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Abstract

A wide difference of opinion exists about the content and composition of emotions.

Advertising may influence an audience and their buying decisions about products

and services. The objective of this study is to better conceptualize how women

emotionally respond to emotional advertisements (EAs). The variant views are

integrated into an ACE model, composed of subordinate levels of emotions (E),

celebrity endorsements (C), and appeal drivers (A). This empirical study examines

women’s emotional response using data from 240 Chinese women respondents. The

study participants were invited to develop ACE mix based advertisements and fill out

questionnaires. PLS-SEM analysis, a novel approach in ACE advertisement

development and its applicability to consumer behavior, was used. The results show

that showbiz celebrities expressing the emotion of happiness with music and color

make the most effective ACE mix to influence the consumption behavior of women.

The results are significantly mediated by attention levels and are widely applicable in

the burgeoning advertising industry. The study also calls for further research with

different ACE mixes in different contexts and on different audiences. It also opens

doors for policy making and an appropriate understanding of women’s consumption

behavior in the Chinese context.

Keywords: Emotions, Celebrity endorsement, Appeal drivers, Advertisement,

Consumer behavior

Introduction

Advertising is an old phenomenon, which has been evolved over centuries.

Multidimensional tactics, which are being incorporated in advertisements to

influence consumer behavior, have ushered the advertisement industry into

a new era. Since emotions shape consumers ’ behavior and decision-making

(Khuong and Tram, 2015; Sebastian, 2014), anecdotal shreds of evidence

suggest that emotional advertisement (EA) has become a strategic tool to

influence consumer behavior favorably in a diversified business world.

Advertisers deploy creative strategies, for example, incorporating emotions

into advertisements in order to play on consumers ’ heartstrings with the

intention of influencing their decision-making (Roozen, 2013). The

oft-quoted emotional descriptions link emotions (E) to gestures, postures,

and tactics to manage actions or reactions (Bagozzi et al., 1999; Hakkak
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et al., 2016; King, 2016 Rhoton, 2014). Emotions are generally perceived to

be categorized in the obvious conceptualized dimensions, for example,

negative emotions (shame, disgust, fear, sadness, anger, rage, revenge, dis-

appointment, etc.) and positive emotions (joy, love, pride, happiness, hope,

etc.) (Hakkak et al., 2016; Plutchik, 1997; Ekman, 2007; Bindu et al., 2007),

but there is more emotional context hidden beneath this simple demarca-

tion. Many researchers see the need to study specific emotional states in

greater detail. This is the reason that in the marketing context emotional

appeals and their incorporation into promotions were rated as firms’ most

important tools for successful marketing strategies (Roos, 2014).

Every consumer has different choice criteria for advertised products (a term used to

address both products and services). Consumers evaluate products with their unique

choice and attention criteria which may include perceptions about the products and

different appeal drivers (A), that is, the product’s characteristics: how the product

sounds, looks, feels, etc. (O’ Shaughnessy and O’ Shaughnessy, 2003; Randhir et al.,

2016; Wagner, 2013). For example, a food advertisement incorporating the sound of a

sizzling steak, or a soft drink advertisement incorporating the sound of a soda cane

opening, with soda coming out, may strongly affect consumers making them crave the

product to satisfy their hunger and thirst (Lewis et al., 2012). Hence, marketers attempt

to stimulate consumers with emotions and a wide variety of appeal drivers in order to

influence consumers to choose their product. In doing so, many celebrities (C) often

appear in marketing and promotional communication (Patel, 2009). For example, fea-

turing of David Beckham, an English soccer star, in Police sunglasses and Vodafone ad-

vertisements was associated with an unprecedented increase in the business of the

respective companies (Pringle, 2004). One of the strategic tools of modern day market-

ing is the celebrity endorsement (Biswas et al., 2009). It is estimated that about 20–30%

of advertisements generally feature celebrity endorsers (Sliburyte, 2009; Hambrick and

Mahoney, 2011), and this trend has increased considerably in recent decades. Although

marketing professionals and other stakeholders are convinced about the effectiveness of

celebrity endorsers, yet little is known about what kind of celebrity endorsement is a

good fit with EAs, under emotions and appeal drivers, to influence consumers’ atten-

tion, buying and consumption behavior (Erdogan et al., 2001; Agrawal and Kamakura,

1995). The academic literature on marketing varies widely in addressing this dilemma.

Further, it demands investment and effort from companies to lead the market unless they

invest in EAs appropriately. Consequently, billions of dollars are invested every year in mar-

keting and advertisement strategies with the intention of influencing the behavior of con-

sumers. However, much of the invested effort and money is wasted on poor marketing ploys

which quickly exhaust opportunities to convince consumers to buy their products. There

might be many reasons for this failure, which range from the improper combination of emo-

tions (E), celebrity endorsements (C) and supporting appeal drivers (A) in the advertisements.

Apart from the industry perspective, the right choice of audience and their gender can deter-

mine the success magnitude of the EAs, which ultimately turns into market share

maximization. Further, it has been documented that men and women may have different

emotional responses towards advertised products, which may impact their attention and con-

sumption patterns. This may further impact the success or failure of the advertised product

(Donges et al., 2012; Vigil, 2009; Lwin and Phau, 2013). Hence, the identification of the proper
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audience for the advertisement is important to consider for advertisers when developing their

advertisements.

Although theoretical and practical developments in the marketing field have ad-

vanced exponentially, it is still not known with certainty how to best frame a combin-

ation of ACE variables for a particular audience. Moreover, it is also important to probe

how the consumer’s attention mediates between ACE constructs and consumer behav-

ior. Hence, in a highly sophisticated advertising industry, these concepts still require

further research. Although much of the research examines the behavior and profitable

relationship with consumers, the industry and academic literature is silent about the

prioritized combination of ACE mixes and attention levels in advertisement and their

ultimate effect on consumers’ behavior. Hence, it demands proper planning, research,

and strategies from marketing professionals combined with consumer behavior analysis

(Mendelson and Bolls, 2002; Brodie et al., 2011).

The purpose of this study is twofold. First, it aims to develop an appropriate ACE

combination in the psychological realms of consumer behavior. It will not only eluci-

date the super-dominant combination of ACE mixes, but will also uncover subordinate

levels which consist of specific emotions, celebrity endorsements and appeal drivers.

