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 Advertising is a way of communication to convince an audience for decision making 

about consumption behavior of a product or service and delivering information to 

viewers. This paper examines the relationship between two significant advertising 
variable that are environmental response and emotional response as an independent 

variables and consumer consumption behavior as dependent variable. the method in this 

research is of a survey and the relationship between the variables involved through 
survey data from 263 questionnaires  distributed among the of industrial consumers of 

electricity distribution company in Tabriz - which 194 was completed and were  tested 

by using the SPSS19 software. Findings of this study show the moderate relationship 
between independent variables and dependent variable. The results indicate that there is 

a moderate positive and significant impact of advertising on consumer consumption 

behavior, but there wasn’t strong and highly correlated relationship between emotional 
response and environmental response on consumer’s consumption behavior. This study 

reports new results in the field of consumer’s consumption behavior 
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INTRODUCTION 

 

 Advertising has an important impact in viewer imagination and thinking among other marketing devices 

since it is more to be seen. Marketing mix has four subset that includes: product, price, place and promotion and 

advertising is of promotional mix component which is used for providing information about product and 

services to make decision about the way of consumption behavior. Consumer consumption behavior is the result 

of different factors that two of them are more known from other factors that are divided to two official and in 

official sources. Advertising is of effective official sources on consumer consumption behavior according to 

above division. Marketing uses this device for communicative goals and to create awareness about consumption 

way and the way of consumption behavior by customer. There is no possibility that a company change into a 

leader in market place unless they do important and significant investment on their advertising and promotion 

program. However, this effect on consumption causes changing and strengthen people’s memory to 

consumption behavior, significantly. Advertising memory is a link that is correlated by the name of advertising 

in consumer memory. The consumer behavior analyze is helpful for advertiser in order to understand consumer 

behavior in different condition of consuming. Consumer behavior is defined as the consumer behavior that is 

seeking to purchase, use, and evaluation and depose a product or service to provide his requirement. According 

to the traditional hierarchy of effects model, exposing to advertising effect results to consumption behavior 

recognition, and the recognition about it results to advertising trending until there is an attempt to use it. Since 

there is a verification in different product and services in market, most companies have the same claim about 

their product and services performance, so differentiating in them on performance characteristic basis has been 

very difficult. Differentiating on the performance elements that are shown in advertising, is not prolonged and 

lasting to the extent that competitor could copy that service or product. So marketer have provided a concept of 

consumer images and provided a feeling in consumer’s imagination throughout showing a kind and 
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companionate mother in advertising. Advertiser has made a bond with consumer by making such an advertising. 

So consumers with a high probability can communicate by consumer related behavior of advertising which have 

messages and emotional values in it. In today’s situation, marketer cannot provide and transfer any information 

and messages about the product or services without advertising to its viewer and audience.to analyze the 

consumer consumption behavior through advertising, number of industrial subscriber of electricity distribution 

in Tabriz has been selected as a consumer sample. This analyze is based on consumer attritional behavior in 

different consumption behavior. In fact advertising is a promotional device in marketer to provide awareness 

about the way of consuming and underpinning consumer behavior to the consumption behavior in order to take 

the ultimate consumption decision. The main goal of advertiser is to reach potential customer and effect on their 

consumption behavior. Adelaar [8] have done a research on Customer consumption behavior of disk-intensive 

on-line (CDs), by using emotional advertising.  

  This article is to find the consumer consumption behavior and to determine the relationship between 

emotional response and environmental response as an independent with consumer consumption behavior as an 

dependent variable. Since these ways of advertising is not completed in developing countries in comparison to 

developed countries, and advertising institutes doesn’t work at any market, so there is a need to do research 

about advertising and its effect on consumer consumption behavior in Iran.   

 This survey, defined media that provide the information by combination of voice, eye and touch sources. 

