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This study aims to explore how advertising authenticity and emotional
triggers influence consumer purchase intention through emotional en-
gagement in the context of short-form video advertising in Indonesia.
To achieve this objective, this study uses a quantitative approach with
a survey design. Respondents consisted of active TikTok and Instagram
Reels users in Indonesia who, in the past three months, have watched
or interacted with short-form video advertisements. Data collection
was conducted online using a structured questionnaire, then analyzed
using the Structural Equation Modeling (SEM) technique. The results
showed that advertising authenticity and message relevance signifi-
cantly increased emotional arousal and nostalgia. Both affective re-
sponses were shown to drive emotional engagement, leading to in-
creased purchase intentions. Emotional arousal was identified as the
strongest predictor of engagement and impulsive decisions. This study
extends the Cognitive-Affective-Conative (CAC) model to short video
marketing and highlights nostalgia as a culturally relevant emotion in
Indonesia. Despite these findings, the study's cross-sectional design
limits causal interpretation; future studies should adopt longitudinal
approaches. Brands are advised to focus on authentic storytelling and
emotionally charged narratives within brief short video formats.
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Background

The rapid growth of short video content
through platforms like TikTok and Instagram
Reels has created a significant transformation
in the digital marketing landscape in Indonesia.

How to cite:

According to a recent report, Indonesia has one
of the highest short video consumption rates in
Southeast Asia, with daily viewing time contin-
uing to increase along with internet penetra-
tion and widespread smartphone use
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(Trilestari et al., 2025). In this context, short
videos are not only a means of entertainment
but also a strategic medium for conveying emo-
tional and persuasive marketing messages. The
rapid growth of short video content through
platforms like TikTok and Instagram Reels has
transformed the digital marketing landscape in
Indonesia. Short videos are now strategic me-
dia for delivering emotional and persuasive
marketing messages. The effectiveness of such
messages depends not only on visual design
but also on perceived authenticity and emo-
tional triggers. In Indonesia, cultural values
such as family closeness and nostalgia are key
emotional levers. This study applies the Cogni-
tive-Affective-Conative (CAC) model to ana-
lyze how advertising authenticity and message
relevance (cognitive factors) influence emo-
tional arousal and nostalgia (affective factors),
which in turn drive emotional engagement and
purchase intention (conative outcome).
However, the effectiveness of messages in
short videos does not depend solely on visual
aspects and duration. Research shows that per-
ceptions of advertising authenticity (perceived
authenticity) Authenticity and emotional trig-
gers play a crucial role in shaping consumer en-
gagement and driving spontaneous purchasing
decisions (Ariesca & Saputro, 2025; Irsyad et
al,, 2025). In Indonesia, emotional approaches
to marketing often leverage local values such as
family closeness, collective nostalgia, and trust
in public figures perceived as authentic. These
elements provide a strong foundation for ex-
ploring how emotional strategies in short video
advertisements influence consumer behavior.
However, most studies related to digital
consumer behavior in Indonesia are still lim-
ited to the stimulus-response model and have
not examined in depth the role of psychological
processes involving sequential cognitive, affec-
tive, and conative stages. The Cognitive - Affec-
tive - Conative (CAC) model developed by Ba-
gozzi & Phillips (1982) and enhanced by
(Aisyah, 2023; Hirschman & Holbrook, 1982)
provides a relevant conceptual framework to
unravel these dynamics. Using this model, this
study examines how advertising authenticity
and message relevance as cognitive triggers in-
fluence emotional arousal and nostalgia as

affective  responses, ultimately driving
emotional engagement and purchase intention.

This research not only seeks to fill a gap in
the literature on digital consumer behavior in
Indonesia but also offers an approach sensitive
to the cultural context and local media prac-
tices. Thus, the results are expected to provide
an empirical contribution to the development
of emotion-based marketing theory, while also
providing a practical foundation for industry
players in designing more effective advertising
content in the era of short video-based market-
ing.

Literature Review
Perceived Ad Authenticity

Advertising authenticity refers to the ex-
tent to which consumers perceive promotional
content to reflect honesty, integrity, and sincer-
ity in its delivery (Afifah et al, 2025; Gelsha,
2025). In the era of digital marketing, particu-
larly through short video formats, perceptions
of authenticity depend heavily on how the nar-
rative is structured and who delivers it. Ariesca
& Saputro (2025) showed that advertisements
delivered by influencers perceived as authentic
can increase trust in the brand and strengthen
emotional attachment. This is particularly im-
portant in Indonesia, where consumers tend to
judge content based on honesty and genuine
expression.

Advertisements that are perceived as
overly polished or too "salesy" often fail to
build an emotional connection. Conversely,
when advertisers use everyday language, share
personal experiences, or show their human
side, consumers tend to be more receptive and
feel more connected (Alam, 2025; Utoyo,
2024). In a related study in Southeast Asia, Jan-
nah et al. (2025) emphasized that authenticity
is a key factor in community-based marketing.
Therefore, authenticity is not just a stylistic el-
ement, but also a strategic factor in creating a
psychological impact on the audience. Adver-
tising authenticity reflects the degree of hon-
esty and sincerity perceived by consumers. Au-
thentic messages and relatable influencers en-
hance trust and emotional attachment. Mes-
sage relevance, meanwhile, determines how
closely an advertisement aligns with audiences’
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personal experiences and cultural values. Emo-
tional arousal represents immediate and in-
tense emotional reactions, while nostalgia in-
volves reflective emotions linked to past mem-
ories. Both influence emotional engagement,
which functions as the psychological bridge be-
tween affective responses and behavioral out-
comes. The CAC model underpins this sequen-
tial process: Cognitive (Authenticity, Rele-
vance) — Affective (Arousal, Nostalgia) — Con-
ative (Purchase Intention, mediated by Emo-
tional Engagement).

Relevance of Messages in Short Videos

the audience's needs, interests, and per-
sonal experiences. The more relevant a mes-
sage is, the more likely it is to be responded to
positively by consumers (Lestari & Ahmadi,
2024). In the context of short videos, content
that touches on everyday life, local cultural val-
ues, or current social conditions is more easily
accepted and shared by audiences. For exam-
ple, videos that highlight stories about family
life, economic struggles, or nostalgic childhood
experiences in Indonesia are more likely to
trigger emotional resonance.

A study by Ohara et al. (2025) stated that
consumers feel more engaged when they see
themselves in the story conveyed by an adver-
tisement. This is also supported by research by
Usadi et al. (2024), which shows that content
relevance is positively correlated with audi-
ence attention and emotional engagement in
short-form videos. Message relevance also
plays a role in accelerating decision-making be-
cause consumers do not need to think much to
interpret the message. Therefore, in a short-
form video strategy, brands need to adapt nar-
ratives, visuals, and cultural elements to align
with the daily lives of local audiences.

Arousal Emotion and Nostalgia as Affective
Responses

arousal is a dimension of the intensity of
emotional reactions caused by exposure to a
marketing stimulus. In the context of short vid-
eos, elements such as upbeat music, fast visual
tempo, or strong emotional expressions can
trigger high arousal reactions (Aminullah &
Wusko, 2025; Hirschman & Holbrook, 1982).

Iswan (2025) found that consumers experienc-
ing emotional arousal tend to act impulsively in
decision-making, including unplanned pur-
chases. On platforms like TikTok, and Insta-
gram Reels, content is visually and auditorily
designed to create a shock or emotional jolt
that amplifies the response.

