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Abstract

This paper brings to light emotional intelligence’s impact on consumer decision-making styles during purchases. We
show how brand trust (BT) and brand loyalty (BL) act as mediators between emotional intelligence (El) and decision-
making styles. We further indicate how consumers rely on emotional intelligence (El) when purchasing products

or services based on specific decision-making styles and patterns. We examine this issue by selecting customers

who shop at the Accra and West Hills Malls. Seven hundred and fifty (750) respondents from the two selected malls
comprised the study’s sample size. The respondents were chosen using the simple random and accidental/conveni-
ent sampling approach. The study hypotheses were examined using cross-sectional survey data. We use confirmatory
factor analysis and structural equation modeling to analyze the data. We exhibit reliable information that emotional

intelligence mediates the relationship between BT and BL, while the relationship between brand trust and brand
loyalty is more strongly mediated at higher levels of El. The result indicates a partial mediation between emotional
intelligence and decision-making style through brand loyalty. This paper aims to increase knowledge on the impor-
tance of emotional intelligence from the perspective of customers through decision-making styles.

Keywords Emotions, Brand trust, Brand loyalty, Mediation, Structural equation modeling, Decision-making

Introduction

Emotional intelligence is currently feeding firms on how
consumers think and feel about their products. There-
fore, the new standard for conducting business is for
production and service firms to recognize, access, and
generate emotions to aid thought and comprehend con-
sumer emotions, and reflectively control emotions to fos-
ter the emotional and intellectual development of their
products. For example, Japanese automobile companies
such as Honda, Toyota, and Nissan had their research
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department focusing on the emotional intelligence of
customers in terms of colors, shape, size, pricing, and
design in relation to the companies’ operational costs
of their cars [26], while British Airways has its share of
how emotional intelligence is applied in terms of custom-
ers being asked after a flight in a survey as to how they
feel about the fight and what their expectations were in
terms of the service they had received during the flight.
Furthermore, a New York Times report revealed that
Hyundai has directed its creative designers and produc-
tion managers in South Korea to ensure that consumer
emotional intelligence is considered in terms of safety
features, comfortability of passengers, and new models
of cars they are producing [50]. Therefore, to implement
efficient marketing tactics and thrive in today’s cut-
throat market, a marketer must be aware of the elements
impacting consumers’ buying habits.

©The Author(s) 2023. Open Access This article is licensed under a Creative Commons Attribution 4.0 International License, which
permits use, sharing, adaptation, distribution and reproduction in any medium or format, as long as you give appropriate credit to the
original author(s) and the source, provide a link to the Creative Commons licence, and indicate if changes were made. The images or

other third party material in this article are included in the article’s Creative Commons licence, unless indicated otherwise in a credit line
to the material. If material is not included in the article’s Creative Commons licence and your intended use is not permitted by statutory
regulation or exceeds the permitted use, you will need to obtain permission directly from the copyright holder. To view a copy of this
licence, visit http://creativecommons.org/licenses/by/4.0/.


http://creativecommons.org/licenses/by/4.0/
http://crossmark.crossref.org/dialog/?doi=10.1186/s43093-023-00239-8&domain=pdf
http://orcid.org/0000-0001-7409-8571

Kankam and Charnor Future Business Journal (2023) 9:57

Businesses must be abreast with how consumers think
about their products before and during purchases, and
one area they should concentrate on is the emotional
intelligence (EI) of consumers. EI is increasingly used as
a factor in the decision-making process of customers,
especially during purchases [3, 43]. Studies on emotional
intelligence and emotional competence have recently
been expanded to include emotional self-efficacy and
emotional confidence (ESE) [16, 31, 40]. Moreover, the
emotional confidence of customers has increased which
is in line with their feelings and experience during the
purchase of products [34]. EI depends on experience and
how well society views its emotional abilities. Research-
ers have made significant efforts to grasp how EI affects
business but not customers’ purchasing skills and deci-
sion-making approaches [32, 46, 50]. Due to this notion,
some studies have concluded that there is no association
between EI and customers’ purchase decision-making
styles, while others have found conflicting results [16,
23, 31, 61], whereas others have noted the existence of
a favorable link [3, 43, 63]. This body of evidence raises
questions about whether and when it may be advanta-
geous for firms to understand and appreciate customers’
decision-making styles concerning their emotional intel-
ligence (EI), considering brand trust and brand loyalty. It
is this knowledge gap this study seeks to address.

