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 Abstract 
 Introduction. The aim of this research was to examine the 

influence of brand mascots on consumer purchase intentions in the 
Thai food sector. The study integrated the Theory of Planned 
Behavior (TPB) with the construct of emotional engagement.  

Materials and methods. This study employed an empirical 
approach based on primary data collected through an online survey. 
The target population comprised consumers familiar with mascot-
driven brands. 368 valid responses were obtained. Data were 
analyzed using confirmatory factor analysis and structural equation 
modeling to evaluate model fit. 

Results and discussion. The study’s respondents were 
primarily male (48.9%), within the 25–34 age bracket (31.3%), held 
a Bachelor’s degree (36.1%), and were self-employed (24.5%). This 
demographic profile reflects a young, economically active, and 
marketing-responsive consumer segment. All structural model fit 
indices demonstrated acceptable adequacy (e.g., CMIN/DF = 
2.310), while reliability and validity metrics met the required 
thresholds, with the minimum Average Variance Extracted (AVE) = 
0.548 and minimum Composite Reliability (CR) = 0.759, 
confirming strong measurement quality. The empirical results 
revealed that Emotional Connection (β = 0.489) was the strongest 
positive predictor of Purchase Intention, underscoring its pivotal role 
in consumer decision-making. In contrast, Attitude exerted a 
significant negative effect (β = –0.175), suggesting that rational 
evaluations alone may not always align with affective or behavioral 
outcomes. Furthermore, Emotional Connection significantly 
mediated the effects of Mascot Characteristics, Subjective Norm, 
and Perceived Behavioral Control, reinforcing its central role as an 
emotional bridge between perception and intention. These findings 
confirm that emotional engagement serves as a crucial determinant 
of consumer behavior, particularly in culturally expressive markets 
such as Thailand, where affective symbolism and brand storytelling 
strongly influence purchase motivation. 

Conclusions. The findings show that food brand mascots 
significantly influence consumer attitudes, intentions, and behavior. 
Emotional resonance, rather than purely cognitive evaluation, was 
found to drive purchase intention. Accordingly, marketers in the 
Thai food sector should develop mascots that convey authenticity, 
relatability, and emotional warmth aligned with consumer values 
and cultural expectations, thereby strengthening brand loyalty and 
long-term engagement. 
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Introduction 
 
In the current global, dynamic and highly competitive market environment, businesses 

are using every innovative way to capture consumers’ attention. Among the emerging 
strategy being used to market a brand to consumers are mascots (Malik and Guptha, 2014; 
Palladino et al., 2022). A brand mascot is considered a suitable strategy of presenting a brand 
to the customer because of its unique characteristics, such as distinctive personalities, visual 
identities, and narrative potential (Kim, 2018; Min et al., 2019). As indicated by Bisht (2021) 
brand mascot serves as a powerful brand ambassador, capable of influencing consumer 
behavior through visual identity and emotional story telling. Brand mascots are defined as 
characters that are used to represent a company or product. This means the characters may 
be human, animal or cartoons and are commonly seen in ads for the brand. Besides supporting 
the brand’s image, they play a role in giving brand human qualities, helping it stick in 
people’s minds and making it more relatable (Reddy et al., 2024).  

The usage of mascots has essentially evolved into a critical marketing tool for mass 
creation of corporate identity and public interest in a brand; whereas, they place a brand on 
the radar in the view of the market by increased brand awareness through visual engagement 
opportunities (Ahmad et al., 2024). In the food sector, mascots are especially impactful, as 
food purchasing decisions often involve emotional, habitual, and social components. Such 
names of mascots are The Bar B Gon for Bar B Q Plaza, Zon Zon for Cafe Amazon, Chickira 
for Chick-A-Boom, the Nong Noey for KFC and Ronald McDonald for McDonald’s (Ares 
et al., 2022; Bohn and Wittenzellner, 2024; Keller et al., 2012; Kraak and Story, 2014; Reddy 
and Sathish, 2024; Vermeir and Roose, 2020). Nowadays, considering the media glut and the 
scant attention of consumers, such characters would be of greatest value in advertising 
campaigns. They make the brands easier to identify, recall, and understand for customers. 
Gupta et al. (2021) put forward that a transformed form is characters associated with brands, 
which would have been made a permanent long-term inexpensive medium for passing on the 
imagery and values of the brand to audiences. Thailand, where food is not just a need but, by 
itself, directly a part of identity, also has mascots that entice consumption and facilitate brand 
recall (Ganapathy et al., 2024; Wattanarak et al., 2021; Wu et al., 2025). The main objective 
of using brand mascot is to create positive emotions, views and attitudes towards a brand and 
its products. The positive image then would create attraction and possible buying behavior 
on the intended products or services (Yadav et al., 2015). Due to its potential influence on 
buyers’ behavior, they are being applied in various sectors, from manufacturing to education.  