Besides arousal, nostalgia is also a signifi-
cant affective response, especially in markets
like Indonesia that are rich in traditional values
and collective memories. According to Batcho
(2013), nostalgia not only evokes memories
but also creates a sense of comfort and deep
emotional connection. When advertisements
include visual or audio elements reminiscent of
the past, such as 90s music, village house
scenes, or childhood toys, consumers are more
likely to engage with and even purchase the
products offered. This combination of arousal
and nostalgia creates a broad spectrum of emo-
tional responses, which are important to ana-
lyze within the Cognitive - Affective - Conative
framework.

Emotional Involvement Engagement)

Emotional engagement describes a per-
son's psychological and affective attachment to
the content or brand they consume. In digital
marketing, particularly through short videos,
this engagement is not only measured by how
long someone watches the content but also by
the affective reactions such as emotion, laugh-
ter, or empathy it evokes (Hollebeek et al.,
2014). A study by Sunget al. (2021) shows that
emotional engagement is an important inter-
mediary between marketing stimuli and behav-
ioral intentions, including purchase intentions.
Consumers who feel emotionally connected are
more likely to form brand loyalty and are more
willing to share content organically.

In the Indonesian context, where the digital
community is very active and social values such
as togetherness and mutual cooperation are
still highly valued, emotional engagement is a
key component in building virality. and trust.
Content that touches on the human side, such
as inspiring stories of struggle or success, often
triggers emotional responses that indirectly in-
fluence purchase intentions. Therefore, under-
standing how emotional engagement is formed
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in short video formats is a strategic step in de-
signing marketing communications that are not
only engaging but also impactful.

Cognitive - Affective - Conative (CAC) Model

Cognitive - Affective - Conative (CAC) model
explains that consumer behavior is the result of
a gradual process that begins with cognitive
perception, continues with emotional reac-
tions, and ends with conative actions such as
purchase intentions (Ayu Lestari et al, 2025;
Bagozzi & Phillips, 1982). Holbrook and Hirsch-
man (1982) later expanded this model by em-
phasizing the importance of experience and
symbolism in consumption, especially for he-
donic or emotional products. In short video
marketing, CAC becomes a very relevant frame-
work because the content is not only designed
to provide information, but also to evoke cer-
tain feelings and encourage immediate action.

Recent research in the context of digital
marketing has confirmed the validity of this
model. (Iswan, 2025a; Yuli, 2024) applied the
CAC model to explain how visual stimuli in live
commerce influence arousal and impulse buy-
ing. Muhamad et al. (2025) identified that CAC
can be used to map the influence of fear of miss-
ing out (FOMO) as an affective response to ad-
vertisements that display time constraints. Us-
ing CAC in the Indonesian context, this study
seeks to explain how perceptual and emotional
elements work sequentially in shaping pur-
chasing decisions in fast-paced and emotional
digital situations.

The Influence of Advertising Authenticity on
Arousal Emotional and Nostalgic

Advertising authenticity is the perception
that promotional content is delivered honestly,
sincerely, and without exaggeration. In the con-
text of short videos, authenticity can be
achieved through the use of personal narra-
tives, unpretentious expressions, and delivery
that resembles everyday communication (Fajar
Igbal, 2025; Utama Dewayani, 2024). Several
studies have shown that content perceived as
authentic can generate higher emotional
arousal than content that is overly commercial
or structured (Sujianti & Devica, 2025; Wang &
Oscar, 2024). Arousal Emotional arousal is a
psychophysiological reaction that indicates

emotional involvement with a particular stim-
ulus, such as an advertisement. When consum-
ers perceive that an advertisement reflects
their personal values or real-life experiences,
they will experience a more intense affective
reaction.

Besides triggering arousal, authenticity is
also closely related to the experience of nostal-
gia. According to Schindler & Holbrook (2003),
nostalgia tends to arise when content reflects
elements of the past that are perceived as au-
thentic and personal. In the Indonesian context,
advertisements featuring traditional home set-
tings, childhood songs, or family figures often
evoke emotionally touching memories of the
past. A study by Batcho (2013) also supports
that authenticity in message delivery is a pre-
requisite for the emergence of deep nostalgia.
Therefore, when short video advertisements
feature authentic and emotionally close con-
tent, not only does arousal increase, but also
the likelihood of nostalgia emerging as an affec-
tive response.

Based on this review, the hypothesis proposed

is:

e H1la: Advertising authenticity has a positive
effect on emotional arousal.

e H1b: Advertising authenticity has a posi-
tive effect on nostalgia.

The Effect of Message Relevance on Emo-
tional Arousal and Nostalgia

Message relevance in the context of digital
marketing is defined as the extent to which ad-
vertising content aligns with the audience's
personal needs, values, and experiences. When
advertising messages are perceived as rele-
vant, consumers are more likely to pay atten-
tion and respond affectively. In a study by Sa-
fitri et al. (2024), it was found that short video
advertisements depicting real-life experiences
or local cultural values were more effective in
evoking emotional responses. This suggests
that relevance not only influences cognitive
processing but also creates deeper emotional
experiences.

In the context of emotional arousal, mes-
sage relevance can act as a key trigger. When
consumers perceive that advertising content
depicts their reality or reflects values that are
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important to them, they are more likely to feel
moved and engaged (Iswan, 2025). Further-
more, message relevance is also related to the
likelihood of nostalgia, especially if the content
reflects childhood experiences, family memo-
ries, or familiar cultural symbols. Batcho
(2013) states that nostalgia is more easily
evoked when the stimulus provided is relevant
to a person's past personal experiences.

In the Indonesian context, short videos de-
picting traditional market scenes, 90s chil-
dren's games, or regional language dialogue
can trigger strong emotional resonance and
nostalgia. Therefore, it can be assumed that the
more relevant an advertising message is to its
audience, the more likely they are to experi-
ence arousal. and nostalgia.

Based on this explanation, the hypothesis pro-

posed is:

e HZ2a: Message relevance has a positive ef-
fect on emotional arousal.

e H2b: Message relevance has a positive ef-
fect on nostalgia.

The Influence of Emotional Arousal and Nos-
talgia on Emotional Engagement

arousal is a psychological state that reflects
a person's level of arousal or excitement in re-
sponse to a particular stimulus. In the context
of digital marketing, arousal High arousal is of-
ten an early determinant of deep emotional in-
volvement (Hirschman & Holbrook, 1982).
Consumers who experience arousal are more
likely to pay attention to, like, and share con-
tent that they find interesting or thought-pro-
voking. Iswan (2025) found that in live com-
merce and short videos, arousal is a strong link
between initial perception and spontaneous
purchasing behavior, especially in content that
presents visual intensity or emotional narra-
tive.

In addition to arousal, nostalgia also plays a
significant role in shaping emotional engage-
ment. Nostalgia is a form of reflective emotion
that arises from pleasant and meaningful past
memories (Batcho, 2013; Ulum, 2025). This
emotion can increase consumers' psychologi-
cal affiliation with content, as they feel "seen"
or recognized through emotionally relevant
representations. In a study by Nathadiharja et

al, (2024), nostalgia was shown to increase
empathy, feelings of warmth, and a willingness
to engage further with the brand or message
being conveyed.

Emotional engagement itself refers to the
extent to which a person feels emotionally con-
nected to a stimulus, which can ultimately in-
fluence subsequent behavior such as purchase
intention or brand loyalty (Hollebeek et al,
2014; Thien Duc & Mujahida, 2024). Therefore,
it can be assumed that both emotional arousal
and nostalgia play a significant role in driving
emotional engagement.