Moreover, self-report or ability-based measures of
emotional intelligence (EI) have typically been employed
in marketing research to assess how successfully frontline
staff uses EI to interact with customers [10, 13, 32, 33, 45,
65] but the focus has never been on customers purchas-
ing decision. However, Day and Carroll [13] indicated
that EI alone is not enough to predict customers. Despite
the overwhelming evidence supporting the potential
advantage of El achieving organizational performance
which has been researched in the area of human resource
management by Santos et al. [54], team members by Liu
and Liu [38], leaders in public human service by Ruestow
[52], visitors by Prentice et al. [51], and lawyers by Bea-
son [7] while Peters [49] also discuss how to make it
possible for employees’ reputations regarding EI in vari-
ous organizational and professional contexts, and it has
not been done in the area of consumer decision-making
styles. This indicate that not much attention has not been
given to the motive behind customers’ decision-making
style toward purchases.

However, as a novelty, the present study analyzes and
adds to the body of knowledge on consumer decision-
making style and emotional intelligence. In order to
remove any ambiguity in the existing emotional intel-
ligence literature, we first conceptually emotional intel-
ligence construct from an output-based perspective, and
we explained how this approach might be connected to
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consumer decision-making style conceptualization. In
light of the foregoing, the following research issues are
examined in this study:

1. What is the essence of emotional intelligence toward
consumer decision-making styles?

2. How does emotional intelligence influence decision-
making style toward brand trust and brand loyalty?

Literature review and hypotheses development
Theoretical position

The theory of customer brand engagement serves as
the foundation for this investigation. Consumer brand
engagement (CBE), according to Brodie et al. [8], is a
psychological state that results from a customer’s inter-
actions with a focal agent, such as a product, business,
or brand. The firm depends on customers’ favorable
brand-related cognitive, emotional, and behavioral activ-
ity occurring during or related to key customer/brand
contacts. CBE, according to Hollebeek [28], is the cor-
nerstone of the engagement paradigm. This is the core
notion of fostering a solid relationship with the customer
that motivates [48]. CBE is related to consumers’ prefer-
ences for a certain brand and is consistent with custom-
ers’ affiliation to a product that they turn to buy, resulting
in trust and loyalty though conceptually distinct from
various marketing conceptions [28]. Consumers’ prefer-
ence for flawless brands results in brand trust and loyalty.
Customers choose specific brands when they shop at the
mall, which fosters brand trust and loyalty, but the choice
to buy a product depends on the customers’ emotional
intelligence, based on how they feel about a specific
product.

Emotional intelligence (El) and decision-making style
(DMS)
Day and Carroll [13] and Zeidner et al. [65] used meta-
analysis to investigate the connection between emotional
intelligence (EI) and customer intention toward con-
sumer buying behavior. Their study revealed that con-
sumers could be evaluated objectively using ability-based
tests and subjectively using trait-based assessments of the
concept, which have come under fire for being prone to
forgery and social desirability bias [13]. To understand
emotional intelligence, Moore [47] confirmed that a non-
significant or negative connection between EI and con-
sumers’ purchase intention was equal to that of research
indicating a positive association in a percentage of his tri-
als as supported by Grant [21].

On the other hand, Joseph and Newman [30] came
to the conclusion that for EI to be successful, custom-
ers must feel comfortable sharing their emotions with
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clients. This argument was founded on the understand-
ing that consumers must cope with uncertainties and
uncomfortable circumstances when interacting with
salespeople, such as trust [62], impolite salespeople [31],
or remarks that make them feel guilty while buying a
product [61]. Customers, regardless of their emotional
intelligence, are likely to experience emotions under
these circumstances, particularly if they lack confidence
in it. Based on the above, it is proposed that:

H, Emotional intelligence (EI) has a significant positive
association with Decision-Making Style.