Second, the study seeks to reveal the applicability of ACE mixes in measuring women’s

behavior through partial least squares path modeling (PLS-SEM), a novel approach to

advertisement development and consumers’ consumption behavior analysis. The study

also highlights the mediating role of attention in this overall context which may influ-

ence the relationship between ACE constructs and women’s consumption behavior. For

this purpose, master level Chinese female students at the Fujian Medical University,

Fuzhou China, were randomly engaged to participate in the present study with a total

sample of 240 respondents. Since it is claimed that women are the most powerful con-

sumers (Tomlinson, 2007), we take this as a basis to measure Chinese women’s re-

sponse towards ACE-based advertisements. Since some studies suggest that women

express emotions three times, on average, more than the men do (Vigil, 2009), the re-

sults presented in this study may provide some guidelines to Chinese marketing and

advertising professionals to effectively boost business volumes in China by influencing

Chinese women’s consumption and contagion behavior. ACE research dimensions en-

capsulated in this study may provoke constructive discussions on advertising and mar-

keting in the Chinese context. This paper proposes a theoretical model which attempts

to advance theoretical and practical knowledge with its findings.

Literature review

An advertisement is a non-personal communication processed through the media,

which is paid and sponsored to promote the ideas, goods or services being offered in

the advertisement and provides a platform to create awareness of the advertised

products (Wijaya, 2012; Ayanwale et al., 2005; Kumar and Raju, 2013). Meanwhile, EAs

generate an emotional response in the minds of consumers. It also influences the audi-

ence in making a purchase decision, raising awareness of the brand, and influencing

their positive response in favor of the advertised product (Matthes et al., 2014; Niazi

et al., 2012). Companies spend billions of dollars in developing marketing strategies

and advertisements to influence the behavior of consumers. However, Lewis et al.

(2012) note that such kinds of investment efforts are lost when consumers’ desired
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responses are not obtained. This may be because consumers have different behaviors

which are shaped by their emotions (Khuong and Tram, 2015).

Emotions are depicted as a universal language (Khuong and Tram, 2015) and a state

of the mind, which are shaped by cognition, thinking and experiences with diversified

feelings in order to bring a change to social and physical behaviors (Ekman, 1992; Foo,

2011; Oatley and Johnson-Laird, 2014). Emotions are often linked to actions, for ex-

ample, gestures, posture, and facial movements, which enable respondents to manage

their behaviors (Hakkak et al., 2016; Lewis et al., 2012). Consequently, behaviors could

be positive (for example love, pride, happiness, joy, and warmth) or negative (for ex-

ample guilt, greed, sadness, fear, and anger) (Roozen and Claeyes, 2009; Saad, 2011;

Hakkak et al., 2016).

Academic literature sheds light on a variety of combinations of emotions, for ex-

ample, basic (primary) emotions, complex (secondary) emotions, or a mixture of basic

and complex emotions. Plutchik (1997) and Zammuner (1998) encapsulate basic emo-

tions with sub-constructs of both positive and negative emotions,that is, fear, anger, joy,

sadness, disgust, love, anxiety, surprise, compassion, etc. Bindu et al. (2007) further fuel

the discussion with a classification of some other basic emotions, that is, pride, lust, ec-

stasy, rage, revenge, sorrow, shame, grief, enthusiasm, and hate in tandem with the

basic emotions categorized by Plutchik and Zammuner. Bindu et al. further claim that

these basic emotions may give birth to complex emotions as well which could include

remorse, nostalgia, forgiveness, offense, disappointment, jealousy, cheer, hope, etc.

However, Ekman’s (2007) arguments are worth mentioning here, whereby he notes the

universality of the basic emotions, that is, happiness, sadness, pride, fear, disgust, anger,

and surprise. He suggests that these basic emotions are universally expressed and ac-

cepted by everyone regardless of time, place, and culture due to their common bio-

logical origin.

However, it has also been widely discussed that people who belong to different cul-

tures may experience different emotions, and their behavior may also be dominated by

contextual emotional developments (Boiger and Mesquita, 2012; Kidwell and Hasford,

2014). Behavioral intentions incorporate buying behavior in its diversified dimensional

frames (Shiau and Luo, 2012; Alexandris et al., 2002). The diversity in consumers’ be-

havior leads to different emotional responses to marketing stimuli which companies de-

velop for consumers. Some researchers support the marketing notion that marketers

should attempt to understand consumers’ behavior towards promotional stimuli

(Martin and Morich, 2011; Chu, 2011) as understanding consumers may shape better

marketing strategies for them.

Since consumers may have a variety of consumption behaviors, shaped by their emo-

tions (Khuong and Tram, 2015), there is a difference in advertising to men and women

because both react differently to emotional stimuli (Iordan et al., 2013; Stern, 1999;

Fischer et al., 2004; Oliver et al., 2000; Brody, 1997; Orth et al., 2012; Donges et al.,

2012). It is noted that women may generate positive responses towards emotionally

advertised stimuli (Fisher and Dube, 2005) and a stronger buying impulse, based on

emotional feelings, may come from women themselves (Coley and Burgess, 2003).

Women prefer long-term considerations in their decision-making and repeat buying is

more important to females than to males (Bakshi, 2012). Moreover, Knerl (2010) notes

that women may reinvest 90% of their income in their communities; however, their male
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counterparts only reinvest 30 to 40%. This is evidence that suggests that women may form

long-term relationships with companies that value them.

Many scholars have discussed women’s emotional nature and their ultimate impact

on consumption behavior (Cotte and Ritchie, 2005; Coley and Burgess, 2003). Vigil

(2009) notes that women may have a strong response in understanding the emotions of

others, and may express their emotions more than men do. Further, women’s emotion-

ally expressive behavior may influence the consumption behavior of other people

around them, for example, friends, family members, and children (Khan and Nasr,

2011). This provides a valid basis for advertisers to consider women’s emotions towards

advertised stimuli and the resultant consumption behavior in order to effectively boost

their business volume. Since consumers’ consumption behavior may be influenced by

their emotions (Khuong and Tram, 2015), advertisers inject emotional feelings into ad-

vertisements with the intention of capturing the attention of women and influence their

consumption patterns (Coley and Burgess, 2003; Lwin and Phau, 2013). By doing so,

professionals in the marketing and advertising fields have started to mix positive and

negative emotional feelings while developing promotional stimuli. For example, skin

care advertisements have been found to be effective in manipulating women’s emotions

and skin care product consumption pattern (La Tour et al., 1996; Cotte and Ritchie,

2005). Advertisers of skin care products first touch on the beauty enhancement feelings

of women, and generate fear about bad skin tones if the advertised product is not used

(Williams, 2011), and with the actor/actress showing depressed and sad face. Later, the

fearful emotional feelings that have been invoked are dissipated with hope in the form

of the consumption of the advertised product as a solution to enhance beauty, happi-

ness, and pride which will allow the consumers to avail themselves of all of life’s privi-

leges (Kashyap, 2013; Shevde, 2008; Tehseem and Kalsoom, 2015; Witte, 1994). Hence,

EAs continuously endeavor to influence the emotions of women and persuade them to

buy the advertised product. This may also generate a plethora of better memories

which the targeted audience may recall later (Muehling et al., 2014).

