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Abstract

Objective: To explore whether the application of “Autonomous Sensory Meridian Response”
(AMSR) in video advertising can increase consumers’ purchase desire by enhancing positive emo-
tion. Methods: A total of 252 participants were randomly divided into an experimental group (127
participants) and a control group (125 participants). The experimental group watched video ads
with ASMR sound effects, while the control group watched video ads with ordinary sound effects,
and then the purchase intention scale and positive and negative emotion scale were used to
measure the two groups of participants. With advertising sound effects (ordinary sound effects
and ASMR sound effects) as independent variables, positive emotions as mediating variables, and
consumers’ purchase intention as dependent variables, SPSS 21.0 software PROCESS plug-in was
used to test the relationship among the three. Results: The effect coefficient of advertising sound
effect on positive emotion was significant (a = 1.031, p < 0.001), the effect coefficient of positive
emotion on purchase intention was significant (b = 0.867, p < 0.001), and the indirect effect was
significant. The direct effect of advertising sound effect on purchase intention was significant (c¢' =
-4.485, p < 0.001). But the total effect was not significant (c = 0.026, p = 0.785). Conclusion: Adver-
tising sound effects with AMSR sound effects can induce positive emotions in consumers, and posi-
tive emotions can increase consumers’ purchase intention. However, since the total effect is not
significant, the three should follow the masking effect theory, that is, the advertising sound effect
can only affect the purchase intention through the masking variable of positive emotion.
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Figure 1. The mediation role of positive emotions
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