Earlier studies have shown how mascots play a significant part in making the minds of 
customers lean towards the brand because of its anthropomorphic characteristics (Reddy et 
al., 2024), when the brand identity aligns with self-identity with respect to intended 
consumers that influence consumer attitudes and intentions toward the brand (Palladino et 
al., 2022). In another study, Sarkar et al. (2019) found that one effective way of creating 
human-like perceptions of a brand is through advertising, which can foster an emotional bond 
with consumer segments and enhance brand affinity. Such advertising is particularly 
effective because it can generate a deep-seated and lasting impression, strengthening 
consumers’ emotional attachment to the brand. Despite all of the earlier studies, there are not 
enough empirical research results on how mascots can affect what customers buy especially 
in the food sector. Previous studies suggest that the presence of a mascot enhances brand 
visibility (Oh and Kim, 2025; Septianto and Paramita, 2021); therefore, it is important to 
examine whether positive affect toward mascots can also stimulate consumers’ purchase 
intentions. It matters more now because companies are relying on experiences and emotions 
to get customers interested. Taking these into consideration, the main aim of this study is to 
investigate how mascots help shape consumers’ purchase aspiration from food brands in 
Thailand.  
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The Theory of Planned Behavior (TPB) has gained considerable traction as a model for 
understanding decision-making and human behavior. The TPB postulates that perceived 
behavioral control induces the behavior of a person and subjective norms and personal 
attitudes (Cheng, 2019). Also mentioned within literature is the need for emotion wherein the 
link between consumers and the brand has formed an emerging area of focus. The study 
offers ideas on how mascots can be used for marketing.  

 
Literature review 
 
A brand mascot is a visual or verbal character that represents a brand and functions as 

a symbolic embodiment of its identity. Typically presented as animated or illustrated figures, 
mascots serve as recognizable representatives of brands. According to Deligoz and Ünal 
(2021), brand mascots are primarily used to strengthen brand identity and to create emotional 
connections between brands and their target consumers. Well-known examples such as 
Chikira, Nong Noey, and Ronald McDonald illustrate how mascots extend beyond 
promotional tools to symbolize what a brand stands for. By personifying brand attributes, 
mascots become more relatable, evoke emotional responses, and may motivate consumer 
action. These perceived characteristics reflect the set of qualities consumers associate with 
the mascot. 

Features of these characters are their good looks, relatability and being one of a 
kind; these are the details that people link to the brand. Admittedly, Reddy et al. (2024) aver 
that mascots infuse a human touch to brands; thereby enabling personal and close association 
between the consumer and the brand. This, in turn, establishes the most critical point for the 
differentiation of any brand from others. In Chen’s (2021) view, mascots that are easy to look 
at and express emotions have a greater effect on people’s attitude and the way they make 
purchases. Such characteristics in advertising have been noticed to improve consumer trust 
and indirectly influence whether someone decides to buy from the brand. Some also believe 
that mascots partake in building the first impression consumers have, as well as their first 
feelings (Wang et al., 2025; Wu et al., 2025). This has an influence on their intention to 
engage with the product of purchase from the brand. From these arguments, the following 
hypothesis was developed: 

H1: Mascot characteristics have a positive and significant influence on the purchase 
intention  

Ajzen’s (1991) Theory of Planned Behavior (TPB) provides a framework for 
understanding the factors that guide consumers in their purchasing decisions. The theory 
posits that behavior is influenced by three key components: attitude, subjective norms, and 
perceived behavioral control. Attitude reflects how favorably or unfavorably consumers 
evaluate a particular brand. Previous studies have indicated that the presence of an 
appropriate and appealing brand mascot can positively influence consumer attitudes, leading 
them to develop stronger preferences for the brand than they otherwise would (Deligoz and 
Ünal, 2021; Shimpi, 2021). Using mascots can encourage people to adopt a good outlook on 
a brand because they amuse the public and reflect the things customers’ value (Oh and Kim, 
2025). If the mascot is not important or properly represents the brand, it could create a 
negative perception in the minds of customers (Reddy and Sathish, 2024; Tanjaya, 2025).  