Emotional intelligence (El) and Brand trust (BT.)
Emotional intelligence (EI) is seen as the capacity to rec-
ognize, access, and generate emotions to support thought
grasp emotions, and reflectively govern emotions to fos-
ter emotional and intellectual development as indicated
by Mayer and Salovey [43]. According to Lopez et al. [39],
emotional intelligence (EI) is the capacity to understand
how to manage one’s own emotions as well as those of
others. Deci [14] demonstrated that EI is believed to per-
form a number of crucial activities, including organizing
and prioritizing incoming information, focusing atten-
tion on matters of immediate relevance, and motivating
others to take the necessary actions. A committed rela-
tionship between a buyer and a seller only emerges after
some time has passed and they get to know one another.
In the same vein, turning EI into brand trust requires
a number of positive consumer experiences. Previous
research indicates that when overall satisfaction increases
brand confidence of customers is expected to increase as
well leading to the welfare and interests of customers,
which in turn promotes trust [10, 19, 32, 33, 45]. As a
result, brand trust will rise proportionately to the extent
to which EI is felt by customers. Consequently, it is plau-
sible to believe that EI and brand trust are associated as
a result of the prior empirical evidence and debate. The
following can therefore be postulated:

H, Emotional intelligence (EI) has a significant positive
relationship with brand trust (BT.)

Brand Trust (BT) and Decision-Making Style (DMS)

More empirical research on brand trust as confirmed
by Peterson [50], Fitness [18] and Day and Carroll [13]
indicate that consumer expectation of a product, certain
qualities, circumstance, or performance leads to brand
trust. Additionally, customers depend on trusted brands
to make them feel secure [6]. For instance, customers’
perception of risk while choosing a brand is reduced by
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brand trust [25]. Furthermore, risk and uncertainty are
eliminated, especially when the customer is feeling vul-
nerable. Although studies have highlighted direct impact,
brand trust influences purchasing behavior and speeds
up the decision-making process [10, 32, 33, 35]. Prior
studies also highlighted that brand trust basically leads
to customer satisfaction [10, 32, 33, 36, 45]. Addition-
ally, Beason [7] confirmed that brand trust is the con-
viction that the company will keep its commitments to
customers.

While most studies acknowledge the impact of col-
laboration on decision-making styles Kidwell et al. [32]
emphasize that customers have a long-term relationship
with a brand based on an easy decision-making process.
Consequently, in their respective investigations, Peters
[49], Matzler [41], Hsu and Cai [29], and Sahin [55] all
indicated that brand trust influences decision-making
styles. Along these lines, Peters [49], Beason [7] and
Bakewell and Mitchell [4] confirmed that greater brand
trust in a product positively influences decision-making
by a customer. Likewise, Peterson [50] demonstrate that
consumer decision style is influenced by specific product
based on brand trust. Against this background, due to
the close ties to consumers’ purchasing behavior due to
brand trust, researchers have paid close attention to iden-
tifying specific consumer decision-making styles across
time [10, 25, 33]. Therefore, we posit the third hypothesis
is as follows:

H; Brand trust (BT) has a direct relationship with Deci-
sion-Making Style (DMS)

Emotional intelligence (El) and Brand loyalty (BL)
Although studies have highlighted the direct impact of EI
from the viewpoint of consumers [10, 32, 33, 45], none
has focused on brand loyalty. Additionally, Mayer and
Salovey [43] indicate that through the emotional ability
model which was enhanced by Baer [3] to include con-
sumer behavior, brand loyalty has a positive influence
on consumers’ decision-making process. Patterson et al.
[48] and Joseph and Newman [30] indicate brand loy-
alty capabilities must be able to, directly and indirectly,
influence consumer decision-making based on their per-
sonal emotional intelligence of the product in question.
For instance, Beason [7] and Peters [49] elucidated an
understanding of how emotional intelligence assists in
consumers’ decision-making process. As Kidwell et al.
[32] indicate, customers with high emotional intelligence
counterattacked impulse purchases.

