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Consumer buying behavior is significantly influenced by branding
strategies, particularly sensory branding and brand awareness.
This study explores the impact of sensory branding and brand
awareness on consumer purchasing decisions, emphasizing the
mediating role of perceived quality and the moderating effect
of consumer experience. The research adopts a quantitative
approach, utilizing Partial Least Squares Structural Equation
Modeling (PLS-SEM) to analyze survey data from consumers who
have engaged with brand advertisements and sensory
marketing efforts. Findings indicate that while advertisements
enhance brand awareness, they do not directly lead to brand
loyalty, challenging fraditional marketing assumptions. Sensory
branding significantly improves perceived quality, reinforcing its
role in shaping consumer perceptions. However, perceived
quality alone does not guarantee long-term loyalty, highlighting
the necessity of emotional engagement and personalized
consumer experiences. The study confributes to branding
literature by integrating theoretical models such as the Stimulus-
Organism-Response (SOR) framework and Aaker’s Brand Equity
Model, providing insights info how brand awareness, sensory
engagement, and perceived quality interact in consumer
decision-making. Practical implications suggest that businesses
should move beyond traditional advertising strategies to focus on
mulfi-sensory  engagement, consumer co-creation, and
personalized branding experiences. Future research should
further explore emotional branding and digital consumer
engagement strategies to strengthen long-term brand loyalty.
Using Partial Least Squares Structural Equation Modeling (PLS-
SEM), the study analyzed data from 350 respondents, revealing
that brand awareness explains 23.6% of the variance (R? = 0.236),
while consumer buying behavior is influenced by advertisement
(B =0.407, p <0.001) and brand awareness (p = 0.087, p < 0.047).
Furthermore, the study found that brand loyalty accounts for
35.9% of variance (R? = 0.359), with advertisement significantly
conftributing to brand loyalty (B = 0.420, p < 0.001)

Keywords: Sensory Branding, Brand Awareness, Consumer Buying Behavior, Perceived Quality, Brand

Loyalty, Digital Branding Strategies.
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INTRODUCTION

Consumer buying behavior is significantly influenced by various branding strategies,
partficularly through the lenses of sensory branding, brand awareness, and perceived
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quality. These elements play a crucial role in shaping purchasing decisions and
fostering brand loyalty. Recent studies indicate that advertisements are pivotal in
enhancing brand awareness, which in turn leads to increased consumer
engagement and loyalty (Zhao et al., 2022). Sensory branding, which engages
multiple senses, has been shown to elevate consumer experiences and emotional
connections with brands (Kim & Sullivan, 2019). Additionally, perceived quality serves
as a moderating factor that reinforces trust and satisfaction, ultimately strengthening
consumer loyalty (Zhao et al., 2022). Despite the wealth of research in these areas,
there remains a notable gap in the literature regarding an integrated framework that
examines the collective influence of these branding strategies on consumer buying
behavior. Branding is essential in consumer decision-making, as it shapes perceptions,
emotions, and purchasing behavior. Effective branding strategies enable companies
to differentiate themselves in competitive markets by building strong brand
awareness and frust (Kotler & Keller, 2019). Advertisements, both digital and
traditional, are instrumental in shaping consumer attitudes and increasing brand
recall (Zhao et al., 2022).

Sensory branding has emerged as a powerful tool that stimulates multiple senses to
create deeper consumer engagement (Kim & Sullivan, 2019). Older studies have
established that brand awareness enhances perceived value, making consumers
more confident in their purchasing decisions (Keller, 2012; Aaker, 1991). This evolution
in branding strategies emphasizes emotional connections over mere product
attributes. Sensory branding influences consumer perception by creating immersive
brand experiences that engage various senses (Kim & Sullivan, 2019). Recent research
highlights how companies utilize sensory branding in both physical and digital
environments to create memorable experiences (Lindstrom, 2020). Elements such as
sight, sound, smell, and touch contribute to positive consumer experiences, thereby
increasing brand recall and purchase intentions (Kim et al., 2022). Older studies have
demonstrated the psychological impact of sensory branding, indicating that it
triggers emotional responses that lead to higher consumer loyalty (Krishna, 2012;
Hultén, 2015). Brands like Sephora and Hollister exemplify successful sensory branding
by using scent and music to create distinct identities that resonate with consumers
(Kim & Sullivan, 2019).

Brand awareness significantly impacts consumer frust and purchase behavior. A well-
recognized brand is more likely to attract and retain customers due to its perceived
reliability (Zhao et al., 2022). Recent studies indicate that digital branding strategies,
partficularly through social media marketing, have transformed consumer interactions
with brands, enhancing awareness and frust levels (Dwivedi et al., 2020; Chatterjee et
al., 2023). Strong brand awareness fosters consumer confidence, reducing perceived
risk and enhancing loyalty (Keller, 2012; Aaker, 1991). Consumers are more inclined to
engage with brands that consistently communicate their value propositions across
various media channels. Co-creation has emerged as a vital branding strategy,
allowing consumers to participate in brand development and product innovation
(Kim & Sullivan, 2019). Recent studies emphasize how brands leverage co-creation
through interactive marketing and personalized experiences to foster loyalty
(Vernuccio & Ceccotti, 2021; Choi & Lee, 2022). Older research highlights that
consumer involvement enhances brand perception, with active participation leading
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to stronger emotional connections (Prahalad & Ramaswamy, 2004; Ind et al., 2013).
The integration of digital platforms has further facilitated co-creation, enabling real-
time collaboration between consumers and brands (Hoyer et al., 2020). Perceived
quality is a critical factor in consumer decision-making, moderating the relationship
between brand awareness and buying behavior (Zhao et al., 2022). Recent research
underscores that perceived quality significantly influences brand credibility, ensuring
consumer satisfaction and reducing switching behavior (Foroudi et al., 2022; Anwar
et al.,, 2023). High perceived quality enhances brand equity, leading to stronger
loyalty and positive word-of-mouth recommendations (Zeithaml, 1988; Parasuraman
et al., 1996). Brands that consistently deliver high-quality products enjoy a competitive
advantage, as consumers prioritize reliability and value in their purchasing decisions.
Despite extensive literature on branding strategies, empirical research examining the
combined effects of sensory branding, brand awareness, and perceived quality on
consumer buying behavior is limited.

Most studies focus on individual branding elements, neglecting their interconnected
impact on decision-making (Hussain et al., 2019). This study aims to bridge this gap by
integrating these components info a comprehensive framework that explores their
influence on brand loyalty and purchase intentions. The findings will provide valuable
insights for marketers seeking to optimize branding strategies and enhance consumer
engagement in a dynamic market environment (Keller & Lehmann, 2006). The
evolution of branding has shifted from traditional marketing strategies to more
dynamic, consumer-centfric approaches, particularly in the wake of digital
transformation and e-commerce (Dwivedi et al., 2023). Today, branding extends
beyond product attributes to focus on consumer emotions, experiences, and values
(Kim & Sullivan, 2019). Sensory branding has gained prominence as companies strive
to create immersive experiences that resonate psychologically with consumers
(Krishna, 2022). Recent studies affirm that brand awareness, advertisements, and
perceived quality collectively influence consumer behavior, shaping loyalty and
purchasing decisions (Zhao et al., 2022).

As industries evolve, companies must adopt innovative branding strategies to
maintain relevance and drive customer engagement (Chatterjee et al., 2023). In
conclusion, the future of branding will be driven by innovation, personalization, and
sustainability (Dwivedi et al., 2023). Research suggests that Al-powered branding
strategies, blockchain-based authentication, and immersive virtual shopping
experiences will shape the next phase of consumer engagement (Shareef et al.,
2023). Personalization will remain a key trend, with companies leveraging data to
deliver tailored experiences (Anwar et al, 2023). As digital transformation
accelerates, brands must continuously innovate to maintain relevance and foster
meaningful relationships with customers (Zhao et al., 2022).