Thus, the hypothesis proposed is:

e H3a: Emotional arousal has a positive effect
on emotional engagement.

e H3b: Nostalgia has a positive effect on emo-
tional involvement.

The Influence of Emotional Involvement on
Purchase Intention

Emotional engagement is a key indicator of
how emotionally connected consumers feel to a
piece of content or brand. In the context of
shortvideos, this engagement is reflected in the
attention, awe, and positive emotions that arise
during and after viewing the content. A study
by Hollebeek et al. (2014) showed that con-
sumers who experience high emotional en-
gagement tend to exhibit more active behaviors
such as sharing content, providing positive re-
views, and showing interest in purchasing re-
lated products.

In the context of digital marketing in Indo-
nesia, emotional engagement is becoming in-
creasingly relevant given the high penetration
of social media and the culture of participation.
Short video content that successfully taps into
audiences' emotional well-being tends to trig-
ger stronger behavioral responses than con-
ventional advertising. Sung et al. (2021) sug-
gest that emotional engagement not only
strengthens purchase intentions but also en-
hances the perceived value of a product.

Another study by Calder et al. (2009)
showed that emotionally engaging content
drives deeper engagement and creates positive
brand perceptions. This is consistent with the
assumption that emotions are a catalyst in con-
sumer decision-making. Therefore, the higher

IJMABER

5675

Volume 6 | Number 11 | November | 2025



Styaningrum et al, 2025 / Exploring the Role of Emotional Triggers and Advertising Authenticity on Purchase Intention

the perceived emotional engagement, the
greater the likelihood that consumers will have
purchase intentions.

Based on this literature, the hypothesis pro-

posed is:

e H4: Emotional involvement has a positive
effect on purchase intention.

The Influence of Mediation

Within the CAC framework, emotional en-
gagement is an affective-conative stage that
bridges emotional reactions to stimuli with
specific behavioral intentions. Emotional
arousal and nostalgia serve as initial affective
responses that do not always directly trigger
purchasing actions, but need to be mediated by
a deeper psychological process, namely emo-
tional engagement (Bagozzi & Phillips, 1982;
Hollebeek et al,, 2014).

arousal, as a form of excitement or captiva-
tion, tends to generate intense but temporary
attention. Subsequent emotional engagement
can strengthen consumers' associations with
advertising content, making it more meaningful

and influential on purchasing decisions. A
study by Irsyad et al. (2025) supports the im-
portant role of intense emotions as a trigger for
engagement, but emphasizes that purchasing
decisions are more stable when associated with
reflective and affective engagement.

Nostalgia, as a reflective emotion, can cre-
ate feelings of closeness and a sense of identity.
However, for nostalgia to become a driver of
behavior, emotional engagement is necessary,
transforming memories into action intentions
(Nathadiharja et al.,, 2024; Syarifuddin et al,,
2025). In this context, emotional engagement
acts as a mechanism that strengthens the tran-
sition from personal emotions to concrete pur-
chase intentions.

Thus, the two mediation hypotheses proposed

are:

e Hb5a: Emotional involvement mediates the
effect of emotional arousal on purchase in-
tention.

e H5b: Emotional involvement mediates the
effect of nostalgia on purchase intention.

KETERLI- | NiaTPEM-
BATAN EMO- BELIAN
SION AT

Figure 1. Research Framework

KEASLIAN > AROUSAL
IKLAN EMOSIONAL
RELEVANSI -~
PESAN » NOSTALGIA
Research Methods

This study uses a quantitative approach
with a cross-sectional survey design to analyze
the relationship between cognitive, affective,
and conative variables in the context of short
video marketing in Indonesia. The main focus
of this approach is to identify and measure the
extent to which advertising authenticity and
message relevance can influence consumer

purchase intentions through the mechanisms
of emotional arousal , nostalgia, and emotional
engagement. Data collection was conducted
from March to April 2025 through an online
questionnaire distributed to active TikTok us-
ers. and Instagram Reels who have watched
short video ads in the last three months. This
study used a quantitative, cross-sectional sur-
vey design. Data were collected online from
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March to April 2025 among active TikTok and
Instagram Reels users in Indonesia (n = 220)
who had viewed short video ads in the past
three months. The purposive sampling criteria
included being at least 17 years old and domi-
ciled in Indonesia. All measurement items were
translated and culturally adapted to the Indo-
nesian context through back-translation and
pilot-tested among 30 respondents to ensure
clarity and reliability. The final instrument
used a 7-point Likert scale. The sample size was
determined based on the minimum require-
ment for Partial Least Squares Structural Equa-
tion Modeling (PLS-SEM), which recommends
at least ten times the maximum number of in-
ner paths leading to a construct (Hair et al,
2021), ensuring adequate statistical power.

Table 1. Variable Items and Sources

A total of 220 respondents met the inclu-
sion criteria and their data were declared valid
for analysis. The sampling technique was pur-
posive , with the main criteria being domiciled
in Indonesia, at least 17 years old, and active
users of short video social media platforms.
The research questionnaire consisted of two
parts. The first part collected basic demo-
graphic data, while the second part contained
measurements of the research constructs using
a seven-point Likert scale, from 1 (strongly dis-
agree) to 7 (strongly agree).

Each construct is measured using a number
ofitems adapted from instruments validated by
previous research. All indicators and their
sources of development can be seen in Table 1
below:

Variables

Statement Items

Source

Authenticity of

Advertising

This ad looks honest and not fake.

The messenger appears sincere when de-
livering the content of the advertisement.

This advertisement conveys information
authentically.

(Angela & Loisa, 2023; Matthew
& Stefan, 2024; Ningrum et al,
2025)

Message Rele-
vance

The content of the advertisement is ac-
cording to my current needs.

This advertisement touches on my per-
sonal life experience.

The message conveyed by this advertise-
ment is very relevant to my life.

(Ananta et al, 2024; Haryani et
al., 2023; Karimah &
Kusumawati, 2024)

Emotional [ felt emotionally moved while watching (Bagozzi & Phillips, 1982;
Arousal this commercial. Hirschman & Holbrook, 1982)
This ad evokes intense emotional feelings.
This ad makes me excited or stimulated.
Nostalgia This ad reminds me of my childhood. Batcho (2013)

The content of this advertisement evokes
pleasant memories of the past.

I feel nostalgic when I watch this ad.

Pascal et et al. (2002)
(Schindler & Holbrook, 2003)

Emotional In-
volvement

[ feel emotionally connected to the content
of this ad.

I feel an emotional connection to this ad.

[ feel emotionally involved with the brand
being advertised.

(Calder et al., 2009; Hollebeek et
al,, 2014; Sung et al., 2021)

Purchase In-
tention

[ intend to purchase the advertised prod-
uct after seeing this advertisement.

I will consider purchasing this product in
the near future.

Most likely I will buy this product.

(Hollebeek et al.,, 2014; Peng et
al,, 2024; Sung et al., 2021)
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The collected data was analyzed using
SmartPLS 4 software with a Structural ap-
proach. Equation Partial- based Modeling Least
Squares (PLS-SEM). The analysis stage begins
with testing the measurement model (outer
model) which includes tests of convergent va-
lidity, discriminant validity, and construct reli-
ability. Convergent validity is assessed through
factor values. loading, Average Variance Ex-
tracted (AVE), and Composite Reliability (CR),
with the recommended threshold being load-
ing > 0.70, AVE > 0.50, and CR > 0.70. The con-
struct reliability is strengthened by the
Cronbach's value alpha which must also exceed
0.70.