Subjective norm implies that the perceived social pressure that affects engagement of 
non-engagement in a particular behavior. In the context of mascot, it denotes the influences 
on or not from a brand with mascot. Other people such as facility of peers’ orientation 
regarding the brand using mascot would influence the perception and purchase intention 
regarding the brand concerned. Literature has demonstrated that social pressure such as social 
endorsement of brand mascot strengthens subjective perspectives of a brand, and the resultant 
purchase intention (Attah et al., 2024; Osei-Frimpong et al., 2022; Thai and Wang, 2020). 
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Perceived behavioral control implies consumer beliefs regarding how easy or difficult it is to 
carry out a particular activity, such as purchasing from a brand (Bortne et al., 2025). 
According to Sathish (2023) the perspective of consumers regarding a brand mascot, for 
instance, its affordability, accessibility, and ease of purchase influence the resultant consumer 
behavior. Mascots have a life far beyond the façade of advertising lure to persuade the 
consumer. Brand mascots serve as organizational totems to the extent that they can rally 
members of an organization around a concrete presentation of its unique character. Thus, 
mascots assist in condensing the consumers' understanding of the organization's identity in a 
context far removed from the organization's own milieu (Cayla, 2013). As illustrated by 
Arunrangsiwed and Pairoa (2016), when a mascot is used to guide the consumers’ journey 
and generate customer services interactions, it has a great influence on how consumers 
perceive the brand. Mascot symbolism creates positive views towards brands. From these 
arguments, the literature findings, the following three hypotheses were developed: 

H2: Attitude towards mascot has a positive and significant influence on the purchase 
intention  

H3: Subjective norm has a positive and significant influence on the purchase intention  
H4: Perceived behavioral control regarding mascot has a positive and significant 

influence on the purchase intention  
In addition to the concepts borrowed from the TPB, this study explored the literature of 

emotional connection. Such a link refers to the feelings and connection a person has with a 
certain brand (Bigné et al., 2023; Ghorbanzadeh and Rahehagh, 2021; Niharika and Yadav, 
2023). According to Nasr-Esfahani et al. (2022), the bond is usually formed when a brand 
communicates in a humanlike way with mascots. Researchers say that following a mascot 
creates positive feelings in customers which leads to the formation of a close relationship 
with the brand (Sayin and Gürhan-Canlı, 2024; Shimpi, 2021). Being emotionally involved 
is a better predictor of buying a product with symbolic aspects, like a company mascot, than 
analyzing the facts about it. From these arguments, the following hypothesis are developed: 

H5: Emotional connection has a positive and significant influence on the purchase 
intention  

H6: Emotional connection mediates the effect of Mascot characteristics, attitude, 
subjective norm, and perceived behavioral control has a positive and significant influence 
on the purchase intention. 

 
 
Materials and methods  
 
Conceptual framework and hypothesis  
 
The study has four independent variables, namely mascot characteristics, attitude, 

subjective norm, and perceived behavior control. The mediating variable was emotional 
connection, while the dependent variable is the purchase intention. The conceptual 
framework is visualized in Figure 1. 

A quantitative cross-sectional research design was utilized to scrutinize the influence of 
food brand mascots on the consumers’ purchase intention in Thailand’s food market sector. 
The study relied on the TPB framework, with inclusion of emotional connection as a 
mediating variable. The study population was Thailand food consumers above 18 years, who 
have been appropriately exposed to and/or interacted with brands that utilize a distinct mascot 
in their marketing and branding activities. These consumers were considered to have 
developed emotional connections, attitudes towards a particular food brand(s) using mascot.  
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Figure 1. Conceptual framework of the study 
Source: own processing based on literature 

 
 