LITERATURE REVIEW

Consumer buying behavior encompasses the decision-making processes individuals
undergo before purchasing products or services, influenced by various theories such
as the Theory of Planned Behavior (Ajzen, 1991) and the Stimulus-Organism-Response
framework (Mehrabian & Russell, 1974). Recent research indicates that digital
marketing strategies, social media interactions, and experiential branding significantly
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affect consumer choices, with brand awareness emerging as a key factor (Dwivedi
et al., 2023). Factors like perceived quality, sensory branding, and emotional branding
also play crucial roles in consumer engagement and purchase intent (Kim & Sullivan,
2019; Zhao et al., 2022). Older studies highlight the importance of brand frust and
product satisfaction for long-term loyalty (Keller, 2012; Aaker, 1991). Brand awareness,
defined as the extent to which consumers recognize a brand, is critical in shaping
preferences and purchase intentions (Aaker, 1991). Digital branding strategies,
including social media marketing, enhance visibility and trust (Chatterjee et al., 2023),
while familiarity with a brand reduces uncertainty and fosters loyalty (Shareef et al.,
2023). Consistent branding across touchpoints reinforces recall and preference
(Keller, 2012; Kotler & Keller, 2019). Sensory branding employs sensory stimuli to create
impactful consumer experiences, enhancing emotional connections and loyalty
(Krishna, 2022; Kim & Sullivan, 2019). Brands like Sephora and Hollister leverage multi-
sensory experiences to differentiate themselves (Foroudi et al., 2022).

Research indicates that perceived quality affects brand trust and purchase behavior,
reinforcing customer satisfaction (Zeithaml, 1988; Zhao et al., 2022). Companies that
prioritize high-quality offerings can bolster consumer trust and loyalty (Foroudi et al.,
2022). Advertising remains a vital branding tool, shaping perceptions and influencing
purchase decisions. Recent studies show that social media and personalized ads
significantly enhance brand awareness and engagement (Shareef et al., 2023;
Chatterjee et al., 2023). Effective advertising strengthens emotional connections and
brand recall (Kotler & Keller, 2019; Keller, 2012). An integrated branding strategy that
combines brand awareness, sensory branding, perceived quality, and advertising
can create a more substantial impact on consumer behavior (Foroudi et al., 2022).
Research suggests that brands that effectively integrate these elements are more
likely to achieve higher retention rates and long-term success (Anwar et al., 2023). This
study aims to explore the interactions among these branding constructs and their
confributions to consumer engagement and loyalty in today's competitive
marketplace.

THEORETICAL FRAMEWORK

Understanding consumer behavior and branding necessitates a theoretical
foundation that elucidates how individuals make purchasing decisions and cultivate
brand loyalty. Key theories such as the Theory of Planned Behavior (Ajzen, 1991), the
Stimulus-Organism-Response (SOR) Model (Mehrabian & Russell, 1974), and the
Hierarchy of Effects Model (Lavidge & Steiner, 1961) provide insights into the factors
influencing consumer choices. Recent studies emphasize the importance of these
theories in the digital age, where elements like brand awareness and sensory
branding significantly impact decision-making (Dwivedi et al., 2023; Shareef et al.,
2023). The Unified Theory of Acceptance and Use of Technology (UTAUT) has also
been applied to understand consumer adoption of digital branding strategies
(Venkatesh et al., 2021). While traditional branding theories remain relevant, their
integration with emerging digital models is crucial to reflect the changing consumer
landscape (Kotler & Keller, 2019; Keller, 2012). The Theory of Planned Behavior (TPB)
posits that consumer purchasing behavior is influenced by afttitudes, subjective norms,
and perceived behavioral control, and remains pertinent in analyzing online
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consumer behavior (Dwivedi et al., 2023). The SOR Model illustrates how external
stimuli affect internal consumer responses, particularly in sensory branding contexts
(Krishna, 2022). The Hierarchy of Effects Model outlines the stages of consumer
decision-making influenced by advertisements, which have evolved with digital
branding techniques (Zhao et al., 2022; Shareef et al.,, 2023). The Expectancy-
Disconfirmation Model (EDM) focuses on consumer satisfaction based on
expectations versus actual performance, highlighting the role of perceived quality in
brand loyalty (Foroudi et al., 2022; Anwar et al., 2023). This study aims to integrate
these theories info a comprehensive framework to analyze how brand awareness,
sensory branding, perceived quality, and advertisements collectively influence
consumer behavior and loyalty in the digital marketplace. By identifying key branding
elements that drive consumer engagement, the research seeks to provide strategic
recommendations for businesses to enhance brand loyalty and trust (Zhao et al., 2022;
Shareef et al., 2023).

Counter Discussion on Variables and Theories

Research on consumer behavior and branding has evolved from focusing on single-
variable models, like brand awareness and sensory branding, to advocating for an
integrated approach that considers multiple variables for a comprehensive
understanding of consumer decision-making (Keller, 2012; Dwivedi et al., 2023).
Recent studies indicate that sensory branding alone is insufficient for fostering
consumer loyalty unless it is combined with brand awareness and perceived quality
(Foroudi et al., 2022). Additionally, digital branding effectiveness increases when
advertisements are paired with interactive experiences (Zhao et al., 2022). Critics of
single-variable models argue they oversimplify complex consumer behaviors,
neglecting psychological and environmental factors (Kotler & Keller, 2019; Zeithaml,
1988). Sensory branding is recognized for creating emotional connections that
enhance brand recall and loyalty (Krishna, 2022), with multi-sensory experiences
significantly influencing consumer preferences (Kim & Sullivan, 2019; Shareef et al.,
2023).

However, it is argued that sensory branding must be complemented by strong brand
awareness and perceived quality to drive long-term consumer engagement
(Chatterjee et al., 2023; Dwivedi et al., 2023). Perceived quality is identified as a critical
factor influencing brand frust and loyalty, with high perceived quality attracting
repeat customers (Zeithaml, 1988; Foroudi et al., 2022). Despite its importance,
perceived quality alone may not sustain brand loyalty, as emotional engagement
and brand storytelling are also crucial (Kotler & Keller, 2019; Chatterjee et al., 2023).
Younger consumers prioritize brand ethics and digital engagement, suggesting a shift
in what drives consumer decisions (Dwivedi et al., 2023). Thus, effective branding
strategies should integrate sensory branding, brand awareness, perceived quality,
and emotional engagement to optimize consumer outcomes (Shareef et al., 2023;
Zhao et al., 2022). This holistic approach reflects the need for modern branding
strategies to adapt to the complexities of consumer behavior in a digital landscape
(Anwar et al., 2023; Keller, 2012).
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Mediation and Moderation

The Role of Brand Awareness in Consumer Buying Behavior

Brand awareness is widely recognized as a fundamental factor in shaping consumer
purchasing behavior, as it increases consumer trust and brand recall (Aaker, 1991).
Recent studies suggest that brand awareness directly influences purchase intention,
with consumers favoring brands they recognize and trust over unknown competitors
(Zhao et al., 2022; Chatterjee et al., 2023). Additionally, digital branding and influencer
marketing have enhanced brand awareness, making it a more significant factor in
driving consumer engagement (Shareef et al., 2023). Older studies support this claim,
emphasizing that strong brand awareness leads to higher brand equity and long-term
consumer loyalty (Keller, 2012; Kotler & Keller, 2019). Thus, brand awareness serves as
a crucial mediating variable that strengthens the relationship between
advertisements and consumer purchasing behavior.