This survey also cover various areas of the visual impact of the message which are shown in Medias so people 

can acquire the information through it. Vocal and visual information can affect people's perception of 

environmental stimuli. So this research can add new knowledge and information to current knowledge and 

provide new areas for later research. This article is done base of theatrical model that examine the relationship 

between variables. So after reviewing the literature concept, questions and assumptions have been developed. 

Then results, discussion and conclusion have been provided. At the end, it has been referred to limitation. The 

main reason and goals of this study is investigating the emotional advertising effect on consumer consumption 

attritional behavior and more to determine the effect on environmental advertising on educated consumer 

consumption buying behavior. 

 

Literature review:  

 Advertising is to communicate and define non-personal product or companies services through different 

means like TV, radio, newspaper versus the receipt of funds for-profit and nonprofit institutions or people that 

are determined somehow in the messages. Advertising is a dynamic scientific that take a new model by social, 

political and economic changing and take especial extent according to ideas, customs, culture, faith and religion. 

Advertising means to deliver a message, to introduce something to the others or showing off something in a 

good or bad way and also includes visual and vocal messages that has been transferred for ideas propagation or 

product by a source through advertising channel to especial group or the whole society and the money is paid for 

it.  

 

Emotional response: 

 Advertising is for understanding, interest, product selection and service and how to use it. The most 

effective theory in marketing and advertising research is Attitudes toward advertising. Attitude toward 

advertising has been defined like this:  a basis to response to a particular advertising stimulus in a desirable way 

or undesirable during a specific display condition. However, the shaped attitude of advertising can help on 

effectiveness of consumer attitudes to consumption behavior and also consumption goal. Consumer 

consumption is based of ideas and concepts that a person decide to consume a product or a service in a moment. 

The main goal of advertising is making positive attitude to advertising and media to making favorable 

consumption behavior and through of this, such a positive attitude that causes an emotional response in 

consumer’s images. According to traditional attitude of consumption, behavior is predicted from consumer’s 

attitude at the time of consumer’s consumption the way of consuming they like. Attitude is probably is defined 

“acquire behavioral disposition”. Adelaar [8] have claimed that behavior is formed through emotional response 

and are provided by 3 factors: 

 Enjoy. A condition that person has a good, happy and satisfaction feeling in a specific condition. 

 Stimulation (arousal). Emotional feeling that is different from a person to another in different condition 

like, Excitement, being active, being bored and sleepy. 

 Mastery (influence). A definition of personal feeling which are in control are out of control in performance 

time in a specific condition. 

 Consumers watch advertising about the way of consumption, then try to simulate it and at the end tend to 

favorable consumption behavior. Actual consumption behavior is a term that consumer has the actual and real 

feelings of product or services consumption. The main goal to investigate consumer consumption behavior is to 

determine the factor that affect a consumer to do and operate in a specific way in different condition.  Consumer 

ability in recalling consumption behavior is another element in effective advertising that causes emotional 
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response. The relationship between consumers' attitudes and the effectiveness of advertising in cyberspace has 

shown that visiting websites can help consumers to recall the advertised advertising in internet and this causes a 

positive attitude to advertising. The relative importance of recalling advertising is dependent that to what extent 

the consumer take advertising related decision that results to advertising awareness. This imaginative process 

make sure that the way of consumption behavior that are recall by consumers, have more competition 

advantages to the behaviors that are not recall easily by consumers.  The ability to recall an advertising is 

correlated with audience attitude to advertising. So having a positive attitude to advertising have more ability to 

recall advertising unlike there is a negative attitude to advertising. Awareness of a favorable consumption 

behavior is provided, can help by advertising about the importance of advertising effectiveness of the quantity 

and the importance of consumption behavior memories and thinking at the time of exposing to a consumption 

condition that causes an emotional response to the advertising. Yet, person use a sign in different consumption 

condition to recall required advertising and has a high chance for selection by each consumer, when there is 

different attitude correlated with advertising. Since emotional advertising is a most effective device, consumer 

shows emotional response to that product. There is a positive relation between visual, verbal and textual 

intensity of media and emotional response.  