Materials – Sample collection 
 
The study adopted a non-probability purposive sampling technique, where only the 

relevant respondents were included in the study. These were the respondents with sufficient 
familiarity with brands that use mascot in the food market, such as The Bar B Gon mascot 
(from Bar B Q Plaza), The Zon Zon mascot (from Café Amazon Coffee in Thailand), Chikira 
mascot (from Chick-A-Boom), Nong Noey mascot (daughter of KFC founder), and Ronald 
McDonald (from McDonald’s). The participants were recruited through online platforms 
including email invitations, targeted marketing forums and social media. To determine the 
appropriate sample size, the study adopted the sample-to-item ratio, which determines the 
sample size based on the number of items in the study. A ratio of 10-to-1 ratio was considered 
suitable (Brown and Greene, 2006). This study questionnaire had 26 items, which resulted in 
a minimum of (26*10) 260 respondents. The sample size was therefore a minimum of 260 
respondents.  

To establish validity and reliability, the measurement scales of the questionnaire were 
adapted to suit the setting. Items were generated from the literature, after having identified 
the dimensions of the mascot characteristics from both the literature of Dellgoz and Ünal 
(2021) and Shimpi (2021). As for the Theory of Planned Behavior, operational definitions 
were hence defined; thus the measurement of attitude towards mascot as on a semantic 
differential scale followed literature from Ajzen (1991) and Spears and Singh (2004).; 
subjective norms were operationalized using scales of Taylor and Todd (1995) and Izquierdo-
Yusta et al. (2022); and perceived behavioral control utilized items from Dangaiso (2023), 
and La Barbera and Ajzen (2021). Furthermore, the construct of emotional connection was 
assessed using scales adapted from research on brand relationships (Bigné et al., 2023; 
Ghorbanzadeh and Rahehagh, 2021). Finally, the dependent variable, purchase intention, was 
operationalized using a scale from Dodds et al. (1991) and Liu (2025). 

The data collection was conducted using a self-administered online questionnaire. The 
questionnaire was developed on Google forms in English language. The questionnaire 
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comprised on demographic questions and constructs questions. All the constructs were 
measured using multiple-item scales, which were developed with reference to the previous 
literature. Each construct was measured using a 5-point Likert scale, with response options 
ranging from strongly disagree to strongly agree. The questionnaire was hosted on google 
forms, and respondents invited through various means including emails, and social media 
channels such as Facebook and Twitter. The study collected a total of 412 responses. Upon 
review and adjustment of inappropriate responses and missing data, the study was left with 
valid sample responses of 368. The data was collected from August 2025 to September 2025.  

Data analysis was conducted using the SPSS software for preliminary descriptive 
statistics analysis. To evaluate the model fitness, reliability, and validity of the model, 
confirmatory factor analysis (CFA) was adopted. Path analysis was adopted to evaluate the 
hypothesis of the relationship among the variables. Bootstrap was used for moderation 
analysis, to evaluate the indirect effects through emotional connections. Appropriate ethical 
considerations were made as the research involved human participants. Informed consent was 
presented to all the respondents, informing them of their voluntary participation, and opting 
out of the survey. Additionally, the data collected was treated with complete confidentiality 
and used only for the purpose of this study. 

 
 
Results and discussion 
 
The study first conducted analysis of the demographic characteristics of the 

respondents. The results are summarized in Table 1.  
 

Table 1 
Descriptive statistics of demographics 

 
Variables Categories Frequency (n) Percent (%) 

Gender Male 180 48.9 
Female 168 45.7 
Others 20 5.4 

Age 18-24 71 19.3 
25-34 115 31.3 
35-44 90 24.5 
45-54 56 15.2 
55+ 36 9.8 

Educational  
Level 

High School and Below 54 14.7 
Diploma or Equivalent 89 24.2 
Bachelor’s Degree 133 36.1 
Master’s Degree 56 15.2 
Doctoral Degree 36 9.8 

Employment  
Status 

Student  59 16.0 
Full Time Employment 54 14.7 
Part Time Employment  59 16.0 
Self Employed  90 24.5 
Unemployed  66 17.9 
Retired  40 10.9 

       Source: own processing from field data 
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The results indicated that males comprised the majority of respondents (48.9%), while 
females accounted for 45.7%. Regarding age, the largest group was 25–34 years (31.3%), 
followed by the 18–24 age group (24.5%), with the smallest proportion being those aged 55 
and above (9.8%). In terms of education, respondents with a bachelor’s degree represented 
the majority (36.1%), followed by those holding a diploma or equivalent qualification 
(24.2%). With respect to employment status, the largest group was self-employed individuals 
(24.5%), followed by the unemployed (17%), while retirees represented the smallest 
proportion (10.9%). 

