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Abstract:

This research has endeavored to examine the presumed causative relations
between emotional advertising appeals (which include: family appeal,
sensory appeal, celebrity endorcement appeal, humor appeal, and fear
appeal), reminder and suggestive impulse buying, applied to a sample of 400
customers from Egypt Malls. The results showed a positive significant
relationship between thses variables, also the results showed a positive
significant effect for all emotional advertising appeals on reminder impulse
buying, except for fear appeal, that was found to have a negative significant
effect on reminder impulse buying. Finally, there is also a positive significant
effect of family appeal, sensory appeal, and celebrity endorcement appeal on
suggestive impulse buying. Meanwile both humor and fear appeals have an
effect on suggestive impulse buying, but it was not significant.

Key words: Emotional appeals, reminder impulse buying, and suggestive
impulse buying,
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