 

Environmental response: 

 Environments includes things, places, product and other people that can affect consumer’s cognition, 

feeling and behavior. Environmental attitudes are defined by attitude theory which are based on belief. Attitude 

is based on beliefs and norms that is made through individual perceptions and this perceptions should consider 

as an individual ideas rather than an attitude. Environmental variables can affect consumer’s purchases 

behavior. Marketing related researches claim that environment provide a good and high experience for 

consumer which is being used for promotion and selling product or services. Especially the different marketing 

research has been accepted to describe the effect of different emotional condition at the time of consuming. 

Consumers that cannot decide to show which consumption behavior, use a” consumption intent” process. 

Consumption intent means how to use product by consumer in an unwanted and unplanned way. Consumer 

consumption behavior style, discuss the consumer behavior when he wants to consume and show a positive 

reaction to it. 

 When researchers considered the consumer behavior in economic models is not applicable to answer tee 

related questions, ignored it and they found that psychological theories are the best alternative to discuss 

consumer’s behavior. Many experts believe that psychology scientists has the greatest role in analyzing 

consumers’ behavior. Even a lot of authors believe that behavioral sciences. Especially consumer’s behavioral 

survey is deeply based on psychology science. They express that the most famous application of marketing 

science model is originated from of psychology and psychological theories is ruled and dominated on the bulk 

of this model. Clinical experiences are deeper than others. And utilizes the ideas of Sigmund Freud and 

explaining concepts such as conscious and unconscious, had done the most services to marketing in order to 

understand consumer behavior.  

 So environmental psychology can better discuss the emotional response concept in comparison to 

traditional marketing. Sense modalities and information rates can form environmental psychology model. How 

to feel includes voice, eye and touch that can influence users’ experience.  The extent of information also can 

influence user to take information by advertising.  So video, picture and music are correlated with advertising. 

Environmental psychology model, provide an environment in which make an emotional feeling in peoples 

images and are divided to the positions of various consumer condition to hedonism, stimulation and dominate. 

 

Research model: 

 

 
 

Fig. 1: Conceptual research model. 

 

Research assumption:  

 The assumption are developed like below according to research conceptual model.  
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The main assumption: 

 There is a meaningful and significant relationship between advertising and consumer consumption 

behavior. 

 

Alternative Hypothesis: 

H1: there is a significant and positive relationship between emotional response and consumer’s consumption 

behavior. 

H2: there is meaningful and positive relationship between emotional response and consumer consumption 

behavior.  

 

Methodology: 

Sample and method:  

 All industrial consumers of electricity distribution companies as a society in Tabriz are applied in this 

research that are the index and sample of industrial consumer in Iran. Our purpose of industrial customer, are 

customer which has a high electrical power consumption and operate at industry part that has been studied the 

number of industrial consumer of electricity Distribution Company as a good sample of target society, by using 

a random way of sampling. 

 The current survey is based on an applicable research goal and this research is a correlational research in 

classifying different research based on the method. This research is a descriptive one according research 

classification by the way of collecting data that has described the sample characteristic and generalized these 

features to the target population. There has been a survey form of descriptive research. Another good device of 

this research besides library information, is Questionnaire consisting of 25 questions that has been designed in a 

five spectral scale of Likeret form. In this study, Cronbach’s alpha method was used to measure the reliability of 

questionnaire and the master’s idea was used for validity. The sample amount was estimated to 236 industrial 

consumer by using Cochran's formula for finite population with a 95% confidence level and margin of error of 

6%.  

N: the number of society population       n: sample size 

Z: the amount of standard normal variable which is 1/96 in level of confidence of 95% 

P: The value of the trait in the population 

Q: the percentage of population doesn’t have that trait 

D: the value of allowed error=6%                           

 
 So the number of 236 questionnaire was distributed among selected sample of customers. By selecting 40 

competed questionnaire, the validity of device was pretested and Chronbach alpha was estimated to the amount 

of 0.73. But since to the Nunally idea was higher than the standard amount of 0.70, the validity of it was 

conformed. The coefficient of Chronbach alpha result was provided for each of used variable in table 1, and 

since the amount higher than 0.60 confirms the validity from Churchil and Peter ideas, the provided amount is 

shown in table 1, indicates the proper validity for data collection device. The validity of questionnaire was 

confirmed by the number of research methods professors. 

