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A Study on the Impact of Emotional Intensity of Virtual Gift Card Wishes on
Consumers’ Brand Attitudes

Ayishakhar Maimaitai, Sun Jingyu, Xu Beilei
Ocean University of China, Qingdao, Shandong 266000

Abstract : As the digital economy progresses, virtual gift cards have changed from basic payment certificates
to emotional communication tools between brands and customers.This research delves into how
the emotional strength of blessing remarks on virtual gift cards impacts consumers brand stances. It
validates the parallel mediating functions of perceived astonishment and perceived coziness, along
with the moderating influence of relationship intimacy.Three online scenario experiments with between-
subjects design are carried out.The findings indicate that blessing messages featuring high emotional
intensity notably enhance brand attitudes; perceived surprise and perceived warmth fully and
concurrently mediate the central relationship; relationship closeness positively moderates the primary
effect, where the positive influence of high emotional intensity is more pronounced in close relationships
and lessened in casual relationships.Theoretically speaking, this research refines the textual variables
in digital gift—giving, builds a dual-path emotional-cognitive formation mechanism for brand attitude,
and determines the boundary condition of interpersonal intimacy.Practically speaking, it offers distinct
copywriting tactics and Al-driven emotional marketing recommendations for brand operators.

Keywords : emotional intensity of blessing messages; brand attitude; perceived surprise; perceived
warmth; relationship closeness
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