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Abstract: The promotion of coffee shops through Instagram content has become highly beneficial to
consumers’ decision-making, as short videos reel Instagram and photos can help consumers judge and
experience products through visual and audio stimuli on content. Consequently, scholars and managers must
understand consumer behaviors regarding audio-visual stimuli on Instagram content and identify factors
influencing perception and consumer engagement with content. A novel contribution of this study is the
introduction of audio-visual stimuli on Instagram content based on the stimulus-organism-response
paradigm, which explains how sensory marketing and information adoption affect consumer engagement on
social media Instagram. To empirically evaluate the proposed research model, we conducted an online survey
with 120 participants who followed Instagram @kopijanjijiwa and @kopikenangan. We performed data
analysis using structural equation modelling and Smart-PLS software and the results indicated that all
hypotheses, except for perceived cognitive and audio-visual stimuli, significantly affected consumer
engagement. This study could provide insights into the antecedents of perceived cognitive and consumer
engagement on social media Instagram. Thus, contributing knowledge of digital consumer behavior helps
managers understand consumer behavior regarding social media and formulate marketing strategies.

Keywords: Audio visual stimuli, Digital consumer engagement, Instagram, Perceived cognitive.

1. Introduction and Background

Generation Z dominates Indonesia's population at 27.94 percent (BPS 2021b; BPS 2021a). It is predicted that,
in 2020-2030, Indonesia will have a demographic bonus or a condition in which the productive population
age outnumbers the non-productive population. This condition means that the country has an expanding
youth population, known as Generation Z. Enjoying a cafe atmosphere accompanied by coffee and other
menus has become a lifestyle for most of Generation Z, and this is an excellent opportunity for Indonesia to
have a coffee business (Pratomo, 2023). The increasing growth of the coffee shop industry has rapidly
expanded as a food and beverage industry in the urban areas of Indonesia. The coffee shop industry’s
competitive conditions in Indonesia cause all-brand coffee shops to seek innovative strategies to differentiate
themselves from other brands (Han et al., 2019). Several indicators can influence Generation Z's purchasing
intentions for Coffee Shops, including social media and electronic word of mouth (EWOM) consumers' social
interaction, participation in message delivery, and encouraging the expression of brand-related opinions,
thereby enhancing consumer opinion sharing and engagement (Levy & Gvili, 2015). According to survey data
collected by Toffin Indonesia in 2020, the number of name-brand coffee shops in Indonesia reached 2,937
outlets, and the market value reached IDR 4.8 trillion. The consumption of coffee products in Indonesia is
increasing rapidly. The sales volume of "ready to drink" (RTD) coffee products in 2018 increased to 120
million litres. A 13.9% increase was also observed in the consumption of coffee products in 2019/2020
(Toffin, 2019). Based on this data, the coffee shop context was chosen as the focus of this study because it has
promising business potential for further exploration.

Several indicators can influence Generation Z's purchasing intentions for Coffee Shops, including social media
and electronic word of mouth (EWOM) consumers' social interaction, participation in message delivery, and
encouragement of the expression of brand-related opinions, thereby enhancing consumer opinion sharing
and engagement (Levy & Gvili, 2015). Generation Z Indonesia is generally very similar to technology. They are
familiar with the Internet and have a good command of the technology. Exposure to the Internet at a high
intensity makes this generation rich in information (Stilman & Stillman, 2018). They prefer more diverse
social media channels, such as Instagram, Facebook, and Twitter, and access them daily (Kantar.com, 2018).
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Generation Z in Indonesia has a longer duration of internet use than other generations. On average, they
access the Internet for up to 7 hours daily (Databoks, 2022).

Instagram is one of the most widely used social media platforms (Suryani et al,, 2021). A previous study has
included consumer engagement on the Instagram platform, focusing on young consumers, a Generation Z
born between 1997 and 2012, representing 27.94% of Indonesia's population. Instagram offers small and
large businesses the opportunity to reach young consumers and showcase personalized content in a variety
of areas and niches, which has the potential to become viral for a global audience. The ability of Instagram as
a photo-sharing platform to engage users, help them communicate, and share content are critical elements of
social commerce that make Instagram an attractive platform for marketers. This made Instagram a perfect
setting for studying sensory marketing audio-visual stimuli and consumer engagement in social media
(Hazari & Sethna, 2023).

Social media enable customer interaction, collaboration, knowledge, and information sharing related to their
preferences for supporting brands (Carlson et al., 2018). According to Adityaswara (2022), Generation Z
represents a huge market opportunity in the digital marketing ecosystem. The primary consumers of social
networks are Generation Z, who view social networks as a source of news, entertainment, communication,
and shopping. Social networks offer a new ecosystem in which interactive marketers can generate organic
consumer-brand relationships (Wang & Black, 2015). Today's society is inseparable from the prominent role
of social media, which has been used as a tool to run businesses and carry out transactions on an ongoing
basis. Social media provide information about a product (Salhab et al, 2023). It creates applicable and
beneficial content for consumers, giving companies higher expectations of patron shopping behavior (Dahnil
et al,, 2014). It creates applicable and beneficial content for consumers, giving companies higher expectations
of patron shopping behavior (Kim & Ko, 2012) and increasing consumer engagement with branded posts (De
Vries et al., 2012; Michaelidou et al., 2011). Marketing activities on social media are widely used by coffee
shop businesses in Indonesia. Many coffee shops use social media marketing to improve consumer
engagement and increase purchase intentions.

