
ol 1) Jyaze b basye w5 30 Wlgie oot ply S 3 plual (o w5
bls)l g5 5 Jparme Caple 4 (B b 3o Gl )adls phS Gy & gusly (YO ¢ Jls)amd
Hlkiaden sl oged § LSy i ) odlital 3yl St o o b AL G puse
15 45 g9 (Vo ¥l 4y slited b gy (VAN o ¢ * IS Ll o NS ks
Tap g S 4" i B Mg, g (ol S ey oo 1B AST 050 ],
D o ol 225 BB 558 ©)le 50 G Ol & pled S 4R i
Ol (VW) lSen 5 (S TS 55e " m 3MS 3yl 5 S 42" o ply el
awd 93 ;0 1y &l plo spaly Ll )y Vs #)b g lgie p il plo (slas ol a8 aiils
15 Jos 9 Sl jlasjle (Lol lo 0955905 (g il (Lisls 09,5 5 9 (Lol
D8 dpasie h9yd Soidy (Hubhi b 0g)Spj Jold Sl ply 3yl sl 095
o) gai glb 0g)S 05 Jolis LS 5o pg3 09,5 9 GleMbh- 551,58 5 300l (321 gyl
Pkl —l il T o pealy il o 15 Sy 5818 g )l i Cuo b iy g
5l WS)le &S Lgd o adls wlds ) 3 ply dyaly lgea (VA P 5L,L)

. Hogarth

. Kahneman S.

. Frederick S.

. Sloman S. A.

. Smith E. R.

. Decoster J.

. Chaiken

. Trope

9. Eagly A.H.

10. Burton

11. Elden M.

12. Reeves

13. Bernbach

14. Burnett

15. Argument, Information, Image, Emotion and Entertainment(AlIEE)
16. Moriarty S.E.

0NN W~

(14A)



olfSon 5 g3l 13 e et 3 505 0955 Slalss dll, b (slede

s 4 oSy oo & plxd g pgal 9 BpS (o0 S (dlale 09)5 3 ply sbadpal,
.(Y'Y' ch.§1§9§)3| 9 \)L»)y) J.J)..f & )])3 odlawl d)90 ccblflb

Sl 1 435,50 65 031l B dab gyl 5l ol Jgame 4 s (638 5,55
5 39V8) 33,5 (oo oty oy adlge Sy plyiedy el o 5 1By 4 0y 5 b Ml
Sy g ond lpl W yd daB o dwslie g 0l Il 0,8 Lab (608 ojlul (S (Yere Sl
ol Bam gy cpl (Yo Y (o)Ken o SV Nevr pls g 5l) Cunl edgy Hladd 5 ably
—sikate) ply B 5 (o905 —ilaie) JSB 03 (ol alarly 13U ol ] gl s
CS b n 3 ) 5l g dorien b3 aal g &l Calia )l 2y )b ) &S (e
Sles ol lueb! 48 o oSS inloj] plosl L a8 (ol dolidin p 5ok 5l BaS

PRy 41513)&@5%5&3764%&)5&45)4);@)53‘15&19; UPpa> 43 (§dAxie ylaaste
pll Cladss I (03)lge .l atildy polus oSt (e0Meo Sl dnd slllw ;I wlidss -yl
Colin p e —ibaie &5 ply B 5 (gored — i SE 08 ol b 4 lojon
Y Vo K I INVEES WL I W

Oy, OIS 590 1) —Jgu>
Tablel: An overview on former researches

345 s Sl logizs | S i Jlo s olsis
Research result Variables Statistical Topic and year of research
population p Y
039 Ly el 09,5 plos (s ity (bl puate | Consp canas s=iib ¥y | The Effect of Organic Food Labels
@l olisl deg olasl oo olge i p oS | byl on Copsumer Attenflon Prexler, 2017
ol 3l oLzl 3g5 oS b pue dogi p S gl Glommr p b
jsal G 1 5 aM o350 ligel LIS | o 5 Cumin ST Effects of gender and thinking style
Jloo 23 33 oy ligel il g2 et | alols 4 S 594l Lol on stud_ents’ creative thinking Ability
S8 3305 Jae 0l e x| ol ol i oy Yan Piaw, 2013 ‘
b bl JSK5 4 1y b oyl 2509y 5308 « s05805 b B SE llgn SE ey iz U
AR 75 290 o9y & g Sl isel
G Coamd e (pSgw oxmd U bt | cwld @l @y | Lol w00 Influence of Regulatory Fit Theory on
5 oo Sy @b Clxay g olls | K9 5 e Persuasion from Google: An Eye Tracking
T T 4 B Study, lleana&Romero, 2020
25 glo o515 5ol qST | o I8y eebs BDANAP i
Al N s S 5SS ey ks s 5395
Sl e 048 a3 0I5k o A
0,35k wlils o )

