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ABSTRACT 
 

 In the prevalent competitive atmosphere in advertising industries, marketing 

communication is undergoing evolution. Huge number of products are available in the 

market with single purpose but different names. From the products of daily consumption 

to the services used only once or twice during the whole life, there is no end to the 

varieties a potential customer can find. The questions like “which one of the products 

should be used? Or a consumer is made to buy” is highly relevant. Here comes the role of 

commercials and consequently the advisers. Different techniques are in use to win the 

race of attracting maximum consumers. This research investigates the impact of rational 

and emotional advertising appeals on consumers in terms of their buying intentions.  

A qualitative method of research was adopted by the researchers to give a deeper insight 

into the issue under study. For this purpose focus group was designed comprising of  

14 housewives aging between 22-40 years belonging to upper and middle classes in 

Lahore. A questionnaire comprising of 5 open ended questions was designed to be asked 

from the respondents of the focus group. Findings of the study reveal that both emotive 

and rational appeals have varying impact on the buying decision of the consumers. The 

rational motives like information, knowledge and details about the product are more 

popular in advertising with greater effectiveness however the emotive appeals like love, 

fear and affection are less popular ones. Though both influence the consumer’s buying 

decision, the degree of impact is variable depending upon the age and experience of the 

consumers. 
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INTRODUCTION 
 

 Marketing discipline is developing with the passage of time. At present competitive 

spectrum in marketing has been elevated and it has affected the ideology as well as 

practical approach of many companies and organizations competing in an open economy. 

In this regard Integrated Marketing Communications has emerged as an essential 
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instrument in management for the organizations of almost every sector either public or 

private (Holm, 2006). Integrated marketing communications (IMC) plays an important 

role in construction and development of communications strategies. Even though no 

definite definition of IMC is present in literature however it can be considered as a 

logical structure which inclines a company to focus on certain promotional tools such as 

planned and unplanned communications to ensure more impressive impact (Mudzanani, 

2015).  
 

 Similarly, Integrated Marketing Communications is also a way of delivering 

messages to ensure the negotiation between consumer and seller. Among all other factors 

negotiation process is significant in developing effective marketing communication. 

Many marketing communication tools such as sales promotion, advertising, public 

relations and publicity, direct marketing, digital marketing have direct impact of 

designing and implementing negotiation strategies (Brezak, Vlastelica, & Kostić, 2019). 

This approach has proven its usefulness and practicality in marketing on social media 

platforms. Consumers of current era consult social media for information before making 

purchases. As the number of social media users is increasing organizations are 

recommended to make good use of upcoming marketing channels which includes 

efficient communication with buyers. Today social media channels are rising 

exponentially such as Twitter, Facebook, Google, YouTube and Whatsapp. They allow 

users to participate as more active market player and reach anyone or everyone at 

anytime and anywhere. Therefore, their accessibility, interactivity and widespread 

common availability has justified social media as one of the most effective marketing 

tool (Hamid & Akhir, 2013). 
 

 Advertisement is a tool of marketing communication. Its primary role is to inform 

potential buyers about products of respective advertiser by providing relevant and 

beneficial information in order to facilitate people to compare their products with 

competing products in the market. Moreover, by communicating the influencing 

messages it also promotes an understanding in potential buyers that the following product 

is a better choice among all those items (Zaware, Pawar, Zaware, & Louis, 2021). 

Interactive advertisement has proven to gain more positive buying behavior among 

buyers. Aside from television advertisement social networking is more significant in 

regulating effective message format and advertising literacy. Internet mediated 

communication is more effective therefore online marketing strategies in present social 

networking period provide an advantage to companies (Shen et al. 2016). 
 

 Advertisement has an effect on purchasing intent such relation can be found out by 

implying Fishbein and Ajzen’s framework which involves the practice, views, 

perception, objectives and attitude with respect to a particular product. Among potential 

buyers perception can be evolved by three ways such as by personal observation and 

experience, by knowledge and information gained by external factors and by assumptions 

(Fishbein & Icek, 1977). Buying behavior of people or their attitude towards a specific 

product is decided by their concepts and perception in a theoretical sequence.  
 

