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Abstract: This study is the first trial to clarify how buyers’ impressions and emotions evoked by merchandise closely relate to their
purchasing decisions. In the current competitive marketplace, an increasing number of companies pay attention to customers’ emotions.
Therefore, we have studied the relationship between the feelings evoked in consumers by products or services and their physical
features by using the hierarchical Kansei evaluation model. According to the consumer behavior theory, purchasing decisions are
strongly influenced by buyers’ attitudes, which comprise affect, behavior and cognition (known as the ABC hierarchical model of
attitude). In this study, we combined the ABC model with the Kansei evaluation model to explain what physical features of merchandise
connect to consumers’ feelings and what feelings connect to consumers’ buying intentions. This integrated hierarchical model of buying

behavior is expected to be informative for any company considering emotional marketing strategies.
Keywords: consumers’ buying behavior, ABC model of attitude, hierarchical Kansei evaluation model
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