Once the measurement model meets the in-
strument quality criteria, the next stage is to
test the structural model (inner model). This
analysis includes testing the path coefficients.
coefficient), R- square value for endogenous
variables, and the significance of the relation-
ship between variables tested using bootstrap-
ping with 5000 resamplings. In addition to the
direct effect, a mediation effect analysis was
also conducted to determine whether emo-
tional involvement significantly mediates

between affective responses (arousal and nos-
talgia) and purchase intention. The model was
also tested in terms of goodness - of -fit through
the SRMR index and the predictive value of Q-
square.

Through this analytical approach, the re-
search is expected to provide an in-depth em-
pirical understanding of the psychological
mechanisms underlying consumer behavior in
responding to short video advertising content
in Indonesia.

Results and Discussion

Table 2 presents descriptive statistics for
the six main variables in this study. The average
score for all variables ranged from 5.60 to 5.91
on a maximum scale of 7, indicating that re-
spondents' perceptions of short video content
were relatively high for each dimension meas-
ured. The highest score was achieved by the
purchase intention construct ( Mean = 5.91, SD
= 0.74), indicating that respondents generally
had a strong intention to purchase the product
after being exposed to the short video adver-
tisements studied.

Table 2. Descriptive Statistics of Research Variables

Number of

Elementary

No. Variables Average Min. Max.
Items School
1  Authenticity of Advertising 3 5.72 0.82 2.00 7.00
2 Message Relevance 3 5.65 0.85 1.00 7.00
3 Emotional Arousal 3 5.88 0.76 1.00 7.00
4 Nostalgia 3 5.60 0.91 3.00 7.00
5 Emotional Involvement 3 5.79 0.80 2.00 7.00
6 Purchase Intention 3 591 0.74 2.00 7.00

Arousal Emotional also showed a fairly high
score (Mean = 5.88), indicating that respond-
ents experienced strong emotional arousal
when watching the advertisement. Advertise-
ment authenticity and emotional engagement
showed average values above 5.70, indicating
that the advertisement content was considered
quite authentic and capable of creating an emo-
tional bond. Meanwhile, nostalgia had the low-
est average score (Mean = 5.60) with the high-
est standard deviation (SD = 0.91), indicating

that nostalgic experiences varied more among
respondents.

The minimum score recorded was 1.00,
while the maximum score for all variables
reached 7.00. This indicates that the measure-
ment scale was able to capture the diversity of
respondents’ perceptions effectively and that
there were no ceiling issues. effect and floor ex-
treme effect. Thus, the data collected meets the
requirements for further analysis using Struc-
tural Equation Modeling.
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Table 3. Construct Validity and Reliability

Variables Item Loading Factor  Cronbach's Alpha CR AVE
Authenticity of Advertising KI1 0.812 0.822 0.886 0.722
KI2 0.863
KI3 0.875
Message Relevance RP1 0.854 0.839 0.902 0.755
RP2 0.877
RP3 0.884
Emotional Arousal AE1 0.826 0.811 0.879 0.709
AE2 0.873
AE3 0.847
Nostalgia NS1 0.805 0.825 0.890 0.730
NS2 0.873
NS3 0.881
Emotional Involvement KE1 0.861 0.844 0.905 0.762
KE2 0.885
THE 3RD 0.872
Purchase Intention NP1 0.832 0.823 0.891 0.732
NP2 0.886
NP3 0.865

All items have loading values above 0.80,
indicating that each indicator has a very good
contribution to its respective construct.
Cronbach's Alpha for all variables was above
the minimum threshold of 0.70, indicating
strong internal consistency between items
within a construct.

Composite Value Reliability (CR) ranges
from 0.879 to 0.905, indicating excellent con-
struct reliability. Meanwhile, the Average Vari-
ance Extracted Average Average (AVE) values

Table 4. HTMT Results Between Constructs

all exceeded the threshold of 0.50, meaning
that more than 50 percent of the variance in the
indicators can be explained by the respective
latent constructs. Overall, the results of the
measurement model evaluation indicate that
the research instrument meets the convergent
validity and construct reliability criteria re-
quired for further testing of the structural
model.

Construct 1 2 3 4 5 6
1. Authenticity of Advertisement -

2. Message Relevance 0.624 -

3. Emotional Arousal 0.532 0.581 -

4. Nostalgia 0.598 0.610 0.663 -

5. Emotional Involvement 0.512 0.594 0.735 0.676 -

6. Purchase Intention 0.548 0.627 0.748 0.701 0.791 -

The HTMT results in Table 4 show that all
ratio values between constructs are below the
threshold of 0.90. This indicates that discrimi-
nant validity is met, meaning that each con-
struct in this model can be distinguished theo-
retically and empirically from the other con-
structs.

The highest value was found between emo-
tional engagement and purchase intention at
0.791, which is still within the tolerable limits
and theoretically reasonable, given the close
relationship between the two in the conative
model. Meanwhile, the lowest value was rec-
orded between advertising authenticity and
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emotional engagement at 0.512, which indi-
cates a moderate relationship but remains sep-
arate constructs.

Thus, this model shows that all constructs
have adequate discriminatory power, and
there is no redundancy between constructs
that could interfere with the structural validity
of the model.

Hypothesis Testing

The test results showed that advertising au-
thenticity significantly influenced emotional
arousal (§ = 0.298, p < 0.001) and nostalgia (3
= 0.336, p = 0.002). This indicates that the
higher consumers' perceptions of an advertise-
ment's authenticity, the more likely they are to

Table 5. Hypothesis Test Results

experience emotional arousal and feelings of
nostalgia. Emotional arousal includes feelings
of surprise, excitement, or awe when viewing
content perceived as honest and unfabricated.
Meanwhile, nostalgia emerges as a form of re-
flective emotional response when advertising
content reminds consumers of pleasant past
times. This finding is consistent with a study by
Anggraeni (2024) which showed that per-
ceived authenticity can significantly increase
the intensity of affective responses. In the Indo-
nesian context, where honesty and simplicity
are highly valued in visual communication, au-
thenticity plays an important role as an emo-
tional trigger.

Hypothesis Relationship between variables B t- stat p -value
Hla Advertising Authenticity - Emotional Arousal 0.298 5,212 0.001
H1b Advertising Authenticity — Nostalgia 0.336 4,831 0.002
H2a Message Relevance — Emotional Arousal 0.314 4,507 0.006
H2b Message Relevance — Nostalgia 0.287 3,988 0.012
H3a Arousal = Emotional Engagement 0.379 6,478 0.001
H3b Nostalgia = Emotional Engagement 0.291 3,765 0.015
H4 Emotional Engagement — Purchase Intention 0.425 7,328 0.001
H5a Arousal - Emotional Engagement — Purchase Intention  0.161 3,985 0.019
H5b Nostalgia - Emotional Engagement — Purchase Intention 0.124 3.112 0.026

Message relevance also had a positive and
significant effect on emotional arousal (f§ =
0.314, p = 0.006) and nostalgia (f = 0.287, p =
0.012). These results indicate that consumers
who perceive the content of an advertising
message as aligned with their personal needs,
experiences, or values are more likely to expe-
rience emotional engagement and activation of
past memories. Emotional arousal arises when
consumers feel that the advertising content
“speaks” directly to their current situation,
while nostalgia is triggered when the message
depicts familiar moments or symbols from the
past. Studies by Engelbert (2025) and Hajar &
Syaesti (2024) support that personality and
relevant cultural context increase the effective-
ness of messages in evoking affective re-
sponses. In the context of Indonesian society,
which is highly heterogeneous but bound by a
strong collective memory, culturally relevant
messages have a higher emotional impact.

arousal significantly impacts emotional en-
gagement (§ = 0.379, p < 0.001), and nostalgia
also contributes significantly (f = 0.291, p =
0.015). This indicates that both intense
(arousal) and reflective (nostalgia) emotions
directly enhance consumers' emotional attach-
ment to the content and brands presented.
Emotional arousal facilitates a rapid response
of attention and fascination, while nostalgia
deepens psychological resonance with posi-
tively remembered past values or experiences.
A study by Arzaqi (2025) shows that both types
of affective responses are equally relevant in
shaping a profound emotional experience to-
wards advertising. Thus, emotional engage-
ment is formed not only from the intensity of
the stimulus, but also from the depth of mean-
ing that consumers associate with the advertis-
ing message.