 It to be added that attitudes direct toward positive intentions in relation with a 

particular product and then these attitudes are further associated to certain explicit 

behaviors. This model helps to construct an investigation for advertisement to be an 
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independent factor which provides information and related data about an item. This 

information constructs and alters the opinion; conception and behavior of buyers which 

major factors in construction the buying decision of customers followed by their 

assurance to finally buy the respective product. For all this sequence to work an effective 

marketing message is required which has potential to have prominent impacts on the 

buyer’s purchase intention (Yeshin, 2012).  
 

 For this reason an impressive advertising message is required which should be noticed 

by the customer and this involves the placement of such message on an appropriate 

location, at the very exact moment and in the precise manner as well. In this competitive 

era a large amount of information and data with various advertising notes are bombarded 

on consumers daily. In order to dominant in at such time an advertising company must 

dedicate noteworthy amount of and efforts in planning and implementing efficient 

advertisements. For this, critical elements include the choice of proper mode of 

communication or any media along with the selection of fitting marketing plan to exhibit 

advertising messages (Sharma & Singh, 2021). 
 

 For the choice of media for advertising, practical ideas, time for communication and 

its scope and intensity rely either on chose subject or on position. The choice of 

advertising medium such as radio, television, press, cinema, theater, internet and others 

are influenced by features of media. These features are the capabilities and limitations for 

visual, auditory and situational enhancement of convincing and temptation of a marketing 

appeal (Vlastelica, Kostić-Stanković, & Cicvarić-Kostić, 2017). In addition, in integrated 

marketing communications the portrayal of telecommunication is growing rapidly and is 

more viewed by buyers which notify companies and organizations about the importance 

of proper and precise material and innovative layouts to put out information about their 

items to buyers in the online world (Hudson, Huang, Roth, & Madden, 2016) 
 

 A creative advertising strategy is based upon marketing appeals. Such appeals are 

used by sellers in advertisement to affect and pursue consumers. At first they influence 

how buyers inspect a product and then tempt them that their products are more 

appropriate and beneficial for them which as a result enhance buying intension (Zhang, 

Ko, & Taylor, 2011). In addition to that marketing appeals can be divided into two 

separate types emotional appeals and intellectual appeals depending upon the content of 

message conveyed by advertisement (lee & O'Connor, 2003).  
 

 Advertisement is considered as one of the most impactful method implemented for 

private and public objectives and in businesses to enhance sales. As world has become 

global village with expansion of internet and technology along with advancement in 

digital and print media such as television, radio, newspaper and journals etc., 

visualization of the item through advertising has also became necessary. 
 

 The primary goal of the current research is to find out the “impact of rational and 

emotional advertising appeals on consumers in terms of purchase intention” and to 

identify voids in the marketing literature by comparing logical and/or emotional brand 

appeals in order to improve service quality. 
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OBJECTIVES OF THE STUDY 
 

• To find out the impact of rational and emotional advertising appeals on consumers 

in terms of purchase intention. 

• To identify voids in the marketing literature by comparing rational and/or 

emotional brand appeals in order to improve service quality.  

 

RESEARCH QUESTIONS 
 

RQ1. Is the purchase intention of the consumers influenced by different advertising 

presentations? 
 

RQ2. Do emotional advertising appeals influence buying intent more than 

intellectual appeals? 

 

LITERATURE REVIEW 
 

Gender Roles 

 As there was no definite association established involving the consumption of 

requirements and the accomplishment of an effective advertising message therefore the 

major objective of this study is to analyze and evaluate the impacts of both rational and 

emotional advertising appeals on buying intentions among consumers. It is of common 

observation that a variety of advertising message might result in diverse impacts on 

buying behavior and intentions among buyers. Findings have shown that emotional 

advertising appeal affects women more prominently than rational advertising appeal 

while for men rational advertising appeal has proven to be more impactful. On the other 

hand “fear appeal” is effective to a certain limit following which result in selective 

conception and rejection or negative response. For this reason it is important for 

advertisers to choose an advertising appeal, combination of different appeals and creative 

representation which should be based upon the item, its use and type of potential 

audience following experimental verification of effectiveness of this approach 

(Jovanović, Vlastelica, & Kostić, 2017). 

