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Abstract 

This research aimed at studying the role of self-enhancing imagery and self goal-achievement emotion in the effect of characteristics 

perceived at advertisements using multisensory cues on purchase intention. Sports shoes advertisement was selected as an empirical 

research object. Questionnaire survey method was used to collect data. ‘WenJuanXing’ site was used to make the questionnaire in 

Chinese, and it was loaded on WeChat and QQ. 260 participants from different regions of China participated in online questionnaire 

survey. The results of testing the hypotheses by structural equation model in Amos 21.0 program are summarized as followings. The 

congruency between multisensory cues and self-discrepancy awareness positively evoked the self-enhancing imagery and the self 

goal-achievement emotion. The object relevance between the consumer and the product advertised did not induce the emotion, but 

evoked the self-enhancing imagery. Both of the self-enhancing imagery and the self goal-achievement emotion had positive effects on 

the product purchase intention. When developing advertisement, marketers should focus on multisensory cues’ characteristics to 

enhance the self-enhancing imageries as well as to help feel the goal-achievement emotion. They should pay attention to the ways by 

which the multisensory cues’ characteristics used to develop advertisement can be perceived to be congruent with each other by 

consumers. 
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1. Introduction12

How to attract consumers to buy products is becoming 

more and more important to marketers since consumers 

meet more and more opportunities of choosing product in 

today’s competitive and changing business environment. 

Studies found external stimulation such as advertising can 

influence consumers’ cognitions and emotions guiding 

purchase behaviors (Michon, Chebat & Turley, 2005; Turley 

& Milliman, 2000). Consumers compare the information 
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before making decision (Panwar, Anand, Ali & Singal, 

2019), especially at the stage of processing advertised brand 

information. Multisensory cues used in advertising might 

influence consumers’ emotions and cognitions concerned 

with the product advertised (Hultén, 2012; Krishna, 2012; 

Choi, Zhang & Chen, 2018). Advertisements’ multisensory 

cues may have a positive impact on consumers’ emotions 

and cognitions. Therefore, how to advance the various 

sensory cues to match emotions and cognitions inducing 

consumers’ choice is crucial to marketers (Thapa, 2011). 

Particularly, since different multisensory cues reveal 

different influences on consumers, marketers should know 

how to differentiate the multisensory cues used for 

advertising their products. 

According to gestalt principles, multisensory cues are 

perceived as a whole rather than as the sum of each 

individual component (Lin, 2004). The cues from different 

sensory modalities might be integrated to be not a simple 

accumulation of the effects of each modality, but the 

abstract whole different from the simple accumulation. 
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There can be various non-linear interactions between the 

sensory modalities exposed to consumers (Driver & 

Noesselt, 2008). The interaction effects of each modality are 

dynamically intertwined to show the multiplied sensory 

cooperation, or disambiguated effects that meaning of one 

cue is removing an ambiguity in other cues by which the 

multisensory cues can induce a certain whole meaning of the 

stimulation. 

However, past research had mainly studied what kind of 

psychology the consumers will produce and how to make 

decision during their purchase process (Shah, Aziz, Jaffari, 

Waris, Ejaz, Fatima & Sherazi, 2012), or when they would 

have the specific purchase target (Morinez, Kube, Santos, 

Da Costa & Antranikian, 2007). There have been the studies 

about the role of haptic stimulation (Atakan, 2014), the 

effects of felt emotion on predicted social behavior (DeWall, 

Baumeister, Chester & Bushman, 2016), effects of sensory 

marketing on judgment and behavior (Krishna, 2012), 

however, the existing research has not given much attention 

to discovering what kind of emotions and thoughts 

customers get at the exposure to multisensory cues of the 

advertisement to ultimately promote the purchase intention. 

Therefore, it is necessary to explore the characteristics of 

multisensory cues that could promote the purchase intention, 

and it is also necessary to find the emotions and thoughts 

that could mediate the effects of the multisensory cues on 

the intention. 

The purposes of this research are established as follows. 

First, current research intends to explore which 

characteristics of multisensory cues used for advertising 

product can activate consumers’ self-enhancing imagery and 

goal-achievement emotion. Second, this research will 

explore whether the self-enhancing imagery and the goal-

achievement emotion can promote purchase intention. 