Based on the concepts established by Peters [49],
emotional intelligence is associated with consumer pur-
chasing behavior. Despite the overwhelming evidence



Kankam and Charnor Future Business Journal (2023) 9:57

supporting emotional intelligence, Patterson et al. [48],
Joseph and Newman [30] and Rust and Oliver [53] high-
light the importance of customers being loyal to a brand
based on the consistency of purchasing specific products
without hesitation. Furthermore, Lee [36] and Grant [21]
propose the idea of loyal customers being more profit-
able to keep than acquire new ones. Additionally, cus-
tomers who are extremely devoted to a brand are willing
to spend more, which means more profit for businesses
with loyal customers [45]. The hypothesis is proposed
based on the literature above that:

H, Emotional intelligence (EI) has a direct relationship
with brand Loyalty (BL)

Brand loyalty (BL) and Decision-making style (DMS)
Empirically, there is evidence to suggest that brand
loyalty has an influence on the attitude of consumers’
decision-making styles [30, 48, 53]. Brand loyalty allows
consumers to purchase more of a product from a com-
pany based on what motivates them, which could are
emotional, cognitive, or behavioral levels [7, 38, 51, 52,
54]. When consumers think favorably of brands, they
became committed to them [58]. Customers turn to
develop strong and long-lasting relationships with brands
leading to brand loyalty [21]. Consequently, brand loyalty
is the intention of the customer to continue a relationship
with the brand based on the performance of the product
and customers’ expectations of the product being met [7,
49, 58].

Generally, there has not been a strong consensus on
the emotional intelligence (EI) concept, or its constitu-
ents [7, 48]. Research has not taken into account how EI
and brand loyalty interact, despite studies highlighting

(BT)

Emotional
Intelligence
(ED)

Brand
Loyalty
(BL)

Fig. 1 Conceptual model on the relationship between the variables

Brand Trust
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the direct effects of decision-making based on individual
behavior (Fig. 1). Therefore, a person’s emotional intelli-
gence determines their ability to make better decisions.
The hypothesis is proposed based on the literature above
that:

H; Brand trust (BT) has a direct relationship with Deci-
sion-Making Style (DMS)

Methods

The paper aims to examine the link between emotional
intelligence toward consumer decision-making styles
with reference to mediation between brand trust and
brand loyalty. Primary data were sourced from the field
of study through questionnaire administration. Before
the actual study, approval from the owners of Accra and
West Hills malls was sought to gain permission to speak
with customers. Consistent with prior studies [10, 13, 32,
33, 44, 45, 65], the cross-sectional survey design was used
for the study. Additionally, while different writers have
varied opinions on how to choose the sample size, in
most circumstances, it is advisable to use a large sample
size [12, 57, 64]. Stevens [57] recommends a minimum of
45 participants per predictor for a viable equation when
doing factor analysis.

Moreover, Tabachnick and Fidell [60] use the following
formula to get the sample size for the specified number of
independent variables: N>50+8 m (where m=number
of independent variables). A precise sample size was cho-
sen, and questionnaires were sent to the chosen respond-
ents in accordance with these conditions and others,
as stated by Yin [64]. According to the owners of Accra
and West Hill Mall, there were 780 consumer purchases
made each day. Moreover, simple random and accidental/

Decision-
Making Style
(Purchases)
(DMS)
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convenient sampling technique were used to select cus-
tomers [57]. The data was elicited between March and
May 2022. The following criteria were used to select
customers:

a. must be a regular customer at the mall.
b. buying things for at least 2 years
c. willingness and availability to participate in the study.

Variable measurement

In this study, brand trust, brand loyalty, consumer deci-
sion-making styles, and emotional intelligence (EI) were
all measured using a questionnaire. Emotional intel-
ligence was measured using a 16-item scale adopted/
adapted from Kidwell et al. [32]. The questionnaire has
a total of 16 items over five domains, including self-
awareness, motivating oneself, emotion regulation, social
skills, and empathy. The results of the validity and relia-
bility construct were reliable (Cronbach’s alpha EI coeffi-
cient=0.736, the range of the EI’s correlation coefficient:
0.332-0.597; significant at p 0.05).