Emotional engagement proved to be the
strongest predictor of purchase intention (3 =
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0.425, p < 0.001). These results indicate that
consumers who feel emotionally connected to
advertising content will be more motivated to
purchase the product offered. Emotional en-
gagement reflects the level of psychological
closeness and affective attention to the adver-
tisement, which strengthens the perception of
value and encourages purchase action. Studies
by Istigomah et al. (2024) and Kustiawan et al.
(2025) found a similar pattern, where strong
emotional bonds can influence consumer inten-
tion to take action, even in the context of un-
planned purchases. In Indonesia's highly com-
petitive digital landscape dominated by visual
content, building emotional engagement is key
to increasing the effectiveness of short video
ads.

The mediation effect test showed that emo-
tional involvement significantly mediated the
influence of emotional arousal (§ = 0.161, p =
0.019) and nostalgia (f = 0.124, p = 0.026) on
purchase intention. These results suggest that
although arousal and nostalgia can indirectly
influence purchase intention, the effect will be
stronger when consumers feel truly emotion-
ally involved. This process illustrates the se-
quential psychological stages as described in
the Cognitive — Affective - Conative model.
Studies by Bagozzi & Phillips (1982) and
Schindler & Holbrook (2003) have emphasized
that emotional involvement often serves as a
bridge between initial affective experiences
and behavioral intentions. In this context, con-
sumers are not necessarily motivated to pur-
chase simply because they feel moved or emo-
tionally touched, but because they build a
strong affective connection to the content,
which then influences the purchase decision.

Descriptive results indicated high mean
values across constructs (5.60-5.91 on a 7-
point scale), suggesting positive perceptions of
short video content. Emotional arousal had the
strongest predictive effect on emotional en-
gagement (3 = 0.379, p < 0.001). Nostalgia
showed the lowest mean (M = 5.60, SD = 0.91),
indicating more personal and variable emo-
tional responses. While both emotions signifi-
cantly influenced engagement, arousal was
more immediate and universal, making it the
most critical factor for impulsive decisions in
fast-paced digital contexts.

The findings confirm that emotional
arousal and nostalgia act as affective mediators
linking advertising perceptions with behav-
ioral intention. Emotional engagement func-
tions as the affective-conative bridge in the
CAC framework, translating emotions into pur-
chasing behavior. Practically, marketers should
design emotionally charged yet authentic short
videos that resonate with Indonesian cultural
values. Theoretically, this study broadens the
CAC model by contextualizing nostalgia as a
culturally nuanced affective dimension.

Discussion

The results of this study provide a deep un-
derstanding of how perceptions of short video
advertisements can shape consumer impulsive
behavior in Indonesia through complex emo-
tional mechanisms. The findings reinforce the
basic assumptions of the Cognitive - Affective -
Conative (CAC) model, which states that con-
sumers' cognitive experiences trigger emo-
tional reactions that then drive purchase inten-
tions. This study concludes that advertising au-
thenticity and message relevance significantly
influence emotional responses—emotional
arousal and nostalgia—which in turn drive
emotional engagement and purchase intention.
Emotional arousal emerged as the strongest
predictor, emphasizing its importance in short
video marketing strategies. As a cross-sectional
study, it captures associative rather than causal
relationships; future research should apply
longitudinal or experimental designs to explore
causation. Overall, the findings highlight the
strategic value of authentic, emotionally reso-
nant storytelling in Indonesia’s evolving digital
marketing landscape.

First, the results show that advertising au-
thenticity has a significant influence on emo-
tional arousal and nostalgia. This finding is con-
sistent with Nizam's (2024) study, which em-
phasized that perceptions of honesty and sin-
cerity in digital marketing communications can
increase the intensity of emotional engage-
ment. In a local context, these results reflect the
characteristics of Indonesian consumers who
highly value authentic and non-manipulative
communication. Studies by Utami (2025) and
Yuliawati et al. (2025) also confirmed that au-
thenticity drives deeper affective reactions
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because it is perceived as representing per-
sonal values and trust.

Furthermore, message relevance has been
shown to influence emotional arousal and nos-
talgia. This aligns with research by Ohara et al.
(2025), who found that advertising content tai-
lored to the audience's cultural context and life
experiences is more capable of triggering emo-
tional resonance. In Indonesia's pluralistic con-
text, rich in local values, personal connection to
content acts as a highly effective affective trig-
ger. This finding also supports Irsyad et al.'s
(2025) assertion that message relevance not
only strengthens understanding of advertising
content but also simultaneously enhances emo-
tional and cognitive responses.

Another crucial finding is that both emo-
tional arousal and nostalgia contribute signifi-
cantly to emotional engagement. This under-
scores the importance of both forms of emotion
as a link between perception and action.
(Iswan, 2025b) found that arousal triggered by
fast-paced and dynamic visualizations in short
videos contributes to consumer behavioral in-
tentions. However, this study adds a new di-
mension by demonstrating that nostalgia, as a
more reflective and personal emotion, also
plays a significant role in driving affective en-
gagement. These findings expand the view
(Schindler & Holbrook, 2003) on the role of
past emotions in influencing current consumer
behavior.

Emotional engagement has been shown to
be the most powerful variable influencing pur-
chase intention. This finding aligns with Harita
et al. (2025) and Ohara et al. (2025) , who em-
phasized that consumers who feel emotionally
connected to content are more likely to exhibit
positive purchasing behavior. In a digital con-
text, this engagement reflects not only product
appeal but also the experience of viewing the
advertisement itself. This research supports
the argument that emotional content in short
videos forms a short-term affective connection
strong enough to influence purchase decisions,
even when consumers have no initial purchase
intention.

What is interesting about this finding is the
mediating role of emotional involvement in the
relationship between affective response and

purchase intention. Studies by Bagozzi & Phil-
lips (1982) and Hirschman & Holbrook (1982)
have previously suggested that emotions are
not direct predictors of action, but require psy-
chological involvement to strengthen the tran-
sition from feeling to response. This study rein-
forces these findings by showing that consum-
ers who feel aroused or reminded by an adver-
tisement are not automatically motivated to
purchase unless they feel truly emotionally in-
volved.

Overall, the results of this study provide in-
depth empirical evidence regarding the im-
portance of cognitive and affective dimensions
in shaping digital consumer behavior in Indo-
nesia. These findings not only strengthen the
existing literature but also offer a more contex-
tual approach to how short video ads can be
strategically leveraged in emotion-based digi-
tal marketing.