 

Advertising Appeals 

 According to a research WeChat and micro blogging are two most used and 

influential social media platforms especially in China. They have developed into worth 

noticing communication tools for human. During such a situation advertising using social 

media has also become a centre of attention for business marketing. This research 

evaluated the influences of advertising appeal on the purchase behavior and intentions 

with in a current socialized media environment to explain the effective mechanism 

involving advertising appeal and customer purchase intents. This involved the use of 

behavior of brands as an intermediary variable. Literature study of this subject revealed 

the association of advertising persuasiveness, current state of brand with purchase intents 

of consumers. It directed the marketing advertisement for companies and organization in 

social media atmosphere into new direction and pointed out relevant study 

recommendations (He & Qu, 2018). 
 

  In another study abstract appeal and concrete appeal were explained. Both these 

appeals encourage the customers towards positive behavior in consumption of green 
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products. Abstract appeal expresses the features of green product in a general way while 

concrete appeal illustrated such features in a more specific way. Experimentation has 

proved concrete appeal is more impactful than abstract one in creating buying intents for 

green products. It suggests essential administrative implementations for those marketers 

which are looking forward to the promotion of green product consumption. Its emphasis 

is upon the modification of advertising message rather than types of advertising appeals 

to keep up with profit association of the items and consideration of situations wherever 

self-awareness in public and individual distinction are present (Yang, Lu, Zhu, & Su, 

2015). 
 

 In order to fill the gaps within marketing space it is compulsory to provide a complete 

evaluation of emotional appeal against rational advertising appeal based on minimum and 

maximum participation of products in order to enhance the impacts of advertisements. 

Advertising attitudes along with buying decisions are affected by various advertising 

appeals. By using the quasi-experimental design as a theoretical framework the impacts 

of various rational and emotional appeals for items of several categories can be evaluated. 

Here findings can be drawn to conclude the confident effect of such advertising appeals 

on consumer purchase decisions and advertising behavior. Moreover, for low 

involvement items emotional appeals holds greater impact on advertising behavior while 

for products of high participation its rational appeal that influences advertising attitudes 

(Akbari, 2015).  

 

Rational Advertising Appeal 

 Along with advertising appeal spokes persons for the brands also affect advertising 

and buying choice among users. Influence of spokesperson and advertising appeals on 

buying behavior and intents was investigated by cell phones business as a sample with 

print advertisements in experimental design. Findings have shown greater valuable affect 

on behavior regarding advertisement where instead of emotional appeals, rational appeals 

have outnumbered. The impact of combination of advertising appeals and expert 

spokesperson is stronger on buying intentions and effective advertisement. In the same 

way celebrity spokesperson has more impact than expert spokesperson (Lin, 2011).  

 

Emotional Advertising Appeal 

 As new forms of communication media are emerging, psychological divergence 

among people are transforming as an essential criteria for formulating advertising 

appeals. This helps advertisers to attain grater communication effectiveness. Another 

study was conducted to examine the capacity to process information among people 

through emotional, rational or both systems. According to the findings persuasive appeals 

has appeared to be more impactful whenever nature of appeal matches with an 

individual’s personality inclinations for processing of information. Moreover, 

informational emotional and informative appeals which match the processing type of 

buyers consequently cause beneficial and positive perceptions about brands improve the 

buying decisions and selection of brand (Ruiz & Sicilia, 2004).  
 

 In order to evaluate the intensity of emotions in a reaction of a person as a result of 

affect laden stimulus is evaluated by a scale referred to as “Affect Intensity Measurement 

(AIM)” scale. The differences in the affect intensity of individuals were examined to 
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comprehend their impacts on the message receivers and their responses based on 

emotional appeals. Studies have shown that people with strong emotional responses 

towards emotional advertising appeals had high affect intensity as compared with people 

depicting lower level of affect intensity. In addition, when such individuals were shown 

to a non emotional advertising appeal, intensity of emotional response remained 

unchanged. The influence of affect intensity on the buying behavior and decisions is 

regulated by both negative and positive emotions (Moore, Harris, & Chen, 1995). 