Thus, it is proposed that:

H1: Emotional feelings injected into an advertisement lead to significantly positive

changes in the consumption behavior of women.

Sometimes desires, which are a confluence of emotions and state of mind,

become more important than needs in a mature marketing environment.

Consumers may desire intangible factors, for example, trust, love, fulfillment of

dreams, and association with certain personalities, while evaluating and con-

suming the products being offered or advertised (Thwaites et al., 2012).

Advertisers may attempt to market products which consumers may not need.

They endeavor to influence consumers’ consumption patterns favorably by

capitalizing on the human emotions that might be triggered by their dreams

and idols. Consumers sometimes perceive celebrities as their idols and become

ready to emotionally align their buying and consumption styles with ways ce-

lebrities present (Thwaites et al., 2012). From this perspective, women’s behav-

ior may be more responsive to the products being endorsed by celebrities.

Klaus and Bailey (2000) document that women consumers respond more

positively to celebrity endorsement compared to men. Many studies have

documented women’s favorable behavior towards products endorsed by
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celebrities (Bush et al., 2004; Daneshvary and Schwer, 2000). Hence, celebrities’

glamour is perceived to be transferred to women while consuming the endorsed

product.

It has been documented that consumers between 16 and 34 years of age are more re-

sponsive to the purchase of products endorsed by celebrities (Pringle and Binet, 2005).

A celebrity endorser, as defined by McCraken (1989, p. 310) and noted by Seno and

Lukas (2007) is a person who has a public identity and uses his/her recognition to pro-

mote a consumer good by drawing consumers’ attention in an advertisement. Hence,

the importance of featuring celebrities and their seminal role in drawing attention to

boost the buying or consumption of the advertised products has been widely acknowl-

edged by advertisers (O’Mahony and Meenaghan, 1998). Agrawal and Kamakura (1995)

solidify these notions and document increases in a company’s stock prices when con-

tracts with celebrities for the company’s promotion are announced. Erdogen et al.

(2001) document that about 25% of the advertisements in the United States (US) fea-

ture celebrities, and has become a fashionable phenomenon in the US retail business

(Choi and Rifon, 2007).

However, marketers prefer to feature celebrities in their advertisements who are cred-

ible, attractive, and possess certain associations with their brand image (Hakimi et al.,

2011). Billions of dollars are invested every year in various showbiz and sports’ celebrity

endorsement contracts. Famous sports and showbiz celebrities, for example, Cristiano

Ronaldo, Megan Fox, and Tiger Woods, have been featured in advertisements in order

to influence consumers’ buying and consumption behavior Martin and Bush (2000).

These celebrities have played instrumental roles in the advertisement industry. The fe-

male athlete Venus Williams, a tennis player who won the Wimbledon championship

in 2002, signed contracts for the promotion of sportswear with Reebok International

Inc. Chan (2010) documents that Hong Kong’s media actively engage famous singers,

movie actors, and athletes as spokespersons for their products and services in television

commercials. The author also emphasizes that about half of Hong Kong’s political cam-

paigns also engage the services of celebrity endorsers for publicity. It is generally held

that featuring celebrities in advertisements generate publicity, positive word-of-mouth,

and are influential in capturing the attention levels of consumers (Buksa and Mitsis,

2011; Guillaume et al., 2010; Zhou and Whitla, 2013; Solomon and Bendickson, 2016).

Although featuring celebrities in advertisements have been considered effect-

ive in generating favorable responses among women (Klaus and Bailey, 2008),

the success of the advertisement is still not guaranteed (Thwaites et al., 2012).

This is because there are certain risks which are associated with featuring ce-

lebrities in advertisements. For example, Miciak and Shanklin (1994) docu-

ment a successful celebrity endorsement in only one advertisement out of five

which lived up to consumers’ and advertisers’ expectations. The desired func-

tioning of the celebrities thus depends on properly featuring them according

to the context in the advertisements. However, a famous face may still hold

consumer ’s attention. Consumers may still enjoy a little extra entertainment,

aspiration, and imagery while associating themselves with the celebrity’s en-

dorsed products (Pringle, 2004). Considering the featuring of celebrities in ad-

vertisements and theories about women’s emotions and responses towards

advertisements, it is proposed that:
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H2: Featuring a celebrity in an advertisement leads to significantly positive changes in

the consumption behavior of women.

Hollis (2010) notes that anything which looks interesting and enjoyable may capture

consumers’ attention. A story, a brand, or an advertisement itself could also capture atten-

tion levels. Marketers often endeavor to tell emotional stories about the products or ser-

vices offered for sale (Hakkak et al., 2016). Hollis (2010) further maintains that humans

are emotional and emotions have enough power to grab their attention. Consequently,

strongly charged emotional events that develop strong memories among consumers shape

their consumption behavior in a particular way. In this context, the appeal drivers in ad-

vertisements may determine the overall rhythm of emotions in advertisements. Emotional

appeals may touch customers’ heartstrings in order to engage them in purchasing the

product (Swani et al., 2014; Wang et al., 2013). Emotional appeals may awake either nega-

tive or positive emotions, which in turn motivate the consumers’ buying decisions. Mar-

keters engage a lot of appeal drivers to influence human emotions. For example,

consumers might consciously think that a steak may be delicious when he/she watches it

on television. Further, if the sound of steak sizzling is added to the same advertisement,

consumers may begin to crave the steak (Lewis et al., 2012).

