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Abstract. The article examines consumers’ perceptions and behavioural responses to digital
marketing communications in the tourism sector, taking into account the levels of emotional intelligence
and legal awareness. The study is based on a simulation approach that integrates psychological,
behavioural, and regulatory factors into a unified analytical model. To assess the sensitivity of key
performance indicators (CTR, CR, ROI) to variations in the specified parameters, the Monte Carlo
method combined with Latin Hypercube Sampling was applied, ensuring a representative coverage
of the multidimensional input variable space under conditions of a limited empirical sample. The
results indicate that emotional intelligence is positively associated with audience engagement
(CTR), whereas compliance with ethical and legal norms is linked to higher economic performance
of campaigns (ROI). At the same time, conversion rate (CR) demonstrates a significantly weaker
dependence on psychological characteristics and is more strongly determined by external marketing
stimuli, platform content features, and the context of digital interaction. Cluster analysis revealed
the heterogeneity of consumer behavioural profiles and qualitatively different response patterns to
advertising stimuli depending on the combination of emotional and regulatory factors. Additionally,
it was established that the interaction between emotional intelligence and legal awareness generates
distinct scenarios of marketing message perception, enabling audience segmentation based on the
nature of cognitive-emotional information processing and allowing for the prediction of differentiated
behavioural responses to identical communication stimuli. This indicates the existence of structurally
different types of consumer behaviour within the digital tourism environment, requiring separate
communication strategies. The obtained results emphasize the expediency of a differentiated approach
to the development of cross-cultural marketing strategies in tourism, considering psychological and
regulatory determinants of consumer choice. The proposed approach extends the understanding of
relationships between the identified factors and provides a methodological foundation for further
empirical research, as well as for the practical implementation of adaptive marketing communication
models in the digital tourism environment.
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EMOIIMHUHA IHTEJIEKT I EGEKTUBHICTD PEKJIAMHU
B KPOCKYJIBTYPHOMY TYPUCTUYHOMY MAPKETHHI'Y