Conclusion

This study concludes that advertising au-
thenticity and message relevance in short video
content play a significant role in shaping con-
sumers' emotional responses, particularly in
the form of emotional arousal and nostalgia.
Both forms of emotion have been shown to in-
crease emotional engagement, which ulti-
mately significantly influences consumer pur-
chase intentions in Indonesia. These results
support the Cognitive - Affective - Conative
(CAC) model, where cognitive perception of ad-
vertising triggers affective reactions, which
then lead to behavioral intentions. These find-
ings enhance understanding of consumer psy-
chological mechanisms in a dynamic and emo-
tional digital context and highlight the im-
portance of authentic and culturally relevant
communication strategies.

Furthermore, emotional engagement has
been shown to be a crucial mediator in the tran-
sition from emotion to purchase intention. This
suggests that building an emotional bond be-
tween consumers and content not only en-
hances the viewing experience but also drives
behavioral conversion. Thus, this study not
only contributes theoretically to the develop-
ment of the CAC model in the context of digital
marketing but also presents practical implica-
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tions for brands and industry players in design-
ing effective, emotional, and meaningful short
video advertisements for Indonesian consum-
ers.

References

Afifah, Komala Dewi, R, & Gustiawan, W.
(2025). What Makes a Trip Unforgetta-
ble?: Investigating the Role of Memorable
Tourism Experiences on Visitor Loyalty in
Padang. Global Review of Tourism and So-
cial Sciences, 1 (3), 192-202.
https://doi.org/10.53893 /grtss.v1i3.396

Aisyah, S. (2023). Implications of Planning and
Management for the Development of Sus-
tainable Cultural Heritage Tourism in Ma-
laysia. Advances in Tourism Studies, 1 (2),
Article 2.

Alam, R. (2025). Building Adaptive Workforces:
HRM and Digital Competency in Tourism
Innovation. Global Review of Tourism and
Social Sciences, 1 (2), 119-128.
https://doi.org/10.53893 /grtss.v1i2.357

Aminullah, A., & Wusko, A.U. (2025). Pentahelix
Model to Create Shared Value in Empow-
ering the People of Winong Village, Gem-
pol District, Pasuruan Regency. Global Re-
view of Tourism and Social Sciences, 1 (2),
59-67.
https://doi.org/10.53893 /grtss.v1i2.348

Ananta, A., Cahyani, ER, Wiranata, HP, Julian-
syah, MV, Yasmin, SS, & Fawzy, D. (2024).
THE RELEVANCE OF GOJEK
CERDIKIAWAN ADVERTISING VISUALS
TOWARDS THE TRENDS AND BEHAVIOR
OF GENERATION Z. MEDIAKOM, 7 (02),
Article 02. https://doi.org/10.32528/me-
diakom.v7i02.3588

Angela, R, & Loisa, R. (2023). Examining Crea-
tive Ways of Delivering Persuasive Adver-
tising Messages in Online Transportation
Instagram Posts. Koneksi, 7 (1), Article 1.
https://doi.org/10.24912 /kn.v7i1.21285

Ariesca, AC, & Saputro, EP (2025). The influ-
ence of influencer endorsement and ad-
vertising on the purchase decision of
origin products with purchase intention
as an intervening variable. JRTI (Jurnal
Riset Aksi Indonesia), 10 (1), Article 1.
https://doi.org/10.29210/30035630000

Arzaqi, AF (2025). Activating peace through
music: The role of cognitive, affective, and
conative responses [Masters, State Islamic
University of Maulana Malik Ibrahim].
http://etheses.uin-malang.ac.id/79502/

Ayu Lestari, Z., Syafutra, R, & Rina, SD (2025).
Sacred Forests and Sustainable Practices:
The Role of the Lom Tribe's Local Wisdom
in Disaster Resilience. Global Review of
Tourism and Social Sciences, 1 (3), 298-
311.
https://doi.org/10.53893 /grtss.v1i3.347

Bagozzi, R.P., & Phillips, L.W. (1982). Repre-
senting and Testing Organizational Theo-
ries: A Holistic Construal. Administrative
Science Quarterly, 27 (3), 459-489.
https://doi.org/10.2307/2392322

Batcho, K.I. (2013). Nostalgia: The bittersweet
history of a psychological concept. History
of Psychology, 16 (3), 165-176.
https://doi.org/10.1037/a0032427

Calder, B. ], Malthouse, E. C.,, & Schaedel, U.
(2009). An Experimental Study of the Re-
lationship between Online Engagement
and Advertising Effectiveness. Journal of
Interactive Marketing, 23 (4), 321-331.
https://doi.org/10.1016/j.intmar.2009.0
7.002

Engelbert, SMA (2025). THE ROLE OF COMMU-
NICATION TECHNOLOGY IN IMPROVING
THE EFFECTIVENESS OF DIGITAL MAR-
KETING IN GENERATION Z. Sintesa, 4
(o1, 63-85.
https://doi.org/10.30996 /sin-
tesa.v4i01.12645

Fajar Igbal, -. (2025). INSTAGRAM AND PER-
SONAL BRANDING CULTURE (A Study of
Communication Science Students at UIN
Sunan Kalijaga Yogyakarta) [Monograph].
Communication Science Study Program,
Faculty of Social Sciences and Humanities,
UIN  Sunan  Kalijaga  Yogyakarta.
https://digilib.uin-
suka.ac.id/id /eprint/72140/

Gelsha, AR (2025). ANALYSIS OF ENDORSER
CREDIBILITY AND PRODUCT QUALITY
TOWARDS CONSUMER TRUST IN NIVEA
SUNCARE PRODUCTS FROM AN ISLAMIC
BUSINESS PERSPECTIVE (Study on Tik-
Tok Users at the Faculty of Islamic Eco-
nomics and Business, UIN Raden Intan

IJMABER

5683

Volume 6 | Number 11 | November | 2025


https://doi.org/10.53893/grtss.v1i3.396
https://doi.org/10.53893/grtss.v1i2.357
https://doi.org/10.53893/grtss.v1i2.348
https://doi.org/10.32528/mediakom.v7i02.3588
https://doi.org/10.32528/mediakom.v7i02.3588
https://doi.org/10.24912/kn.v7i1.21285
https://doi.org/10.29210/30035630000
http://etheses.uin-malang.ac.id/79502/
https://doi.org/10.53893/grtss.v1i3.347
https://doi.org/10.2307/2392322
https://doi.org/10.1037/a0032427
https://doi.org/10.1016/j.intmar.2009.07.002
https://doi.org/10.1016/j.intmar.2009.07.002
https://doi.org/10.30996/sintesa.v4i01.12645
https://doi.org/10.30996/sintesa.v4i01.12645
https://digilib.uin-suka.ac.id/id/eprint/72140/
https://digilib.uin-suka.ac.id/id/eprint/72140/

Styaningrum et al, 2025 / Exploring the Role of Emotional Triggers and Advertising Authenticity on Purchase Intention

Lampung) [Diploma, UIN Raden Intan
Lampung]. https://repository.rad-
enintan.ac.id/38062/

Hajar, S., & Syaesti, YP (2024). The Effective-
ness of Communication Strategies in Influ-
encing Public Opinion. Journal of Interdis-
ciplinary Perspective Studies, 24 (1), Arti-
cle 1.