Decision-making style was measured from a 50-item
scale adopted/adapted from Sproles [56] which focused
on attitudes toward shopping and purchasing, while
brand trust was measured using scales adapted from
Sung and Kim [59] and Matzler et al. [42]. Brand loyalty
was measured using a scale adapted from Chaudhuri
and Holbrook [9]. A six-point Likert-type scale question
with endpoints rated from (1=extremely dissatisfied;
6=extremely satisfied) was used to measure customer
satisfaction. All constructs-related questions were meas-
ured using a five-point Likert-type scale (1 =strongly dis-
agree; 5 =strong agree).

Data analysis

Structural equation modeling (CB-SEM) was used to
assess the study model. The validity of the model was ver-
ified using exploratory and confirmatory investigations.
The structural model and the designated SEM techniques
were then compared [24]. Using the bootstrapping
method (5000 resamples), the significance and loadings
of the path coefficients were tested [24].

Results

Assessment of the measurement model

To make sure the constructs used in the study were reli-
able and valid, a diagnostic test was conducted. Validity
examines the precision and the extent to which concepts
are adequately captured by items, while reliability gauges
the consistency of items [2]. Thresholds were properly
followed for each of the measurement criteria to ensure
the study’s validity and reliability. To ensure the validity
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and reliability of the study, the indicator loading must
be larger than 0.7 and the composite reliability must be
greater than 0.6. [24, 27]. For the investigation, a reflect-
ing measurement model was created. By evaluating fac-
tor loadings, composite reliability (CR), and average
extracted variance, the model was put to the test (AVE).
The results are presented in Table 1.

Factor loadings, composite validity and reliability

Table 2 reveals that all item loadings exceeded the recom-
mended value of 0.7. Composite reliability values, which
depict the degree to which the construct indicators of the
latent construct, exceeded the recommended value of 0.7,
while average variance extracted, which reflects the over-
all amount of variance in the indicators accounted for by
the latent construct, exceeded the recommended value
of 0.5. Table 2 shows that the composite reliability values
range from 0.888 to 0.973. All the values for the construct
exceeded the threshold of 0.70. It can be concluded that
all the constructs are reliable. The convergent validity
of the indicators was also assessed. Convergent validity
is gauged with average variance extracted (AVE), which
should yield a minimum value of 0.50 or higher, indicat-
ing that a construct explains at least 50% of the variance
in the underlying indicators. An examination of all AVEs
in Table 2 shows that all constructs explained at least 50%
variation in their indicators, so convergent validity was
achieved (Fig. 2).

Discriminant validity

There was also an evaluation of the discriminant valid-
ity. Low correlations between the measure of interest
and the measurements of other constructs are indica-
tive of discriminant validity, which is the degree to

Table 1 Respondents’profile

Demographic %

Characteristics

Gender Male 323
Female 67.7

Age 18-25 years 50.8
26-30 years 212
31-35 years 179
36 years and above 10.1

Educational level Undergraduate 61.5
Masters 259
Others 126

Marital status Single 72.8
Married 205
Divorced 6.7

Source: The authors
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Table 2 Construct reliability and validity

Loadings Cronbach’s alpha Composite reliability Average variance
extracted (AVE)

Brand loyalty 0.967 0.967 0.907
BL1 0.976

BL2 0.956

BL3 0924

Brand trust 0.888 0.888 0.726
BT1 0.819

BT2 0.934

BT3 0.796

Decision-making 0973 0973 0.879
D1 0.95

D2 0.93

D3 0.955

D4 0.949

D5 0.903

Emotional intelligence 0.94 0.94 0.797
El 0.823

EI2 0812

EI3 0.938

El4 0.985

Source: The authors

BT BT2 BT3
A

0s1g 0934 (798

Brand Trust D1
0.520 0.089 //'
EN 0.950 D2
Yos23 0830~
El2 <0812 0.311 0.955-p D3
‘0 938 0.949 Y
& ‘/Ogg.ﬁ.ntional Intelligence Decision Making 0.803 o
El4 D5

Rrand Loyaltyv
976 pgsg O

TN

BL1 BL2 BL3

Fig. 2 Outer loadings and R-values



Kankam and Charnor Future Business Journal (2023) 9:57

which the measures do not reflect certain other vari-
ables. According to Fornell and Larcker’s [17] criterion,
the factorial loadings in each concept should be greater
than all other correlation values among the latent vari-
ables in order to ensure discriminant validity [11, 17].
The square root of the AVE (diagonal values) for each
construct in Table 3 is greater than the corresponding
correlation coefficients, demonstrating sufficient dis-
criminant validity [17]. The discriminant validity result
in Table 3 shows that all the factorial loadings in their
respective constructs are higher than all the other cor-
relation values among the latent variables. The implica-
tion is that each latent variable is genuinely different
from the other. It also means that there is uniqueness in
the measurements of the constructs. Therefore, the rule
of thumb proposed by Fornell and Larcker [17] was met
in this study.