2. Theoretical Background and Hypotheses

2.1. Self-Enhancing Imagery and Self Goal-

Achievement Emotion 

2.1.1. Self-Enhancing Imagery 

In accordance with goal systems theory (Fishbach, 

Friedman & Kruglanski, 2003), the goal is actually a 

concrete manifestation of individuals’ mental activity to 

affect their behaviors and motivations, which consists of 

motivational and cognitive aspect (Kruglanski, 1996). The 

motivational aspect means that the goal can motivate people 

to do something coming from their inside, while cognitive 

aspect is related to the points that the goals can be 

cognitively activated or primed by external stimulus (Bargh, 

1997; Chartrand & Bargh, 1996). 

In the other hand, imagery is a process rather than a 

structure, which can be memorized through the process of 

collecting or processing information (MacInnis & Price, 

1987). Imagery plays a role in affecting affective responses 

to stimuli, and behavior (Rossiter & Percy, 1978, 1983; Choi, 

Nguyen & Teng, 2019). The process of forming imagery 

aims at finding sensory experience and perception of senses 

that exist in memory (Petrova & Cialdini, 2008). 

In view of the cognitive aspect of goals, self-goals can be 

activated by self-related external multisensory cues in 

advertisement to induce self-enhancing imagery, and in the 

motivational aspect of goals, self-enhancing imagery could 

promote the intent to purchase the product advertised. Self-

enhancing imagery may increase the consumers’ purchase 

intention. Enhancing self-imagery can promote purchase 

intentions (Schlosser, 2003; Shiv & Huber, 2000). When 

consumers’ self-enhancing imageries are aroused at product 

advertising, their purchase intention will be promoted.  

H1: Self-enhancing imagery positively affects purchase 

intention. 

2.1.2. Self-Achievement Emotion 

Emotions are composed of many factors, including 

perception, behavior, and personal physiology (Scherer, 

2000). Outcomes also generate emotions (Pekrun, 2006). In 

recent research, Pekrun (2006) found that when a person 

achieves a goal, the goal will have a significant impact on 

the person’s emotions, and achievement goals can guide our 

behaviors (close or avoid) (Hulleman, Schrager, Bodmann & 

Harackiewicz, 2010).  

Self goal-achievement emotion is defined as the 

emotional perception that is generated when the goals are 

activated and expected to be achieved. There is a positive 

correlation between the positive goal and consumers’ 

emotions (Jones, Reynolds & Arnold, 2006). Jones (1999) 

demonstrates that each consumer has its own specific goals. 

When consumers achieve their own consumption goals and 

feel pride or happy in the goal achievement, then the product 

purchase intention might also be enhanced (Ratneshwar & 

Morrin, 2000). The goal-achievement emotions could 

promote purchase intention. Therefore, we propose the 

hypothesis: 

H2: Self goal-achievement emotions will positively affect 

purchase intention. 

2.2. Multisensory Cues 

2.2.1. Meaning of Multisensory Cues 

Multisensory cues are composed of multiple single 

sensory cue. Single sensory cue includes five modalities: 

vision, auditory, olfactory, taste, and tactile. Individual’s 

perception of external environment depends more on 

multisensory cues rather than on a single sensory cue. And 

sensory inputs from environments as specific odors, color, 

tone, and temperature can be intertwined with each other to 

generate reactions (Biggers & Pryer, 1982; Franz, 2006).  

The brain can often unconsciously integrate these 

sensory cues from the surrounding environment 

(Macpherson, 2011) to help consumers enhance a perception 
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of stimuli (Helbig & Ernst, 2008; Lalanne & Lorenceau, 

2004), through which the characteristics of the stimuli could 

be determined. And since there is an interaction between 

different sensory cues, one modality sense may have effect 

on another modality sense (Bresciani, Ernst, Drewing, 

Bouyer, Maury & Kheddar, 2005; Seigneuric, Durand, Jiang, 

Baudouin & Schaal, 2010). 

In the other hand, purchase intentions refer to the 

possibility that consumers are willing to consider buying 

certain products or brands. Past research found that 

multisensory cues can awaken consumers’ perception of the 

object and influence their purchase intention (Imschloss & 

Kuehnl, 2017; Mattila & Wirtz, 2001). The input of properly 

intertwined multisensory cues can enable consumers to 

better perceive products or better guide consumers’ behavior 

(Turley & Milliman, 2000).  

In Table 1, there have been the past studies about 

multisensory advertising or approach, however, at 

multisensory cues of the advertisement, what kind of 

emotions and thoughts customers get to ultimately form the 

purchase intention has not addressed in the existing 

research. The Table 1 explains the commons and differences 

between the past and this study. 