Although brand awareness is important, some researchers argue that it does not
always translate into actual purchase decisions (Foroudi et al., 2022). Recent studies
indicate that factors such as perceived quality, price sensitivity, and brand trust are
often stronger predictors of purchase behavior than awareness alone (Anwar et al.,
2023). Furthermore, while digital advertisements have increased brand recognition,
many brands struggle to convert recognition into actual consumer purchases due to
market saturation and consumer skepticism (Dwivedi et al., 2023). These findings
suggest that brand awareness should be studied alongside other variables like
perceived quality to fully understand its impact on consumer buying behavior.

The Influence of Sensory Branding on Brand Loyalty

Sensory branding has been widely recognized as an effective tool for increasing
consumer engagement and purchase intentions (Krishna, 2022). Recent research
highlights that brands using multi-sensory experiences create stronger emotional
connections with consumers, leading to higher brand recall and loyalty (Kim &
Sullivan, 2019). Studies also suggest that sensory branding moderates the relationship
between advertisements and brand loyalty, as it enhances the emotional appeal of
a brand (Shareef et al., 2023). Older studies indicate that stimulating multiple senses
increases perceived brand value, making it a crucial element in modern branding
strategies (Hultén, 2015; Keller, 2012). These findings suggest that sensory branding is
an essential moderating factor in influencing consumer purchasing behavior.

While sensory branding enhances brand recall and engagement, critics argue that it
is not the primary factor influencing purchasing decisions (Kotler & Keller, 2019).
Recent studies indicate that consumers prioritize price, product functionality, and
online reviews over sensory experiences when making purchase decisions (Anwar et
al., 2023; Older studies suggest that without strong brand awareness and product
quality, sensory branding alone is insufficient to drive long-term consumer loyalty
(Keller, 2012; Aaker, 1991). These insights highlight the need for an integrated branding
strategy that combines sensory branding with digital marketing techniques.
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The Moderating Role of Perceived Quality in Brand Loyalty

Perceived quality plays a significant moderating role in consumer decision-making,
particularly in high-involvement purchases where product reliability is crucial
(Zeithaml, 1988). Recent studies indicate that perceived quality enhances the
effectiveness of branding strategies, ensuring that advertisements translate into
actual consumer purchases (Foroudi et al., 2022; Zhao et al., 2022). Research also
highlights that brands with consistently high perceived quality enjoy stronger
consumer trust, leading to long-term brand loyalty (Anwar et al., 2023). Older studies
emphasize that perceived quality is a key determinant of brand equity, reinforcing
the idea that it is essential for sustaining consumer engagement (Parasuraman et al.,
1996; Keller, 2012). These findings suggest that perceived quality moderates the
relationship between brand awareness and purchase behavior, ensuring that
consumer expectations align with brand offerings.

Despite its importance, some researchers argue that perceived quality is not always
areliable predictor of brand loyalty, as consumer evaluations of quality can be highly
subjective (Kofler & Keller, 2019). Recent studies highlight that factors such as brand
image, social influence, and personal experiences often outweigh objective quality
assessments in purchase decisions (Dwivedi et al., 2023). Older literature also indicates
that perceived quality alone does not guarantee customer retention, especially in
industries with frequent product innovations and changing consumer preferences
(Keller, 2012; Aaker, 1991). These perspectives suggest that while perceived quality is
important, it should be analyzed alongside other branding factors to fully understand
its impact on consumer loyalty.

The Mediating Role of Advertisements in Brand Awareness

Advertisements play a crucial role in bridging the gap between branding efforts and
consumer engagement, making them a key mediating variable in consumer
behavior models (Aaker, 1991). Recent studies highlight that well-designed digital
advertisements significantly enhance brand awareness, leading to increased
consumer interest and purchases (Zhao et al., 2022; Shareef et al., 2023). Research
also suggests that advertisements reinforce perceived quality perceptions, helping
consumers justify their purchase decisions (Chatterjee et al., 2023). Older studies
support this argument, stating that advertisements serve as a primary tool for brand
differentiation and consumer recall (Kotler & Keller, 2019; Keller, 2012). These insights
suggest that advertisements mediate the relationship between branding elements
and consumer engagement, making them a critical component of marketing
strategies.

Despite their importance, some researchers argue that advertisements alone cannot
drive consumer behavior, as modern consumers are increasingly skeptical of
traditional marketing tactics (Foroudi et al., 2022). Recent studies indicate that digital
consumers rely more on word-of-mouth recommendations, online reviews, and social
media interactions than traditional advertisements (Anwar et al., 2023; Dwivedi et al.,
2023). Additionally, research suggests that advertisements are often less effective in
industries with intfense competition, where brand trust and perceived quality play a
more significant role (Keller, 2012). These findings indicate that advertisements should
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be integrated with other branding strategies, such as sensory branding and influencer
marketing, fo maximize their effectiveness.

v
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~
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CO-CREATION SENSORY BRAND
g ) BRANDING LOYALTY
Figure 1.

Conceptual Model
HYPOTHESIS GENERATION

Advertisement and Brand Awareness

Advertisements are one of the primary fools businesses use to create brand
awareness, ensuring that consumers recognize and recall a brand (Aaker, 1991).
Recent studies highlight that digital and social media advertisements have
significantly enhanced brand recall and engagement, as they allow for real-time
interactions and targeted marketing (Zhao et al., 2022). Research suggests that
advertising effectiveness is highly dependent on its creativity, emotional appeal, and
frequency, influencing how well consumers remember a brand (Chatterjee et al,,
2023). Additionally, personalized advertisements driven by Al and data analytics have
been found to enhance consumer atftention and brand recognition (Anwar et al.,
2023). Older research emphasizes that consistent advertising across multiple channels
improves brand recall and fosters long-term consumer relationships (Keller, 2012).
Recent studies suggest that consumers exposed to repeated advertising campaigns
develop a stronger sense of familiarity, making them more likely to engage with the
brand (Foroudi et al., 2022). Research indicates that brands that maintain high
advertising exposure tend to have higher market share, as their visibility keeps them
at the forefront of consumer choice (Dwivedi et al., 2023). Older literature confirms
that brands that fail to advertise consistently risk losing consumer recall and market
competitiveness (Aaker, 1991).

(H1). Advertisement has a significant positive effect on brand awareness.

152



The Asian Bulletin of Big Data Management 5(1), 145-168
Brand Awareness and Consumer Buying Behavior

Brand awareness plays a pivotal role in consumer decision-making, as it creates a
sense of trust and familiarity (Aaker, 1991). Studies suggest that consumers are more
likely to choose brands they recognize, as familiarity reduces perceived risk and
enhances purchase confidence (Zhao et al., 2022). Research indicates that high
brand awareness leads to higher purchase intent, particularly in competitive markets
where differentiation is crucial (Chatterjee et al., 2023). Additionally, brands that
maintain a strong presence through advertising and social media are more likely to
convert awareness info actual purchases (Anwar et al., 2023). Older studies suggest
that brand awareness is a fundamental element of brand equity, directly affecting
consumer preference and loyalty (Keller, 2012). Recent research highlights that
consumers who recall a brand easily are more inclined to perceive it as credible,
leading to higher brand trust and engagement (Foroudi et al., 2022). Studies show
that brands with high awareness benefit from word-of-mouth marketing, as
consumers are more likely to recommend familiar brands (Dwivedi et al., 2023). .
Despite these concerns, strong brand awareness remains one of the most influential
factors in shaping consumer purchase decisions (Shareef et al., 2023).

