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Abstract – This study investigates how sen-
sory marketing influences consumers’ fresh food
purchase decisions in supermarkets in Can Tho
City, Vietnam, an emerging market where modern
retail formats are expanding rapidly. Drawing
on the Stimulus – Organism – Response frame-
work, the study examines how five sensory stimuli
(sight, sound, smell, touch, and taste) shape pur-
chase decisions through two internal responses:
perceived quality and brand awareness. Data
were collected in December 2025 from 203 super-
market shoppers using face-to-face surveys and
analyzed using PLS-SEM. The results indicate
that all five sensory stimuli positively influence
both perceived quality and brand awareness. Per-
ceived quality exerts a stronger influence on fresh
food purchase decisions than brand awareness.
Mediation analysis further reveals that perceived
quality significantly mediates the effects of touch,
taste, and sound, whereas brand awareness con-
sistently mediates the relationships between all
sensory stimuli and purchase decisions. These
findings suggest that consumers rely primarily
on direct sensory experiences to evaluate fresh
food quality, while multisensory cues simultane-
ously strengthen supermarket brand awareness.
The study extends sensory marketing research
by demonstrating the distinct mediating roles of
perceived quality and brand awareness in an
emerging-market retail context. From a manage-
rial perspective, supermarket retailers should pri-
oritize tactile interaction, product sampling, and
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integrated multisensory experiences to enhance
perceived quality, strengthen brand awareness,
and encourage fresh food purchases.

Keywords: brand awareness, fresh food pur-
chase decision, perceived quality, sensory mar-
keting, supermarket retailing.

I. INTRODUCTION

Sensory marketing has become an increas-
ingly important strategy for retailers seeking
to differentiate consumers’ shopping experiences
in highly competitive markets. In supermarket
retailing, consumers are exposed to numerous
competing products and brands simultaneously,
making it increasingly difficult for retailers to
attract attention and influence purchase deci-
sions through conventional marketing approaches
alone. As a result, creating engaging multisen-
sory shopping environments has become an im-
portant source of competitive advantage, partic-
ularly in fresh food retailing where consumers
often rely on sensory experiences to evaluate
freshness, quality, and safety before purchasing.
The importance of sensory marketing is becom-
ing increasingly evident in Vietnam as modern
retail formats continue to expand. Supermarkets,
convenience stores, and minimarts are gradu-
ally replacing traditional retail channels and are
expected to account for approximately 27% of
total retail sales by 2024 [1]. This transfor-
mation reflects consumers’ growing preference
for standardized, convenient, and experience-
oriented shopping environments. In Can Tho
City, the economic center of the Mekong Delta,
supermarket chains such as GO!, Lotte Mart,
Co.opmart, WinMart+, and Bach hoa Xanh have
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expanded rapidly in recent years, intensifying
competition within the fresh food retail sec-
tor. Consequently, supermarket managers increas-
ingly rely on sensory elements, including product
displays, lighting, ambient music, store aroma,
tactile interaction, and tasting activities, to create
distinctive shopping experiences and encourage
purchase decisions. Although previous studies
have demonstrated that sensory marketing pos-
itively influences consumer behavior, including
purchase decisions, satisfaction, and loyalty [2,
3], empirical evidence remains limited in emerg-
ing retail markets such as Vietnam. Existing
Vietnamese studies primarily focus on tourism,
restaurants, and food and beverage services [4, 5],
while supermarket-based fresh food retailing has
received relatively little attention. Furthermore,
although recent studies acknowledge the impor-
tance of perceived quality and brand awareness in
explaining consumers’ responses to sensory stim-
uli [6–8], relatively few studies have examined
these two mechanisms simultaneously within the
Stimulus – Organism – Response (SOR) theory.
To address these gaps, this study investigates
how sensory marketing influences consumers’
fresh food purchase decisions in supermarkets
through the mediating roles of perceived quality
and brand awareness. Using survey data collected
from supermarket shoppers in Can Tho City
and applying the SOR framework, this study
provides empirical evidence from an emerging
retail market and offers practical implications for
supermarket managers seeking to develop more
effective multisensory marketing strategies.

II. LITERATURE REVIEW AND PROPOSED
RESEARCH MODEL

A. Literature review

Sensory marketing has attracted considerable
attention in consumer behavior research because
consumers continuously receive and process in-
formation through multiple senses during shop-
ping experiences [9, 10]. Rather than relying
solely on functional product attributes, retail-
ers increasingly employ sensory cues, including
sight, sound, smell, touch, and taste, to influence

consumers’ perceptions, emotions, and behav-
ioral responses. This multisensory perspective
has become particularly important in food retail-
ing, where consumers frequently depend on sen-
sory information to assess freshness, safety, and
overall product quality before making purchase
decisions [11, 12].

Previous sensory marketing research gener-
ally follows two major streams. The first stream
examines the direct effects of sensory stimuli
on consumer outcomes and consistently reports
positive relationships with purchase decisions,
satisfaction, and loyalty [2, 3]. These studies
show that individual sensory cues can influence
consumers’ shopping experiences by enhancing
product evaluation, emotional responses, and pur-
chase intentions. The second stream focuses on
the psychological mechanisms through which
sensory experiences affect consumer behavior.
In this perspective, perceived quality and brand
awareness have emerged as two important me-
diating constructs [6–8]. Perceived quality re-
flects consumers’ evaluation of product excel-
lence based on sensory experiences, whereas
brand awareness represents consumers’ ability
to recognize and recall brands through repeated
sensory interactions. In fresh food retailing, sen-
sory cues such as touch and taste may directly
enhance consumers’ quality evaluations by reduc-
ing uncertainty regarding freshness and product
condition [5, 10]. At the same time, multisensory
shopping experiences may strengthen consumers’
familiarity with supermarket brands, thereby im-
proving brand awareness and facilitating purchase
decisions [3, 12].