 
Model fitness evaluation 
 
The second analysis that was conducted was an evaluation of the model fitness, 

reliability and validity. Various fitness indices were tested as summarized in Figure 2 and 
Table 2. From the results presented, it is found that all the required thresholds regarding the 
fit indices were met (Bacon and Bacon, 2001). This implies that model demonstrates solid 
structural validity, and it is well-specified and appropriately represents the data. 

 
 

Figure 2. Model fitness evaluation 
Source: own processing in SPSS 
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Table 2 
Model fitness evaluation 

 
Fitness Index CMIN/DF RMR RMSEA NFI IFI TLI CFI 

Values 2.310 0.045 0.060 0.901 0.941 0.930 0.941 
Required Threshold <3.0 <0.080 <0.080 >0.90 >0.90 >0.90 >0.90 
Decision  ✔ ✔ ✔ ✔ ✔ ✔ ✔ 

Source: own processing in SPSS 
 
The other analysis that was conducted was the evaluation of the reliability and validity 

of the data. The reliability was evaluated using Cronbach’s alpha and composite reliability 
(CR), while validity was evaluated using the average variance extracted (AVE) and 
standardized factor loadings. The results are summarized in Table 3.  

The required threshold of Cronbach’s alpha is 0.7 while the required threshold for CR 
is also 0.7. From the results obtained both Cronbach’s alpha and CR valued met this required 
threshold. As a result, the reliability and internal consistency were confirmed. For the AVE, 
the required threshold was is 0.5, and as well, the required threshold for standardized loadings 
is also 0.5. As seen in the values, the threshold was met, leading to conclusion that the 
constructs explains more than 50% of the indicators variances (Cheung et al., 2024). 

 
Table 3 

Reliability and validity analysis results 
 

Latent 
Variables 

Observed 
Variables 

Standardized 
Loadings 

CR AVE Cronbach's 
Alpha 

ATT att1 0.745 

0.848 0.583 0.850 att2 0.804 
att3 0.756 
att4 0.747 

EC ec1 0.628 

0.764 0.548 0.770 ec2 0.667 
ec3 0.742 
ec4 0.634 

MC mc1 0.78 

0.867 0.619 0.868 mc2 0.823 
mc3 0.768 
mc4 0.776 

PBC pbc1 0.792 

0.844 0.575 0.846 pbc2 0.744 
pbc3 0.756 
pbc4 0.741 

PI pi1 0.698 

0.759 0.641 0.761 pi2 0.628 
pi3 0.676 
pi4 0.651 

SN sn1 0.701 

0.780 0.670 0.780 sn2 0.676 
sn3 0.661 
sn4 0.702 

Source: own processing in SPSS 
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Empirical Analysis  
 
Having established satisfactory model fit, as well as construct reliability and validity, 

the study proceeded to empirical analysis to test the proposed hypotheses. Structural equation 
modeling (SEM) was employed for this purpose. The analysis was conducted in two stages: 
assessment of direct effects and evaluation of mediation effects. The results of the direct 
effects analysis are presented in Table 4. 

Table 4 
Direct effects for empirical results 

 
Hypothesis  Path Relationships  Estimate S.E. C.R. p-value 
H1 MC  PI .267 .040 6.598 *** 
H2 ATT  PI -.175 .043 -4.018 *** 
H3 SN  PI .178 .068 2.632 .008 
H4 PBC  PI .303 .051 5.956 *** 
H5 EC  PI .489 .096 5.099 *** 

Note: *** = 99% confidence level; ** = 95% confidence level; PI = purchase 
intention; MC = mascot characteristics; ATT = attitude; SN = subjective 
norms; PBC = perceived behavioral control; EC = emotional connection  
Source: own processing in SPSS 

 

 
 
 

Figure 3. Direct effects for empirical results 
Source: own processing in SPSS 
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The results of direct effects indicated that mascot characteristics have a positive and 
significant influence on the purchase intention (β = 0.267, p<0.05), hence confirming hypothesis 
1. The attitude towards mascots has a negative and significant influence on the purchase intention 
(β = -0.175, p<0.05), hence rejecting the second hypothesis.  