Nowadays, companies are competing with each other with similar products or ser-

vices; and it has become strategically necessary to offer products while highlighting

them through diversified factors (Jordan, 2001). For example, consumers might prefer

to watch adverts with soothing music that evoke feelings of positive reactions to the

nice fragrance and color of coffee, ice-cream, etc. (Lii and Sy, 2009). Hence, the multi-

dimensional involvement of execution factors, for example, music, colors, meanings,

symbols, etc., may stimulate favorable or unfavorable behavioral responses of the audi-

ence. The desired generation of emotional stimuli may penetrate consumers’ perception

through the multidimensional engagement of colors, music, symbols, and meanings in

the advertisements. Music is a sensational stimulus to set the overall flow of the adver-

tisement. The penetration of music and sounds in adverts is increasing in modern mar-

keting (Tomey, 2014). It has been documented that about 50% of an advertisement

normally focuses on the music appeal driver in order to make the advertisement watch-

able (Mayer et al., 2008). Advertisers are continuously engaging various appeal drivers,

for example, images, messages, improved picture quality, or background music, in

order to arouse favorable emotional responses from consumers (Mogaji, 2015). Hence,

these emotional advertising stimuli may capture the attention mechanism of consumers

while shaping their behavioral responses (Percy and Rosenbaum-Elliott, 2012; Poels

and Dewitte, 2006). Percy (2003) further supports the inclusion of emotional appeal

drivers into advertisements. Many academic works on advertising have documented the

emotional power of appeal drivers in order to shape consumption behavior. Studies

have shown that an impactful advertisement can be developed with a premier focus on

an advertising color (Lichtlé, 2007), image or picture quality (Small and Verrochi,

2009), music (Tomey, 2014; Lii and Sy, 2009; Mayer et al., 2008), and message being

delivered (Mogaji, 2015). Additionally, Cacioppo and Petty (1989) note that the adver-

tising message should be made relevant to the overall context of the advertisement in

order to create the desired results. The presentation of appeal drivers in the advertise-

ment may draw consumers’ attention towards advertisement, which may ultimately im-

pact their consumption patterns (Zeitlin and Westwood, 1986). The impact of
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advertising music, message, picture quality, and color appeal drivers on women’s re-

sponses has been researched by academic scholars in various fields (Park and Young,

1986; Martin-Santana et al., 2015; Stoeckel et al., 2007; Lichtlé, 2007). The majority of

such research shows the positive response of women towards those adverts which in-

corporate emotional appeal drivers while developing the advertisements.

Hence, an impactful advertisement may incorporate a variety of appeal drivers, for

example, tone, lighting, message, sound, characters, picture quality, music, and different

color combinations. Furthermore, these provide a base for the other elements of the ad-

vertisement and increase their effectiveness multifold. Since consumers respond more

to catchy advertisements, these tactics determine the attention levels towards the ad-

vertisement, which ultimately turn into favorable consumption behavior triggered by

the advertisements (Saad, 2011; Marie, 2009).

Thus, it is proposed that:

H3: Appeal drivers in advertisements lead to significantly positive changes in the con-

sumption behavior of women.

The literature discussed in this study has illuminated the concepts of emotional ad-

vertising stimuli, with a focus on appeal drivers (A), celebrity endorsement (C), and

emotions (E), and their likely associative influence on women’s consumption behavior.

Hence, emotional marketing has acknowledged the importance of women’s feelings,

emotions, motivations, and interest levels in the buying decision-making process. Ad-

vertisers strategically endeavor to grab the attention of women to elicit a favorable con-

sumption response (Rai, 2013; Rytel, 2010; Saad, 2011). The ACE based exposure of

emotional stimuli may impact women’s buying or consumption behavior after passing

through their attention filters. This notion can further be solidified with the premises

of the advertising response model (ARM) discussed by Mehta (1994). Mehta’s ARM

presumes that consumers’ attention places itself in between the exposure to advertising

stimuli for a peripheral route, which is focused on advertising execution factors, and its

ultimate impact on their buying behavior. ARM’s notions of exposure to advertising

stimuli can be linked and discussed in light of associative learning theory (ALT) as well,

which supports the association of various created concepts, as mentioned by Till and

Busler (2000). The authors further note that conceptual linkages between various con-

cepts, for example, an endorser’s communicated emotions, messages, or fit with other

advertising executional appeal drivers, may configure exposure to networks of stimuli

which may prompt the desired response among women. The advertising execution fac-

tors encapsulated in the present study are color, picture quality, music, and message in

tandem with emotions which will be shown by various celebrity endorsers.

The premises of ARM support the notion of the mediating role of attention for emo-

tional advertising exposure, which is also supported by ALT, and women’s consumption

behavior discussed in detail. Emotional advertising and its seminal role in influencing

consumers’ behavior through their attention filters has also been discussed by many

academic scholars (Heath, 2007; Heath et al., 2006). More precisely, the featuring of ce-

lebrities and their exhibited emotions in tandem with the advertising execution factors

have been discussed by researchers in order to explain their impact on women’s atten-

tion and consumption behavior (Solomon, 2002; Agrawal and Kamakura, 1995;

Stoeckel et al., 2007; Park and Young, 1986; Klaus and Bailey, 2008; Lwin and Phau,

2013). The discussed theories provide grounds to postulate that:
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H4a: The relationship between emotional feelings created in advertisements and

women’s consumption behavior is positively mediated by attention.

H4b: The relationship between a celebrity being featured in advertisements and

women’s consumption behavior is positively mediated by attention.

H4c: The relationship between appeal drivers in advertisements and women’s con-

sumption behavior is positively mediated by attention.

Measurement model

The AIDA model was developed as a behavioral model to generate awareness and

interest in an audience through advertisements for products or services. Moreover, the

model proposes that attention leads to ultimate actions, which may be described as

consumption decision-making and buying (Gharibi et al., 2012; Wijaya, 2012; Hackley,

2005). The AIDA model suggests that advertisements may hold attention by creating

interest in the advertised product and shapes the desires of the audience to take action,

i.e., creates a behavioral response to the advertised stimuli (Wijaya, 2012). EA empha-

sizes emotions, eye-catching, peripheral and symbolic cues, through for example, color-

ful ads, the use of celebrities, etc.; however, it differs from traditional advertisement,

which focuses solely on product attributes, in terms of grabbing an audience’s attention.

In the emotional advertising context, the AIDA model brings together traditional and

emotional advertising which is regarded as highly persuasive ground for the advertisers

to work with which can effectively hold an audience’s thoughts and influence their con-

sumption patterns (Zulkifly and Firdaus, 2014). It may also be considered as a concrete

advertising base on which to build theory.