Anomauin. Y cmammi 00CniodceHo CNputiHamms ma no8eoiHKos8i peaxyii cnojicusayie Ha yug-
POBI MApKeMuH208I KOMYHIKayii' y cghepi mypusmy 3 ypaxy8aHHsAM pPi6Hs eMOYilHO20 IHmMeleKmy ma
npasosoi obiznanocmi. J{ocnioxncenHs IPYHMYyEmMvCsl HA CUMYTAYIUHOMY NIOX00I, W0 IHmezpye ncu-
Xono2iuHi, N0BeOIHKOGI Ma HOPMAMUBHO-NPABOB] YUHHUKU 6 EOUHY AHATIMUYHY MOoOelb. [ oyiHio-
sanHs yymaugocmi Knovosux nokasnukie egpekmusnocmi (CTR, CR, ROI) oo seapiayiti 3a3Hauenux
napamempis 3acmocosano memoo Monme-Kapno 3 suxopucmannsam Latin Hypercube Sampling, wo
3abe3neyyc penpeseHmamueHe OXONJNeHHs 0a2amosUMIpHO20 NPOCMOPY 6XIOHUX 3MIHHUX 34 YMO8
obmedicenoi emnipuunoi subipku. Pezynemamu 3aceiouyroms, wo emoyitiHutl inmenexm no3umueHo
nos'azanuil i3 pienem 3anyuenocmi ayoumopii (CTR), mooi sk 0ompumanus emuyHux i npasosux
HOpM acoyitiosane 3 niogueHHAM eKoHoMIYHOoI pe3ynbmamuernocmi kamnaniu (ROI). Boonouac kon-
sepcis (CR) deMoHcmpye 3HAUHO HUNCHY 3A1EeHCHICMb 810 NCUXONOTUHUX XAPAKMEPUCTUK T OLIbULOIO
MIpOI0 BU3HAYAEMbCA 306HIUHIMU MAPKEMUHS0BUMU CIMUMYIAMU, KOHMEHMHUMU XapaKmepucmu-
Kamu niamegopmu ma KOHmMeKcmom yugposoi ezaemodii. Knacmepnuil ananiz euseus eemepo2eH-
HICMb N0BEOIHKOBUX NPOQINi6 CNONHCUBAUIE | AKICHO PI3HI MOOENl peasy8anHs HA PEeKIAMHI CIMUMYIU
3Q71€HCHO 8I0 NOECOHAHHS eMOYIUHUX [ HOPMAMUBHUX (hakmopis. [{o0amKoso 6CmaHos1eHo, Wo 63a-
EMOOIsL eMOYIH020 THMeNeKmy ma npasosoi 00I3HAHOCMI opmye GIOMIHHI CYeHapii CNPULHAMMSL
MAapKemuH208Ux NOGIOOMIEHb, U0 O0380AE Ce2MeHmy8amu ayoumopiio 3a Xapakmepom KOSHImue-
HO-eMOYiliHOI 00pobKU iHopmayii ma npocrno3ysamu OugepeHyitlosani N08ediHKO8I 8i0nos8idi Ha
OOHOMUNHI KOMYHIKaYitiHi cmumynu. Lle c8iouums npo HaAsA6HICMb CMPYKMYPHO PI3SHUX MUNIE CNO-
HCUBHOI NOBEOTHKU 68 Mexcax Yughposoco mypucmuiHo2o cepedosuud, ki nompeodyroms oKpemux
KOMYHIKayiunux cmpamezitl. Ompumani pe3yriomamu nioKpecionms 0oyilbHiCmb Ougeperyitiosa-
HO020 ni0X00y 00 po3poOKU KPOCKYIbMYPHUX MAPKEMUHS08UX CIMpameziti y mypusmi 3 ypaxye8auHam
NCUXONIOSTUHUX | HOPMATNUBHO-NPABOBUX OCMEPMIHAHM CNONCUBH020 8UOOPY. 3anponoHO8aHuU nio-
Xi0 pO3WUPIOE POZYMIHHA 83AEMO36'SA3KI8 MIJNC 3A3HAYEHUMU PAKMOPAMU A CIMBOPIOE MemOo0ol0-
2IUHY OCHOBY OJ151 NOOANLUUX EMNIPUYHUX OOCTIONHCEHD, A MAKOHC 015 NPAKMUYHO20 BNPOBAONCEHHS
Mooenell a0anmuHoi MapkemuHe080i KOMYHIKAyii 8 yugdposomy mypucmuiHomy cepeoosuiyi.

Ku11040Bi cJ10Ba eMOITIHNM IHTEICKT, TYPUCTHYHUA MApPKETHHT, IIOBEIIHKA CITOKUBAYa, IMIiTaIliiiHe
MOJICITIOBaHHS, MAPKETHHTOBI KOMYHIKaIlii, €eKTUBHICTb peKJIaMu, IU(poBizallis.