 
Table 1: The validity coefficient of questionnaire. 

Structure Domain Number of item Validity coefficient 
Consumer consumption behavior 1-6 7 0.65 

Emotional response 8-18 9 0.63 
Environmental response 17-25 9 0.65 

The number of questionnaire 1-25 25 0.73 

 

 The questionnaire were distributed among industrial customer of electricity distribution in Tabriz through 

7days from 23 to 30 of Ordibehesht and the number of 194 questionnaire was received and the provided data 

was analyzed by SPSS19 software. Since this survey has investigated the relation between variables, multiple 

regression and correlated was used.  

 

Means and tool: 

 This research means includes two parts. The first part contains information about questionnaire like type of 

activity, type of company, exportation activity and the number of employees. This part was estimated. The 

second part includes 25 questions about research variables which one is dependent variable (consumer 
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consumption behavior) and two independent variables (emotional and environmental response).  This mean is 

ranked Likert 5-ranged scale, ranging from strongly disagree (value 1) to strongly disagree (value 5).  

 

 Hypothesis testing and data analyze: 

  In this section hypothesis testing has been done by sample data. The purpose of inferential analyzes is to 

generalize the results of observations in the original sample to the population. Table 2, has been provided to be 

familiar with Demographic Characteristics of research statistical units: 

 
Table 2: Descriptive statistics of the respondent’s demographic characteristics. 

distribution based of Descriptive statics Frequency 
Relative        abundance 

percent 

Distribution base on activity Productive 148 76.3 

 Commercial 46 23.7 

Distribution base on the firm 

type 

Limited 28 14.4 

. LLP 164 84,6 

Partnership 2 1 

Distribution base on export 

activity 

With export 79 40.7 

Without export 115 59.3 

Distribution base on the 

number of employee 

Between 10 to 50 35 18 

Between 50 to 100 125 64.4 

More than 100 people 34 17.6 

 

Hypothesis test: 

 In this part we investigate and test the hypothesis. To do so, we use Pierson correlation coefficient test and 

regression. Correlation test hypothesis is as below: 

 
 In which H0 (zero hypothesis) for each hypothesis; means that there is no significant relationship between 

defined variable and consumer consumption behavior in Iran and H1 (claimed hypothesis) is the opposite of 

zero hypothesis. 

 
Table 3: Summary of regression model of advertising index with consumers’ consumption behavior. 

Standard error of the estimate 
Adjusted squared multiple 

correlation coefficient 
Squared multiple correlation 

coefficient 
The multiple correlation 

coefficient 
0.4371 0.191 0.199 0.446 

 

Table 4: Pierson correlation. 

Environmental response Emotional response 
Consumer 

consumption 

behavior 
 

0.364 

0.00 

194 

0.38 

0.00 

194 

1 
194 

Pierson correlation: 

Sig. (2-tailed): 

Number: 

Consumer consumption 
behavior 

0.391 
0.00 

194 

1 

194 

0.38 
0.00 

194 

Pierson correlation: 
Sig. (2-tailed): 

Number: 

Emotional response 

1 

194 

0.391 
0.00 

194 

0.364 
0.00 

194 

Pierson correlation: 
Sig. (2-tailed): 

Number: 

Environmental response 

 

 Table3 shows multiple correlation coefficients, squared multiple correlation coefficient or coefficient of 

determination, so that the amount of multiple correlation for above variable is 0.446 and on average level. 

Determination coefficient shows dependent variable determine about 20% of independent variable changes that 

is consumer consumption behavior. 

 As it is shown in table 4, there is a moderate correlation between variables. Pierson correlation coefficient is 

0.38 and 0.364 between consumer consumption behavior with emotional response and environmental response 

that are significant and meaningful amount but are low amount.  