 

METHODOLOGY 
 

 Under the theoretical realm of “Uses and Gratification theory”, purpose of the study 

was to investigate the impact of emotional empirical appeals of advertising on the buying 

behavior of the consumers. For this purpose an empirical research was conducted while 

adopting focus group as a research method. The use of qualitative method helps to reflect 

a clear picture of the issue under study. For this research women belonging to upper class 

and middle class in Lahore were selected as the population of the study. The target 

population of the study comprised on housewives as they are more exposed to 

advertisements on television. The number of members selected for the focus group were 

14 as noted by Djuric, (2009) that most appropriate number to represent an effective 

focus group is between six to fourteen. Therefore 14 female participant were selected as 

the sample for this study (Djuric, 2009). The researchers selected 9 television 

commercials based on the requirement criteria. Advertisements such as “Golden Pearl, 

Face Fresh, Ponds, Fair & Lovely, Stillman, Nivea, Faiza Beauty Cream, Garnier and 

Himalaya” have been chosen with the help of convenience sampling method.  
 

 The demographic data presented variation in age of the participants of the focus 

group. The females selected as the sample of the study ranged from 22 years to 40 years 

of age. However most of the representatives in the focus group were around 40 years of 

age. All the participants were distributed in equal halves between upper class and middle 

class families. Moreover, all the female participants were married and had no 

employment status that means all the participants were housewives. A questionnaire, to 

be asked in the focus group, comprising of 5 total questions was carefully structured. 

Questions are enlisted as follows: 
 

1. Do you feel to buy a product after watching its commercial on television? 

2. Does the information about a product given in an advertisement convinces you to 

buy that product immediately?  

3. In a television commercial of a product emotional appeal is important or the 

information?  

4. What kind of message do you like to watch in an advertising content?  

5. While considering the given commercials which beauty cream would you like to 

purchase?  

 

FINDINGS 
 

 The analysis of the responses given by the participants of the focus group provide a 

deeper insight into the problem under discussion. In response to the question, “Do you 

feel to buy a product after watching its commercial on television?” most of the 
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participants respondents that in some cases they feel an urge to buy a particular product 

after watching it commercial on television. However in most of the cases it fails to make 

them buy that product. They believed that their buying intentions is not always affected 

by the advertising unless they are in need of particular product. Similarly in response to 

the question, “Does the information about a product given in an advertisement convinces 

you to buy that product immediately?” majority of the members in the focus group agreed 

with the stance that detailed information of a product serve as convincing motive to 

impact on their buying intentions. They opined that details about the features and 

functions (how the product will help the customer) is more convincing factor. However it 

rarely engage them to buy a product immediately.  
 

 Likewise while responding to the subsequent question, “In a television commercial of 

a product emotional appeal is important or the information?” the 4 members of the focus 

group were found with the opinion that generally information is stronger motivation in 

advertisements than the emotional appeal, though the others believed otherwise. They 

argued that emotional appeal while advertising a product is rarely effective depending on 

the age group. Children and teens are more likely to be influenced by the emotional 

appeal in commercials while the influence on youth and adults are not that strong. 

Additionally they also believed that emotional appeal is effective when the product is 

already known. Similarly, the findings also showed that majority of females from both 

the classes believed that usually, the buying choice depends on informational motives if 

the product is new. Moreover, the result also showed that most of the participants from 

the upper class and from the middle class stated that usually, the buying decision is made 

depends on emotional reasons if the product is previously used.  
 

 The question, “What kind of appeals grabs your attention in an advertisement 

content?” prove to be followed by variety of responses. Some of the respondents believed 

that the reality should be most promoted element in advertising a particular products. 

Similarly others believed that promotion of the product while highlighting the real 

properties it contains will be effective and influential with regards to the buying intention 

of the consumers. Therefore the respondents argued that reality about the product is the 

main thing that they want to see in a particular advertisement.  
 