Despite these advances, several research gaps
remain. First, existing sensory marketing re-
search has predominantly examined consumers
in developed-market contexts, whereas evidence
from emerging retail markets remains relatively
limited [3, 13–15]. Second, Vietnamese research
has primarily examined sensory marketing in
tourism, restaurants, and food and beverage ser-
vices [4, 5], with comparatively little attention
devoted to supermarket-based fresh food retail-
ing. Finally, previous studies have generally ex-
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amined perceived quality or brand awareness
separately, providing limited evidence regarding
their simultaneous mediating roles in explaining
how sensory marketing influences consumers’
fresh food purchase decisions [3, 5]. Thus, this
study applies the SOR framework to investigate
how five sensory stimuli influence consumers’
fresh food purchase decisions through perceived
quality and brand awareness in the supermarket
retail context. By examining these two mediat-
ing mechanisms simultaneously, this study con-
tributes to a more comprehensive understand-
ing of sensory-driven consumer behavior in an
emerging retail market.

B. Theoretical background

Sensory marketing
Sensory marketing refers to the strategic use

of sensory stimuli to influence consumers’ per-
ceptions, evaluations, and behavioral responses
by engaging the five human senses, including
sight, sound, smell, taste, and touch [10]. Rather
than focusing solely on functional attributes, sen-
sory marketing aims to create emotionally rich
and memorable consumption experiences that en-
hance consumer engagement and brand meaning
[9, 11].

Recent research emphasizes that sensory cues
shape consumers’ cognitive and affective re-
sponses by strengthening perceived quality and
brand-related perceptions, which subsequently in-
fluence purchase-related outcomes in retail and
service contexts [16]. Moreover, empirical ev-
idence suggests that congruence among mul-
tisensory cues across different modalities en-
hances overall sensory experiences, leading to
more favorable brand evaluations and consumer
responses [14]. Therefore, sensory marketing is
increasingly conceptualized as a holistic experi-
ential strategy that fosters consumer-brand rela-
tionships through coordinated multisensory stim-
ulation.

Perceived quality
Perceived quality (PQ) reflects consumers’

overall subjective judgment of a product’s excel-
lence or superiority, formed by comparing ex-

pectations with actual consumption experiences.
This concept was originally articulated by Para-
suraman [17], who emphasized that perceived
quality represents customers’ evaluative percep-
tions rather than objective product attributes.
Building on this foundation, recent studies con-
ceptualize perceived quality as a cognitive evalu-
ation shaped by sensory and other product-related
cues encountered throughout the consumption
experience [5, 10, 14]. Contemporary research
demonstrates that perceived quality plays an im-
portant role in shaping customer evaluations,
brand differentiation, and purchase-related de-
cisions, particularly in competitive retail envi-
ronments [3, 5, 18, 19]. Perceived quality is
increasingly recognized as a key mediating mech-
anism through which experiential and sensory
marketing stimuli influence consumer behavioral
responses [16].

Brand awareness
Brand awareness (BA) refers to consumers’

ability to recognize and recall a brand when mak-
ing purchase decisions. As a fundamental com-
ponent of brand equity, brand awareness reflects
how embedded a brand is in consumers’ memory
structures [18]. Recent literature further defines
brand awareness as a cognitive representation that
links a brand to a specific product category, in-
creasing the likelihood that the brand enters con-
sumers’ consideration sets [18]. Brand awareness
comprises two interrelated dimensions: brand
recognition and brand recall. Brand recognition
refers to consumers’ ability to identify a brand
when exposed to brand cues, whereas brand
recall reflects the ability to retrieve a brand
from memory in the absence of such cues [19].
Empirical studies indicate that higher levels of
brand awareness enhance consumer confidence,
reduce perceived risk, and positively influence
purchase-related decisions across both physical
and digital retail environments [19–21].

Purchase decision
Purchase decision (PD) represents the stage in

which consumers choose a product or service
from available alternatives after evaluating rel-
evant information and attributes. According to
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Kotler et al. [22, p.176–177], purchase decision is
one stage within the broader buyer decision pro-
cess, comprising need recognition, information
search, evaluation of alternatives, purchase deci-
sion, and post-purchase behavior. Recent research
argues that purchase decisions are influenced not
only by functional product attributes but also by
experiential cues, perceived quality, and brand-
related perceptions that reduce uncertainty and
strengthen consumers’ confidence during evalua-
tion [14, 16]. Following consumption, consumers
evaluate the outcomes of their decisions, which
influence satisfaction, repeat purchase behavior,
and long-term responses. Purchase decisions are
regarded as a behavioral outcome reflecting the
cumulative effects of consumers’ prior cognitive
and perceptual evaluations.