H2. Brand awareness has a significant positive effect on consumer buying behavior.
Consumer Experience and Sensory Branding

Consumer experience is a critical component of modern branding strategies, as it
determines how consumers perceive and engage with a brand (Krishna, 2022).
Recent studies suggest that sensory branding—engaging consumers through touch,
taste, sound, and scent—enhances brand perceptfion and emotfional connection
(Kim & Sullivan, 2019). Research indicates that brands that offer immersive
experiences, such as interactive in-store environments or digital sensory marketing,
tend to create stronger brand recall and consumer attachment (Foroudi et al., 2022).
Older literature highlights that brands that engage multiple senses tend to evoke
stronger emotional responses, leading to increased consumer satisfaction (Hultén,
2015). Studies show that well-designed sensory branding experiences enhance
consumer loyalty, as they provide a unique and memorable interaction with the
brand (Zhao et al., 2022). Research suggests that integrating sensory elements into
brand experiences, such as signature scents or customized packaging, significantly
improves brand differentiation (Anwar et al.,, 2023). Despite this, businesses that
effectively infegrate consumer experience with sensory branding tend to see stronger
consumer engagement and loyalty (Shareef et al., 2023).

H3. Consumer experience has a significant positive effect on sensory branding.
Sensory Branding and Brand Loyalty

Sensory branding creates memorable brand interactions, strengthening consumer
loyalty by forming emotional bonds (Krishna, 2022). Recent studies suggest that
brands incorporating signature sensory elements, such as music, fragrance, and
unique packaging, enhance brand recall and consumer attachment (Kim & Sullivan,
2019). Research indicates that multi-sensory engagement fosters deeper emotional
connections, leading to increased consumer satisfaction and repeat purchases
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(Foroudi et al., 2022). Older literature supports the idea that brands that successfully
integrate sensory experiences tend to achieve higher long-term brand loyalty (Hultén,
2015). Recent research highlights that brands that leverage sensory branding
techniques in their digital and physical presence see greater consumer retention
(Zhao et al., 2022). Studies show that experiences that engage multiple senses create
stronger brand differentiation, making it harder for competitors to replicate (Anwar et
al., 2023). Despite these concerns, sensory branding remains a powerful tool for
increasing consumer commitment and emotional investment in a brand (Shareef et
al., 2023).

H4. Sensory branding has a significant positive effect on brand loyalty.

The Mediating Role of Brand Awareness in Advertisement and Consumer
Buying Behavior

Advertisements are a key driver of consumer awareness, as they expose individuals to
brand messages and create brand recognition (Aaker, 1991). Recent studies suggest
that advertisements have a direct impact on brand recall and consumer interest,
making them a crucial first step in influencing consumer behavior (Zhao et al., 2022).
Digital marketing strategies, such as social media advertising, influencer partnerships,
and interactive ads, have significantly enhanced brand awareness and engagement
(Chatterjee et al., 2023). Research also suggests that brands with high advertising
investments experience greater consumer reach and loyalty than those with minimal
promotional efforts (Shareef et al., 2023). However, older studies indicate that
advertisements alone do not guarantee purchasing behavior unless consumers
develop a strong brand association (Keller, 2012).

While advertisements generate initial interest, brand awareness acts as a critical
mediator, reinforcing consumer trust and preference (Foroudi et al., 2022). Recent
studies indicate that brand familiarity reduces consumer skepticism, making them
more likely to engage with a brand and make purchase decisions (Anwar et al., 2023).
Research also highlights that consumers who recognize a brand through
advertisements tend to trust it more, leading to stronger buying behavior (Dwivedi et
al., 2023). However, critics argue that brand awareness alone does not always
translate into sales, as factors like price perception and product quality play crucial
roles in influencing the final purchase decision (Kotler & Keller, 2019). Despite this, a
well-established brand presence significantly enhances consumer buying intent,
particularly in competitive industries.

Hé. Brand awareness mediates the relationship between advertisement and
consumer buying behavior.

The Role of Consumer Experience and Co-Creation in Enhancing Sensory
Branding

Sensory branding is strengthened by consumer experiences and co-creation, as these
elements encourage deeper emotional connections with a brand (Krishna, 2022).
Recent studies suggest that consumers who engage in brand experiences, such as
interactive retail spaces, immersive storytelling, and personalized marketing, are more
likely to develop strong brand associations (Kim & Sullivan, 2019). Additionally, co-
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creation—where consumers actively participate in brand innovation—enhances
brand identity and increases sensory branding effectiveness (Shareef et al., 2023).
Older studies support this argument, stating that brands that engage consumers in
interactive experiences create long-lasting emotional bonds, reinforcing sensory
branding efforts (Hultén, 2015). Consumers who develop multi-sensory connections
with a brand tend to remain more loyal, as sensory branding creates distinct brand
memories (Foroudi et al., 2022). Recent research indicates that brands integrating
sensory experiences with consumer engagement strategies see higher retention rates
(Anwar et al., 2023). Furthermore, digital advancements have allowed brands to
apply virtual and augmented reality in sensory branding, enhancing consumer
interactions (Dwivedi et al., 2023). Despite these challenges, research confirms that
well-executed sensory branding, combined with co-creation and consumer
experience, leads to greater consumer loyalty.

H7. Sensory branding mediates the relationship between consumer experience, co-
creation, and brand loyalty.

The Moderating Effect of Perceived Quality on Brand Awareness and
Consumer Buying Behavior

Brand awareness creates trust and consumer interest, but perceived quality
determines whether consumers follow through with their purchase decisions (Zeithaml,
1988). Recent studies suggest that strong brand awareness, when paired with high
perceived quality, enhances consumer confidence, leading to repeat purchases
(Foroudi et al., 2022). Research indicates that brands perceived as high quality tend
to retain their customer base more effectively, even in competitive markets (Zhao et
al., 2022). However, in cases where perceived quality does not meet expectations,
high brand awareness may lead to negative consumer experiences, resulting in
distrust and reduced loyalty (Anwar et al., 2023). Older studies highlight that
consumers evaluate both brand recognition and quality perceptions before making
a final purchase decision (Keller, 2012). Perceived quality reinforces the credibility of
brand awareness, ensuring that consumers make repeat purchases based on positive
experiences (Chatterjee et al., 2023). Recent studies indicate that brands that
confinuously meet consumer expectations in terms of product reliability enjoy stronger
brand equity (Shareef et al., 2023). Research also highlights that brands with high
perceived quality generate positive word-of-mouth marketing, leading to increased
organic consumer engagement (Dwivedi et al., 2023). Despite this, research confirms
that perceived quality significantly moderates the impact of brand awareness on
consumer buying behavior.

H8. Perceived quality moderates the relationship between brand awareness and
consumer buying behavior.

Sensory Branding Enhances Perceived Quality

Sensory branding enhances perceived quality by creatfing richer consumer
experiences that appeal to multiple senses (Krishna, 2022). Research suggests that
brands incorporating sensory elements, such as touch, sound, and scent, are
perceived as higher quality than those without sensory branding (Kim & Sullivan, 2019).
Studies indicate that sensory elements influence perceived product craftsmanship
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and authenticity, making consumers more likely to perceive the brand as premium
(Foroudi et al., 2022). Older research also supports this, stating that brands engaging
multiple senses create more immersive brand associations, reinforcing the perception
of quality (Hultén, 2015). Perceived quality is a key determinant of consumer loyalty,
particularly in industries where sensory branding is a major selling point (Zhao et al.,
2022). Recent research highlights that brands with strong sensory branding and high
perceived quality experience greater customer retention rates (Anwar et al., 2023).
Studies also suggest that perceived quality increases consumer tfrust, making them
more likely to advocate for the brand (Dwivedi et al., 2023). Despite this, research
confirms that perceived quality plays a mediating role between sensory branding and
long-term brand loyalty.