Statement of the problem. The digitalization
of society has precipitated exponential growth in
media content consumption, fundamentally trans-
forming both consumer economic behaviour and
cognitive information processing mechanisms.
Within the framework of bounded rationality
theory and dual-process cognitive models, a pro-
nounced shift from analytical to heuristic deci-
sion-making strategies has been documented,
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characterized by increasing reliance on emo-
tional and visual cues. In tourism marketing, this
phenomenon manifests through the dominance
of emotionally saturated communication for-
mats, which may engender in consumers an illu-
sion of knowing, a perceived sense of awareness
without actual knowledge acquisition, thereby
reducing critical reflection capacity and media
literacy competencies. Importantly, the effects
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of marketing stimuli are culturally mediated, as
consumer responses to advertising vary substan-
tially across cultural value systems and commu-
nicative norms. At the individual level, two key
determinants of marketing message perception
have been identified: emotional intelligence (EI),
defined as the capacity for emotional awareness
and self-regulation, and legal awareness, con-
ceptualized as consumers' understanding of their
rights and the normative environment governing
marketing communications. Accordingly, there
is a pressing need to examine the interaction of
psychological, legal, and cultural factors in shap-
ing the effectiveness of cross-cultural marketing
communications within the tourism sector.
Analysis of recent research and publica-
tions. The construct of emotional intelligence
(EI) was formally delineated by Salovey and
Mayer [1], who defined EI as the capacity to
perceive, appraise, and utilize emotions in sup-
port of cognitive processes, subsequently oper-
ationalized through the psychometric instrument
MSCEIT. For the purposes of the present study,
the ability-based model proposed by Mayer et al.
is adopted as the theoretical foundation, given its
operationalization of EI through measurable cog-
nitive skills. This approach is methodologically
preferable to mixed models [2], which conflate
cognitive and personality-based characteristics,
thereby complicating their application in con-
sumer behaviour research. Systematic meta-an-
alytic evidence confirms that the ability-based EI
model demonstrates superior predictive validity
with respect to behavioural outcomes in service
contexts and intercultural communication [3]. In
interpersonal and intercultural communication
research, EI has been examined primarily along
two dimensions: as a determinant of interaction
effectiveness and as a predictor of social and cul-
tural adaptation [4]. These findings are consist-
ent with broader evidence confirming EI's role
in shaping behavioural responses within inter-
cultural contexts. In parallel, Weismayer and
Pezenka demonstrated significant intercultural
differences in advertising perception between
Austrian and Colombian respondents [5], under-
scoring the cultural mediation of EI mechanisms.
Furthermore, Kankam and Tetteh Charnor pro-
vided empirical evidence for the positive influ-
ence of EI on brand trust and loyalty, position-
ing EI as a structural determinant of consumer
market behaviour [6]. The expansion of digital
tourism environments has intensified consumer
engagement with content through social plat-
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forms, substantially transforming behavioural
intentions and decision-making patterns. Exist-
ing evidence indicates that contemporary tech-
nologies — particularly smartphones and social
networks — exert significant influence on travel
decision-making by extending users' informa-
tional channels and social connectivity [7]. Emo-
tionally rich content (visual, auditory, or inter-
active) has been shown to enhance engagement
levels, strengthen brand trust, and facilitate more
effective information processing [8]. Moreover,
these technologies have been found to reshape not
only tourist—product interactions but also social
communication practices, cultural behaviours,
and identity maintenance strategies [9]. Across
divergent research focuses, a convergent finding
emerges: the emotional dimension of digital con-
tent constitutes the primary mediator between the
technological environment and tourist consumer
behaviour. A distinct dimension of the research
problem concerns the legal regulation of psycho-
logical and emotional influence strategies in dig-
ital marketing. Consumer protection legislation,
advertising law, and personal data processing
regulations collectively delineate the permissible
boundaries of personalized emotional appeals in
advertising communication. Empirical studies
have established that legal constraints signifi-
cantly condition the scope within which psycho-
logical factors can influence consumer behaviour
[4, 10]. Nevertheless, the intersection of EI-
related factors with legal frameworks in the con-
text of digital tourism platforms remains sub-
stantially underexplored. In sum, while scholarly
interest at the nexus of emotional intelligence,
digital tourism, and emotional marketing is grow-
ing, the integration of EI influence mechanisms
with cultural specificities and legal constraints
within digital tourism marketing contexts repre-
sents a significant gap in the extant literature.

Setting the task. The objective of this article
is to evaluate, through a simulation experiment,
the sensitivity of key marketing performance
indicators to variations in EI levels and legal
constraint parameters. To achieve this objective,
the following model behaviour hypotheses are
formulated:

Ho: Variation in the emotional intelligence
level of simulated agents does not affect informa-
tion processing characteristics within the speci-
fied algorithmic rules of the model. Hi: Emo-
tional intelligence parameters exert a measurable
influence on simulation output indicators (spe-
cifically CTR) and interact with legal constraint
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parameters, modifying both the magnitude and
direction of this effect. It should be emphasized
that hypothesis testing within the simulation
framework does not presuppose classical binary
interpretation  (acceptance/rejection). Instead,
evaluation proceeds through sensitivity analysis
and conditional hypothesis support assessment
contingent upon model parameter configuration.
The obtained results are interpreted as gradient or
context-dependent confirmations of the research
propositions.