The third hypothesis was confirmed by the findings that subjective norm has a positive and 
significant influence on the purchase intention (β = 0.178, p<0.05). Additionally, perceived 
behavioral control regarding mascot was found to have a positive and significant influence on the 
purchase intention (β = 0.303, p<0.05). This confirmed hypothesis 4. Lastly, the emotional 
connection was found to have a positive and significant influence on the purchase intention (β = 
0.489, p<0.05). 

The other analysis that was conducted was the mediation analysis. The mediating effect of 
emotional connection between the independent variables (mascot characteristics, attitude, 
subjective norm, and perceived behavioral control) and purchase intention was evaluated. The 
results are presented in Table 5. The results indicated that the emotional connection significantly 
mediated the effect mascot characteristics, subjective norm, and perceived behavioral control on 
purchase intention, but did not mediate the effect of attitude on purchase intention. 

 
Table 5 

Mediation analysis of emotional connection 
 

Hypothesis Path 
relationships 

Total 
effects 

Direct 
effects 

Indirect 
effects 

 
 

H6 

PBC  EC  PI 0.450** 0.303** 0.147** 
SN  EC  PI 0.422** 0.178 0.244** 
ATT  EC  PI -0.065 -0.175** 0.110 
MC  EC  PI 0.289** 0.267** 0.022** 
EC  EC  PI 0.489** 0.489** 0.000** 

Note: *** = 99% confidence level; ** = 95% confidence level; PI = purchase intention; 
MC = mascot characteristics; ATT = attitude; SN = subjective norms; PBC = perceived 
behavioral control; EC = emotional connection  
Source: own processing in SPSS 

 
The study pertains to food brand mascots that can be said to speak to commitment with 

regard to their effect on consumer purchase intention and use TPB as its base and emotional 
connection as a mediating variable. It takes different perspectives on how mascots are leveraged 
and, in the ever-evolving marketplace, how they influence selection for brand purchase. 
Interesting results were obtained regarding the relationships between food brand mascots, 
emotional and behavioral constructs, and consumers’ purchase intentions. Emotional connection 
with mascot was found to have the highest significant positive influence on the purchase intention 
of the consumers.  

The results are largely consistent with previous research on the influence of brand mascots 
on consumer behavior. Hypothesis 8 was confirmed, indicating that mascot characteristics have a 
significant positive effect on purchase intention. This finding aligns with Reddy et al. (2024), who 
emphasized that mascots infuse a human touch that fosters personal associations with brands. 
Similarly, Chen (2021) reported that visually appealing and emotionally expressive mascots 
positively influence consumer attitudes and purchase decisions, reflecting the direct effect 
observed in this study. Overall, the positive relationship supports the view that well-designed 
mascots create favorable first impressions and emotional responses that enhance purchase 
intention (Wang et al., 2025; Wu et al., 2025). 
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The confirmation of Hypothesis 3 indicates that subjective norms have a significant 
positive effect on purchase intention, consistent with prior research. Studies by Attah et al. 
(2024), Osei-Frimpong et al. (2022), and Thai and Wang (2020) demonstrate that social 
pressure and social endorsement of brand mascots shape consumers’ subjective evaluations and 
subsequently strengthen their purchase intentions. These findings reinforce the critical role of 
social influence in consumer decision-making for brands employing mascots.  

The positive and significant influence of perceived behavioral control has been supported 
in the literature, and this was confirmed by Hypothesis 4. Sathish (2023) argued that consumers’ 
perceptions of a brand mascot’s affordability, accessibility, and ease of purchase affect their 
behavior. The findings of the present study further suggest that the greater a consumer’s sense 
of adequacy and control when interacting with a brand represented by a mascot, the stronger 
their intention to make a purchase. 

Hypothesis 5 confirms that emotional connection has a strong positive influence on 
purchase intention, fully aligning with the study’s theoretical framework and prior empirical 
evidence. Previous research has consistently emphasized the importance of emotional ties in 
consumer–brand interactions (Bigné et al., 2023; Ghorbanzadeh and Rahehagh, 2021; Niharika 
and Yadav, 2023). Nasr-Esfahani et al. (2022) highlighted human-like communication through 
mascots as a mechanism for strengthening consumer bonds, while Sayin and Gürhan-Canlı 
(2024) and Shimpi (2021) demonstrated that mascots evoke positive emotions that enhance 
brand attachment. The strong effect observed in the present study underscores the pivotal role 
of emotional connection in purchase decisions, particularly for symbolic brand elements such 
as mascots. 