C. Theoretical framework

This study adopts the SOR framework [23]
as the primary theoretical foundation to explain
how sensory marketing influences consumer pur-
chase decisions. This framework posits that en-
vironmental stimuli (S) affect consumers’ in-
ternal cognitive and affective states (O), which
subsequently drive behavioral responses (R).
In the present study, sensory marketing repre-
sents the stimulus component, operationalized
through multisensory cues embedded in su-
permarket environments. Perceived quality and
brand awareness are conceptualized as organism
variables that capture consumers’ internal eval-
uations formed in response to sensory stimuli.
Purchase decision serves as the response variable,
reflecting consumers’ behavioral outcomes. By
integrating these constructs, the SOR framework
provides a coherent and parsimonious explana-
tion of how sensory marketing influences pur-
chase decisions through consumers’ perceptual
and cognitive mechanisms. Moreover, this frame-
work aligns well with the causal-predictive orien-
tation of PLS-SEM, supporting the examination
of both direct and indirect effects among the
study variables. Consistent with prior sensory
marketing research, this study treats the five sen-
sory dimensions, including sight, sound, smell,

touch, and taste, as distinct but related constructs,
allowing their individual effects on perceived
quality to be examined.

D. Proposed research model and hypothesis

As shown in Figure 1, this study conceptual-
izes sensory marketing stimuli as external envi-
ronmental cues that influence consumers’ inter-
nal cognitive evaluations and subsequent behav-
ioral responses. Specifically, sight, sound, smell,
touch, and taste stimuli are modeled as multidi-
mensional stimuli (S) that shape consumers’ per-
ceived quality and brand awareness, which rep-
resent key organismic states (O). These cognitive
evaluations, in turn, drive consumers’ purchase
decisions as the ultimate behavioral response (R).
By integrating both perceived quality and brand
awareness as parallel mediating mechanisms, the
proposed research model captures the dual eval-
uative and cognitive pathways through which
sensory marketing influences purchase decisions
in supermarket retail.

E. Sensory marketing and perceived quality

According to the SOR framework, sight,
sound, smell, touch, and taste function as en-
vironmental stimuli that shape consumers’ in-
ternal evaluations before influencing behavioral
responses [10, 23]. In supermarket retailing, con-
sumers may rely heavily on sensory information
to evaluate fresh food because direct sensory in-
spection provides cues about product quality and
condition [5, 10, 13, 15]. Consequently, sensory
marketing reduces uncertainty and strengthens
consumers’ confidence when evaluating product
quality [24]. Although sight, sound, smell, touch,
and taste stimulate different sensory systems,
they share a common function of providing di-
agnostic information that consumers use to infer
product quality and shopping experience. Sight
influences quality evaluations through lighting,
store layout, product displays, packaging, and
employees’ appearance, which signal freshness,
cleanliness, and professionalism [11, 12]. Sound
affects consumers’ mood and evaluations of the
shopping environment through background music
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Fig. 1: Proposed research model

Source: Authors’ own elaboration

and sound atmosphere [8]. Smell enhances per-
ceptions of freshness and product quality because
pleasant scents generate favorable evaluations,
particularly in food retailing [10]. Touch provides
direct physical information that strengthens con-
sumers’ confidence in evaluating products and
retail environments [13]. Finally, taste provides
a direct sensory cue for evaluating food quality,
as tasting allows consumers to assess intrinsic
product characteristics and inform their purchase
decisions [5, 10]. Although each sensory stim-
ulus contributes differently, all five sensory di-
mensions are expected to influence perceived
quality positively. The following hypotheses are
proposed:

H1a: Sight stimuli positively influence per-
ceived quality.

H1b: Sound stimuli positively influence per-
ceived quality.

H1c: Smell stimuli positively influence per-
ceived quality.

H1d: Touch stimuli positively influence per-
ceived quality.

H1e: Taste stimuli positively influence per-
ceived quality.

Sensory marketing and brand awareness

Besides shaping quality evaluations, sensory
marketing also influences consumers through
a different mechanism by strengthening brand-
related cognition. Brand awareness reflects con-
sumers’ ability to recognize and recall a brand
during purchase situations and represents a fun-
damental dimension of brand equity [18]. Within
the SOR framework, repeated sensory stimulation
enhances attention, memory encoding, and asso-
ciative learning, thereby improving consumers’
familiarity with supermarket brands [9, 11]. Sim-
ilar to perceived quality, sight, sound, smell,
touch, and taste contribute to brand awareness
through different sensory experiences. Sight im-
proves brand recognition through store design,
lighting, colors, and product presentation [3, 12,
14]. Sound strengthens brand memory through
repeated auditory exposure and emotional en-
gagement [11]. Smell creates distinctive emo-
tional associations that facilitate brand recall
[10]. Touch increases familiarity and trust by
allowing consumers to physically interact with
products [15]. Taste can establish strong asso-
ciations between product experience and brand
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identity, particularly in food retailing, where sen-
sory experiences can create memorable brand
impressions [3, 9, 10, 12]. These sensory ex-
periences are expected to strengthen consumers’
brand awareness. The following hypotheses are
proposed:

H2a: Sight stimuli positively influence brand
awareness.

H2b: Sound stimuli positively influence brand
awareness.

H2c: Smell stimuli positively influence brand
awareness.

H2d: Touch stimuli positively influence brand
awareness.

H2e: Taste stimuli positively influence brand
awareness.

Perceived quality and purchase decision
Perceived quality reflects consumers’ overall

evaluation of a product’s or service’s excellence
relative to their expectations and competing al-
ternatives [18]. In supermarket retailing, con-
sumers frequently rely on perceived quality when
purchasing fresh food because higher perceived
quality reduces uncertainty regarding freshness,
safety, and product reliability [5, 10]. Conse-
quently, perceived quality functions as an eval-
uative mechanism that transforms sensory expe-
riences into purchase decisions. Therefore, the
following hypothesis is suggested:

H3: Perceived quality positively influences
purchase decision.