H9. Perceived quality mediates the relationship between sensory branding and brand
loyalty.

Conceptualization

Existing research on consumer behavior and branding has extensively explored
variables such as brand awareness, sensory branding, perceived quality, and
consumer engagement in influencing purchase decisions (Aaker, 1991; Keller, 2012).
Previous studies have examined the role of advertisements in increasing brand
awareness and how it affects consumer buying behavior (Zhao et al., 2022;
Chatterjee et al., 2023). Additionally, research has identified sensory branding as a
crucial factor in shaping consumer experiences and brand loyalty (Kim & Sullivan,
2019). Recent research emphasizes that a more comprehensive model integrating
these relationships is needed to fully understand how advertisements, consumer
experience, co-creation, and sensory branding collectively influence brand loyalty
and purchase behavior (Dwivedi et al., 2023; Shareef et al., 2023). This study addresses
this gap by proposing a conceptual framework that integrates branding strategies
with consumer decision-making models, offering a more holistic approach to
understanding brand-consumer relationships.

The proposed conceptual model builds upon established theories such as the Theory
of Planned Behavior (Ajzen, 1991), the Stimulus-Organism-Response Model
(Mehrabian & Russell, 1974), and the Expectancy-Disconfirmation Model (Oliver, 1980)
to explain the complex dynamics between advertisements, brand awareness, sensory
branding, perceived quality, and consumer buying behavior (Kotler & Keller, 2019).
Recent studies support the notion that brand loyalty is influenced by multiple
interrelated factors, necessitating a framework that accounts for the mediating role
of brand awareness and sensory branding, as well as the moderating effect of
perceived quality (Zhao et al., 2022; Anwar et al., 2023). However, research also
highlights the increasing impact of digital branding strategies, emphasizing the need
for businesses to integrate technology-driven consumer engagement tools into
traditional branding models (Foroudi et al., 2022; Chatterjee et al., 2023). This study
confributes to the field by proposing a multidimensional branding framework that
bridges gaps in existing literature and provides actionable insights for marketers
seeking to enhance consumer engagement, purchase intentfions, and long-term
brand loyalty.
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METHODOLOGY

This study adopts a quantitative research approach, utilizihg a survey-based research
design to investigate the relationships between advertisement, brand awareness,
sensory branding, perceived quality, consumer buying behavior, and brand loyalty.
The positivist research paradigm is applied, as it enables objective measurement and
statistical analysis to derive meaningful insights (Creswell & Creswell, 2018). Recent
studies suggest that quantitative methods are effective in consumer behavior
research, as they allow for hypothesis testing and generalizability of results (Dwivedi
et al., 2023; Shareef et al., 2023). The study employs a structured questionnaire to
collect primary data, which ensures reliability and consistency in measuring consumer
perceptions and behaviors (Zhao et al., 2022). Older research highlights that survey-
based research is particularly useful in marketing and branding studies, as it enables
researchers to capture consumer attitudes and preferences systematically (Keller,
2012; Malhotra & Birks, 2017).

A cross-sectional research design is used, where data is collected at a single point in
time to analyze the effects of branding elements on consumer behavior. This design
is widely utilized in marketing research due to its efficiency and ability to analyze
multiple variables simultaneously (Foroudi et al., 2022). The study will use a structured
questionnaire distributed through online and offline channels, ensuring a diverse and
representative sample (Anwar et al., 2023). The questionnaire will consist of closed-
ended Likert scale questions, which allow for statistical analysis of consumer
perceptions and preferences (Chatterjee et al., 2023). The collected data will be
analyzed using Partial Least Squares Structural EQuation Modeling (PLS-SEM), as recent
research highlights its effectiveness in examining complex relationships between
branding variables (Dwivedi et al., 2023).

Research Design

This study employs a survey-based research design, which is widely used in consumer
behavior and branding research to collect quantifiable data from a diverse
population (Malhotra & Birks, 2017). The survey method allows for the examination of
multiple variables simultaneously, making it particularly effective in testing the
relationships between advertisement, brand awareness, sensory branding, perceived
quality, consumer buying behavior, and brand loyalty (Foroudi et al., 2022). Recent
studies indicate that survey research is a reliable method for measuring consumer
aftitudes and behaviors, especially when using structured, closed-ended questions
(Anwar et al., 2023; Chatterjee et al., 2023). Additionally, surveys provide statistical
generalizability, allowing findings to be exirapolated to broader consumer
populations (Dwivedi et al., 2023).

Older research supports this methodology, emphasizing that survey-based research is
a fundamental approach in marketing studies, providing measurable insights into
consumer decision-making processes (Keller, 2012; Kotler & Keller, 2019). A structured
qguestionnaire will be used to ensure consistency and standardization in data
collection. The guestionnaire will include Likert scale-based questions to measure
participants’ perceptions of branding elements and their influence on buying
behavior (Zhao et al., 2022). Recent research highlights that Likert scale surveys
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improve response accuracy and facilitate statistical analysis, making them ideal for
examining branding constructs (Shareef et al.,, 2023). The questionnaire will be
distributed through online and offline channels, ensuring a diverse respondent base
that includes different demographic groups (Dwivedi et al., 2023). Older literature
confirms that structured surveys minimize response bias and enhance reliability,
making them an optimal choice for behavioral research (Zeithaml, 1988; Malhotra &
Birks, 2017). Data collected through the survey will be analyzed using Partial Least
Squares Structural Equation Modeling (PLS-SEM) to examine the relationships among
variables effectively.

Sampling

The universe of this study consists of consumers who engage with brands through
advertisements, sensory branding, and digital platforms. The target population
includes individuals who have made online or offline purchases influenced by
branding strategies such as advertisements, brand awareness, and sensory marketing
(Chatterjee et al., 2023). To ensure diversity and representation, the study will consider
consumers from various age groups, income levels, and geographical locations
(Dwivedi et al., 2023). The sampling element refers to individual consumers who have
been exposed to brand advertisements and have interacted with products
influenced by brand awareness and sensory branding (Zhao et al., 2022). Older
research supports that a well-defined population enhances the reliability and external
validity of research findings in consumer behavior studies (Keller, 2012; Kotler & Keller,
2019).

A probability sampling technique will be employed, specifically stratified random
sampling, to ensure that respondents from different demographic segments are
proportionally represented (Foroudi et al., 2022). Recent studies highlight that stratified
sampling is effective in behavioral studies, as it enhances the generalizability of
findings across different consumer segments (Anwar et al., 2023). The sample size will
be determined using Krejcie and Morgan's (1970) formula, ensuring statistical
adequacy for hypothesis testing (Shareef et al., 2023). The study will allow a 5% margin
of error (tolerance level), which is an accepted standard in behavioral research for
maintaining statistical reliability (Dwivedi et al., 2023). Older studies suggest that a well-
structured sample design ensures that the collected data reflects real-world
consumer behavior, increasing the study’s practical applicability (Zeithaml, 1988;
Malhotra & Birks, 2017).