On the basis of the aforementioned literature, addressing the use of appeal

drivers (A), celebrity endorsement (C), and emotions (E) in advertisements and

their likely association through ALT and ARM, a theoretical model is presented in

Fig. 1 which encapsulates exposure to the ACE-based advertisement in order to in-

fluence women’s consumption behavior with a mediating role for attention. The

present study’s ACE model, which is theoretically embedded within the ARM and

Fig. 1 ACE model
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AIDA premises where exposure to advertisement is presented and its ultimate im-

pact on the audience’s behavior is documented integrates the subordinate levels of

human emotions (i.e., happiness, pride, sadness, and fear), appeal drivers (i.e., mes-

sage, picture quality, music, and colors), and celebrity endorsement (i.e., showbiz

and sports) constructs in order to show their influence on women’s responses

(modeled with attention, interest, and consumption behavior). The emotions of

happiness, pride, sadness, and fear are distilled from the literature by Cotte and

Ritchie (2005), Williams (2011), and Rytel (2010) and are also a part of basic emo-

tions as identified by Ekman (2007), Plutchik (1997), and Zammuner (1998). These

emotions are encapsulated into the ACE model considering their nature of univer-

sality (Ekman, 2007). The showbiz and sports celebrities are considered in keeping

with the arguments of Martin and Bush (2000). More precisely, the discussion by

Chan (2010) in the Chinese context was considered while depicting celebrities’ role

in the ACE framework in the present study.

Kotler and Armstrong (2016) document that consumers’ social, symbolic, or psycho-

logical needs may best be targeted with emotional appeal drivers in order to stir up

their motivation for the product/service consumption. Hence, the right choice of adver-

tising appeal drivers is important while developing advertising which may ultimately

impact the success or failure of advertisement (Turley and Kelley, 1997). Considering

these viewpoints, appeal drivers were chosen from the literature in this study focused

on message, picture quality, music, and color as these were identified as important by

many scholars (Mogaji, 2015; Tomey, 2014; Lichtlé, 2007; Young and Park, 1986; Small

and Verrochi, 2009; Lii and Sy, 2009). Hence, the constructs presented in the ACE

model were developed out of the review of theories, models, and existing literature on

emotions, advertisements, consumer behavior and market mechanisms coupled with

gender differentials.

Methodology

Research design

For effective marketing stimuli, it is important to understand consumers’ choice appro-

priately in order to influence their buying and consumption behavior (Kotler and Arm-

strong, 2016). Despite the recent stock market and currency depreciating problems,

Chinese consumers remain motivated and are resilient in their modern consumption

behavior. Atsmon et al. (2012) note that the Chinese economy tripled between 2000

and 2010. This growth rate has attracted business investors from across the globe to

enter Chinese business markets (Zipser et al., 2016). However, Chinese consumer be-

havior is evolving rapidly with expected higher income levels between 2010 and 2020,

which may challenge conventional marketing and advertising strategies as well (Zipser

et al., 2016; Atsmon et al., 2012). These are all reasons to understand Chinese con-

sumer behavior appropriately, in the current context. Since Chinese women’s participa-

tion in higher paid jobs is increasing, they are becoming more concerned about

lifestyle, beauty, and wellness (Atsmon et al., 2012). Moreover, some research indicates

that concerns about physical beauty among Chinese are making luxury beauty products

very popular (Li and Su, 2007). The products which address wellness, lifestyle, and

beauty needs have been deeply involved in exploiting human emotions. These
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narrations solidify the reason to conduct research on women’s consumption behavior

in the Chinese context. When a product is launched in China, advertising on Chinese

television is a traditional way to reach Chinese consumers (Giele, 2009). It has been

claimed that the emotional considerations will dominate Chinese consumers’ buying

decisions by 2020 (Atsmon et al., 2012). These arguments strengthen the research justi-

fications presented in this study to conduct research on emotional advertising strategies

in electronic media and within the Chinese context.

For these reasons and to test the proposed hypotheses, voluntary respondents were

invited from the student population at the Fujian Medical University, Fuzhou, China.

The chosen population was female and, to match the consent agreement requirement,

at least 19 years of age (Lewis et al., 2012). The participants were enrolled in university

at the time of this research work. A total of 240 respondents, randomly chosen, volun-

tarily participated in the survey. The research design was a laboratory-based survey,

which was administered to measure ACE variables’ association and its ultimate impact

on consumption patterns. The research design also supports the measurement of the

mediation effect of attention levels between ACE variables and consumption behavior.

Participants and research stimuli development

The proposed hypotheses were tested by providing a believable scenario to the study

participants. Respondents were invited to imagine that the situation being presented

was a real situation. The situations depicted through the scenarios may increase the

validity and direction of consumers’ responses in different contexts (Smith et al., 1999).

A scenario was designed in advance. The scenario allowed the respondents to choose

the best combination of ACE variables, and develop their own advertisement, which

would capture their attention and possibly convince them to buy the product (con-

sumption behavior) if a product is advertised with the developed ACE mix. The guide-

lines to develop the scenario were adapted from the Central Park New York context,

which was also used by Lee (2012). However, it was adjusted according to the nature of

this study through discussion with six persons, including one professor, two marketing

instructors, one student, and two advertising professionals (Appendix 1).

The procedure allowed the participants to listen to the scenario, explained by a neu-

tral experiment facilitator who was engaged to minimize the biases of the study, and

then to choose the ACE variables. The variables included message, colors in the ads,

music, picture quality, the featuring of a showbiz celebrity or a sports celebrity, and the

emotional feelings of happiness, sadness, fear, and pride (which were being shown

through the faces of the celebrities), were provided as a toolkit to develop the EAs.

The celebrities’ pictures, showing emotional expressions, were adapted from

IMBD popular Hollywood actors and actresses (Engerror, 2013), and Gaines’s

(2016) list of popular athletes in the world. The stimuli included multiple expres-

sions to show happiness, sadness, fear, and pride which were considered appropri-

ate for the psychological experiment. The sound appeal drivers were adapted from

common sound clips heard in online advertisements (Appendix 2) which were

adapted from Lewis et al. (2012), adjusted according to the nature of the study.

The participants were offered headphones to listen to the sound stimulus via lab

assisted computers. Photoscape 3.7 was provided as a tool to adjust the picture
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quality and color tone, and open access to the internet was arranged to write or

select a message of any kind which the participants wanted to incorporate while

developing the advertisements. McLeod’s (2008) guidelines were followed to con-

duct the psychological experiment in this empirical study. The researchers con-

trolled the laboratory environment to ensure that lighting and noise were at

comfortable levels.