Path coefficients

The research hypothesis was tested after assessing the
measurement model to ensure it meets the PLS-SEM
criterion. The hypotheses specifically focused on exam-
ining the effects of emotional intelligence on decision-
making and the mediating role of brand trust and brand
loyalty. The hypotheses were tested by assessing the
direction and strength using the path coefficient (p)
and significance level with t-statistics obtained through
5000 bootstraps, a two-tailed test suggested by Hair
et al. [24]. Based on the study’s goal, Table 4 shows how

Table 3 Fornell-Larcker
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the results of the hypotheses tested with PLS-SEM were
presented.

Discussion

The study was designed to determine H; to Hs. For H;,
which was to predict the effect of emotional intelligence
on decision-making styles, it is hypothesized that emo-
tional intelligence significantly influences decision-mak-
ing. The result of the study supports the hypothesis. This
is because the t-stat value was 3.434, which was above the
threshold of 1.96 (=0.311; p=0.001; p<0.5). It implies
that emotional intelligence significantly influences deci-
sion-making. A percentage change in emotional intel-
ligence will lead to a 31.1% change in decision-making.
This implies that emotional intelligence plays an impor-
tant role in decision-making. These support the view
of Peter’s [49] research, which indicates that custom-
ers with high EI are more likely to make bold decisions
based on the situations they face while purchasing a
product. Moreover, this finding supports the assertion
by Chaudhuri and Holbrook [9] that when EI increases,
it significantly influences decision-making. Subsequently,
El directly influences decision-making styles, which
is supported by Ruestow [52] argument that EI can be
implemented in the selection, placement, and promotion
processes, as well as to evaluate customers’ success.

For H,, the study seeks to establish the effect of emo-
tional intelligence on brand trust. It is hypothesized that
emotional intelligence significantly influences brand
trust. The result of the study supports the hypothesis.
This is because the t-stat value was 6.050, which was

Brand loyalty Brand trust Decision-making Emotional

intelligence

Brand loyalty 0.952

Brand trust 0.794 0.852

Decision-making 0.732 0.639 0.938

Emotional intelligence 0.554 0.52 0.628 0.893

Source: The authors

Table 4 Path coefficient

Hypothesis B T-statistics (|O/STDEV|)  P-values Decision

Emotional Intelligence—> Decision-Making 0.311 3434 0.001 Supported

Emotional Intelligence—> Brand Trust 0.520 6.05 0.00 Supported

Brand Trust—> Decision-Making 0.089 0.589 0.556 Not- Supported

Emotional intelligence—> Brand Loyalty 0.554 7.524 0.00 Supported

Brand Loyalty—> Decision-Making 0.489 3486 0.00 Supported

The study’s research hypotheses were tested based on the values of the t-stats as prescribed by Hair et al. [24]. They suggest that t-stat values must be > 1.96 and

p-values <0.05
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above the threshold of 1.96 (5=0.520; p=0.000 p<0.5).
It implies that emotional intelligence significantly influ-
ences brand trust. A percentage change in emotional
intelligence will lead to a 52.0% increase in brand trust.
This implies that emotional intelligence plays an impor-
tant role in brand trust in customers’ decisions in buy-
ing a product. This confirms the assertion made by Grant
[21], Lee [36], Delpechitre and Beeler [15] that custom-
ers with high EI turn to develop and prefer products
they have used before, leading to brand trust. Moreover,
customers with high levels EI exhibit deep knowledge of
products leading to self-awareness and emotional regula-
tion toward specific products.