Measurement Model

This study measures key branding constructs—advertisement, brand awareness,
sensory branding, perceived quality, consumer buying behavior, and brand loyalty—
using structured survey instruments with multi-item scales. A five-point Likert scale (1 =
strongly disagree to 5 = sftrongly agree) will be used to capture respondents’
perceptions, as it is widely employed in consumer behavior research for its
effectiveness in quantifying subjective opinions (Malhofra & Birks, 2017). Recent
studies suggest that Likert scales enhance response accuracy and comparability,
making them ideal for measuring brand-related constructs (Foroudi et al., 2022;
Shareef et al., 2023). Advertisement effectiveness will be measured based on ad
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recall, perceived informativeness, and persuasive impact (Zhao et al., 2022). Brand
awareness will be assessed using indicators such as brand recall, brand recognition,
and perceived familiarity (Chatterjee et al., 2023). Older research highlights that multi-
item scales improve construct validity and enhance the accuracy of consumer
behavior analysis (Keller, 2012; Kotler & Keller, 2019). To ensure construct validity, the
study will employ content validity, convergent validity, and discriminant validity tests.
Content validity will be confirmed by expert reviews and pre-testing the questionnaire,
ensuring that survey items effectively represent the intended branding constructs
(Dwivedi et al., 2023). Convergent and discriminant validity will be tested using
Confirmatory Factor Analysis (CFA), as recent research highlights that CFA helps refine
scale reliability by eliminating weak indicators (Anwar et al., 2023). Reliability will be
assessed through Cronbach’s alpha (a) and Composite Reliability (CR), with a values
above 0.70 considered acceptable for internal consistency (Chatterjee et al., 2023).
Older studies support the use of Cronbach’s alpha and CFA for ensuring robust
measurement properties, reinforcing the replicability and reliability of consumer
behavior research findings (Zeithaml, 1988; Malhotra & Birks, 2017).

DATA ANALYSIS

To examine the hypothesized relationships among advertisement, brand awareness,
sensory branding, perceived quality, consumer buying behavior, and brand loyalty,
this study will employ Partial Least Squares Structural Equation Modeling (PLS-SEM) as
the primary analytical technique. PLS-SEM is widely used in consumer behavior
research due to its ability to handle complex models with multiple mediating and
moderating relationships (Hair et al., 2021). Recent studies suggest that PLS-SEM is
effective in examining brand-related constructs, as it allows for the simultaneous
testing of direct, indirect, and interaction effects (Dwivedi et al., 2023; Shareef et al.,
2023). In addition to PLS-SEM, Confirmatory Factor Analysis (CFA) will be conducted
to validate the measurement model, ensuring construct reliability and discriminant
validity (Chatterjee et al., 2023). Older literature supports the use of CFA and SEM in
branding studies, as these techniques help establish robust theoretical models and
minimize measurement errors (Keller, 2012; Malhotra & Birks, 2017).

The expected relationships in the conceptual model will primarily be linear and
monotonic, as branding effects tend to exhibit progressive changes rather than
cyclical patterns (Foroudi et al., 2022). Recent studies suggest that advertisement and
brand awareness have a linear positive effect on consumer buying behavior,
meaning an increase in advertisement effectiveness should proportionally increase
brand awareness (Zhao et al., 2022). Additionally, sensory branding is expected to
have an asymmetrical impact, where its effectiveness is enhanced when combined
with other branding elements such as perceived quality (Anwar et al., 2023).
Moderating effects, such as perceived quality influencing the relationship between
brand awareness and consumer buying behavior, will be examined using interaction
analysis in PLS-SEM to determine whether these effects are necessary, sufficient, or
both (Dwivedi et al., 2023). Older research indicates that branding variables often
exhibit reciprocal relationships, where consumer perceptions influence branding
effectiveness over time, reinforcing long-term brand loyalty (Kotler & Keller, 2019;
Zeithaml, 1988).
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Methodological Implications

This study is based on several methodological assumptions that influence the
interpretation of findings. First, it assumes that consumers accurately recall and report
their experiences with branding elements such as advertisements, sensory branding,
and perceived quality (Hair et al., 2021). However, memory biases and subjective
perceptions may lead to variability in responses, potentially affecting reliability
(Chatterjee et al., 2023). Second, the study assumes that branding constructs exhibit
linear relationships—such as advertisement positively influencing brand awareness
and consumer buying behavior (Zhao et al., 2022). However, real-world consumer
behavior may involve nonlinear, curvilinear, or reciprocal effects, which cannot be
fully captured by traditional SEM techniques (Dwivedi et al., 2023). Older research
suggests that integrating qualitative insights or experimental studies could further
validate these relationships (Keller, 2012; Malhotra & Birks, 2017).

Limitations of the Study Design

Despite methodological rigor, certain limitations remain inherent in this study. The
cross-sectional research design captures branding effects at a single point in time,
limiting the ability to assess longitudinal changes in consumer behavior (Foroudi et al.,
2022). Recent studies highlight that brand loyalty and consumer perceptions evolve
over time, requiring longitudinal studies for a more comprehensive understanding
(Anwar et al., 2023). Another limitation is self-reported data, which may introduce
response biases such as social desirability bias or extreme response tendencies
(Chatterjee et al., 2023). Older literature suggests that using multiple data sources,
including behavioral tracking or observational studies, can reduce self-reporting
biases and improve validity (Zeithaml, 1988; Kotler & Keller, 2019). Finally, while the
study employs PLS-SEM to test complex relationships, certain unobserved confounding
variables—such as brand trust, prior purchase experience, or competitor influences—
may still impact results, limiting causal conclusions (Dwivedi et al., 2023).

RESULTS AND DISCUSSION

This chapter presents the findings of the study based on statistical analyses conducted
through PLS-SEM and SPSS. The results provide insights into the relationships between
advertisement, brand awareness, sensory branding, co-creation, consumer
experience, perceived quality, consumer buying behavior, and brand loyalty. The
model’'s reliability, validity, and hypothesis testing are analyzed to assess the
significance and strength of these relationships. Previous research highlights the
importance of these branding constructs in shaping consumer behavior (Zhao et al.,
2022; Kim & Sullivan, 2019; Dwivedi et al., 2023). Studies have demonstrated that
sensory branding and brand awareness significantly contribute to consumer
purchase decisions, especially in competitive markets (Anwar et al., 2023; Chatterjee
et al., 2023). Older studies also support the role of branding strategies in enhancing
customer engagement and long-term brand loyalty (Keller, 2012; Kotler & Keller,
2019). The structural equation modeling results confirm that advertisement positively
influences brand awareness, supporting existing literature that emphasizes the role of
marketing in increasing brand recall (Shareef et al., 2023; Foroudi et al.,, 2022).
Furthermore, sensory branding has a significant impact on brand loyalty, aligning with
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research that suggests that engaging multiple senses enhances emotional
connections with consumers (Krishna, 2022; Hultén, 2015). The findings also reveal that
perceived quality plays a moderating role in the relationship between brand
awareness and consumer buying behavior, reinforcing the importance of quality
perceptions in consumer decision-making (Anwar et al., 2023; Zeithaml, 1988). Older
literature further supports that perceived quality influences customer retention and
positive word-of-mouth marketing (Parasuraman et al., 1996; Keller, 2012).
Additionally, the results indicate that consumer experience and co-creation
confribute to sensory branding, which strengthens consumer-brand relationships (Kim
& Sullivan, 2019; Chatterjee et al., 2023). Recent research highlights that interactive
and personalized brand experiences drive higher engagement and customer
satisfaction (Dwivedi et al., 2023; Shareef et al., 2023). Older studies have emphasized
that brands that involve consumers in co-creation are more likely to gain trust and
long-term loyalty (Prahalad & Ramaswamy, 2004; Aaker, 1991). These findings provide
theoretical and practical implications, suggesting that businesses should focus on
integrated branding strategies to enhance customer engagement and sustain brand
loyalty. The next sections will present detailed reliability analysis, hypothesis testing,
and the structural model’s path coefficients.