Summary of the main research material.
The proposed study is grounded in a simula-
tion-based modelling approach that enables the
integration of psychological, sociocultural, and
legal determinants of El's influence on cross-cul-
tural perception of tourism advertising, thereby
providing a comprehensive assessment of digital
marketing communication effectiveness. To test
the proposed hypotheses, a Monte Carlo simula-
tion was employed to model stochastic and mul-
tidimensional factors, including simulated con-
sumer profile parameters, cultural contexts, and
regulatory constraints. The model incorporated
14 variables organized into four thematic blocks:
five psychological variables (Vari—Vars) captur-
ing key dimensions of emotional intelligence and
cognitive load sufficient to characterize the psy-
chological profile of the target audience [11]; two
emotional-cultural and two economic variables
(Vare—Var,, Varia) assessing affective and cul-
tural advertising impact alongside ROI [12, 13];
three behavioural variables (Vars—Vario) model-
ling CTR, conversion rate, and purchase proba-
bility [14]; and three regulatory-social variables
(Varii—Vari3) representing key legal, ethical, and
audience constraints [15, 16]. The multidimen-
sional variable structure was justified by the
need to avoid reductionism in modelling com-
plex psychological, behavioural, and regulatory
constructs, ensuring an adequate representation
of emotional intelligence, legal awareness, and
marketing effectiveness consistent with contem-
porary approaches to socioeconomic systems
modelling. Input variables were specified as the-
oretically and empirically grounded distributions
(normal, beta, binomial) (table 1).

Distribution parameters (Table 1) were deter-
mined on the basis of theoretically grounded
assumptions and benchmark-calibrated estimates
of the digital marketing environment. Psycho-
logical variables were normalized using a psy-
chometrically consistent method; behavioral and
regulatory variables were normalized in accord-
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ance with scenario-based and industry-level esti-
mates. The probability p = 0.2 for Varu: reflects
a conservative scenario of partial compliance of
advertising practices with regulatory require-
ments. A normal distribution was selected for
ROI as an approximation of mean campaign per-
formance values under stable conditions.

Data generation was performed using Latin
Hypercube Sampling (LHS; N = 500), ensuring
uniform coverage of the 14-dimensional param-
eter space with a fourfold margin relative to the
minimum required sample size (N > 10k = 140).
The study is simulation-based and aimed at assess-
ing structural associations and sensitivity relation-
ships among variables rather than causal identifi-
cation. Scenario analysis was conducted for key
variables (EI score, Empathy, CultureSensitivity)
across three conditions: pessimistic (i — ©), base-
line (i), and optimistic (1 + &). Simulations were
carried out in Excel (LHS add-ins); statistical pro-
cessing was performed in Statistica 12.

Descriptive statistics encompassed means,
standard deviations, skewness, and kurtosis. Var-
iables Vari—Var; conformed to a normal distribu-
tion (Shapiro—Wilk test, p>0,05): M =2,49-3,05,
SD = 0.48-0.59, Skewness = (—0,07) — 0.18,
Kurtosis = (—0,29) — 0.36. Variables Vars and
Varii—Variz exhibited positive skewness; binary
variables (Vario—Varis) displayed a bimodal
structure. Correlation analysis was performed
using the Pearson coefficient for continuous vari-
ables and the point-biserial coefficient for binary
variables. Latent structure was identified via
Principal Component Analysis (PCA; Kaiser cri-
terion: Eigenvalue > 1; loading threshold [load-
ing| > 0,4;); only variables with Power > 0,5 were
retained for clustering. The Variable Importance
(Power) index reflects the relative contribution
of a predictor to the variance in CTR, CR, and
ROI with all other variables held constant. Clus-
ter analysis was conducted using Euclidean dis-
tance; cluster profiles were interpreted across
seven variables (EI score, Empathy, Cognitive-
Load, CTR, CR, Ethical Compliance, ROI) with
the following graduation: high (> +0,5c), moder-
ate (£0,50), and low (<—0,50) (Hair et al., 2022).
Between-cluster differences were assessed using
one-way ANOVA. The effects of predictors
Xi—Xa (EI score, Empathy, Cognitive Load,
Ethical Compliance) on CTR, CR, and ROI
were estimated via multiple regression analysis
(a=0,05).