 

2.2.2. Characteristics of Multisensory Cues 

 

2.2.2.1. Congruence among Multisensory Cues 

One of the characteristics of multisensory cues is 

congruence versus incongruence between the cues. 

Congruence is the degree of matching between the various 

sensory cues (Bone & Ellen, 1999; Peracchio & Tybout, 

1996). And the congruence among different sensory 

modalities plays a positive role in making decision (Ludden, 

Schifferstein & Hekkert, 2009). However, the incongruence 

among multisensory cues may induce emotional conflicts to 

negative impact on the decision making (Müller, Habel, 

Derntl, Schneider, Zilles, Turetsky & Eickhoff, 2011). 

 
Table 1: Commons and Differences between Previous Research and This Research 

Authors Contents Commons Differences 
Atakan (2014) Haptic stimulation and 

product construction 
Sensory cues influence 
consumers evaluation 

the characteristics of 
multisensory cues 

Krishna (2012) Sensory cues, perception, 
judgement and behavior 

Sensory effects judgement and  
behavior 

Multisensory cues influences 
consumers purchase intention 

Reed (2004) Identity and judgements Consumer tends to choose the 
brand or product which match 
their identity 

Object relevance between 
consumer and product 
advertised will induce self-
enhancing imagery 

Schlosser (2013) Goal and imagery influence 
attitudes versus purchase 
intention 

Enhancing self-imagery can 
influence consumption 

Multisensory cues can induce 
self-imagery 

Hulleman, Schrager, Bodmann, 
& Harachiewicz (2010) 

Achievement goals, emotions 
and behaviors 

Achievement goals can impact 
emotions and guide behaviors 

Multisensory cues can impact 
consumers goal-achievement 
emotion 

Note: This Table 1 is built by authors’ reviewing the past research 

 

2.2.2.2. Self-Discrepancy Awareness 

In the self-discrepancy theory, there are actual self, ideal 

self and ought self (Higgins, 1987). Actual self can represent 

how others think of you and how you see yourself according 

to your various real characteristics, intelligence, style of 

handling things; ought self is the representation of people’s 

duty, responsibilities and obligations; ideal self can be seen 

as the hopes, wishes or aspirations from the eye of either 

yourself or others (Mason, Smith, Engwall, Lass, Mead, 

Sorby & Wonderlich, 2019). When individual becomes 

aware of the discrepancy between actual self and ideal self, 

he or she may want to do something to reduce the gap 

between the actual self and ideal self, and his or her state of 

achieving the ideal self-goal may be activated at the same 

time (Orellana-Damacela, Tindale & Suarez-Balcazar, 2000). 

The multisensory cues focused on enhancing consumers’ 

self could lead them to perceive the gap between actual self 

and ideal self. 

 

2.2.2.3. Object Relevance between Consumer and 

Product Advertised 

Object relevance exists when certain characteristics of 

the consumers can match the characteristics of the product 

(Kleine, Kleine & Kernan, 1993; Reed, 2004). And 

consumers have a tendency to choose products which can 

make them feel comfortable, satisfy their desires, and match 

their identity (Belk, 1988; Sirgy, 1982; Zinkhan & Hong, 

1991) or personalities (Holbrook, 1992). The object product 

should be consistent with consumers when the product’s 

characteristics are consistent with the consumers’ identity or 

status (Stokburger-Sauer, Ratneshwar & Sen, 2012). The 

multisensory cues with the characteristics consistent with 

consumers’ self could induce the object relevance between 

consumers and the product advertised. 

 

2.2.3. Characteristics of Multisensory Cues and Self-

Enhancing Imagery 

When the multisensory cues in advertisement are 

congruent with each other, our impression to the products or 

brands advertised can be deepened, which in turn will 

enhance the imagery of the products or brands (Cheng, Wu 

& Yen, 2009). Consumers are relatively easy to have a 

positive attitude towards the product or brand by which their 

goal is more likely to be activated. The congruence among 
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self-related multisensory cues may increase self-enhancing 

imagery. 

Self-discrepancy (Higgins, 1987) enables us to have a 

clear positioning. Because only when we have a clear 

picture of ourselves in the moment (actual self) and know 

what responsibilities we should undertake (ought self), we 

may know what our goals (ideal self) are. The clear 

positioning of the ideal self is more beneficial to activating 

the ideal self-goals, and more helpful to making efforts to 

enhance self-image.  