Perceived behavioral control towards mascot was found to also have a significant 
influence on the purchase intention. It implied the ease or difficulty of purchasing a product 
associated with a mascot is a critical aspect of consideration. Mascot is therefore found to be 
easy to make the consumers decision making process through intuitive branding, identification 
and clear messaging (Yoon, et al. 2016). This emphasizes the importance of inculcating the 
aspect of accessibility, confidence and affordability when designing the brand mascot. One 
interesting thing that caught attention during investigation was the characteristics of the mascot. 
Key elements in a mascot, for example, being attractive, having an identity others recall and 
being easy for people to relate to influence the decision to make a purchase. Deligoz and Ünal 
(2021) highlight similar points and show that mascots play a vital role in how consumer 
behavior is shaped. Additionally, Reddy and Sathish (2024) indicated that a brand’s mascot 
helps to persuade consumers and guide their decisions when buying.  

The results indicate that mascots effectively trigger emotional connections with 
consumers, increasing their propensity to purchase from the brand (Shimpi, 2021). These 
findings are consistent with Reddy and Sathish (2024), who identify mascots as emotional 
branding tools that foster brand loyalty and nostalgia. Similarly, Hoolwerff (2014) reported that 
consumers who form emotional bonds with brand mascots exhibit stronger brand commitment. 
Together, these insights underscore the importance of designing mascot representations that 
evoke affection, trust, and empathy among target consumers. 

The emotional connection as the mediating effect per Hypothesis 6 for mascot’s 
characteristics, subjective norm, and perceived behavioral control on purchase intention seems 
to be further supported in the literature. This shows that while these factors directly affect 
purchase intention, their impact is augmented when a person has created a strong emotional 
bond with the mascot of the brand. The fact of mascots mustering organizational members and 
concentrating their understanding of an organization into a single cue (Cayla, 2013) and leading 
consumer journeys (Arunrangsiwed and Pairoa, 2016) states the deeper connection these 
emotions can fashion.  
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How individuals perceive what others think about mascot plays a big role in making 
them want to purchase it. In other words, the way peers, family or leader figures react to the 
mascot is seen to influence whether consumers decide to buy the brand’s product. According 
to the findings mentioned, Sartore-Baldwin and McCullough (2019) suggest that brands 
using mascots can influence consumers’ intentions to make purchases in social media 
settings. Additionally, emotional connection was identified as an important and significant 
factor affecting the relationship. Therefore, mascot may draw in customers by helping them 
feel supported. According to the study, components of a mascot help form a bond with 
consumers that positively influence their desire to buy the product.  

An important divergence from the anticipated findings was concerned with accepting 
and rejecting the second hypothesis, which proposed that the attitude towards the mascot 
would exert a positive and significant influence upon purchase intention. The results of this 
study found, contrary to our hypothesis and contrary to some literature (Deligoz and Ünal, 
2021; Shimpi, 2021), a negative and significant influence (β=−0.175, p<0.05). This mark 
makes this finding rather intriguing to probe deeper. Some studies suggest a suitable mascot 
can lead to favorable brand attitudes (Oh and Kim, 2025; Reddy et al., 2024), whereas our 
finding might suggest that in some conditions a negative attitude towards a mascot could 
directly deter purchase intention without the mediation of emotional connection that could 
have produced a positive impact on intention. Alternatively, it is possible that a highly 
distinctive one, perhaps too polarizing for an average perception, could induce strong 
negative attitudes among some sections of the populace, hence overtaking whatever good 
intentions accrued toward purchase intention. The finding may throw some nuance into the 
relationship between attitudes toward mascots and purchase intention, an attitude that may 
not convert into actual purchase behavior but one which will actively block the purchase 
behavior once in the negative.  

Consequently, emotional attachment was found to moderate the relationships between 
mascot characteristics, subjective norms, and perceived behavioral control, but it did not 
moderate the relationship between attitude and purchase intention. This lack of moderation 
suggests that attitude toward the mascot may influence purchase intention through a pathway 
that does not involve emotional connection, or that negative influences may strongly 
counteract any potential positive mediating effects. These findings highlight a promising area 
for further exploration in future research. 