The correlation coefficients ranged from
(= 0,1 to 0,14, indicating weak linear associations
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and the absence of multicollinearity, thereby
justifying the inclusion of all variables in sub-
sequent models. The overall level of emotional
intelligence (Var:) exhibited weak positive cor-
relations with cultural sensitivity (Var; r = 0.,9,
p > 0,05) and CTR (Vars r = 0,09, p > 0,05).
The sub-components of emotional intelligence
(Var>—Vara) showed weak correlations with CTR
and CR (Vars—Varo; r = 0,02 — 0,08, p > 0,05).
Advertising performance indicators (Vars—Vario)
demonstrated marginal positive associations
(r=10,03 — 0,14, p > 0,05), while PurchaseDe-
cision (Vario) showed virtually no correlation
with the remaining variables (r = 0,00 — 0,03,
p > 0.05). Cognitive load (Vars) displayed
weak negative associations with CTR and CR
(r=-0,02 to — 0,03, p > 0.05), whereas legal
and ethical variables (Varii—Vari2) yielded weak
positive associations with ROI (Varis; r = 0,14,
p > 0,05). Despite the low magnitude of the
coefficients, the findings suggest that the level
of emotional intelligence and adherence to eth-
ical norms may modulate the effectiveness of
cross-cultural advertising.

Principal Component Analysis (PCA)
extracted seven components accounting for
57,58% of total variance. The first three compo-
nents collectively explained 26,6% of the varia-
tion, reflecting the presence of several dominant
factors underlying the perception of advertising
content. Component eigenvalues ranged from
1,01to0 1,28, satisfying the Kaiser criterion (Fig. 1).
Explained variance exceeding 50% is considered
acceptable for social and behavioural research,
thereby confirming the adequacy of the model
and the representativeness of the obtained results.

Based on the results of the Variable Importance
analysis, the key determinants of cross-cultural
tourism advertising effectiveness were identified.
The highest influence scores were recorded for
Varu (legal compliance) (P=0.7388), Var: —over-
all level of emotional intelligence (P = 0,7342),
and Vars (emotional regulation) (P = 0,6101).
These variables constitute the central core of the
psychological-legal model of advertising effec-
tiveness, ensuring emotional relevance, norma-
tive alignment, and enhanced audience trust.
Significant, albeit less influential, contributions

Table 1
Input parameters for Monte Carlo simulation
| Variable | Content | Distribution | Parameters
Psychological variables
Varl EI score Overall.level. of emotional Normal p=3,6=0,5
intelligence
Var2 Emotional Awareness Awareness of own emotions Normal pn=3,6=0,5
Var3 | Emotional Regulation Ability to regulate emotions Normal p=3,06=0,5
Var4 Empathy Level of empathy Normal u=3,6=0,6
Var5 CognitiveLoad Cognitive load n advertising Normal n=25,6=0,5
processing
Advertising variables
Var6 Var6 Ad Emotional Impact Emotional mp act of Normal
advertising
Var7 Var7 Culture Sensitivity Cultural sen's1't1V1ty of Norma
advertising
Behavioral variables
Var8 CTR Click-through rate Beta a=2,p=18
Var9 CR Conversion rate Beta a=15p=8,5
Varl0 PurchaseDecision Probability of purchase decision Bernoulli / Logistic —
Legal , ethical variables
Varl1 Legal Compliance Compliance with legislation Binomial n=1,p=0,2
Varl2 Ethical Compliance Compliance with ethical norms Binomial n=1,p=0,5
Audience
Varl3 Vulnerable Group Whether the consumer belongs to Binomial n=1,p=0,3
a vulnerable group
ROI
Varl4 | ROI | Return on advertising investment | Normal | 1=0,1,6=0,02
Source: compiled by the authors based on [11-16]
27

ISSN: 2786-4812 (Print), 2786-4820 (Online)



IHOycmpia mypu3my i cocmuHHocmi 8 LlenmpaneHiti ma CxioHid €gponi

Ne 15,2026

were demonstrated by Varis (vulnerable group)
(P = 0.5890), Vari: (ethical norm compliance)
(P = 0.5837), and Vars (advertising conversion
rate) (P = 0.5825). Their influence manifests pri-
marily through the enhancement of cross-cultural
content adaptation, thereby sustaining stable
cognitive and emotional advertising perception.
Economic performance indicators (Vars —Vars,
P=0.45-0.56), encompassing ROI, brand loyalty,
and purchase intentions, demonstrated moderate,
indirect dependence, corroborating the mediating
role of psychological and legal variables in shap-
ing the economic effectiveness of cross-cultural
advertising. The results of the component analy-
sis are presented below (Table 2).

