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VISUAL STORYTELLING
How Color Saturation Affects Customer
Responses to Luxury Ads

Introduction
Color saturation ->
purchase intentions
Mediation of VS
Moderation of NFS

Objective

Quantitative research with
an online survey
175 participants from
various social networks

Methodology

Results

ANOVA and
PROCESS Macro
Model 7 were used.
Color saturation
significantly affects PI
(H1).
VS did not mediate
this effect (H2).
NFS showed  
inconsistent
moderation (H3).

Analysis

Focus on high color
saturation in ads to
boost PIs.
Tailor VS to audience
status needs.
Test findings in larger
& diverse customer
environments to
validate results.
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High saturation --> high
purchase intention
No mediation of visual
storytelling
Only minor evidence of
moderation of NFS
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Conceptual Framework
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Luxury brands invest
heavily in visual ads
(Handley, 2017).
Effective imagery
influences customer
behavior (Huang & Ha,
2020; Kujur & Singh,
2020).
Psychological impact
of color saturation.
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