Reliability Analysis

Table 1.
Reliability Statistics

Item-Total Statistics

Cronbach's Alpha N of ltems

.882 8
Scale Mean if ItemScale Variance if femCorrected Item-TotalCronbach's  Alpha  if
Deleted Deleted Correlation ltfem Deleted

ADV 86.0281 183.463 710 861

CE 86.2530 182.819 756 .857

COC 86.4378 175.408 .814 .849

BA 87.2249 173.796 .604 .878

SB 86.4498 178.611 757 .856

PQ 86.0924 179.487 .844 .848

CBB 85.9558 186.405 721 .860

BL 86.1687 237.810 715 915

The Cronbach’s Alpha value for the overall scale is 0.882, indicating a high level of
internal consistency among the measured constructs. A value above 0.70 is generally
considered acceptable, and values above 0.80 suggest strong reliability (Nunnally &
Bernstein, 1994). The Item-Total Statistics table shows that all constructs except Brand
Loyalty (BL) have acceptable corrected item-total correlations. The R-Square value
(0.004) is very low, indicating that the independent variables (Advertisement (ADV),
Consumer Experience (CE), and Co-Creation (COC)) explain only 0.4% of the
variance in the dependent variable (Brand Loyalty (BL)). The Adjusted R-Square (-
0.008) being negative further suggests that the model does not effectively predict
Brand Loyalty. This weak explanatory power may indicate missing variables that
influence Brand Loyalty, or it may suggest that Advertisement, Consumer Experience,
and Co-Creation do noft significantly contribute to Brand Loyalty in this model.
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Table 2.
Regression Analysis

Change Statistics
Adjusted RStd. Error ofR Square Sig. F

Model R R Square Square the Estimate Change F Changedfl df2 Change
1 0639 .004 -.008 1.89380 .004 .329 3 245 .804
a. Predictors: (Constant), COC, CE, ADV
Model Fitness
Table 3.
ANOVA«“
Model Sum of Squares df Mean Square  F Sig.
1 Regression 3.541 3 1.180 .329 .804p

Residual 878.684 245 3.586

Total 882.225 248

a. Dependent Variable: BL
b. Predictors: (Constant), COC, CE, ADV

The ANOVA results indicate that the regression model is noft statistically significant (F =
0.329, Sig. = 0.804). This high p-value (greater than 0.05) means that the independent
variables do not significantly predict Brand Loyalty. This result suggests that additional
predictors such as Brand Awareness, Sensory Branding, or Perceived Quality should
be included to improve the model.

Table 4.

Hypothesis Testing

Coefficients®

Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant)  12.905 .663 19.455 <.001
ADV -.056 .069 -.077 -.811 418
CE -.014 .070 -.018 -.198 .843
CcocC .038 .067 .053 .558 S77

a. Dependent Variable: BL

The regression coefficients table reveals that Advertisement (ADV) has a negative but
statistically insignificant effect on Brand Loyalty (B = -0.056, p = 0.418), indicating that
advertising alone does not have a direct impact on fostering consumer loyalty.
Similarly, Consumer Experience (CE) also demonstrates an insignificant effect (B = -
0.014, p = 0.843), suggesting that while positive consumer experiences are crucial,
they may not directly translate into brand loyalty without additional factors such as
emotional engagement or sustained brand interactions. Moreover, Co-Creation
(COC) exhibits a slightly positive but still insignificant effect (B = 0.038, p = 0.577),
implying that actively involving consumers in brand development does not necessarily
lead to stronger brand loyalty within this model. Given that none of these predictors
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show statistical significance, it suggests that other factors, such as Brand Awareness,
Sensory Branding, and Perceived Quality, may play a more influential role in shaping
long-term consumer loyalty. These findings align with prior research, emphasizing that
branding efforts must go beyond mere advertising and engagement, integrating
emotional and sensory-driven experiences to strengthen consumer-brand
relationships.

Table 5.
Correlation Matrix
ADV CE cocC BA SB PQ CBB BL
ADV 1
CE .665" 1
COC .689" 673" 1
BA  .486™ 492 691 1
SB .586™ 6397 665" .506™ 1
PQ .665™ .720™ .705™ 5197 774 1
CBB .545™ 6427 587" 441 632 798" 1
BL -.052 -.034 -.012 -.052 014 .028 .038 1

**_ Correlation is significant at the 0.01 level (2-tailed).

The correlation matrix highlights several significant relationships between key
branding variables. Advertisement (ADV) shows a moderate positive correlation with
Brand Awareness (BA) (r=0.486, p <0.01), reinforcing previous research that suggests
advertising plays a crucial role in increasing brand recognition and recall.
Additionally, Sensory Branding (SB) and Perceived Quality (PQ) demonstrate a strong
positive correlation (r=0.774, p < 0.01), indicating that brands incorporating sensory
elements tend to be perceived as higher quality by consumers. Furthermore,
Perceived Quality (PQ) has a strong correlation with Consumer Buying Behavior (CBB)
(r=0.798, p < 0.01), emphasizing that consumers' perception of quality is a key driver
of their purchase decisions. However, Brand Loyalty (BL) does not exhibit significant
correlations with Advertisement (ADV), Consumer Experience (CE), or Co-Creation
(COC), suggesting that these factors alone may not be sufficient to foster long-term
loyalty. Additionally, BL has weak correlations with other constructs, reinforcing that
brand loyalty is likely influenced by additional factors such as emotional attachment,
service quality, and sustained customer engagement rather than just branding efforts
alone.

The key insights from the analysis indicate that while most constructs exhibit strong
reliability, Brand Loyalty (BL) requires better measurement refinement to enhance its
validity. The regression results reveal that Advertisement (ADV), Consumer Experience
(CE), and Co-Creation (COC) do not significantly influence Brand Loyalty, suggesting
that other factors, such as emotional engagement or brand trust, may play a more
substantial role in fostering long-term loyalty. Additionally, the ANOVA results confirm
that the overall model lacks statistical significance, reinforcing the need to
incorporate additional predictors that better explain variations in brand loyalty.
However, the correlation matrix provides valuable insights, showing that Sensory
Branding (SB) and Perceived Quality (PQ) have strong relationships with Consumer
Buying Behavior (CBB), indicating that these constructs should be further explored as
potential key drivers of brand loyalty. These findings highlight the necessity of
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integrating sensory and quality-based branding strategies to create deeper
consumer connections and drive sustained loyalty in competitive markets.
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Figure 2.

The PLS-SEM results provide insights into the relationships between the key constructs
in the model, highlighting both significant and insignificant paths. The path coefficient
between Advertisement (ADV) and Brand Awareness (BA) is 0.57, indicating a strong
positive relationship, which aligns with existing research that suggests advertising plays
a crucial role in increasing brand awareness. However, Brand Awareness (BA) has a
negative path coefficient (-0.21) with Consumer Buying Behavior (CBB), implying that
higher brand awareness alone may not necessarily lead to increased purchase
behavior, possibly due to other influencing factors such as perceived value or
competing brand options. Additionally, Perceived Quality (PQ) has mixed effects,
with a positive path to Consumer Buying Behavior (0.05) but a negative path to Brand
Loyalty (-0.10), indicating that while perceived quality influences immediate
purchases, it may not guarantee long-term loyalty without additional brand
engagement strategies.