The principal factors shaping the perception
of cross-cultural advertising were identified as
follows: emotional intelligence, empathy, cul-
tural sensitivity, the emotional impact of adver-
tising, cognitive load, adherence to ethical and
legal norms, and financial performance indica-
tors (ROI, CTR, CR). The application of only
those key variables with high importance scores
and significant factor loadings enabled the delin-
eation of the primary variable groupings for sub-
sequent analysis of interrelationships and the
clustering of respondents according to the sim-
ilarity of their responses.

The computed inter-cluster distance matrix
revealed sufficient cluster differentiation, indicat-

Table 2
Abbreviated component loading matrix
Component
1 2 3 4 5 6 7
Varl --—- - --- --- --—- --- 0,5734
Var4 --- - 0,5710 --- --- --- -—-
Var5 — - --- 0,4867 --- —0,4788 ---
Var8 0,4742 - --- 0,4529 --- --- ---
Var9 --- 0,5756 --- --- --- --- ---
Varl2 --- - --- 0,5066 --- --- --—-
Varl4 -—- 0,4983 -—- -—- -—- 0,4240 -
Source: compiled by the authors
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Fig. 1. Eigenvalue plot of the model

Source: compiled by the authors
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ing the heterogeneity of the sample. The smallest
distance (0.5861) was observed between clusters 3
and 4, reflecting their high degree of similarity.
This suggests that the simulated agents within
these clusters respond to advertising through a
balanced combination of emotional engagement
and normative-legal expectations. Clusters 1 and 2
exhibited a distance of 0.71, indicating moderate
similarity; within this grouping, rational or nor-
mative factors of advertising perception predom-
inate, although the emotional component retains
meaningful influence. The greatest dissimilarity
was recorded between cluster 5 and all remain-
ing clusters (exceeding 0.9), signifying the dis-
tinctiveness of its profile. This finding suggests
that the simulated agents within this group are
characterized either by heightened sensitivity to
the legal and ethical dimensions of advertising or
by a reduced level of emotional resonance with
marketing stimuli. Between-cluster differences
were further examined on the basis of variable
mean values.

Cluster analysis identified five groups of
agents with distinct psychological, cognitive,
and ethical profiles of advertising perception.
Cluster 1 ("cautious observers" [17]) is char-
acterized by moderate emotional intelligence,
high ethical sensitivity, and rational evaluation
of advertising messages. Cluster 2 demonstrates

high emotional awareness combined with moral
responsibility, positioning it as the key audience
for socially oriented brands [17]. Cluster 3 exhib-
its high emotional reactivity alongside low ethi-
cal sensitivity, making it receptive to impulsive,
visually rich stimuli in accordance with affec-
tive response models. Cluster 4 is defined by
low emotional and cognitive engagement [17];
information-dense, cognitively stimulating mes-
sages are effective for this segment. Cluster 5 is
distinguished by high cognitive activity and a
tendency toward rational evaluation of complex
messages, consistent with the concept of cogni-
tive fluency; structured, logically argued commu-
nication strategies are optimal for this group. The
findings confirm that advertising effectiveness is
determined by the balance between emotional
and normative-value factors, which substantiates
the applicability of differentiated approaches: the
emotional-ethical approach (Clusters 1-2), the
creative-visual approach (Cluster 3), the infor-
mational-stimulating approach (Cluster 4), and
the cognitive-analytical approach (Cluster 5).
Analysis of variance confirmed statistically sig-
nificant between-cluster heterogeneity (ANOVA:
F(4, 495) = 4,926 p = 0,0006), providing empiri-
cal grounds for further profiling to understand the
role of psychological and legal factors in shaping
the effectiveness of cross-cultural advertising.
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Fig. 2. Graph of cluster averages

Source: compiled by the authors
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Table 3

ANOVA results on the components of perception of intercultural tourism advertising
between clusters

SS df MS F p-value
Between-groups 19.104 4 4.776 4.926 0.0006
Within-groups 479.896 495 0.970
Total 499.000 499
Source: compiled by the authors
Table 4
Regression coefficients (p and p) for CTR, CR, and ROI
Independent variable (Predictor) CTR B CTR p CR B CRp ROI B ROI p
Interception -0,000 1,000 0,000 1,000 0,000 1,000
X1 (EI score) 0,094 0,035 -0,024 0,594 0,056 0,212
X2 (Empathy) -0,072 0,110 0,056 0,216 -0,040 0,377
X3 (CognitiveLoad) 0,008 0,852 -0,018 0,691 0,037 0,413
X4 (Ethical Compliance) 0,064 0,155 0,035 0,433 0,138 0,002
Source: compiled by the authors
Table 5
Summary indicators of regression models
Model R? Adjusted R? F (df) p-value (F) N