1. Yurttas O.
2. Ozkocak Y.
3. Follows

4. Jobber

(144)



VYA IVY . oo Y Eo Y Gliano;—YY o

’x3 D)loa:h A 0)9:

(539 01 S pie

P S e Cudge & amd e ol b adl | ¥ 0 % cudse | geezib YA | The influence of banner position &
Juboss g ol il 1y (yglol Wl e des)b | g cusly YU cdls Jls,, | user experience on recall. The
Casly 9 0 Conms 48s5 3o L ook | cusly by oo | mediating role of visual attention,
olyad 4y (63 dog > eyl dmio oy | 48 9 e Francisco Mufioz-Leiva et al, 2021
o gl g s a8 e B | S Ll G LBl 2 28y sy ot U
Al i Slig & g bl Cndge S g s o) (ke
P bl
5 laie S5 0550 Cuto il (3o cul @l | dlate &5 ogs il YOF The effect of rational-experiential
Pl by 3Sles p (o350 S Lo il s thinking  style  on  stock-flow
15 lie (M Ll s 290 5311, ks bl performance: The mediating role of
b 5 oo M Cagllasiny 5 Misdn e cognitive reflection, Rosa Hendijani
s . S oo Sles etal., 2021
G I e XCP SR & P o ' P}
558las 5 Lsanl b i ihais S, Condie s bz 3Sles p s dhle S ops b
&2 @S Uy WS b plew 0l les
3)8des g (Bl QUL s oyeiy (hieysl
S pleew oby>
S5y g okd STyl gaiadgu ¢ 45,55 olesel b Siolazel FAS Drivers of purchase intention in
ot sl psite 2B 5 s by pSile | STl gtenges Instagram Commerce, Doaa
. . o - . . Herzallah, & et al., 2022
Wl ol 2 @ g e i en S| )l g el s o o o
_ o P8 ls] )l 53 3 1B (Gl e
Sl fgo | pEaad iSls
5 o ySed (AON) e 30 dilato A o ) Lible o6 S ¥ Assessing consumer attention and
g ySihe S 5 oyl by S G g grou_sal using eye trf_icking technology
R T in virtual retail environment, Nayeon
7ORE R o O Kim & Hyunsoo Lee, 2021
el axiio & ()t g gl b dulie S oslizal b Sl 5 oA Gpao dogi i)
sl Bglass iz b,y
Sy &l culis g eas Sl Saow cole &8 5V The Influence of High-/Low-Context
diaoj ops s & LSl S cSps | STl Sas | 4 Seheass | Culture on Perceived Ad Complexity
.l e " and Liking, Jos Hornikx & Rob le
g b YL (a3 ° [EAgWRRTA .
s culis o Pair, 2017
T e o ol S g1 o5 5 Yl Sinsp aes il
T p e Jles 5 oai
o)l cute b 8 b ibate w5 0S| lateny 5 0351 JEAPH Rational buying motive and emotional
- . e e . . buying motive of consumers in the era of
2 g bl b oS oS dog | blens 255 Covid-19 pandemic,Tony Seno Aji & et
sl 36 Ly5 duab al., 2021
Ol BaS Brae Sbus o it 1)5 035
VA-168 (655 dod
AU e s isesly et SE | o ol | e B TAD [ b eyt Sl sl i S8 S il
ilale S5 aw Gl L g il (gblie | s g 5 o oy ST olSislse iz e 9 3L VI g5 5 b i
LY gl e Rl by sl | s (ol slo ESWRNINS
ilato S&5 (6,5, 3 pYL 6550 .
2 hbie SE 655 G‘Mff LS)"S : b s
ol 03903 s ) (3958 lals
wbucw‘dlm&ud;w 5 i Olagls Slals: i Sl ol yide 5 Ny A Cumd )5, slenl o alo, )»b
SERET SR C 2 G p d;wf la 4S5 (e RS (5955 oyl S il 3)90 £i0) s A
Q::" Pk b aa g )b ‘u‘*‘ )““ s PPN WAY (o) Kan 5 (Sin b
o {»9; CusS aw » 5)>4.>> ol ,5,»-: il Sy 5SS
Sl g (B9 5l ey Sleis g Mg b s