 
Table 5: ANOVA. 

MENENGFUL 

LEVEL 
F Mean square. 

Degrees of 

freedom. 
Sum of squares Model 

0.00 47.766 
9.079 

 
0.190 

1 

192 
193 

9.079 

36.495 
45.574 

Regression 
Remaining     

number 

Total 
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 In table 5, since F value is 47.766, there is meaningful level below 0.05 and indicates the confirmed 

regression model and shows that dependent variable can predict independent variables.  

 
Table 6: Independent variables coefficient value according standard and non-standard amount. 

Meaningful level t-value 
Standard coefficient Non-standard coefficient Model 

 beta Std.error B 
0.00 

0.00 
0.00 

 

0.280 
0.255 

0.248 

0.067 
0.079 

1.506 

0.268 
0.267 

Constant value 

Emotional response 
Environmental response 

 

 According to table 6, beta value in emotional response is significant and meaningful and equal to 0.28. This 

fact shows that the effect of emotional response is low in industrial consumer consumption behavior. 

Environmental response variable has low beta value of 0.255 and indicates that the effect of environmental 

response is low in consumer consumption of industrial customer.  

  Result can show that the main hypothesis, has been accepted and confirm the relationship between two 

variables of advertising and consumer consumption behavior in p>0.05.  On the other hand, hypotheses 1 and 2 

is accepted in p<0.05 level, in spite of a moderate and low relation between consumer consumption behavior 

with emotional and environmental response.  

 The result of table 6, indicates that independent variables, environmental and emotional response, with t- 

values of 3.958 and 3.623, cause changing of the consumers consumption behavior and are meaningful in p< 

0.05 level. So according to above result, we can accept that advertising can change consumer consumption 

behavior in p<0.05 level. Goldsmith and Lafferty [7] have found a positive relation between emotional response 

and consumer consumption behavior in their research. And in a research done by Adelar [8] in 2003, they have 

found a positive and meaningful relation between environmental response and consumer consumption behavior 

that are the same of recent research about the relation of these two variables. Niazi [11], also has shown that 

there is a meaningful and positive relation between emotional response and consumer consumption behavior. 

But there wasn’t a positive relation between emotional response and consumer consumption behavior, which 

these findings are correlated to some extend with their conclusion. 

  

Conclusion and suggestion for research in the future and limitation: 

 This research result show that there is a moderate relation between advertising and consumers purchases 

behavior. And advertising can to some extent affect the consumer consumption behavior. So. Companies and 

firms can attract their customer by selecting and applying a proper advertising method, and have a high selling 

and profit. A considerable finding was that most of industrial customers couldn’t trust advertising, so it is a 

necessity that firms have sufficient consideration to this requirement and have more loyalty to do advertising. 

 There was also a low positive relationship between emotional response and environmental response with 

consumer consumption behavior. So we can conclude that consumers change their consumption behavior not 

only by stimulators and environmental response, but also because of reactions and emotional responses. 

Consumer does consumption behavior in an unplanned way in emotional response. This research also indicates 

that consumer shows that consumption behavior that lave emotional link with it. These links are formed by 

advertising in a voice, video and text and stimulate the consumers. 

 

Suggestions for future research: 

 Since this survey has investigated advertising effect on Industrial consumers of electricity distribution 

company in Tabriz, these result is necessary to result generalization to do future research on different customer 

in areas such as energy advertising, consumption management and by selecting wider sample of other part of 

society in later research.  It also should consider the consumer consumption behavior from the consumer 

psychology point of view and the society anxiety .There is a need to do research about consumer personality 

characterization that have an important effect on consumer consumption behavior in Iran. 

 

Research limitation: 

 All collected data, was based on respondents idea and so recalling memories of the people can make 

limitation in their response. 

The findings were limited to a number of determined questions. So other issued could also be investigated. 

Inability to investigate the effects because of data’s unilateral nature. 

Time limitation 
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