In general, consumers have a tendency to choose 

products which are positively associated with their identity. 

When consumers see a product and find that some features 

of the product are consistent with their identities, consumers 

will deepen their positive impression to the product. So the 

degree of object relevance between products and consumers 

will have positive impact on forming self-enhancing 

imagery  

Therefore, we propose the following hypotheses: 

H3a: Congruence among sensory cues will induce self-

enhancing imagery. 

H3b: Self-discrepancy awareness will induce self-enhancing 

imagery. 

H3c: Object relevance between consumer and product 

advertised will induce self-enhancing imagery. 

2.2.4. Characteristics of Multisensory Cues and Self 

Goal-Achievement Emotion 

Different sensory cues can cause different emotions. 

When the multisensory cues are congruent with each other, 

there could be the positive impact on the goal-achievement 

emotion. Individual is easy to feel positive emotions when 

the multisensory cues are congruent. Therefore, if self-

related multisensory cues are congruent, it may have a 

positive effect on self goal-achievement emotions. 

And self-discrepancy (Higgins, 1987) has an influence 

on emotions. Ideal self can make us have goals and pursue 

them. Due to the existence of self-discrepancy awareness, 

goals of decreasing the discrepancy are more likely to be 

activated. Therefore, self-discrepancy awareness from the 

self-related multisensory cues will have positive influence 

on the goal-achievement emotions. 

The degree of object relevance between the product 

advertised and the customers could have an impact on 

consumer emotions. When the product has the symbolic 

characteristics that are consistent with customers, it will be 

more conducive to stimulating the customers’ emotions 

(Wallendorf & Arnould, 1988). The higher the relevance 

between products and consumers is, the stronger the 

consumers’ emotions about products will be (Zinkhan & 

Hong, 1991). We suggest that the object relevance between 

the products and consumers can enhance the self goal-

achievement emotions. 

Therefore, we propose the following hypotheses: 

H4a: Congruence among sensory cues will enhance self 

goal-achievement emotion. 

H4b: Self-discrepancy awareness will enhance self goal-

achievement emotion. 

H4c: Object relevance between consumer and product 

advertised will enhance self goal-achievement emotion. 

In sum, all the hypotheses can be delineated by < Figure 

1>. 

Figure 1: Research Model 

3. Empirical Study

3.1. Product Selection for Empirical Study 

In order to find which kind of the advertisement’s 

multisensory cues can easily and quickly wake up 

participants’ self-discrepancy, and help feel the object 

relevance, this study conducted a pretest. We selected 30 

undergraduate participants and asked them to choose an 

answer by using the question “With the rapid development 

of contemporary society, more and more people want to 

have a healthy lifestyle to maintain a good shape. Which of 

the following methods would you choose to accomplish this 

goal?” The alternative answers include “1. Sports (sports 

shoes), 2. Low-calorie foods (vegetables), 3. No side-effect 

and weight loss products (meal replacement powder).” 

Finally, frequency analysis results showed that 21 

participants chose the sports. Based on the result and the aim 

of this study, we decided to use sport shoes for empirical 

study. 
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3.2. Advertisement Development 

In the view of the aim of this study of demonstrating 

how the advertisements’ multisensory cues influence 

consumers’ purchase intention, we decided to use the short 

video of the sports shoes which consists of visual and 

auditory information. This short video tries to use the 

dynamic music and girl’s soft but firm voice to evoke 

passion and bravery. The music cue which added to the short 

video should have a positive effect on stimulating 

consumers’ perception. We chose the short video with 

dynamic music “Future Starts Slow” 

(https://v.qq.com/x/page/q0863fl7b9h.html), coming from 

the Google video. The melody is passionate, cheerful, light, 

and can bring the audience pleasure and positive emotions. 

Because dynamic music is more easily to stimulate people’s 

passion for sports, we use this music at the short video. The 

dynamic music matches the dynamic elements of running, 

and the music could play an auxiliary effect in stimulating 

consumers’ perception. And in order to strengthen the 

viewers’ impression, four pictures are taken from screenshot 

of the existing short video which are just consistent with the 

subject of our questionnaire. Therefore, the four pictures 

were used as follows, the first with “keep running”, the 

second with “make effort”, the third with “Be better”, and 

the fourth with “U can be better with the shoes” are shown 

in the questionnaire. Participants are asked to click 

https://v.qq.com/x/page/q0863fl7b9h.html to be exposed to 

the advertisement. 