Harita, BNW, Handini, IR, Wisnu, TSSP, &
Pradana, DSP (2025). CONSUMER BE-
HAVIOR AND DIGITAL MARKETING: EX-
PLORING THE DYNAMICS OF THE
WORLD OF CONSUMPTION IN THE DIGI-
TAL ERA. Journal of Applied Finance and
Management, 6 (2), Article 2.
https://ejurnals.com/ojs/in-
dex.php/jkmt/article /view /1848

Haryani, ET, Indrasari, M., Harini, D., Sucipto,
H., & Khojin, N. (2023). The Influence of
Advertising Creativity, Humor Elements,
Advertising Appeal, and Advertising Mes-
sage Quality on the Effectiveness of Aqua
Advertising in the Ada Aqua Version in
Brebes Regency. Journal of Management
and Social Sciences, 1 (4), 125-146.
https://doi.org/10.59031 /jmsc.v1i4.365

Hair, ]. F,, Hult, G. T. M., Ringle, C. M., & Sarstedyt,
M. (2021). A Primer on Partial Least
Squares Structural Equation Modeling
(PLS-SEM). Sage.

Hirschman, E.C., & Holbrook, M.B. (1982). He-
donic Consumption: Emerging Concepts,
Methods and Propositions. Journal of Mar-

keting, 46 (3), 92-101.
https://doi.org/10.1177/002224298204
600314Hair,

J. F, Hult, G. T. M.,Ringle, C. M., & Sarstedt, M.
(2021). A Primer on Partial Least Hol-
lebeek, L.D., Glynn, M.S.,, & Brodie, R.J.
(2014). Consumer Brand Engagement in
Social Media: Conceptualization, Scale De-
velopment and Validation. Journal of In-
teractive Marketing, 28 (2), 149-165.
https://doi.org/10.1016/j.intmar.2013.1
2.002

Irsyad, MAA, Sessiani, LLA, & Ikhrom, L. (2025).
THE EFFECT OF INTERACTIVE ADVER-
TISING, CONSUMER INVOLVEMENT, AND
EMOTIONAL RESPONSE ON IMPULSE
BUYING OF MARKETPLACE PRODUCTS.

PAEDAGOGY: Journal of Educational Sci-
ence and Psychology, 5 (1), Article 1.
https://doi.org/10.51878 /paeda-
gogy.v5il.5121

Istigomah, NH, Magfiroh, S., & Habibana, ZN
(2024). Understanding Consumer Behav-
ior: A Review of Psychological Aspects in
Purchasing Decisions and Marketing
Strategies. HEI EMA: Journal of Research
in Law, Islamic Economics, Economics,
Management, and Accounting, 3 (2), Arti-
cle 2. https://doi.org/10.61393 /hei-
ema.v3i2.227

Iswan, ZS (2025a). Analysis of Impulsive Buy-
ing Behavior of Consumers on the E-com-
merce Platform (Shopee Live) [Thesis, Is-
lamic University of  Indonesia].
https://dspace.uii.ac.id/han-
dle/123456789/55788

Iswan, ZS (2025b). Analysis of Impulsive Buy-
ing Behavior of Consumers on the E-com-
merce Platform (Shopee Live) [Thesis, Is-
lamic University ~ of  Indonesia].
https://dspace.uii.ac.id/han-
dle/123456789/55788

Jannah, F., Febyan, M., Salam, RH, & Rusdin, FR
(2025). Generation Z's Perception of Au-
thenticity in Influencer Communication
on TikTok. Tech Talk Journal, 1 (1), Article
1.

Karimah, NI, & Kusumawati, D. (2024). Adver-
tising Appeal and the Relevance of Adver-
tising Messages to Attitudes and Purchase
Intentions. Journal of Mass Communica-

tion, 17 (2), Article 2.
https://doi.org/10.20961 /jkm.v17i2.956
27

Kustiawan, B., Apriyanto, A., Haryanti, T, &
Rustam, A. (2025). Consumer Behavior: A
Strategic Approach. PT. Sonpedia Publish-
ing Indonesia.

Lestari, AF, & Ahmadi, MA (2024). THE EFFECT
OF PERSUASIVE MESSAGES AND PROMO-
TIONAL VIDEOS ON AQUA PRODUCT
PURCHASE DECISIONS. Jurnal Media
Akademik (JMA), 2 (12), Article 12.
https://doi.org/10.62281/v2i12.1410

Matthew, A, & Stefan, E. (2024). TRANSPAR-
ENCY AND HONESTY TOWARDS ONLINE
ADVERTISING. Indonesian Journal of In-
tellect and Scholars, 1 (3), Article 3.

[JMABER

5684

Volume 6 | Number 11 | November | 2025


https://repository.radenintan.ac.id/38062/
https://repository.radenintan.ac.id/38062/
https://ejurnals.com/ojs/index.php/jkmt/article/view/1848
https://ejurnals.com/ojs/index.php/jkmt/article/view/1848
https://doi.org/10.59031/jmsc.v1i4.365
https://doi.org/10.1177/002224298204600314Hair
https://doi.org/10.1177/002224298204600314Hair
https://doi.org/10.1016/j.intmar.2013.12.002
https://doi.org/10.1016/j.intmar.2013.12.002
https://doi.org/10.51878/paedagogy.v5i1.5121
https://doi.org/10.51878/paedagogy.v5i1.5121
https://doi.org/10.61393/heiema.v3i2.227
https://doi.org/10.61393/heiema.v3i2.227
https://dspace.uii.ac.id/handle/123456789/55788
https://dspace.uii.ac.id/handle/123456789/55788
https://dspace.uii.ac.id/handle/123456789/55788
https://dspace.uii.ac.id/handle/123456789/55788
https://doi.org/10.20961/jkm.v17i2.95627
https://doi.org/10.20961/jkm.v17i2.95627
https://doi.org/10.62281/v2i12.1410

Styaningrum et al, 2025 / Exploring the Role of Emotional Triggers and Advertising Authenticity on Purchase Intention

Muhamad, LF, Ausat, AMA, & Azzaakiyyah, HK
(2025). Exploring the Role of FOMO (Fear
of Missing Out) as a Key Trigger in the Dy-
namics of Consumer Behavior towards
Flash Sale Offering Strategies in the Digital
Era. PESHUM: Journal of Education, Social
and Humanities, 4 (2), Article 2.
https://doi.org/10.56799 /peshum.v4i2.7
486

Nathadiharja, SS, Tambun, S., & Ivada, T.
(2024). THE EFFECT OF BRAND FAMILI-
ARITY AND PERCEIVED NOSTALGIA ON
POST PURCHASE INTENTION WITH PER-
CEIVED VALUE AS A MODERATOR. Ultima
Management: Journal of Management Sci-
ence, 16 (2), Article 2.
https://doi.org/10.31937 /mana-
jemen.v16i2.3908

Ningrum, AA, Putri, I, Rahmah, A, & Purna-
masari, P. (2025). CONSUMER PERCEP-
TION OF INFLUENCER-BASED ADVER-
TISING ON TIKTOK: A CASE STUDY IN IN-
DONESIA. Journal of Business Marketing,
7 (1), Article 1. https://journal-
versa.com/s/index.php /jpb/arti-
cle/view /1079

Nizam, RFR, Permana Honeyta Lubis, Teuku
Meldi Kesuma, Mirza Tabrani, Ahmad.
(2024). The Impact of Social Media Mar-
keting on Consumer Trust. Syiah Kuala
University Press.