Furthermore, Sensory Branding (SB) shows a strong positive relationship with Perceived
Quality (PQ) (0.75), suggesting that sensory elements significantly enhance consumer
perceptions of quality. However, the path from Sensory Branding (SB) o Brand Loyalty
(BL) is weak (-0.08), reinforcing the idea that sensory branding alone is not enough to
secure long-term consumer commitment. The results also reveal that Consumer
Experience (CE) and Co-Creation (COC) have negligible direct effects on Perceived
Quality (PQ) and Brand Loyalty (BL), with coefficients of 0.12 and 0.08, respectively,
suggesting that while these constructs contribute to brand perception, they do not
directly drive consumer loyalty in this model. Finally, the path from Consumer Buying
Behavior (CBB) to Brand Loyalty (BL) is weak (0.28), and the overall R? value for Brand
Loyalty (0.01) is very low, indicating that the model does not adequately explain the
factors influencing brand loyalty, and additional predictors such as emotional
engagement or brand frust should be explored. These findings suggest that while
advertising, sensory branding, and perceived quality confribute to consumer
engagement, more comprehensive branding strategies are required to drive long-
term brand loyalty.
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Managerial Implications

The study reveals that while advertising significantly enhances brand awareness, it
does not directly influence brand loyalty, contradicting earlier findings that linked
strong advertising to consumer commitment (Zhao et al., 2022; Shareef et al., 2023;
Anwar et al.,, 2023). Previous research by Keller (2012) and Kotler & Keller (2019)
suggested that emotional engagement and perceived quality are crucial for building
loyalty. In today's digital landscape, mere brand awareness may not suffice for
consumer retention without personalized experiences. Additionally, the study
challenges the notion that positive consumer experiences directly enhance brand
loyalty, as indicated by the weak correlation found. This suggests that engagement
alone does not guarantee long-term commitment unless paired with perceived value
or product quality (Chatterjee et al., 2023; Dwivedi et al., 2023; Foroudi et al., 2022).
Historical studies by Zeithaml (1988) and Aaker (1991) emphasized the importance of
perceived value in loyalty.

Moreover, while sensory branding positively impacts perceived quality, its weak effect
on brand loyalty diverges from previous research that linked sensory engagement to
stronger consumer relationships (Anwar et al., 2023; Shareef et al., 2023). Older studies
by Hultén (2015) and Parasuraman et al. (1996) highlighted that emotional branding
and trust are essential for long-term loyalty. Finally, the study confirms that perceived
quality significantly influences consumer buying behavior, aligning with earlier findings
that prioritize product quality over brand awareness (Foroudi et al., 2022; Zhao et al.,,
2022). However, the limited direct effect of perceived quality on brand loyalty
contradicts previous assertions that high-quality brands retain customers (Chatterjee
et al., 2023; Anwar et al., 2023), indicating that emotional attachment and consistent
engagement are vital for sustaining loyalty.

DISCUSSION

The study provides significant conftributions to branding theory, literature, and
marketing practices by examining how advertisement, brand awareness, sensory
branding, and perceived quality influence consumer behavior and brand loyalty.
Utilizing PLS-SEM analysis, it reveals that while advertising enhances brand awareness,
it does not directly lead to brand loyalty, challenging traditional views. Additionally,
sensory branding improves perceived quality but does not guarantee loyalty,
indicating the need for a multidimensional branding strategy to maintain customer
relationships (Chatterjee et al., 2023; Shareef et al., 2023). The research supports the
Stimulus-Organism-Response (SOR) Model by showing that branding stimuli affect
consumer perceptions, which in turn influence buying behavior and loyalty
(Mehrabian & Russell, 1974). It also extends Aaker's Brand Equity Model by
emphasizing the indirect role of brand awareness in purchase behavior, suggesting
that sensory engagement and perceived quality are more critical (Aaker, 1991; Keller,
2012; Kotler & Keller, 2019). The findings indicate that modern branding strategies
should incorporate emotional connections and personalized experiences, as sensory
branding alone does not lead to loyalty (Krishna, 2022; Hultén, 2015). Practically,
marketers are advised to enhance brand awareness through engaging experiences
rather than relying solely on advertising. The study underscores the importance of
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sensory branding in shaping perceived quality, while also highlighting that emotional
branding and personalized engagement are essential for long-term loyalty (Zeithaml,
1988; Keller, 2012). Overall, a holistic approach integrating various branding elements
is necessary for sustaining consumer loyalty, with future research recommended to
explore emotional branding and digital engagement strategies further.

CONCLUSION

The findings of this study contribute significantly to the theoretical, literature, and
practical domains of branding and consumer behavior. The results confirm that
advertisement strongly influences brand awareness, but contrary to conventional
marketing models, it does not directly tfranslate into brand loyalty. This highlights the
evolving nature of consumer decision-making, where awareness alone is not enough
to ensure long-term customer retention. The study also confirms that sensory branding
significantly enhances perceived quality, which aligns with prior research emphasizing
the importance of multi-sensory engagement in brand differentiation (Kim & Sullivan,
2019; Krishna, 2022). These insights suggest that while branding elements play a crucial
role in shaping consumer perceptions, businesses must incorporate deeper emotional
and value-driven marketing strategies to maintain long-term brand connections.

From a theoretical perspective, this study extends the Stimulus-Organism-Response
(SOR) Model (Mehrabian & Russell, 1974) by illustrating that brand-related stimuli such
as advertisement and sensory branding shape consumer perceptions (awareness,
perceived quality), which in turn affect purchase behavior. However, unlike traditional
SOR applications, this research found that not all branding stimuli directly lead to
brand loyalty, emphasizing the importance of additional moderating and mediating
factors (Chatterjee et al., 2023; Dwivedi et al., 2023). The study also adds to Aaker’s
Brand Equity Model (Aaker, 1991) by demonstrating that brand awareness does not
independently lead to loyalty but acts as a mediating factor influenced by perceived
quality and consumer experience. This aligns with research suggesting that modern
branding strategies must integrate emotional and psychological engagement
alongside fraditional marketing tactics (Anwar et al., 2023; Shareef et al., 2023).

In terms of literature contributions, the findings challenge existing assumptions about
the direct impact of advertising on consumer loyalty. While prior research suggests
that advertising influences brand retention (Kotler & Keller, 2019; Keller, 2012), this
study finds that advertising plays a stronger role in short-term awareness rather than
long-term loyalty. Furthermore, the strong relationship between perceived quality and
consumer buying behavior (r = 0.798) supports existing research emphasizing that
consumers prioritize product reliability over brand familiarity when making purchase
decisions (Foroudi et al., 2022; Zhao et al., 2022). However, the weak direct effect of
perceived quality on brand loyalty contradicts earlier findings (Zeithaml, 1988;
Parasuraman et al., 1996), suggesting that while quality influences initial purchases,
other factors such as emotional branding and customer engagement are needed to
sustain loyalty.
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FUTURE RESEARCH DIRECTION

From a practical standpoint, these findings offer valuable insights for businesses
looking to strengthen their branding strategies. The study highlights the importance of
integrating sensory branding, perceived quality, and personalized experiences to
build long-term consumer relationships. The findings suggest that businesses should
move beyond traditional advertising and focus on creating immersive brand
experiences, interactive content, and emotional connections to retain customers.
Marketers should also emphasize consumer engagement through co-creation,
influencer marketing, and digital branding strategies to foster higher levels of
consumer frust and brand commitment (Dwivedi et al., 2023; Shareef et al., 2023).
Overall, this research underscores the need for a multifaceted approach to branding,
where businesses align sensory engagement, perceived quality, and emotional
marketing to sustain consumer loyalty in competitive markets.
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