Source: https://v.qq.com/x/page/q0863fl7b9h.html 

Figure 2: Research Advertisements

3.3. Measures of Configuration Concepts 

After seeing the short video advertisement of this sports 

shoes and 4 screenshots, participants answer three questions to 

insure they received multisensory cues rather than the single 

cue at this advertising. These questions are “1. I sense the 

various color of this sports shoes advertisement.” “2. I sense the 

soft tactility of this sports shoes advertisement.” “3. I sense the 

dynamic melody sound in this sports shoes advertisement” 

using 7-point scales. These three questions were used to only 

check the multisensory characteristics of the advertisement not 

included in the research model. And we checked the level of 

paying their attention to this advertisement by using “I pay 

much attention to this sports shoes advertisement.” on the 7-

point. So, this attention-related question and the three questions 

are not appeared in the Table 4. 

3.3.1. Measures of Congruence among Multisensory 

Cues (CMC) 

As we mentioned before, congruence can be defined as 

the degree of fit among all sensory cues of the stimulus 

(Bone & Ellen, 1999; Peracchio & Tybout, 1996). This 

research decided to use four items on 7-point scales (1=not 

at all, 7=very much) to measure the congruence among 

multisensory cues. They are “1. All the visual, tactus and 

sound cues of this sports shoes advertisement are 

appropriate to each other.” “2. All the visual, tactus and 

sound cues of this sports shoes advertisement fit with each 

other.” “3. All the visual, tactus and sound cues of this sports 

shoes advertisement are consistent with each other.” “4. I 

think all multisensory cues from this sports shoes 

advertisement are congruent with each other.” 

3.3.2. Measures of Self-Discrepancy Awareness (SDA) 

To arouse participants’ self-discrepancy, this research 

used the Self-Discrepancies Scales (S-DS) (Philippot, 

Dethier, Baeyens & Bouvard, 2018). Firstly, participants are 

asked to think for a moment and then to use three features to 

complete three sentences. These three sentences are “1, I 

want to be...” “2. I should be...” “3. I am ...” We give some 

examples of possible features (for example, smart, 

hardworking, wise and so on) to help them complete the 

three sentences. Then we use 4 items to measure their self-

discrepancy removal awareness. They are “1. Making effort 

can bring me closer to my ideal self.” “2. I keep running to 

approach my ideal self.” “3. I feel discrepancy between my 

actual self and ideal self.” “4. I try to narrow this 

discrepancy between my actual self and ideal self” which 

are scored on 7-point scale (1=not at all, 7=very much). 

3.3.3. Measures of Object Relevance between 

Consumer and Product Advertised (RCP) 

To measure objective relevance between consumer and 

product advertised, based on identity similarity between 

brand or product and consumers (Kleine, Kleine & Kernan, 

1993; Reed, 2004), our research uses 5 items as followings 

“1. This pair of sports shoes’ image is interconnected with 

my image.” “2. This pair of sports shoes’ image can be 

bundled to my image together.” “3. This pair of sports shoes’ 

image interacts with my ideal image.” “4. This pair of sports 

shoes’ image is similar to my image.” “5. This pair of sports 

shoes is suitable for me” on a seven-point scale (1=not at all, 

7=very much). 
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3.3.4. Measures of Self-Enhancing Imagery (SEI) 

As mentioned before, individual may draw imaginations 

based on the existing information when they are exposed to 

multisensory cues from environment (MacInnis & Price, 

1987), for example, advertisements. When individual’s goals 

are activated at the exposure time, enhanced self-imagery 

may be formed. 4 items on 7-point scale ranging from 1=not 

at all, 7=very much are used to measure self-enhancing 

imagery. These items include “1. This advertisement makes 

me want to do something to enhance myself.” “2. This 

advertisement helps me know how to enhance myself.” “3. 

This advertisement makes me imagine that I’m getting 

stronger.” “4. This advertisement makes me imagine that 

I’m enhancing myself.” 

3.3.5. Measures of Self Goal-Achievement Emotion 

(SGAE) 

Researches have demonstrated individuals can feel 

positive emotions if goals generate positive effects while 

individuals can feel negative emotions if goals generate 

negative effects (Jones, Reynolds & Arnold, 2006). More 

importantly, achievement goal theory (Dweck & Elliot, 1988; 

Elliot & Pekrun, 2007) shows achievement goals are 

consistent with achievement emotions. Therefore 4 items on 

the 7-point scale ranging are used to measure self goal-

achievement emotion. They are “1. I will feel pride if I can 

achieve my goal by using this sports shoes advertised.” “2. I 

will feel exciting if I can complete my goal by using this 

sports shoes advertised.” “3. I will feel confident if I can 

complete my goal by using this sports shoes advertised.” “4. 