Brand awareness and purchase decision
Brand awareness refers to consumers’ ability

to recognize and recall a brand during purchase
situations and constitutes an important dimen-
sion of brand equity [18]. Consumers gener-
ally prefer familiar brands because familiarity
reduces cognitive effort and perceived risk during
decision-making. In competitive supermarket en-
vironments, stronger brand awareness increases
the likelihood that consumers include a super-
market brand in their consideration set, thereby
facilitating purchase decisions [21]. Unlike per-
ceived quality, which reflects product evaluation,
brand awareness represents a cognitive mech-
anism based on familiarity and memory. The
following hypothesis is presented:

H4: Brand awareness positively influences pur-
chase decision.

The mediating role of perceived quality
Environmental stimuli influence consumer be-

havior indirectly through internal cognitive eval-
uations [10, 23]. In sensory-rich retail environ-
ments, sensory marketing cues function as exter-
nal stimuli, while perceived quality represents an
important internal evaluation through which ex-
periential information may influence behavioral
responses, particularly purchase decisions [3, 5,
10]. Prior research suggests that sensory stimuli
do not directly trigger purchasing behavior in
isolation but instead shape consumers’ quality
judgments, which subsequently guide decision-
making [24]. Sight, sound, smell, touch, and
taste cues provide diagnostic signals that con-
sumers rely on to infer product freshness, reli-
ability, and overall excellence, especially in con-
texts characterized by information overload and
time constraints, such as supermarkets [14, 16].
When sensory cues are perceived as congruent
and professionally designed, they enhance per-
ceived quality, thereby reducing perceived risk
and strengthening consumers’ confidence in their
purchase decisions. Furthermore, perceived qual-
ity can serve as an important mediating mecha-
nism linking sensory stimuli to purchase-related
outcomes [3, 5]. Sensory marketing enhances ex-
periential processing and reinforces expectations,
which leads to more favorable quality evaluations
and, in turn, increases the likelihood of purchase
[18]. This mediating process aligns with the SOR
logic, in which internal cognitive evaluations act
as the pathway through which external stimuli
affect observable consumer behavior. Based on
this theoretical rationale and building upon the
direct effects hypothesized in H1a-H1e and H3,
this study proposes the following mediation hy-
potheses:

H5a: Perceived quality mediates the relation-
ship between sight stimuli and purchase decision.

H5b: Perceived quality mediates the relation-
ship between sound stimuli and purchase deci-
sion.

H5c: Perceived quality mediates the relation-
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ship between smell stimuli and purchase decision.
H5d: Perceived quality mediates the relation-

ship between touch stimuli and purchase deci-
sion.

H5e: Perceived quality mediates the relation-
ship between taste stimuli and purchase decision.

The mediating role of brand awareness
Beyond evaluative judgments such as per-

ceived quality, sensory marketing also influences
purchase decisions through cognitive mecha-
nisms related to brand memory and salience.
Brand awareness captures consumers’ ability to
recognize and recall a brand during purchase
decision-making and represents a key cogni-
tive pathway through which sensory experiences
translate into behavioral outcomes [18, 19].

Sensory cues can enhance brand awareness by
attracting consumers’ attention and strengthen-
ing the encoding and storage of brand-related
information in memory [3, 10]. Sight design,
soundscapes, ambient scents, tactile interaction,
and taste experiences create distinctive sensory
signatures that increase brand memorability and
facilitate brand retrieval at the point of purchase
[24]. In cluttered retail environments, height-
ened brand awareness increases the likelihood
that a brand enters consumers’ consideration sets
and is chosen over less salient alternatives [14].
Empirical evidence further indicates that brand
awareness positively influences purchase deci-
sions by reducing cognitive effort and reinforcing
familiarity and trust toward the brand [19, 20].
Accordingly, sensory marketing is expected to
affect purchase decisions indirectly by strength-
ening brand awareness, which acts as a positive
mediating mechanism between sensory stimuli
and consumer choice. Based on the direct ef-
fects proposed in H2a–H2e and the relationship
between brand awareness and purchase decision
(H4), this study proposes the following mediation
hypotheses:

H6a: Brand awareness mediates the relation-
ship between sight stimuli and purchase decision.

H6b: Brand awareness mediates the relation-
ship between sound stimuli and purchase deci-
sion.

H6c: Brand awareness mediates the relation-
ship between smell stimuli and purchase decision.

H6d: Brand awareness mediates the relation-
ship between touch stimuli and purchase deci-
sion.

H6e: Brand awareness mediates the relation-
ship between taste stimuli and purchase decision.

III. RESEARCH METHODOLOGY

A. Data collection

Primary data were collected in December 2025
using a structured questionnaire administered
through face-to-face interviews. The survey tar-
geted consumers aged 18 and above who had
experience purchasing food products at super-
markets in central Can Tho City, Vietnam. The
minimum sample size was determined using a
ratio of five observations per estimated parameter
[25]. With 35 observed variables, at least 175
responses were required. To account for incom-
plete or invalid questionnaires, 230 surveys were
distributed, resulting in 203 valid responses after
data screening. This sample size meets the rec-
ommended thresholds for PLS-SEM; a minimum
of 100–200 observations is sufficient for reliable
SEM estimation [26]. Data were collected us-
ing non-probability sampling methods, including
convenience and snowball sampling.