Gob il oy 4 gl clls wlhaie b
S G5 5 S 4 slaial e o5
Kalosl oo b5 wad "l g

(10+)



olfSon 5 g3l 13 e et 3 505 0955 Slalss dll, b (slede

0975 & 33 gy Ggldl B pgdge > GENS SBpae o b & Jlhe cnl &b

5550 by Jparme 1o pod 4Y 4 45) Joame S b 9005 o 5k il S5 oo
@ LiS oy il )3 "led g Bruao By 9 05 1By 53 (Sligls 4y 0uiS B puas olSS
B > 05551 5 0yl cCanasd ¢ 15,55 « STl S5 ¢ olus! g 51 o)l 3959 oleisles
55 S 30 il gl il Sin s slagois s 503 (s 3] 5 53,8 ol
b9 51 23905 o] 015 e g ol B 5 393 (o Syt e g 5 &5
O Naw «Syme VL S e i 55 sl als ¢ ol dgnie Hla JSlas gl
by oy (Yo ()h)Sar 5 (uilgl)ojlu oo Bire ol alole jo 1) jasis o b S
Sde ¢ 05l Gledd Bl yemad (3dxte sl (atls M gdgiul o dleln S8 4 &S puis

g S o3l 1) 7 S gl B ey 90 et ladd dlaw ¢ Tews e IS5 il

Sl o

— ki) SE ogps ol dlaly il o5 conl T ailgly s o) Gaa gyl
M aa g il Calie s ars o 1y b (e ilats) ply JB 5 (03065
eSS ptale3l bl 51y &5 (gl dsliduoyy )b 5l A €S b w5 k8, 5l g doxi
Ll ol bl 155 o

pide b 1y 2 0 g s Clie &l ply B 5 1S ogos b Jae V JSC

1.Tobii Studio

2.Visit Count

3.Visit Duration
4.Fixation Duration
5.Fixation Count
6.Time to first fixation

(VoY)



\ri—\v‘.y.y AEXAS UM}—V\ LF’L"" £ D)loa:} A 0,93 539 0k SO0
b

Hle
o Hla ————»
‘5& 3}:1_‘ - | FARTLNRITY
38 .
SR (s H].b
H2a H2b
— 3
Hle
&b ply
B L ey

5 ns5 auad g GlS Canlia 1 b ol 9 S 0950 olad dbuly 5T IS ogte Jao V1SS
i Ly 5 b
Figure 1: Conceptual model for impact of thinking style & advertisement message
on advertisement attractiveness & purchase intention
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Table 2: Participants frequency of age

sl Frequency o,y 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 NS &8 p w55 4L8) (Jlgl)d pajei 1V Jga
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

1. Independent-Samples T-Test

2. Analysis of Variances (ANOVA)

(Vot)
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Table 4: Research Reliability
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Rational ability
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Rational engagement
S bl 328 | 029
Experiential ability
S S ke 3.30 0.38
Experiential engagement
ilate S oy 332 | 029
Rational Thinking style
S S 035 3.29 0.27
Experiential thinking style
Advertisement attractiveness xls colis 3.16 0.49 0.914 0.914
Purchase intention.y, s a8 3.08 0.48
Lilate gloX ilate (6,5 Cand 0.0056 0.25 0.784 0.784
Rational message*rational
manipulation
s EX 625068 6y s 0.02 0.25

Sensory message*intuitive
manipulation

1.REI-40
2.Reliability
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Visit count/ sl lés 1.98 3.05 0.734 0.794
Visit duration/ss;l cas 3.66 4.90
Time to first fixation/cws ool lej 0.32 0.57
Total fixation duration/c.s e JS 3.49 458
Fixation count/c.s <lés 12.7 16.6

D s e gl lalas V] 5,5 ol Y s (s 5 oslizal (sl
sokaie 4 gycpl 5l bl 4Bl den g (Smen 35 balled o 520,55 ) aBly polde g o
sedly s> 0sedl @l g 3,5 edliel "oygusly = g ool ke Mzl )
Doy pAs (D90 dgdye 4 dxgd b aSt wiily HIE YO U VA o3l j0 diuily 9 (ool (slapuxie
Al jlome (ge,S )y jledlatl dalbd g (Siusen

b 4w 48 (3905
G gl 1 o oy g o I 53T oy (3305]

adyd O Jodo) F= VOSY (odljl aspd g P=o/NAY >+/+0 (g s Lixo paw Jgas s
oesibie ply g (S Glals b ekl (Sa gyl ol )8l apales 1 Hla) 205 5, Hla
F= +ASY g P=2/YVA <o+ gyl ine gdaw ol S5 &y o5V (0, o 13l s coplin
23,55 S s Sl s ply g baie SE5 () Lol 36 (ol

dad g i Canlin 1 o] i ol g ilaie S5 dolsi il (S yomw 5y W - 0 Jgua
(Uialejl)a 5
Table 5: Linear regression results (Rational/Intuitive Thinking Style) on
advertisement attractiveness and purchase intention -Experiment

