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ABSTRACT

The objective of this research is to explore the effect of emotional appealing advertisements on purchasing intention of pet food.The

sample frame is based on the people who have fed cats or dogs. Convenience sampling has been used to conduct the survey for this

research. 263 questionnaires have been returned, and 232 of them are valid. Descriptive statistics, simple regression analysis, and

multiple regression analysis have been used to analyze the data. The research findings are：

The emotional appealing advertisements have significant positive effect on purchasing intention of pet food. The emotional

appealing advertisement combines with the feeding attitude of average cognition and emotion does not make any significant

difference to purchasing intention of pet food. However, the emotional appealing advertisement combines with the feeding attitude

of particular cognition and emotion makes a significant difference to purchasing intention of pet food. The research findings could be

a suggestion for the marketing and the making of advertising strategy of pet service industry.
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