With reference to Hj;, which examined the effect of
brand loyalty on decision-making, it is hypothesized that
brand loyalty significantly influences decision-making.
The result of the study supports the hypothesis. This is
because the t-stat value was 3.486, which was above the
threshold of 1.96 (8=0.489; p=0.000 p<0.5). It implies
that brand loyalty significantly influences decision-mak-
ing by customers. A percentage change in brand loyalty
will lead to a 48.9% increase change in the decision-mak-
ing of customers. This implies that brand loyalty plays
an important role in making decisions in various con-
sumers’ purchase decisions at the mall. This confirms
the assertion by Stevens [57] that when they developed
the consumer style inventory (CSI), more parsimoni-
ous categories of decision-making styles are perfection-
istic, price-value consciousness; brand consciousness;
novelty-fashion consciousness; confusion by over choice;
recreational shopping consciousness; impulsiveness and
habitual brand-loyalty all must be looked at since it has a
relationship with each other.

Additional results from the study indicate that for
H,, it was hypothesized that brand trust significantly
influences decision-making. The result of the study did
not support the hypothesis. This is because the t-stat
value was 0.556, which was less the threshold of 1.96
(8=0.089; p=0.556; p>0.5). It implies that brand trust
does not influence the decision-making of consumers
purchasing decisions. A percentage change in brand
trust by 8.9% will not cause any change in decision-
making. This implies that brand trust does not play a
significant role in customers’ decision-making process
before and during purchases at the mall. These addi-
tional findings further enhance brand trust in consumer
decision-making style, while Lee [36] find no support
for this since trust is a state of expectation about a par-
ticular subject, situation or person. Customers rely on
a brand they can trust, making them feel safe during
purchase [5]. Brand trust ensures customers believe the
brand is sufficient to meet their needs and wants. Brand
trust decreases the perceived risk of customers while
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choosing the brand. It eliminates risk and uncertainty,
especially in an environment where the customer feels
vulnerable.

Again, H; hypothesized that emotional intelligence
significantly influences brand loyalty. The result of the
study supports the hypothesis. This is because the t-stat
value was 7.524, which was above the threshold of 1.96
(5=0. 554; p=0.000 p<0.5). It implies that emotional
intelligence significantly influences brand loyalty dur-
ing consumer purchase decision-making style. A per-
centage change in emotional intelligence will lead to a
55.4% increase in brand loyalty. This implies that emo-
tional intelligence plays an important role in brand
loyalty regarding customers purchasing a product. Con-
sequently, it indicates that when consumers are making
a purchase, it is easier to consider the product’s brand
loyalty. This confirms the assertion by Aaker [1] that
product reputation and trust describe the feeling that an
individual, group, or organization can rely upon to ful-
fill their promises; these attributes play a key role in the
development of customer loyalty [25, 36]

A mediation analysis was performed to assess the
mediating role of brand trust on the relationship between
emotional intelligence and decision-making. The total
effect of emotional intelligence on decision-making was
found to be significant (3=0.628, t=10.017, p=0.000).
The impact of emotional intelligence on decision-making
was found to be significant when the mediation variable
brand trust was included (8=0.311, t=3.434, p=0.001).
The indirect effect of emotional intelligence on brand
trust decision-making was insignificant (5=0.046,
t=0.552, p=0.581). This indicates brand trust cannot
mediate the relationship between emotional intelligence
and decision-making.

Subsequently, the mediation analysis was performed
to assess the mediating role of brand loyalty on the rela-
tionship between emotional intelligence and decision-
making. The total effect of emotional intelligence on
decision-making was found to be significant (8=0.628,
t=10.017, p=0.000). The impact of emotional intelli-
gence on decision-making was found to be significant
when the mediation variable brand loyalty was included
(B=0.489, t=3.486, p=0.000). The indirect effect of
emotional intelligence on decision-making by brand
loyalty was found to be significant (8=0.271, t=3.132,
p=0.002). To test for the strength of the mediation, the
variance accounted for (VAF) was calculated as Hair
et al. [24] recommended. The VAF is calculated as the
indirect effect/total effect X 100. According to Hair et al.
[24], one can interpret VAF values in the following way:
VAF > 80% indicates full mediation, 20% VAF 80% means
partial mediation, and VAF 20% indicates no mediation
(Table 5).
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Table 5 Mediation effect