B. Data analysis

Data were analyzed using SPSS 26 and Smart-
PLS 3.0. The reliability of the measurement
scales was first assessed using Cronbach’s alpha
to ensure internal consistency [25]. Exploratory
factor analysis (EFA) was subsequently con-
ducted to examine the underlying factor struc-
ture of the observed variables. PLS-SEM was
then employed to test the proposed hypotheses
and to evaluate the relationships among sensory
stimuli, perceived quality, brand awareness, and
purchase decision. PLS-SEM was chosen due to
its suitability for prediction-oriented research and
complex models with multiple latent constructs.
The significance of the structural relationships
was assessed using a bootstrapping procedure, as
recommended in prior PLS-SEM studies [25, 27].
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C. Measurement scales

This study examines consumers’ food purchas-
ing decisions in the supermarket retail context.
The term food refers broadly to food products
sold in supermarkets, including both fresh and
processed food products, rather than a specific
food category. The measurement of brand aware-
ness is anchored at the supermarket brand level,
whereas perceived quality captures consumers’
overall evaluation of both the quality of food
products offered by the supermarket and the over-
all food shopping experience. In this study, brand
awareness refers to consumers’ awareness of su-
permarket brands rather than individual fresh
food brands. Perceived quality is conceptualized
as consumers’ overall evaluation of the super-
market’s fresh food offering, encompassing the
perceived quality of fresh food products as well
as the shopping experience, retail environment,
and product assortment associated with fresh
food purchases.

All constructs were measured using a five-
point Likert scale ranging from 1 (Strongly dis-
agree) to 5 (Strongly agree). In Table 1, the
measurement items were adapted from validated
scales in prior research [6, 9–11, 28–34].

IV. RESULTS AND DISCUSSION

A. Results

Data description
The sample consisted of 203 respondents,

including 91 males (44.8%) and 112 females
(55.2%). Most respondents were aged 18–32
(70.4%), followed by those aged 33–50 (19.2%)
and those above 50 (10.3%); no respondents
were under 18. Regarding marital status, 62.1%
were single, 33.0% were married, and 4.9%
reported other statuses. In terms of education,
55.7% of respondents held a university de-
gree, and 17.2% had postgraduate qualifica-
tions, while 15.3% had college/vocational ed-
ucation and 18.1% had a high school educa-
tion or lower. Office employees represented the
largest occupational group (36.9%), followed by
self-employed/business owners (22.7%), students

(13.3%), and other occupations (15.3%); home-
makers and industrial workers each accounted
for 5.9%. Most respondents reported a monthly
income between VND 5 and under 10 million
(41.9%), followed by VND 10 to under 15 million
(27.6%), below VND 5 million (17.7%), and
VND 15 million and above (12.8%).

The results indicate that sight marketing el-
ements are the most salient sensory cues per-
ceived by consumers in supermarkets in Can Tho
City. Respondents identified product display and
layout in 78.3% of cases, followed by packag-
ing and product colors (70.4%), while in-store
lighting and color schemes (30.0%) and pro-
motional posters or in-store advertising (40.4%)
were less frequently reported. Sound marketing
cues were moderately perceived, with similar pro-
portions of respondents recognizing staff greet-
ings and sales consultations (51.7%), background
music (51.2%), and audio advertising (49.3%).
Smell marketing elements were also evident,
particularly ambient scents within supermarkets
(64.0%), food-related aromas (53.2%), and scents
in food preparation areas (49.8%). In addition,
most respondents expressed a desire to experi-
ence products prior to purchase (93.1%). A high
proportion reported having participated in free
food sampling (85.7%), and among those, 77.8%
indicated that product trial influenced their pur-
chase decision.

Prior to PLS-SEM estimation, an EFA was
performed to examine the underlying structure of
the measurement scales. The results confirmed
the adequacy of the data for factor analysis (KMO
= 0.667–0.856; Bartlett’s test, p < 0.001). The
extracted factors were consistent with the pro-
posed conceptual model, all retained items loaded
above 0.60 on their intended constructs, and no
substantial cross-loadings were detected. These
results provided preliminary evidence supporting
the dimensionality of the measurement.

Results of PLS-SEM
Evaluation of the measurement model
As reported in Table 2, the measurement model

was reassessed after the removal of two indicators
(PQ4 and SIGHT6). The results of this second-

8



Thi Bao Chau Nguyen, Tran Hoang Nam, La Nguyen Thuy Dung ECONOMICS – SOCIAL SCIENCES

Table 1: Measurement scales

round evaluation indicate that all remaining in-
dicators exhibit outer loadings above the recom-
mended threshold of 0.70, supporting adequate
indicator reliability. To conserve space, item-level
outer loading values are not reported in the table.

In addition, the average variance extracted
(AVE) values for all constructs exceed the mini-
mum criterion of 0.50, demonstrating satisfactory
convergent validity. Composite reliability (CR)
values are also above the recommended threshold
of 0.70, indicating acceptable internal consis-
tency and further supporting convergent validity
[35]. The results confirm that the measurement
model meets the established criteria for reliability

and convergent validity and is suitable for subse-
quent structural model analysis.