 
Implications from the results 
 
From this research, both practical and theoretical recommendations were developed. To 

start, this research looked at the concept of brand mascot in the food sector together with the 
TPB. Thus, the findings should be found quite important by organizations and advertisers 
who use or intend to use brand mascots in their marketing, especially in the food industry. 
Most studies conducted thus far have investigated the TPB concepts separately. This study 
adds to the literature by focusing on how the involvement of emotions in relation to mascot 
can affect the impact of the TPB concepts. Furthermore, it presents a serious challenge to 
what TPB is generally expected to do. This might be mostly due to some complexities in how 
mascots influence how customers view food brands. It provides many suggestions for brand 
managers, advertising experts and marketing experts. Firstly, the study suggests that they 
create mascots that appeal strongly to people’s feelings. This happens because of the strong 
emotional attachment to buying the product. Consequently, it is important for a mascot to 
form an emotional bond with its audience. That means composing stories with people who 
can talk and feel realistic. It is also recommended to use the power of social influence. Such 
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factors are important due to their effects on what people plan to buy. Hence, marketers might 
want to try initiatives such as sharing with others or using testimonials and partnering with 
influencers. Besides, it’s a good idea for marketers to use mascots to spark emotional 
responses in their audiences. Along with using the mascot as a design element, it could form 
a connection with the target audience.  

The validity of the construct "purchase intention" is thereby made more difficult, and 
considerable importance must now be placed on careful design decisions and consistent 
portrayals of mascots. Indeed, marketers believe that an appealing mascot should be easy for 
the average person to identify with, and possess the requirements for the brand personality. 
According to Min et al. (2019) and Kim (2018), these are also different personalities and 
appearances, as well as storytelling abilities of the mascot that determine the success. Other 
forms are subjective norms that can be applied as examples of social influence. To achieve 
this purpose, it is necessary for companies to build environments capable of producing 
positive word of mouth and social actions in support of their mascots, employing tools, for 
example, social media campaigns, influencer marketing, and community development. 
Massive social buzz around the mascot could significantly elevate purchase intentions.  

The perceived control behavior, by positively affecting the ease of interaction and 
access to a brand, generates more influence toward the brand. In order to ground the mascot 
into consumers' perception of all brand activities involving the mascot, the mascot must exist 
at diverse consumer interaction points- i.e., online interactivity, clear communication of 
messages, and easy access to product-related information linked to the mascot.  

A very big lesson to learn is that these connections can be emotional, and these emotions 
affect consumers’ decision when buying. The connection between the mascot and the 
consumer must be a very close and very deep emotional connection to the point that it suffices 
for recognition purposes only as it will be tied to special story development with unique 
relevant background stories, feelings, or experiences that have been brought into being by 
mascots. Almost all independent variables have emotional connection as mediator: That is, 
there will be incremental increases resulting from other causes affecting purchase intention.  

Lastly, the unexpected inverse relationship whereby a person might form some attitude 
toward a mascot tends to be an ominous sign needing caution and in-depth scrutiny; to 
identify and counteract any negative perceptions that might arise; businesses need to appraise 
customer attitudes on a regular basis in relation to their mascots. Most probably, this should 
include market research and an analysis of social media conversation to prepare for the 
adaptation or refinement of mascot strategies if they attract unfavorable reactions. Hence, it 
could be said that the very perspective with which a mascot can create positive feelings may 
sometimes, at a clumsy attempt, pull an apathetic audience away from the consumer. 

 
 
Conclusions 
 
This study demonstrates that brand mascots play a significant strategic role in shaping 

purchase intentions in the food industry by fostering emotional connections with consumers. 
Mascot characteristics, subjective norms, and perceived behavioral control positively 
influenced purchase intentions, while emotional connection strongly mediated these effects. 
However, attitude toward mascots showed an unexpected negative relationship with purchase 
intention, highlighting the complexity of mascot-driven consumer responses. Overall, the 
findings emphasize the importance of managing mascots as dynamic branding tools and 
suggest the need for further research into non-rational drivers of consumer behavior, 
including authenticity, trust, and mascot fatigue. 
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