535 VFA idiges RPPERW &l culis advertisement
Uinlojl 09,5 purchase intention attractiveness
N=148 Sig. B Sig. p
Experimental group Shlise g | Loy $)Pliss s by o p
Constanteut 0.000*** 3.122 0.000*** 3.152
Rational manipulation/ s 5 cuws 0.317 0.074 0.788 0.022
Sensory message/ .o b, 0.659 0.054 0.589 -0.069
o ply X ihate ()8 0.048* 0.293 0.279 0.167
Sensory message*rational manipulation

1. Durbin-Watson
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Lasuls oo R2 0.047 0.022
i F 1.055 0.471
Sl inn o P 0.397 0.875
25 VFA g0 L5 Lad &ls colis advertisement
Dlalojl 09,8 purchase intention attractiveness
N=148 Sig. B Sig. B
Experimental group 85Plae o Ly oy & sPlae o & o
Constantcot 0.000*** 2.998 0.000*** 3.019
. e ‘”K.CMD . 0.540 0.044 0.844 -0.015
Rational manipulation
Rational Message/ ko pl, 0.203 -0.193 0.116 -0.248
bie )5 s X i ply
Rational message*rational 0.048* -0.286 0.182 -0.199
manipulation
Lasuls ey R2 0.078 0.068
i F 1.819 1.562
Gl ine o P 0.076 0.139
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Table 6: Linear regression results (Rational/Intuitive Thinking Style) on
advertisement attractiveness and purchase intention -Experiment

25 YFA 1hges L b &by culis advertisement
Dialojl 09,8 purchase intention attractiveness
N=148 Sig. B Sig. p
Experimental group Sl v | s S)Plixe o L o po
Constanteot 0.000*** 3.108 0.000*** 3.147
SRS e 0.856 0.014 0.840 0.016
Intuitive manipulation
Sensory message/ .. sl 0.974 0.004 0.451 -0.097
$3b (55 Cens X o ply
Sensory message*intuitive 0.450 -0.113 0.648 -0.070
manipulation
LAkt s R2 0.024 0.016
yiud F 0.520 0.347
Gl sine anP 0.840 0.946
25 \FA g0 S &l calis
islejl 09,8 purchase intention advertisement attractiveness
N=148 Sig. p Sig. p
Experimental group Soblso g | gy $)Plise s by o
Constantet 0.208 -0.051 0.003 0.119
Intuitive manipulation cses ¢ S'cws 0.496 -0.055 0.458 0.059

(Vov)
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Rational Message/ e plo 0.035 -0.173 0.071 0.145
95 ()8 Caws X ilato ply 0.238 0.193 0.259 -0.180
Rational message*intuitive
manipulation
Lasuls oo R2 0.043 0.035
i F 2.159 1.724
6ol (ine dawP 0.095 0.165
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Table 7: Results of Analysis of Variance (ANOVA) Test

oy
asaylodAH

ke Hedome

Between | Within
groups groups

RS o | 88 om

el

=
R e (9

d

Jitue (5l it
Independent
Variables
Aly o e
Dependent
variables

Hla

0.318 0.21

1.5 0.03*

Advertisement attractiveness
i 3w ilate Sis
Rational message*rational thinking

H1b

0.151 0.287

0.5 0.996

Advertisement attractiveness
Sensory message*intuitive thinking

H2a

0.34 0.18

1.9 0.002*

L5 Luab
Purchase intention
Rational message*rational thinking

H2b

0.175 0.254

6.9 0.941

L5 Juab
Purchase intention
Sensory message*intuitive thinking

Note: p<0.05*, n=180
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Table 8: Results of Post Hoc Test based on Bonferroni & LSD

5 bl 8l ol ke Hgdome

SD

Mean square

d)‘.}‘.i_m éa.w
P value

Jawo g Aty it
Dependent & independent variable

0.1437

0.1327

0.357

&l clin
Advertisement attractiveness
Gl gl ply
Message*Manipulation

0.1377

0.3086

0.026*

by b
Purchase intention
Gl # 2l ply
Message*Manipulation

1.Fisher

(10d)

Note: p<0.05*, n=180
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Fifure 3: Direct and indirect effect of independent variables on dependent
variables