The questionnaire was used to measure the response of the participants to the ACE

variables and their attention levels. The respondents’ interest and attention levels were

measured to determine their association with and priority of the ACE dimensions. To

measure the interest and attention levels of the study respondents towards the ACE

variables, the participants were asked to rate their response on a 7-point Likert scale

(ranging from strongly disagree to strongly agree). The developed instrument for the

study was adapted from the studies of Doherty et al. (1995), Richins (1997), Bijmolt

et al. (1998), Lewis et al. (2012), Wei and Lu (2013), and Dittmar et al. (2004) in order

to measure the attention levels and consumption behavior of the audience. The adapted

instruments were adjusted according to the context of the study, and for the appropri-

ate understanding of the participants. Advertisers use some general demographic ap-

proaches to influence audiences as well. A lot of factors may influence women to

behave a certain way in a certain situation, for example, age, education, and income. A

consumer’s age, personality, occupation, education, economic circumstances, values,

and lifestyle are all personal characteristics which are likely to influence consumer be-

havior (Kaputa, 2009; Holmberg and Ohenfeldt, 2010; Bakshi, 2012; Knerl, 2010). In

order to appeal to the audience for a desired response, marketers may use consumers’

demographics information while developing advertisements (Lynn, 2011;

Ashe-Edmunds, 2012).

Therefore, demographic questions on age, education, and work status were in-

cluded in the questionnaire for analysis purpose in the study context. The number

of study respondents is considered appropriate because in the rating scale, a sam-

ple size with over 100 participants is appropriate to estimate the results with a

margin error of +/− 10% (Souro, 2010). The demographic profiles of the study par-

ticipants are listed in Table 1. Immediately following the development of the ACE

advertisement, the participants were requested to fill in the questionnaires. Based

on an initial pilot study of 30 respondents, the Cronbach’s α = 0.76 shows high in-

ternal consistency, and hence was considered appropriate for further study (Hair

et al., 1998).

Statistical analysis

PLS-SEM, more precisely, the SmartPLS 3.2.6 (Ringle et al., 2015) was used to

analyze the study model. The suitability of PLS-SEM was determined due to cer-

tain reasons, for example, (1) this research work’s scope is extended to predict and

explain the variance levels in certain target constructs, (2) the study’s research

paradigm is complex, and, (3) the interaction of emotions, appeal drivers, and ce-

lebrity endorsement in the advertisement with attention level and consumption be-

havior is a new element that can add to theory development and thus provides an

opportunity to shed light on new processes.
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Results

Evaluation of measurement model

Table 2 results indicate that all loading items of the measurement model are greater

than 0.70 and are found significant at a 0.05% level. It shows the items’ level convergent

validity as well. Composite reliability Cronbach’s alpha values are more than 0.70, indi-

cating acceptable reliability levels. Moreover, the AVE values of all items at the con-

struct level are found to be more than 0.50. The heterotrait-monotrait (HTMT) values

in all items are below 0.90 (Henseler et al., 2015), as mentioned in Table 3, which dem-

onstrates the study’s discriminant validity.

Structural model evaluation

This study shows path coefficients and coefficients of determination (R2) for structural

model measurement (Hair et al., 2013). Moreover, a bootstrapping method (resampling)

adopted with 5000 for the observations as the original sample (n = 240) for t-values

and standard error (Hair et al., 2013). Magnitude and signs of path coefficients (as

mentioned in Table 4 and Fig. 2) estimate the path relationship among the model

variables.

Coefficients of determination (R2) values for endogenous variables are found adequate

in this study (i.e., above the 10% level) (Falk and Miller, 1992). R2 values for attention

(0.605) and consumer behavior (0.709) are moderate and considered appropriate for

the study (Fig. 2). Beta and p values in Table 4 results show that the direct relationship

of emotions (β = 0.223 (5.836), p = 0.001), appeal drivers (β = 0.231(4.462), p = 0.000)

Table 1 Demographic profiles of the respondents

Variable Category Frequency Percent Cumulative Percent

Gender Male 0 0 0

Female 240 100 100

Total 240 100

Nationality Others 0 0 0

Chinese 240 100 100

Total 240 100

Age 20–25 136 56.67 56.67

26–30 83 34.58 91.25

31–35 21 8.75 100

Total 240 100

Qualification Undergraduate 71 29.58 29.58

Graduate 129 53.75 83.33

Post-graduate 40 16.67 100

Total 240 100

Work Status Full time student 138 57.5 57.5

Working part time 58 24.17 81.67

while attending school

Working full time 44 18.33 100

while attending school

Total 240 100
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Table 2 Model Measurement

Constructs Items LVs CR α AVE R2

Emotions (E) –

Hope E1 0.807 0.851 0.783 0.663

E2 0.811

Pride E3 0.752 0.786 0.817 0.681

E4 0.773

Sadness E5 0.837 0.793 0.849 0.652

E6 0.808

Fear E7 0.819 0.825 0.825 0.661

E8 0.794

Appeal Drivers (A) –

Message A1 0.835 0.788 0.721 0.585

A2 0.786

Picture quality A3 0.822 0.857 0.746 0.637

A4 0.817

Color A5 0.773 0.810 0.717 0.593

A6 0.741

Music A7 0.832 0.863 0.733 0.539

A8 0.818

Celebrities (C) –

Showbiz C1 0.853 0.811 0.738 0.675

C2 0.827

Sports C3 0.877 0.865 0.716 0.611

C4 0.846

Attention (AT

AT1 0.776 0.901 0.855 0.701 0.605

AT2 0.862

AT3 0.863

Consumer Behavior (CB) CB1 0.861 0.921 0.887 0.745 0.709

CB2 0.873

CB3 0.856

Note: All loadings are significant at 0.05% level of significance (2-tailed)
LV Loading Values, C.R Composite Reliability, α Cronbach’s alpha, AVE Average Variance Extracted, R2 Coefficient
of Determination

Table 3 Heterotrait monotrait (HTMT) analysis results

HTMT 1 2 3 4 5

1 Emotions

2 Appeal Drivers 0.46

3 Celebrities 0.42 0.61

4 Consumer Behavior 0.44 0.59 0.58

5 Attention 0.55 0.64 0.62 0.68
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and celebrities (β = 0.082(2.733), p = 0.004) with consumer behavior are highly signifi-

cant at 0.05% level. These results provide valid support for the proposed hypotheses

H1, H2 and H3.