I will feel fulfilled if I can complete my goal by using this 

sports shoes advertised.” 

3.3.6. Measures of Purchase Intention (PI) 

Purchase intention represents a surrogate indicator of 

actual behaviors (Fishbein & Ajzen, 1977). Our research use 

4 items to measure this purchase intention. They are “1. I 

will choose this pair of sports shoes rather than any other 

similar sports shoes.” “2. I intend to buy this pair of sports 

shoes in the future.” “3. I will possibly buy this pair of 

sports shoes in the future.” “4. I will definitely buy this pair 

of sports shoes in the future” on the 7-point. 

4. Empirical Investigation

4.1. Pretest and Demographic Analysis Results 

from Main Survey 

The English version of questionnaire was translated in 

Chinese. Pretest was conducted by 30 graduate Chinese 

students to check any errors in the questionnaire, and 

according to the pretest results, the questionnaire was 

corrected. This research exploited a questionnaire survey 

method. We used ‘WenJuanXing’ site to make questionnaire 

in Chinese, which was loaded on WeChat and QQ to collect 

275 data in total at China. We deleted the questionnaires in 

which participant failed to pay enough attention to this 

questionnaires, and 260 questionnaires were remained 

finally. The details of demographic figures analyzed by 

descriptive statistics of SPSS 22.0 were shown in Table 2. 

Table 2: Demographic Analysis Results 

Variable Frequency Percentage 

Gender 
Male 131 50.4% 

Female 129 49.6% 

Age 

Under 20 68 26.2% 

21-30 113 43.5% 

31-40 50 19.3% 

Over 40 29 11.2% 

Income 

Under 3000 RMB 66 25.4% 

3000-6000 RMB 109 41.9% 

6000-10000 RMB 52 20.0% 

Over 10000 RMB 33 12.7% 

Country 

China 260 100% 

Korea 0 0% 

Other 0 0% 

Total Response 260 100% 

4.2. Level of Each Characteristics 

The scores of items for each of such characteristics 

(constructs) as congruence among multisensory cues, self-

discrepancy awareness and object relevance between 

consumer and product were summed and averaged to make 

the participant’s score level for each construct. The results of 

analyzing the extent to which participants felt each of the 

characteristics (constructs) are shown in Table 3. Each of the 

characteristics was perceived to be greater than midpoint (4). 

4.3. Reliability and Validity 

By calculating Cronbach’s α, we examined the internal 

consistency among items for each construct. The results in 

Table 4 where all α were higher than 0.9 indicated that there 

was a good internal consistency at every construct.  

Principal component factor analysis based on Varimax 

rotation in SPSS 22.0 program was used to survey 

convergent validity. As shown in Table 4, there were six 

principal components consisting of the object relevance, the 

congruence, self-enhancing imagery, self goal-achievement 

emotion, purchase intention and the self-discrepancy 

awareness, wherein factor loading values of items indicated 

that all the items of each construct were judged to converge 

to their own construct. 

Table 3: Results of Analyzing Multisensory Cues Characteristics 

CMC SDA RCP 

5.18 5.32 6.38 
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Table 4: Results of Analyzing Principal Components 