CTR 0,017 0,009 2,12 (4,495) 0,077 500

CR 0,005 -0,003 0,667 (4,495) 0,615 500

ROI 0,025 0,017 3,15 (4,495) 0,014 500

Source: compiled by the authors

The results of the regression coefficient calcu-
lations (Table 5) show that emotional intelligence
(X1) has a statistically significant effect on CTR
(B =0.094; p = 0.035), whereas conversion rate
(CR) did not demonstrate a statistically signifi-
cant effect on the predictors. Ethical compliance
(X4) showed a statistically significant positive
effect on ROI (B=0,138 p=0, 002), highlighting
its role in enhancing the economic effectiveness
of cross-cultural advertising.

Results of assessing the impact of psycho-
logical and ethical factors on key performance
indicators of cross-cultural tourism advertising
(CTR, CR, and ROI) based on regression analy-
sis are presented (table 5).

For CTR, the regression model demon-
strates low explanatory power (R*> = 0,017,
F(4, 495) = 2,12 p = 0,077). However, the sole
significant predictor is X: (emotional intelli-
gence) (B = 0,094 p = 0,035), confirming its
role in driving initial audience engagement. The
absence of significant effects for the remaining
variables (p > 0,05) indicates that CTR is pre-
dominantly determined by content-related and
contextual advertising factors. The model for
CR is statistically non-significant (R? = 0,005;
F(4, 495) = 0,667 p = 0,615), with no predictor
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yielding a substantial effect, suggesting that con-
version is primarily governed by marketing strat-
egy, audience targeting, and propositional value.
For ROI, the model attains statistical significance
(R?=0,025; F(4, 495)= 3,15 p=10,014), with X4
(ethical compliance ), emerging as the sole sig-
nificant predictor ( = 0,138 p = 0,002). The low
R? values are consistent with the inherent proper-
ties of high-noise behavioural digital systems, in
which variance in outcome indicators is largely
attributable to stochastic algorithmic mecha-
nisms not captured within the model.

Taken together, psychological and ethical
factors fulfil differentiated functions such as
emotional intelligence determines first-contact
response (CTR), ethical compliance enhances
economic performance (ROI), while conversion
remains subject to the influence of external mar-
keting conditions. Cluster analysis and ANOVA
confirmed significant between-group variation
across agents' psychological and ethical profiles,
substantiating the rationale for audience segmen-
tation in cross-cultural advertising strategies.

Conclusions and prospects for further
research. The simulation results partially con-
firmed hypothesis Hi, establishing a significant
effect of emotional intelligence exclusively on
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CTR, with no direct influence observed on CR
or ROI. Legal awareness performs a moderating
function, adjusting the magnitude of EI's impact
and attenuating culturally induced perceptual
distortions. Cluster analysis identified five dis-
tinct agent typologies characterized by divergent
psychological and ethical profiles, substantiating
the need for differentiated strategic approaches
emotional-ethical, creative, informational, and
cognitive. Ethical compliance demonstrated a
statistically significant positive effect on ROI,
underscoring its independent economic contribu-
tion. The synergy of emotional and normative-le-
gal determinants ensures sustained cross-cultural
advertising effectiveness through the rein-
forcement of consumer trust and engagement.
Future research directions include intergenera-
tional analysis, expansion of cultural sampling,
and the application of neuroscientific methods
(eye-tracking, fMRI, and EEG) for the empirical
verification of cognitive-emotional mechanisms
underlying advertising perception.