Mediation testing and analysis

Non-parametric bootstrapping was applied to measure the mediating effect signifi-

cance (Hair et al., 2013). Results in Table 5 show that the indirect/mediation be-

tween emotions, appeal drivers, celebrity endorsement, and consumer behavior is

significant (i.e., t > 1.96 at p = 0.05%). However, the indirect/mediation beta value

effects are less than the direct beta value effects for each related construct. It

shows that the mediation variable (attention levels) absorbed some percentage of

the direct effect as well (Hair et al., 2013). These results support the proposed hy-

potheses H4a, H4b and H4c. Since the indirect effect in this study is significant

between the constructs with absorption effect, it justifies the mediation require-

ment effect mentioned by Hair et al. (2013). Hence, bootstrapping analysis results,

shown in Table 4, meet the necessary requirements for a mediator measurement

effect. VAF (Variance account for) results in Table 5 are found to be between 20%

Table 4 Path coefficients of model and significant testing of hypotheses (Direct Effect)

Structural Path Path Coefficients (t-value) Confidence Interval P-value (0.05%) Results

E➙CB 0.223 (5.836) (0.152–0.305) 0.001 Accepted

A➙CB 0.231 (4.462) (0.132–0.342) 0.000 Accepted

C➙CB 0.082 (2.733) (0.023–0.143) 0.004 Accepted

AT➙CB 0.348 (7.924) (0.262–0.432) 0.000

E➙AT 0.331 (7.826) (0.247–0.413) 0.000

A➙AT 0.301 (5.472) (0.192–0.408) 0.011

C➙AT 0.094 (2.523) (0.018–0.171) 0.001

Fig. 2 Structural model results
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to 80% which identifies the mediation effect of attention levels on emotions, appeal

drivers, and celebrities as partial mediation (Ali and Park, 2016).

The ranking analysis shows that overall the participants positively preferred music

and color appeal drivers over the other appeal drivers being tested in the present study

with the highest mean values (i.e., Meanmusic = 5.46, Meancolors = 4.55) and lowest

standard deviation values comparatively (i.e., S.Dmusic = 1.53, S.Dcolors = 1.79) as com-

pared to the other appeal drivers (Meanpicture = 4.38, S.Dpicture = 1.82; Meanmessage = 3.34,

S.Dmessage = 1.88). This is shown in Table 6 and Fig. 3. Likewise, the study respondents

positively preferred the emotions of happiness and pride over the other emotions being

tested with the highest mean values (i.e., Meanhappiness = 5.86, Meanpride = 4.43) and

the lowest standard deviation values (i.e., S.Dhappiness = 1.52, S.Dpride = 1.80) as com-

pared to the other emotional stimuli (Meanfear = 4.31, S.Dfear = 1.87; Meansadness = 3.28,

S.Dsadness = 1.90). This is shown in Table 7 and Fig. 4. In terms of celebrity choice, a ce-

lebrity endorser from the showbiz industry was preferred, with a mean value of 5.67

and low standard deviation value of 1.55, over a sport celebrity (Meansports = 4.58,

S.Dsports = 1.69). This trend has been summarized in Table 8 and Fig. 5.

Discussion

In this research, the antecedents to women’s consumption behavior are depicted to

study the proposed hypotheses while highlighting some new insights in the spheres of

emotional responses to ACE-based advertising. It is evident that the specific appeal

drivers, celebrity endorsements, and the kind of emotional feelings generated from the

advertisement may impact the consumption patterns of women. It has been found that,

Table 5 Bootstrapping Mediation test (Indirect / Mediation Effect)

Structural
Path

Direct Effect (t-
Value)

Indirect Effect (t-
Value)

Total
Effect`

VAF
(%)

Interpretation Results

E➙AT➙CB 0.223 0.114 0.337 34.16 Partial
Mediation

Accepted

(5.836) (5.686)

A➙AT➙CB 0.231 0.103 0.334 31.24 Partial
Mediation

Accepted

(4.462) (4.236)

C➙AT➙CB 0.082 0.034 0.116 29.12 Partial
Mediation

Accepted

(2.733) (2.476)

VAF variance accounted for, n.s not significant; |t| > =1.96 at p = 0.05 level; The VAF > 80% indicates full mediation,
20% ≤ VAF ≥ 80% shows partial mediation while VAF <20% is no mediation(Ali & Park, 2016)

Table 6 Most preferred Appeal Drivers

Music Colors

1 2

Mean = 5.46 Mean = 4.55

S.D = 1.53 S.D = 1.79

Message Picture quality

4 3

Mean = 3.34 Mean = 4.38

S.D = 1.88 S.D = 1.82
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as expected, interesting and eye catchy advertisements may hold the attention levels of

Chinese women which also mediates the direct effect of ACE constructs on their con-

sumption behavior. Although all the ACE variables (appeal drivers, celebrity endorse-

ments, and emotions) show their influence on Chinese women’s consumption

behaviors, however, the resulting robustness suggests that Chinese women are attracted

to advertisements based on happy emotions with showbiz celebrities’ endorsement,

music, and the colors themes. The demographic profiles of Chinese women show some

interesting insights. The age cohorts of Chinese women were found to have a signifi-

cant and pervasive impact on their ACE choice and consumption behavior, followed by

their work status. This could be a change in the preferences of Chinese women with

the rise in their age cohorts, and good or bad work conditions which likely influence

their behaviors and lifestyles.

Contribution and implications

This research work contributes to the growing knowledge of marketing and advertise-

ment theory that investigates the relationship between emotions, appeal drivers, celeb-

rity endorsement, attention levels and consumption behavior. This relationship is

investigated by analyzing the mediating effect of attention level as an important process

ACE employs to increase consumption patterns. Based on the complete nomological

web weaved into the research model showed in Fig. 2, the PLS-SEM statistical analysis

provides supporting results to the research objective of this study: to illuminate the best

combination to be adopted while developing EAs, the best audience for ACE mix based

EAs and to reveal how to capture the attention and influence the consumption

Fig. 3 Most preferred appeal drivers

Table 7 Most preferred emotions

Happiness Pride

1 2

Mean = 5.86 Mean = 4.43

S.D = 1.52 S.D = 1.80

Sadness Fear

4 3

Mean = 3.28 Mean = 4.31

S.D = 1.90 S.D = 1.87
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behavior of the audience through EAs. The study shows that women’s response, par-

ticularly Chinese women’s response, was primarily driven by their interest and attention

levels induced by a specific ACE combination (comprised of showbiz celebrity en-

dorsers showing happy emotions with music and colors) in the advertisement. The re-

sults advance the theory and conceptualization of the celebrity endorsement and their

good fit in the EAs, which were previously unknown (Erdogan et al., 2001; Agrawal and

Kamakura, 1995). Moreover, attention levels significantly mediate the relationship be-

tween emotions, appeal drivers, celebrity endorsements and Chinese women’s con-

sumption behavior. This research work provides empirical grounding for some of the

theoretical assumptions surrounding EAs and its developments and measures the mag-

nitude of consumer response. This research work is one of the few efforts that mea-

sures the depth and multidimensional nature of EA development, with ACE

combinations, and women’s consumption response in a Chinese context.