Construct Item 
Component 

a 
1 2 3 4 5 6 

RCP 

RCP1 .901 .068 .033 .115 .151 .054 

0.947 

RCP2 .900 .077 .012 .170 .171 .042 

RCP3 .889 .016 .100 .074 .181 .100 

RCP4 .869 .127 .089 .136 .251 .037 

RCP5 .785 .195 .006 .087 .286 .030 

CMC 

CMC4 .121 .912 .094 .107 .033 .030 

0.941 
CMC3 .118 .900 .017 .120 .175 .071 

CMC1 .086 .888 .113 .111 .133 .071 

CMC2 .076 .881 .118 .100 .145 .089 

SGAE 

SGAE3 .044 .039 .931 .065 .106 .093 

0.938 
SGAE1 .012 .029 .901 .128 .039 .071 

SGAE4 .017 .100 .895 .067 .077 .144 

SGAE2 .142 .179 .880 -.030 .062 .138 

SEI 

SEI3 .109 .095 .084 .909 .016 .122 

0.927 
SEI4 .101 .042 .074 .900 .032 .131 

SEI2 .200 .082 -.041 .874 .089 .137 

SEI1 .111 .262 .137 .823 .165 .048 

PI 

PI3 .250 .115 .131 .063 .895 .102 

0.932 
PI4 .246 .148 .048 .093 .872 .032 

PI2 .215 .187 .001 .154 .841 -.051 

PI1 .275 .068 .142 -.011 .829 .138 

SDA 

SDA3 .063 -.003 .168 .012 .066 .893 

0.910 
SDA4 .088 -.010 .149 .060 -.004 .881 

SDA1 .025 .094 .131 .219 .066 .854 

SDA2 .045 .181 -.007 .152 .067 .842 

4.4. Correlations among Constructs 

To test the discriminant validity among constructs, 

confirmatory factor analysis was conducted. The results of 

the analysis which include correlation coefficient, the 

squared correlation coefficients and AVE are shown in Table 

5. And all the values of AVE are above 0.5, and bigger than

the squared correlation coefficients respectively, which

implies a good discriminant validity.

Table 5: Results of Correlations Analysis 

AVE CMC SDA RCP SEI SGAE PI 

CMC .803 

SDA .181 
(.033) 

.718 

RCP .264 
(.070) 

.169 
(.029) 

.785 

SEI .277 
(.077) 

.286 
(.082) 

.308 
(.095) 

.612 

SGAE .210 
(.044) 

.287 
(.082) 

.153 
(.023) 

.177 
(.031) 

.637 

PI .325 
(.106) 

.188 
(.035) 

.512 
(.262) 

.210 
(.044) 

.233 
(.054) 

.626 

Note: the numbers of the diagonal mean AVE. 

4.5. Testing Measurement Model 

Confirmatory factor analysis in AMOS21.0 was 

conducted to check the convergent validity of items for each 

construct. As shown in Table 6, results indicated all the C.R. 

of items for each construct were above 2.00. The items of 

each construct are judged to converge with each other. 

Table 6: Results of Confirmation Factor Analysis 

Items Estimate S.E. C.R. P 

CMC CMC1 1.000 

CMC2 .985 .048 20.682 .000 

CMC3 .981 .045 21.817 .000 

CMC4 1.104 .052 21.230 .000 

SDA SDA1 1.000 

SDA2 .966 .062 15.638 .000 

SDA3 1.008 .057 17.635 .000 

SDA4 1.031 .060 17.237 .000 

RCP RCP1 1.000 

RCP2 1.045 .042 24.844 .000 

RCP3 1.008 .045 22.311 .000 

RCP4 1.113 .048 23.230 .000 

RCP5 .964 .054 17.977 .000 

SEI SEI1 .942 .053 17.611 .000 

SEI2 .982 .050 19.577 .000 

SEI3 .987 .042 23.543 .000 

SEI4 1.000 

SGAE SGAE1 1.015 .050 20.143 .000 

SGAE2 .985 .049 20.163 .000 

SGAE3 .978 .041 23.752 .000 

SGAE4 1.000 

PI PI1 1.000 

PI2 1.132 .058 19.434 .000 

PI3 1.157 .053 21.981 .000 

PI4 1.105 .064 17.174 .000 

χ
2
=617.140 (DF=260, P=.000), GFI=.804, AGFI=.755, CFI=.911, 

TLI=.897, IFI=.912, RFI=.857, NFI=.876, RMSEA=.091 

4.6. Testing Hypotheses 

The results of structural equation model analysis by 

AMOS 21.0 program were shown in Table 7, which 

indicated χ2=617.140 (DF=260, P=.000), GFI=.804, 

AGFI=.755, CFI=.911, TLI=.897, IFI=.912, RFI=.857, 

NFI=.876, RMSEA=.091. And as shown in Figure 3 and 
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Table 7, all the hypotheses except H4c were accepted. 