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
SRS SE | e SE | R S5 | bl SE
ke ply > ply o> el e ply

0.63 0.20 0.19 0.64 Visit count/ss;b class

0.56 0.49 0.49 0.56 Visit duration/.ys;l e

0.34 0.18 0.15 0.34 Time to first fixation/cws Jsl 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
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Table 10: Results of evaluation of visual attention role in relation of thinking style
& message with dpendent variables
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Visit count
v x X X . ’}ML' QA"_
Visit duration
v x x v Sof gl oloj
Time to first fixation
CulS G20 JS
x x x x Total fixation
duration
v x x v Gt i
Fixation count
L5 RN
Visit count L3k elésy’ )
v = &l culis
sk e x x Visit count Advertisement
Visit duration Cots lebsY .
iy L attractiveness
s ledd Fixation count
Fixation count
ik eV’ s oyl oo
Visit count Time to first
_ WQJ,I OL.:)'\/- « N flxathn/ Ai}-A‘aé _
Time to first fixation ol Olabd Purchase intention
Conts SladaV Fixation count

Fixation count
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Table 11: Time to first fixation

Time to First Fixation /Sensory | Time to First Fixation /Rational
(o &) s gl B 0o ((aie) s gl b o
a5 3)90 54t AOI N MEAN N MEAN
o lows bwgie 0 loss Lwgie

%, Brand 86 5.62 89 5.30
wnai., Package 86 0.04 89 0.07
L, Message 86 0.19 89 0.55
&ls Js Total 86 0.05 89 0.04
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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
s calin p (il ply 5 e )cws b
0.045 -0.247 0.292 Effect of rational manipulation & Rational
message on advertisement attractiveness
2 had  ibie ply dlate () s il
0.001 -0.192 0.193 Effect of rational manipulation & Rational
message on purchase intention
&l culis p s ply 5 (391 5 b
0.0165 0.0156 0.0009 Effect of intuitive manipulation & sensory
message on advertisement attractiveness
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S sab s ply 5 9398 oS s sl
0.0222 0.0135 0.0087 Effect of intuitive manipulation & sensory
message on purchase intention

als calis s ply 5 ilato g cwd b
0.0117 0.0217 -0.010 Effect of rational manipulation & sensory
message on advertisement attractiveness

S vab s ply 5 (dlaie S il
0.0579 0.0739 -0.016 Effect of rational manipulation & sensory
message on purchase intention

Bl colie p hia ply 5 (0068 )5 s
0.063 -0.215 0.278 Effect of intuitive manipulation & rational
message on advertisement attractiveness

0 kb e ply 5 (So906d (S s il
0.033 -0.150 0.183 Effect of intuitive manipulation & rational
message on purchase intention

L dab p s colle 5 e ply o ihin S s b

Effect of rational manipulation & sensory
0.8117 0.807 0.0047 message & advertisement attractiveness on
purchase intention
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Figure 5: Model of impact of rational thinking
Figure 4: Model of impact of rational thinking
& sensory message on purchase intention & rational message on purchase
intention

Sl g TR uitnye 286 b 2y 5 by ilate SE g (s ply oo 580 pgd Jio
5 ibie JSE o iy Slayie Ak w6 ped Jdo lyied) quaiis pé 55 (ragd
Olsieds S 8oy s ply g (dlale Si5 ol b Jue 8 by s gl
5= N0 e p3b Cluisl b i aad p o Gl slagiie (ke b cpeg
Aoles o )l +/o¥Y S b

5 IRV JS b b s by s colin 5 o ply 5 ilate S (ol 53 o Je
o ply g bt S G i stie 136 pow St lgiedr (Sl o 5V L
9 8 At Olgieds B Aad s ply g ilate SE ol 8l Jaa 5 0B
site 56 g oAV pedtann 3l latsl b 2g)5 20 s oSty (sl it IS, 5Vl
(F JS8) wlesen @l o/ ¥V Glie 4 (5l g5 (20le

()



olfSon 5 g3l 13 e et 3 505 0955 Slalss dll, b (slede

Fational Visit count
tiking  TR2020 |y 1

R2=049 duration —l—., Adrm.isement
P=0.0483* Time to st — ¥y dffractivensss

R2=0.18| f=ation . p—_
Semsory | [R2=0.56 | T Bxaion P=0.0000%%*
message R2=0.49 Fixation R2=0.73

count
Purchase

intention

275 22 ) Gl Sl g s Pl g e SSE 55T Jae - U8
Figure 7: Model of impact of rational thinking, sensory message& advertisement
attractiveness on purchase intention
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