Table 2: Results the second round of reliability
and convergent validity testing of the scales

To assess potential multicollinearity among
the predictor constructs, inner variance inflation
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factor (VIF) values were examined. As shown in
Table 2, all inner VIF values range from 1.105
to 1.634, which are well below the recommended
threshold of 3.0 [35]. These results indicate that
multicollinearity is not a concern in the structural
model.

Discriminant validity was examined using
three complementary approaches: the Fornell-
Larcker criterion, the heterotrait-monotrait ratio
(HTMT), and the cross-loading criterion. As re-
ported in Table 3, the square roots of the average
variance extracted (AVE), shown on the diagonal,
exceed the corresponding inter-construct correla-
tions for all latent variables, thereby satisfying the
Fornell-Larcker criterion for discriminant validity
[36]. In addition, the HTMT results presented in
Table 4 indicate that all values are below the
conservative threshold of 0.85, as recommended
by Henseler et al. [27], providing further evidence
of discriminant validity. Moreover, the cross-
loading assessment confirmed that each indicator
loaded more strongly on its intended construct
than on the remaining constructs. To maintain
readability and comply with space limitations,
detailed cross-loading results are not reported
in tabular form but are available upon request.
Taken together, the consistent results across all
three criteria provide strong support for the dis-
criminant validity of the measurement model.

Table 3: Fornell-Larcker criterion

Table 4: Heterotrait-monotrait ratio results

Table 5 and Figure 2 present the results of the
hypothesis testing using PLS-SEM. The findings

reveal that all sensory marketing dimensions, in-
cluding sight, sound, smell, touch, and taste, posi-
tively influence perceived quality (PQ) and brand
awareness (BA). Among these factors, touch has
the strongest effect on both perceived quality (β
= 0.286, p < 0.001) and brand awareness (β =
0.290, p < 0.001). In addition, perceived quality
(β = 0.322, p < 0.001) and brand awareness (β
= 0.282, p = 0.001) positively affect fresh food
purchase decisions (PD). The mediation analy-
sis further shows that perceived quality partially
mediates the effects of sound, touch, and taste
on purchase decisions, while brand awareness
significantly mediates the relationships between
all sensory stimuli and purchase decisions.

Evaluation of structural model (PLS-SEM)
The structural model exhibits adequate ex-

planatory power, with sensory stimuli explaining
55.0% of the variance in perceived quality (PQ)
and 49.6% of the variance in brand awareness
(BA), while PQ and BA together account for
27.7% of the variance in purchase decision (PD).

Bootstrapping results demonstrate that all sen-
sory stimuli exert significant direct effects on
PQ and BA (p < 0.05). Furthermore, PQ and
BA function as mediating mechanisms linking
sensory stimuli to purchase decision. Specifically,
PQ partially mediates the effects of sound, touch,
and taste stimuli on PD, whereas the indirect
effects of sight and smell via PQ are not sta-
tistically significant. In contrast, BA consistently
mediates the relationships between all sensory
stimuli and PD, with all indirect paths supported
by bootstrapping p-values below 0.05.

B. Discussions

Sensory marketing and perceived quality
The findings show that all five sensory stimuli

positively influence perceived quality in fresh
food supermarket retailing, supporting sensory
marketing theory and the SOR framework, which
proposes that environmental stimuli shape con-
sumers’ internal evaluations before influencing
behavioral responses [10]. This result is broadly
in line with previous studies confirming that
sensory cues enhance consumers’ perceptions of
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Fig. 2: PLS-SEM analysis diagram

Table 5: Hypothesis testing results
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product and service quality in retail environments
[29, 31]. Among the five sensory dimensions,
touch exerts the strongest influence on perceived
quality, followed by smell. This finding agrees
with Spence et al. [24], McCabe et al. [13], and
Hoang et al. [31], who argue that tactile experi-
ences provide direct diagnostic information about
product quality. In fresh food retailing, consumers
often evaluate freshness, firmness, and product
condition through physical contact, making touch
a particularly reliable cue for quality assessment.
Likewise, pleasant food aromas provide diag-
nostic sensory information that positively influ-
ences consumers’ evaluations of food products by
enhancing perceptions of freshness and overall
quality [37].

Although sight, taste, and sound also posi-
tively influence perceived quality, their effects
are smaller by comparison. This suggests that
consumers distinguish between sensory cues that
directly communicate product quality (e.g., touch
and smell) and those that primarily enrich the
shopping environment. This finding aligns with
Biswas et al. [14], who reported that ambient
sensory cues shape consumers’ internal evalua-
tions before influencing behavioral responses. In
this study, sensory stimuli serve as environmental
cues that affect consumers’ cognitive judgments
rather than merely creating pleasant shopping
experiences. These findings support Biswas et
al. [14], who reported that multisensory mar-
keting enhances customer responses by creating
richer consumption experiences and strengthen-
ing firms’ non-economic performance. Although
their study focused on restaurants rather than su-
permarkets, this study suggests that well-designed
sensory stimuli contribute to more favorable
consumer evaluations and behavioral outcomes.
However, unlike Biswas et al. [14], which focused
primarily on ambient lighting as a single atmo-
spheric cue, the present study examines sight,
sound, smell, touch, and taste simultaneously.
The results suggest that although all five sensory
stimuli contribute to perceived quality, their rela-
tive influence differs, reflecting the multidimen-
sional nature of sensory marketing in fresh food

supermarket retailing. These findings reinforce
the argument that perceived quality is an evalua-
tive response more strongly activated by sensory
experiences that provide direct information about
food products.