REFERENCES

1. Mayer, J. D., Salovey, P., & Caruso, D. R. (2000).
Models of emotional intelligence. In R. J. Sternberg
(Ed.), Handbook of intelligence (pp. 396-420).
Cambridge University Press. DOI: https://doi.org/
10.1017/CB0O9780511807947.021

2. Goleman, D. (1995). Emotional intelligence:
Why it can matter more than 1Q. New York: Bantam
Books.

3. Miao, C., Humphrey, R. H., & Qian, S. (2017).
A meta-analysis of emotional intelligence and work
attitudes. Journal of Occupational and Organizational
Psychology, 90(2), pp. 177-202. DOI: https://doi.org/
10.1111/joop.12167

4. Caruso, D.R., Mayer, J. D., & Salovey, P. (2002).
Relationofanability measure ofemotional intelligence
to personality. Journal of Personality Assessment,
no. 79(2), pp. 306-320. DOI: https://doi.org/
10.1207/S15327752JPA7902 13

5. Weismayer, C., & Pezenka, 1. (2024). Cross-
cultural differences in emotional response to
destination commercials. In K. Berezina, L. Nixon,
& A. Tuomi (Eds.), Information and communication
technologies in tourism 2024 (pp. 43—54). Springer.
DOI: https://doi.org/10.1007/978-3-031-58839-6 5

6. Kankam, G., & Charnor, I. T. (2023). Emotional
intelligence and consumer decision-making styles:
The mediating role of brand trust and brand loyalty.

ISSN: 2786-4812 (Print), 2786-4820 (Online)

Future Business Journal, no. 9, art. 57. DOI: https://
doi.org/10.1186/s43093-023-00239-8

7. Tan, Y., Jiang, G., Merajuddin, S. S., & Zhao, F.
(2025). Analyzing the impact of digital technology on
consumers’ travel intentions. Journal of Innovation &
Knowledge,no.10(2),art. 100685.DOI:https://doi.org/
10.1016/}.jik.2025.100685

8. Heinonen, J., & Murto, M. (2023). Emotional
elements as part of the digital tourism experience.
Proceedings of the International Conference on
Tourism Research, no. 6(1), pp. 104-113. DOIL:
https://doi.org/10.34190/ictr.6.1.1193

9. Vovk, K. (2025). Sociological aspects of tourism
digitalization. In Directions for the development
of science in the context of global transformations
(pp. 183-217).BaltijaPublishing. DOI: https://doi.org/
10.30525/978-9934-26-562-4-9

10. Litovka-Demenina, S., Tsepkalo, T., Saichuk,
V., & Boshota, N. (2025). Current advertising
approaches in tourism: Effects on consumer
behaviour and the advancement of tourism activities.
Salud Ciencia y Tecnologia — Serie de Conferencias,
no. 4, art. 1306. DOI: https://doi.org/10.56294/
sctconf20251306

11. O’Connor, P. J., Hill, A., Kaya, M., & Martin,
B.(2019). The measurement of emotional intelligence:
A critical review. Frontiers in Psychology, no. 10, art.
1116. DOI: https://doi.org/10.3389/fpsyg.2019.01116

12. Greaves, J. (2022, June 20). How do you
stack up? EQ trends by industry. TalentSmartEQ.
Available at: https://www.talentsmarteq.com/how-
do-you-stack-up-eq-trends-by-industry/

13. Khraiwish, A., & Alsharif, A. (2024).
Insights and influencers: A decade of social media
marketing research revealed through bibliometrics.
Scientific Annals of Economics and Business, no.
71(4), pp. 497-518. DOI: https://doi.org/10.47743/
saeb-2024-0023

14. OECD (2022). Tourism trends and policies
for recovery. Paris: OECD Publishing. Available at:
https://www.oecd.org/en/publications/oecd-tourism-
trends-and-policies-2022 a8dd3019-en.html

15. OECD (2023). OECD guidelines for
multinational enterprises on responsible business
conduct. Paris: OECD Publishing. DOI: https://doi.org/
10.1787/81192357-en

16. Lim, W. M., & Ting, D. H. (2023). Consumer
psychology and digital advertising responses:
A multivariate approach. Journal of Advertising
Research, no. 63(2), pp. 145-160.

17. Hair, J. F., Black, W. C., Babin, B. ]., &
Anderson, R. E. (2022). Multivariate data analysis
(9th ed.). Pearson.

Jlama naoxoooicenns cmammi: 30.03.2026
Jlama nputinammsa cmammi. 20.04.2026
Hama nyonixkayii cmammi.: 26.06.2026

31