Total effect Direct effect B SD T-val Indirect effect
EI-DC EI-DC

B p-value B p-value P-VAL

0489 0.000 0.489 0.000 EI-BL-DC 0.271 0.086 3.132 0.002

Variance accounted for (VAF)
VAF=0.271/0.489 * 100

55.4%. Partial Mediation
VAF =55.4% (partial mediation effect)

The result shows a partial mediating effect between
emotional intelligence and decision-making style through
brand loyalty because the variance accounted for (VAF)
value was 55.4%. The result implies that emotional intel-
ligence enhances decision-making with brand loyalty.
This confirms the view of Lambert et al. [35] that satisfied
customers are expected to be loyal, as revealed by their
enthusiasm to repurchase and applaud the product of
interest or brand [8]. Studies by Kidwell et al. [32], Gole-
man [20], Guy and Lee [22], and Delpechitre and Beeler
[15] demonstrated that satisfaction is a crucial mediator
that links brand loyalty and customers.

Managerial implications
This study also has a wide range of important manage-
rial ramifications. First, this study empirically investigates
the link between emotional intelligence and consumer
decision-making preferences with a focus on brand loy-
alty and brand trust. The current study is early research
that provides diverse and useful implications to managers
of the mall, since it will affect how consumers make deci-
sions during purchasing of product. Managers should
consider consumers’ emotional intelligence into pricing
of product and quality of the product displayed at their
shop. We argue that managers should invest in develop-
ing and sustaining EI of their sales force, by building and
sustaining EI which can prove to be challenging.
Additionally, when managers of the mall are arranging
product at the mall, they should consider the brands of
the products, and bear in mind the emotional intelligence
of the target market especially customers. This must be
communicated through creative, original, and innova-
tive means so that the brand can continue to grow and
gain the trust and loyalty of its customers. Relationships
between customers and brands also showed promise as
useful indicators of brand trust and loyalty. In order to
build a loyal consumer base, industry professionals are
urged to establish and sustain distinctive, positive, and
long-lasting relationships between customers and brands.
As a result, managers of the mall, need to keep in mind
and concentrate on the emotional intelligence and com-
petency of consumers. Despite its widespread application

in practice, earlier research casts doubt on the utility of
EI when customers buy their items.

Conclusion

According to the study’s conceptual framework, the
results have managerial and academic ramifications for
researchers and production companies in terms of how
consumers’ emotional intelligence and decision-making
processes might affect their trust and loyalty to a brand.
First, by examining how emotional intelligence is applied
to produce effective consumer decision-making styles,
the study empirically supports the significance of the the-
ory of customer brand engagement (CBE) in establish-
ing and maintaining long-lasting relationships between
a customer and a brand. By empirically demonstrating
that the attachment and activation components of cus-
tomer brand engagement foster a sense of loyalty among
consumers, the study also emphasizes the connection
between customer brand engagement and brand loyalty.
The study strengthens our understanding of the value
of customer brand involvement in relation to consumer
decision-making styles.

Despite making a significant contribution to the field
of marketing literature, this study has major drawbacks.
First off, the study’s conclusions cannot be generalized
because the data were only gathered from one business
sector and one nation (Ghana) using a random sample.
By employing various research methods to validate the
conceptual model of this study in other nations with
various cultures, future research may be able to solve this
issue. Future research should examine the main emo-
tional intelligence factors in relation to consumer pref-
erences and tastes. Future studies should also look into
the factors that led to the emergence of EI in consumers.
It would be more beneficial to establish and manage an
emotionally competent consumer market if we under-
stood the precursors to EI Future studies should focus on
brand loyalty and examine how emotional cues can affect
customer decision-making processes. Additionally, addi-
tional research can concentrate largely on how emotions
are used in face-to-face interactions where verbal and
nonverbal communication of emotions is unrestricted
and open. Future studies should also look into the factors
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that led to the emergence of EI and ESE among salespeo-
ple, while early family influence can shape EI in early life
(Additional file 1).
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