Sensory marketing and brand awareness
The results confirm that all five sensory stimuli

positively influence brand awareness, support-
ing the SOR framework and previous sensory
branding research, which suggests that multisen-
sory experiences strengthen consumers’ memory,
recognition, and recall of brands [10, 11, 24].
Among the five sensory dimensions, touch and
sound exhibit relatively stronger effects on brand
awareness. This finding is in accordance with
Hultén et al. [11], who argue that direct sensory
interaction enhances consumers’ emotional en-
gagement and facilitates stronger brand memory.
Pleasant sound experiences and opportunities to
physically interact with products may therefore
create more memorable shopping experiences
and strengthen supermarket brand recognition.
Although sight also positively influences brand
awareness, its effect is comparatively weaker than
those of touch and sound. Rather than suggesting
that sight cues are less important, this finding
indicates that sight stimuli represent only one
component of consumers’ overall multisensory
shopping experience. It is suggestedf that brand
memory is strengthened when multiple senses
are activated simultaneously rather than relying
solely on sight information [11, 24]. These find-
ings therefore highlight the importance of inte-
grated multisensory strategies for strengthening
supermarket brand awareness.

Perceived quality, brand awareness, and
fresh food purchase decisions

The findings revealed that both perceived qual-
ity and brand awareness positively influence
fresh food purchase decisions, consistent with
previous research emphasizing the importance
of product evaluation and brand-related cogni-
tion in consumer decision-making [3, 21, 22].
Among these two mediators, perceived qual-
ity exerts the stronger effect, suggesting that
consumers place greater emphasis on evaluat-
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ing food quality when purchasing fresh food.
This result is reasonable because fresh food
purchases involve relatively high uncertainty re-
garding freshness, safety, and product condition.
Consequently, consumers rely more heavily on
quality assessments before making purchasing
decisions. Brand awareness also significantly in-
fluences purchase decisions, indicating that fa-
miliar supermarket brands reduce consumers’ un-
certainty and simplify decision-making in com-
petitive retail environments. Together, these find-
ings suggest that sensory marketing influences
consumer behavior through two complementary
psychological mechanisms: perceived quality re-
flects consumers’ evaluative judgments regarding
food quality, whereas brand awareness represents
a broader cognitive response related to familiarity
and brand recognition. This distinction provides
a more nuanced understanding of the organism
component within the SOR framework. The find-
ings also extend the conclusions of Gao et al.
[16]. Their study showed that sensory brand expe-
rience influences brand loyalty through multiple
psychological mechanisms, with brand attitude
playing a stronger mediating role than brand-self
connection. Similarly, the present study shows
that sensory marketing affects purchase decisions
through multiple cognitive pathways. In contrast
to Gao et al. [16], this study finds that perceived
quality exerts a stronger influence on fresh food
purchase decisions than brand awareness. This
difference is likely attributable to the fresh food
supermarket context, where consumers rely heav-
ily on quality evaluations related to freshness,
safety, and product reliability before making pur-
chase decisions.

The mediating role of perceived quality

The mediation analysis denotes that perceived
quality partially mediates the relationships be-
tween touch, taste, and sound and fresh food pur-
chase decisions. These findings suggest that these
sensory dimensions influence purchasing behav-
ior primarily by improving consumers’ evalua-
tions of food quality. Touch and taste provide
direct diagnostic information regarding freshness
and product characteristics, while sound con-

tributes indirectly by creating a pleasant shopping
atmosphere that enhances quality perceptions. In
contrast, the indirect effects of sight and smell
through perceived quality are not statistically
significant, indicating that perceived quality is
not a universal mechanism through which all
sensory cues influence purchasing behavior. One
possible explanation is that sight and smell stim-
uli primarily generate affective and atmospheric
responses rather than directly shaping consumers’
cognitive evaluations of food quality. Previous
sensory marketing research has distinguished be-
tween sensory cues that evoke emotions and those
that provide diagnostic information for product
evaluation [10, 24]. In the context of fresh food
supermarkets, consumers may regard attractive
sight displays and pleasant ambient smells as
desirable features of the shopping environment
rather than reliable indicators of actual product
quality. Although these sensory cues contribute
positively to consumers’ shopping experiences,
they may not sufficiently strengthen perceived
quality to translate into higher purchase decisions
through this mediating pathway. These findings
extend previous sensory marketing research by
showing that the mediating role of perceived
quality varies across sensory dimensions, high-
lighting the differential functions of individual
senses within consumers’ decision-making pro-
cesses.

The mediating role of brand awareness

The findings fully support the mediating role
of brand awareness across all five sensory di-
mensions, indicating that sensory marketing con-
sistently influences fresh food purchase deci-
sions through consumers’ cognitive evaluations
of supermarket brands. This result is consistent
with previous sensory branding literature sug-
gesting that multisensory experiences strengthen
consumers’ memory, familiarity, and recognition
of brands [9, 11]. Unlike perceived quality, which
only mediates selected sensory dimensions, brand
awareness significantly mediates the effects of
all sensory stimuli. This suggests that sensory
experiences, including store atmosphere, product
displays, ambient scent, music, tactile interaction,
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and product tasting, collectively reinforce con-
sumers’ familiarity with supermarket brands re-
gardless of whether they directly influence qual-
ity evaluations. The findings therefore indicate
that brand awareness represents a more stable
cognitive pathway linking sensory experiences
to purchase decisions. The consistent mediating
role of brand awareness also resonates with Gao
et al. [16], who argued that sensory experi-
ences strengthen consumers’ cognitive connec-
tions with brands through psychological mech-
anisms. Nevertheless, unlike their study, which
examined brand loyalty as the outcome, the
present study focuses on purchase decisions in
supermarket retailing. The findings suggest that
brand awareness consistently supports purchase
decisions across all sensory dimensions, whereas
perceived quality is more dependent on the di-
agnostic relevance of individual sensory stimuli.
This distinction highlights the complementary
roles of brand-related cognition and product eval-
uation within the SOR framework.

