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The Influence of Bodily Narrative in Luxury Advertising on Consumer
Purchase Intentions: A Case Study of the Jewelry Industry

LI Shuoqiu, FENG Wenting, LU Yiyuan
(Gemmological Institute , China University of Geosciences » Wuhan 430074, China)

Abstract: In the era of visual culture, advertising is one of the most important marketing
tools for the luxury industry today. Among them, bodily narrative is one of the most com-
mon narrative technique in luxury advertising and holds high research value. This study
starts from the perspective of bodily narrative, and based on consumer psychology theory, it
explores the impact of bodily narrative in jewelry luxury advertising on consumer interest
and purchase intentions. The study includes two experiments, and through the processing
and analyses of 225 sets of valid data, the following conclusions are drawn: (1) bodily narrative in
jewelry luxury advertising can enhance consumers’ interest in exploring brand information;
(2) consumer interest plays an important mediating role in the impact of bodily narrative on
purchase intentions, and bodily narrative in jewelry luxury advertising can significantly and
positively affect consumer purchase intentions.
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