Ohara, MR, Albeta, FR, Karneli, O., Aprilla, VR, &
Firmansyah, F. (2025a). Consumer Psy-
chology in the Digital Era: A Literature
Analysis of the Role of Emotions in Digital
Advertising and Brand Attachment. Jurnal

Minfo Polgan, 14 (1), Article 1.
https://doi.org/10.33395/jmp.v14i1.145
64

Ohara, MR, Albeta, FR, Karneli, O., Aprilla, VR, &
Firmansyah, F. (2025b). Consumer Psy-
chology in the Digital Era: A Literature
Analysis of the Role of Emotions in Digital
Advertising and Brand Attachment. Jurnal

Minfo Polgan, 14 (1), Article 1.
https://doi.org/10.33395/jmp.v14i1.145
64

Ohara, MR, Albeta, FR, Karneli, O., Aprilla, VR, &
Firmansyah, F. (2025c). Consumer Psy-
chology in the Digital Era: A Literature
Analysis of the Role of Emotions in Digital

Advertising and Brand Attachment. Jurnal

Minfo Polgan, 14 (1), Article 1.
https://doi.org/10.33395/jmp.v14i1.145
64

Peng, L., Zhang, N., & Huang, L. (2024). How the
source dynamism of streamers influences
purchase intention in live streaming e-
commerce: Considering the moderating
effect of Chinese consumers' gender. Jour-
nal of Retailing and Consumer Services,
81, 103949.
https://doi.org/10.1016/j.jretcon-
ser.2024.103949

Safitri, A., Maharani, A., Kamila, MS, & Malik, A.
(2024). Representation of Indonesia's Im-
age in Advertisements (Semiotic Analysis
of Representation of Indonesia's Image in
AQUA Advertisement Version "Discover
Your Indonesia" on Television. Jurnal In-
telek Insan Cendikia, 1 (10), Article 10.

Schindler, R. M., & Holbrook, M. B. (2003a).
Nostalgia for early experiences as a deter-
minant of consumer preferences. Psychol-
ogy & Marketing, 20 (4), 275-302.
https://doi.org/10.1002/mar.10074

Schindler, R. M., & Holbrook, M. B. (2003b).
Nostalgia for early experiences as a deter-
minant of consumer preferences. Psychol-
ogy & Marketing, 20 (4), 275-302.
https://doi.org/10.1002/mar.10074

Sujianti, SN, & Devica, S. (2025). The Role of
Content Trends in Increasing Engagement
on Female Daily's Instagram. Jurnal Adi-
jaya Multidisplin, 3 (03), Article 03.

Sung, H, Kim, ], & Choi, H. (2021). Effects of
consumer-cause fit and consumer-prod-
uct fit of cause-related marketing on prod-
uct purchase intention. Journal of Con-
sumer Behavior, 20 (3), 791-802.
https://doi.org/10.1002/cb.1909

Syarifuddin, Indriani, D., & Junaidin. (2025).
Balancing Demands and Resources: The
Role of Psychological Resilience in Driving
Employee Engagement. Global Review of
Tourism and Social Sciences, 1 (2), 145-
157.
https://doi.org/10.53893 /grtss.v1i2.371

Thien Duc, L.D., & Mujahida, S. (2024). Determi-
nants of Consumer Preference for Local
Brands: A Comprehensive Review of Re-
cent Literature. Global Review of Tourism

IJMABER

5685

Volume 6 | Number 11 | November | 2025


https://doi.org/10.56799/peshum.v4i2.7486
https://doi.org/10.56799/peshum.v4i2.7486
https://doi.org/10.31937/manajemen.v16i2.3908
https://doi.org/10.31937/manajemen.v16i2.3908
https://journalversa.com/s/index.php/jpb/article/view/1079
https://journalversa.com/s/index.php/jpb/article/view/1079
https://journalversa.com/s/index.php/jpb/article/view/1079
https://doi.org/10.33395/jmp.v14i1.14564
https://doi.org/10.33395/jmp.v14i1.14564
https://doi.org/10.33395/jmp.v14i1.14564
https://doi.org/10.33395/jmp.v14i1.14564
https://doi.org/10.33395/jmp.v14i1.14564
https://doi.org/10.33395/jmp.v14i1.14564
https://doi.org/10.1016/j.jretconser.2024.103949
https://doi.org/10.1016/j.jretconser.2024.103949
https://doi.org/10.1002/mar.10074
https://doi.org/10.1002/mar.10074
https://doi.org/10.1002/cb.1909
https://doi.org/10.53893/grtss.v1i2.371

Styaningrum et al, 2025 / Exploring the Role of Emotional Triggers and Advertising Authenticity on Purchase Intention

and Social Sciences, 1 (1), 41-52.
https://doi.org/10.53893 /grtss.v1i1.318

Trilestari, L., Shovmayanti, NA, Kurniawan, D.,
& Prakosa, FA (2025). UTILIZING GOOGLE
TRENDS TO ANALYZE SOCIAL MEDIA USE
PATTERNS IN INDONESIA. Jurnal Bincang
Komunikasi, 3 (1), Article 1.

Ulum, AW (2025). Reforming Bureaucracy
Through Ethics: Strengthening Institu-
tions for Sustainable Development. Global
Review of Tourism and Social Sciences, 1
(3), 271-282.
https://doi.org/10.53893 /grtss.v1i3.414

Usadi, MPP, Prayoga, IMS, & Js, IPWD (2024).
THE EFFECT OF SHORT VIDEO MARKET-
ING CONTENT ON USER VALUE PERCEP-
TION AND PARTICIPATION (A Study on
Social Media Users). EMAS, 5 (6), Article 6.

Utama Dewayani, E.K. (2024). Assessing Village
Development Institutions’ Role in Re-
sponsible Tourism: A Case Study of Re-
waranga, Indonesia. Global Review of
Tourism and Social Sciences, 1 (1), 21-29.
https://doi.org/10.53893 /grtss.v1i1.321

Utami, R. (2025). Ethics of Emotion in the Prac-
tice of Social Justice: A Philosophical Ap-
proach to Affect and Action. https://phil-
papers.org/rec/UTAEED

Utoyo, AW (2024). Beyond the Eye: The Critical
Role of Visual Communication in Con-
sumer Decisions. Salemba Publisher.

Wang, T.-L., & Oscar, W. (2024). How Support-
ive and Competitive Work Environments
Influence Job Attitudes and Performance
in French Sales Roles. Global Review of
Tourism and Social Sciences, 1 (1), 1-12.
https://doi.org/10.53893 /grtss.v1i1.322

Yuli, SBC (2024). Understanding the Dynamics
of Tourist Experience through a Qualita-
tive Lens: A Case Study Approach in Indo-
nesia. Global Review of Tourism and So-
cial Sciences, 1 (1), 30-40.
https://doi.org/10.53893 /grtss.v1i1.323

Yuliawati, L., Sandjaja, M., & Eunike, P. (2025).
Textbook of Character, Moral, and Reli-
gious Education. Ciputra University Pub-
lisher.

[JMABER

5686

Volume 6 | Number 11 | November | 2025


https://doi.org/10.53893/grtss.v1i1.318
https://doi.org/10.53893/grtss.v1i3.414
https://doi.org/10.53893/grtss.v1i1.321
https://philpapers.org/rec/UTAEED
https://philpapers.org/rec/UTAEED
https://doi.org/10.53893/grtss.v1i1.322
https://doi.org/10.53893/grtss.v1i1.323