The results reveal two complementary mech-
anisms through which sensory marketing shapes
fresh food purchase decisions. Perceived quality
mainly reflects evaluative judgments regarding
product quality and selectively mediates sensory
influences that provide diagnostic information,
whereas brand awareness represents a broader
cognitive mechanism that consistently translates
multisensory experiences into purchasing behav-
ior. These findings enrich the SOR framework by
demonstrating that different organismic responses
play distinct roles in explaining how sensory
marketing influences consumer decision-making
in fresh food supermarkets.

V. CONCLUSION AND IMPLICATIONS

This study examined how sensory market-
ing influences consumers’ fresh food purchase
decisions through perceived quality and brand
awareness in supermarket retailing. Overall, the
findings suggest that sensory marketing operates
through two distinct but complementary psy-
chological pathways. Perceived quality primarily
functions as an evaluative mechanism through

which selected sensory cues influence purchase
decisions, whereas brand awareness provides a
broader brand-related pathway through which
multisensory experiences translate into purchase-
related responses. This distinction indicates that
sensory marketing should not be viewed as a
single mechanism with uniform effects across
sensory dimensions. Instead, its effectiveness de-
pends on the psychological response activated by
each sensory cue. By examining these mecha-
nisms simultaneously in fresh food supermarket
retailing in Can Tho City, the study extends
existing sensory marketing research by providing
evidence from an emerging retail market and a
product category in which consumers face con-
siderable difficulty in evaluating quality prior to
purchase.

The study contributes to the sensory marketing
literature and the SOR framework in three ways.
First, it demonstrates that the organismic com-
ponent of the SOR framework can encompass
multiple cognitive pathways, rather than a single
internal response. The simultaneous considera-
tion of perceived quality and brand awareness
provides a more differentiated explanation of
how sensory stimuli are translated into purchase
decisions. Second, the findings refine the role of
perceived quality by suggesting that its mediating
function is cue-dependent rather than universal.
Sensory cues that facilitate more direct evalu-
ation of fresh food appear to be more closely
connected with quality-based responses, whereas
other sensory cues may operate through alter-
native mechanisms. This qualification extends
previous research that has largely emphasized
the general positive effects of sensory marketing
on consumer evaluations. Third, the consistent
mediating role of brand awareness across sensory
dimensions highlights the importance of brand-
related cognition as a relatively broad pathway
through which multisensory experiences influ-
ence consumer responses. Together, these find-
ings advance the SOR perspective by showing
that the relationship between sensory stimuli and
purchase behavior is contingent on the type of
organismic response activated. Future sensory
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marketing research could build on this framework
by examining additional organismic mechanisms,
such as trust, emotions, perceived value, or satis-
faction, and by testing whether these mechanisms
operate sequentially or in parallel. The findings
also offer implications for sensory marketing
practice. Supermarket managers should allocate
sensory marketing resources according to the
specific psychological function of each sensory
cue, rather than adopting a uniform multisensory
strategy. For fresh food, sensory activities that fa-
cilitate direct product evaluation should be prior-
itized when the objective is to strengthen quality
perceptions and stimulate purchase. In practice,
managers can provide appropriate opportunities
for product interaction and tasting, while ensuring
that displays and store environments facilitate
convenient and credible evaluation of freshness
and product condition. At the same time, be-
cause brand awareness provides a broader path-
way across sensory dimensions, supermarkets
should develop a consistent multisensory brand
experience across visual identity, sound, scent,
tactile interaction, and taste-related activities. The
strategic objective should not simply be to in-
crease the intensity of sensory stimulation, but to
ensure that sensory cues are distinctive, consis-
tent with the supermarket brand, and aligned with
the desired consumer response. This approach
can help managers avoid excessive investment in
sensory elements that do not directly strengthen
quality evaluations while simultaneously using
multisensory experiences to build longer-term
brand familiarity and recognition.

Several limitations should be considered for
further research. First, the use of convenience
and snowball sampling and data collected from
203 supermarket shoppers in Can Tho City limits
the generalizability of the findings. Future studies
should employ larger and more diverse samples
across different cities and regions, preferably
using probability-based or stratified sampling.
Second, the study focuses on fresh food retailing;
therefore, the observed relationships may differ
across product categories with different levels of
sensory accessibility and perceived risk. Compar-

ative studies across fresh food, packaged food,
and non-food categories could clarify the bound-
ary conditions of sensory marketing effects.
Third, the model considers only perceived quality
and brand awareness as mediating mechanisms.
Future research could incorporate trust, emotions,
perceived value, satisfaction, or perceived risk
to examine whether sensory marketing influ-
ences purchase decisions through additional or
sequential psychological pathways. Finally, the
cross-sectional design does not capture changes
in consumer responses over time. Longitudinal
and experimental studies could provide stronger
evidence of causality and determine whether re-
peated multisensory exposure produces sustained
changes in brand awareness, quality perceptions,
and purchase behavior.
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