Table 7: Results of Testing Hypotheses 
Hypotheses Path Estimate S.E. C.R. P Results 

H1 SEI → PI .199 .068 2.912 .004 Accepted 

H2 SGAE → PI .196 .061 3.232 .001 Accepted 

H3a CMC → SEI .177 .062 2.842 .004 Accepted 

H3b SDA → SEI .238 .070 3.386 .000 Accepted 

H3c PCR→ SEI .232 .064 3.636 .000 Accepted 

H4a CMC→ SGAE .163 .072 2.264 .024 Accepted 

H4b SDA → SGAE .309 .082 3.773 .000 Accepted 

H4c RCP → SGAE .086 .073 1.174 .240 Unaccepted 

χ
2
=617.140 (DF=260, P=.000), GFI=.804, AGFI=.755, CFI=.911, TLI=.897, IFI=.912, RFI=.857, NFI=.876, RMSEA=.091 

Figure 3: Results of Testing Hypotheses 

5. General Discussion

5.1. Research Summary 

In our study, we explored the effect of characteristics 

perceived at multisensory cues such as congruency between 

multisensory cues, self-discrepancy awareness, and object 

relevance between consumers and products advertised on 

purchase intention. We used advertisement including both of 

visual and auditory sensory cues for making consumers feel 

congruency between the visual and the auditory aspects of 

the advertising. And the external multisensory cues were 

used, to also help consumers aware the gap between the 

actual self and the ideal self, furthermore, and to help them 

feel object relevance between the identity of the product and 

their own ideal self. This study developed hypotheses about, 

and tested, the roles of the self-enhancing imagery and self 

goal-achievement emotion in the effects of each of the three 

characteristics of the multisensory cues on purchase 

intention. The study results are summarized as followings. 

First, both of the self-enhancing imagery and self goal-

achievement emotion positively affect consumers’ purchase 

intention. Second, the congruency between multisensory 

cues has a positive effect on activating consumers’ self-

enhancing imagery and feeling self goal-achievement 

emotion. Third, the self-discrepancy awareness plays 

positive roles in activating the self-enhancing imagery and 

feeling the self goal-achievement emotion. Fourth, the 
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object relevance between the consumer and the product 

advertised can activate only the self-enhancing imagery. The 

object relevance doesn’t trigger the consumers’ goal-

achievement emotion. 

The object relevance is a variable approached in view of 

rational thought. That is, when consumers are exposed to a 

brand, the first thing that comes to their mind might be 

whether the brand can be lined together with them in view 

of the congruence between their identity and the image of 

the brand (Reed, 2004). However, goal-achievement 

emotion is a concept including more consummatory 

emotional goal. This may be the reason why this hypothesis 

was rejected. 

5.2. Theoretical and Managerial Implication 

Although previous studies had examined the effects of 

single sensory cues on consumer purchase intentions, they 

have rarely explored multisensory cues’ effects. Based on 

the relevant theories of integrated marketing and design, we 

conducted systematic research. This study explored whether 

the three (two) characteristics of the multisensory cues affect 

the self-enhancing imagery (self goal-achievement emotion) 

which could have positive impacts on purchase intention. 

Therefore, the results of this study can contribute to the 

advancement of theory about the effects of the multisensory 

cues on purchase intention. 

This research mainly studied the application of 

multisensory cues to advertising in view of three 

characteristics of multisensory cues. Therefore it can suggest 

managerial implications as followings. 

First, this research found the evidences that both self-

enhancing imagery and self goal-achievement emotions 

positively affect purchase intention. Based on these, 

marketers should focus on how to enhance consumers’ self 

imageries and how to arouse their goal-achievement 

emotion when developing advertisement. 

Second, marketers should pay attention to multisensory 

cues’ characteristics such as the congruency between 

multisensory cues, self-discrepancy awareness and object 

relevance between consumers and products advertised which 

can be perceived by consumers, to enhance the self 

imageries and to feel the goal-achievement emotion, when 

developing advertisement. 

5.3. Limitations and Directions for Future 

Intention 

There are several limitations in this research that can be 

studied in the future. 

Firstly, this research just studied three characteristics of 

multisensory cues and did not demonstrate how the five cue 

modalities interact with each other. The relationship among 

five cues modalities, and more characteristics perceived at 

the time of being exposed to the advertisement using the 

multisensory cues (Feng & Lee, 2015) can be studied in the 

future. 

Secondly, this research mentioned just self goal-

achievement emotion positively affects purchase intention, 

but did not study the arousal level of the emotion. Therefore, 

whether the level of the emotion arousal will affect purchase 

intention can be studied in the future research. 

Finally, the survey was just conducted in China, so we 

did not fully exonerate the culture that may influence 

consumers’ purchase intention when variety of multisensory 

cues are used for advertising. This can be the subject for 

future research. 
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