  “While considering the given commercials which beauty cream would you like to 

purchase?” this question was asked from every participant and there was a difference of 

opinion between their choices as advertisements for Fair & Lovely and Garnier, 

according to the majority of the upper-class focused group team members, had the largest 

impact on their intention to purchase because the promoted items' qualities and benefits 

are clearly demonstrated and verified by specialists and delighted clients. On the other 

hand, the majority of middle-class members of the focus group said that videos featuring 

psychological appeals from Ponds and Nivea had the biggest impact on their purchasing 

intentions. They defend their actions by stating that they trigger specific feelings. When it 

came to buying Ponds beauty cream, the majority of middle-class participants said they 

would buy it if they simply watched an advertisement describing the consequences of 

health disorders related to skin for the aim of prevention.  
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DISCUSSION 
 

 The respondents in the focus group expressed their experience while exposed to 

different advertisements. Most of them argued that in any commercial the clear 

description of the product is the most important thing. However others believed that 

emotional appeal more attractive and creative part of an advertisement it always wins the 

appreciation of the consumers. It has also been related in this regard that emotional 

element to market a product is highly dependent on the nature of the product. The 

emotional appeal is successful when is well placed with the nature of the product or the 

benefit it brings to the consumer. If the emotional appeal exceeds it limit of attracting the 

attention of people it may fail to market the product successfully. As the emotional 

appeal becomes stronger and the consumer lose the focus of the product. Additionally it 

was also observed that participants of the focus group agreed that the concept of 

emotional appeal is convincing only when the customers have already known the product 

or have some sort experience.  
 

 Contrary to it rational and informative appeal is more effective while encouraging 

people to modify their purchase intentions towards a particular product. The participants 

related that detailed information about a product is more agreeable concept to be 

incorporated in any commercial. They feel more engaged towards a certain product while 

having maximum knowledge about the features and functions it contains. This shown 

details about an item being advertised find its way to grab the attention of the consumers 

in more successful way. The members of the focus group observed that through the given 

knowledge about the product consumers are enabled to decide whether they need a 

certain product or not. For instance in the given situation the customer find those product 

attractive that is more details about the function or the benefit of using it. Most of 

participants found it more reliable to buy “Golden pearl”, “Fair & lovely” and “Garnier” 

as they have good detail about the benefit it can bring in the life of a potential consumer. 

The images used in the advertisements shown the “before and after” results of using those 

products.  
 

 Similarly most of the respondents in the focused group believed that they want to see 

the elements of truthfulness and reality in commercials. The distraction from reality may 

fail to convince them to buy a certain product. The purchase intentions of the consumers 

is more likely to be influenced by the actual features of the product. Therefore the 

commercials of “beauty creams” are influential if they are incorporated with the reality 

based idea.  
 

 The element of demographics among the participants also played an important part 

while analyzing the responses of the members included in the focus group. The 

respondents younger in age were more attracted towards the emotional appeal however 

those around 40 were more influenced by the informational appeal in the commercial 

particularly in the given situation.  

 

CONCLUSION 
 

 The contemporary trends in advertising industry has aggravated the competitive 

environment in terms of marketing. Advertisers are found with innovative ideas coupled 

with variety of appeals while advertising a particular product. To keep in pace with the 
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current scenario major focus is being paid to the appeals through which a product is 

circulated. Findings of the study reveal that both emotional and rational approaches used 

in commercials play vital role in modifying the buying intentions of the consumers. The 

focus group conducted with the housewives in Lahore belonging to both upper and 

middle class supported the notion of rational and emotional appeals in the 

advertisements. However most of the respondents assumed the rational motives in 

advertising more effective and attention grabbing then the emotional motives 

incorporated in particular advertisements. The attitude of the advertiser while executing a 

commercial is also effective towards the buying intention of the consumer.  
 

 The findings of the focus group study confirmed that both emotive and rational 

approaches depicted in an advertisement are important to modify the purchase intention 

of the consumers. Rational advertising motives are more significant and popular but the 

emotional marketing strategies like attraction, love, fear and sympathy etc. are among the 

least significant in terms of deciding the purchase intention of the consumers. Thus this 

research concludes that both emotional and rational marketing approaches used in 

advertising are important in one way or the other to direct the purchase decision of the 

viewers/consumers.  

 

DELIMITATIONS OF THE STUDY 
 

 After conducting a survey of the public, researchers wrote study questions in Urdu 

and solicited their responses in Urdu. All parts and precautions of the study were taken 

into account, and the information gathered was translated into English and included as 

part of this research. 
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