It is strategically important to determine the appropriate target audience for the ad-

vertising because consumers have different demographics. Considering age cohorts,

background information, likes and dislikes, income, location, and challenges being met

by the audience provide valid grounds to launch marketing and advertising campaigns.

Campaigns can highlight how the advertised products and services provide the best so-

lution to their problems. As certain groups of women differ from other women, prod-

ucts should be positioned uniquely for their target markets. Incorporating all

advertising tactics to target all women would provide nothing for the consumer or

business (Knerl, 2010). Although outside the frame of the present study, an important

direction for future study would be to investigate the application of ACE combinations

on male consumers. The study could further be extended to examine memory and

brand loyalty among the male and female consumers. ACE combinations do not need

to be restricted to gender influences on consumption, but could be deployed in every

kind of business: from FMCG (Fast moving consumer goods), technology-intensive

Fig. 4 Most preferred emotions

Table 8 Most preferred type of celebrity

Showbiz Sports

1 2

Mean = 5.67 Mean = 4.58

S.D = 1.55 S.D = 1.69
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industries (e.g., computers, mobile phones, etc.), pharmaceutical industries, tourism

and hospitality industries to destination marketing contexts, etc. However, the use of

ACE combinations in advertisements requires proper policy making and investment

from marketing professionals and advertisers, to achieve conventional goals (i.e., profits

and market share maximization, etc.). It may hold the attention of the audience and

confirm to the concepts of Guerilla Marketing, as mentioned by Levinson (2014), and

brand loyalty. The purpose of this study is not only to highlight the areas which are not

studied or understudied, but also to bridge theoretical and practical gaps through em-

pirical research. It is an attempt to advance the theoretical and practical knowledge of

the field. Further research in this area may better validate the association of ACE vari-

ables and explore new dimensions that may eventually be shown to influence consumer

behavior. This study incorporated some sub-constructs of ACE variables. Future re-

search may extend the focus with different combinations of ACE variables in order to

verify the robustness of this study.

The emotional response to an advertisement in a lab environment may not

be the same as in a real environment, where consumers may discuss ads or

products with the people around them (both consciously and unconsciously)

while coming to a buying decision. The lab environment may control and

stimulate emotional responses differently from watching an advertisement in a

home setting. Laboratories equip and enable researchers to manipulate the en-

vironment and control potential threats to consumers’ responses. Therefore,

the results and findings of the study need to be treated with skepticism while

measuring real market mechanisms and consumers’ emotional behaviors.

Sometimes, consumers feel that they are study objects during experiments

(Tsai, 2010), and may feel differently than in a real market environment. They

may not know how to rate and express their true feelings in a particular situ-

ation while being tested (Randall, 2009). Marketers and psychologists may use

neuromarketing techniques to deal with such shortcomings and measure con-

sumers’ brain activity directly because it can measure the magnitude of com-

mercial effectiveness in marketing (Sebastian, 2014). However, the validity of

laboratory-based consumers’ response versus the consumers’ response in the

real market environment continues to be questioned.

Fig. 5 Most preferred type of celebrity
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Conclusion

The current study contributes to the understanding of how women, the most

powerful consumers on earth (Tomlinson, 2007), could be emotionally affected

by EAs. The resulting robustness notes that a better understanding of ACE

combinations to develop EAs may generate the desired emotional response

among Chinese women and influence their consumption behavior. The find-

ings provide support to the arguments that emotional responses are predicted

by the attention levels generated by EAs and how well the ACE combination

is developed. The methods incorporated to map the antecedents to Chinese

women’s emotional responses generalize it to measure the response of con-

sumers across different business marketing and advertising realms, and hence

fuel the notions of Guerilla Marketing. This research has attempted to bridge

the theoretical and practical research gaps. However, further research is

needed to develop the insights into other niches in the business world by in-

corporating ACE combinations and engaging different target audiences with

different demographic combinations. It generates a need for appropriate stra-

tegic planning from scholars and marketing professionals, execution of tactical

strategies through emotional advertisements, and coordination of media to en-

capsulate the overall context.

Appendix 1

Scenario used in the psychological experiment.

You have a very good TV set with an elegant design, good picture quality, excel-

lent sound, and sharp colors. It is 6:16 pm on a very pleasant day. You are sitting

in front of a TV set and watching your favorite TV show. You have a very comfort-

able sofa seat and are relaxed with a peaceful surrounding environment. You just

become deeply interested in the TV show. You feel that the room is silent except

for the sound of the TV show. You don’t want to turn down the volume of the

TV show. Suddenly, TV show pauses for an advertisement. The advertisement fea-

tures a celebrity but you are not that interested and start doing other things while

watching. After the first advertisement, you think that the second advertisement is

more interesting. You start watching the TV again with more interest. After few

moments, you start feeling that the second advertisement is made just for you and

you are thinking of buying the advertised product as well. After watching both of

the advertisements, you wonder why the first advertisement did not hold your

interest; and why the second advertisement convinced you to consider and buy the

advertised product.

You are now given an opportunity to re-develop the first advertisement with

your own choice of celebrity featuring, music, message, color, picture quality, and

the kind of emotions to be shown by the celebrity endorser. What will you con-

sider in order to re-develop the first advertisement which might effectively hold

your interest; and convince you to buy and consume the product? Please choose

your answer after developing the advertising combination and reading the attached

questions. Your newly proposed advertising may be seriously considered by the ad-

vertising company, which may later incorporate your thoughts into the newly de-

veloped advertisement.
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Appendix 2

Sound clips used in the psychological experiments

1. Man Laughing 2. Truck Horn

3. Crowd Cheering 4. Dog Bark

5. Cola Can Opening 6. Ambulance Siren

7. Woman Scream 8. Women Laughing

9. Shower 10. Birds Chirping

11. Church Bells 12. Steam

13. Telephone Ring 14. Toilet Flush
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