Another critical point that is interesting to discuss is digital consumer engagement as a form of consumer
behavior that refers to emotional responses, judgments, and actions, such as recommending products to
other consumers, giving likes on social media, providing feedback, and following accounts. Even though the
popularity of social media has led to many brands using platforms such as Instagram and Facebook for
marketing communications, typically with brands posting content on their social media pages for their
consumers to see and engage with, and particular interest in relationship marketing is the concept of
customer engagement (CE), which is widely regarded as a vital agenda that marketers today must actively
pursue if they wish to build long-term customer interactions and relationships and solidify customer loyalty
for their brands (Khan et al., 2020; Lim et al., 2022; Rosenbaum et al., 2017). Despite this being commonplace
and becoming important, there is yet to be an agreement on how various firm-determined characteristics of
branded social media content affect different types of engagement (e.g. liking, commenting, and sharing) with
brands in social media. Customer engagement has been addressed by several definitions in the literature.
When interacting with a brand, customer engagement is a consumer's cognitive, affective, and behavioral
activities (Dolan et al., 2019).

Based on the theoretical underpinning of dual processing theory and previous research, this study argues that
the nature of message appeal (rational or emotional) influences consumer engagement. Organizations invest
heavily in social media but need a better understanding of the effects of visual and audio stimulus social
media content on user engagement (Swani et al., 2017). This study aims to determine how audio-visual and
visual stimuli affect consumers’ perceptions of the information received. This study focuses on one
perception formed when consumers receive audio-visual stimulation from social media content: perceived
cognitive (informative and remunerative) on passive engagement behavior and active social media users. It
argues that the nature of the message appeal (rational or emotional) influences consumer engagement.
Organizations invest heavily in social media but have little understanding of the effects of visual and audio
stimulus social media content on user engagement.

The SOR model was used to explain how individuals react to environmental stimuli. Stimulus-used sensory
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marketing in social media-based SOR theory has shed new light on some familiar and recurring topics in
social media strategy marketing and consumer behavior. The role of audio and visual stimuli in marketing
social media is essential for scholars and marketers to create more engaging and immersive consumer
experiences with brands on social media Instagram and how such experiences can impact consumer
engagement (Rappaport et al., 2018; Velasco et al., 2018). Therefore, there is a need to better understand how
stimuli and sensory marketing on social media have created perceived cognition, which consumer behavior
toward brands on social media might be more described and better understood. Marketers involve
consumers by building relationships through audio-visual stimulation of the social media content included in
the social media marketing strategy (SMMS). In addition, the impact of perceived cognition from content can
enhance their engagement with these posts on Instagram, which states that the perceived cognition of the
content material has a sizable impact on active consumer engagement. The degree to which the content is
informative and original, containing a surprise each time fresh content is viewed, determines how much
consumer engagement is increased and how much more customers talk about this informative content.
Because content on Instagram can encourage customers' behavioral goals, businesses should pay attention to
their content characteristics (Anwar, 2023).

From the viewpoint of the S-O-R framework, both interactivity and vividness are exemplary stimuli "driven
variables" content's ability to convey information captures audiences' attention through a sensory-rich
(audio-visual) mediated environment that should be added to content as digital content. Marketing on social
media has limitations in terms of consumer sensory experience. Consumers cannot touch, smell, or feel the
product directly. There are limitations to multisensory interactions that exist in the online environment,
which affect how customers evaluate the effects. Therefore, it is essential to include sensory marketing as a
stimulus for social media content. However, how audio-visual sensory marketing stimuli used on Instagram
for advertisement content influence consumer engagement behavior remains to be seen (Steuer et al., 1995).

Kusumasondjaja and Tjiptono (2019) stress that people evaluate different types of content. We can uncover
clusters of visual and audio stimuli as sensory marketing stimuli. These components motivate people to
process their posts. As previously mentioned, people are visual beings. Online consumers can retain only 10
to 20 percent of the information they read or hear about, but once that information is paired with visual
elements, it suddenly goes up to 65 percent. The human brain can only process minimal detail at any given
time. In addition, any information that can be processed faster will take priority when grabbing a person's
attention. Visuals and images are more suited to social media and Instagram content than simple blocks or
lines of text. People on social media platforms are more willing to engage in visual content. Forty percent of
online users will respond more favorably to visual content than to plain textual content (Leonard, 2022). For
instance, tweets with images receive 150 percent more retweets than tweets without images, while Facebook
posts with images generate 2,3 times more engagement than posts without them. Human senses play a
critical role in the selection of products, and until recently, senses have been underused in marketing
strategies (Sendra, 2017). Numerous definitions of sensory marketing have been provided in the literature.
Sensory marketing refers to stimulating consumers' senses through marketing tactics that influence
consumer perception for multiple reasons, including visual backgrounds and auditory experiences (Holbrook
& Hirschman, 1982; Krishna, 2012b). Bagozzi (1986) conceptualized stimuli as marketing mix variables and
other environmental inputs that affect the emotional responses of consumers (e.g. atmosphere, visual appeal,
accessibility, social cues, customer service, and information).

A social media marketing strategy (SMMS) to increase consumer involvement in social media is needed,
especially for coffee chain start-ups in businesses with tough competition (Red Ocean). This study
incorporates the sensory marketing theory into the SOR model. The application of the SOR Model in this study
shows that audio and visual stimuli in Instagram social media content can communicate the sensory appeal
(audio and visual) of a product (S) which influences the perceived cognitive felt by audiences (O).
Furthermore, consumers respond to a stickier (R) with CE involvement. This study describes consumer
behavior towards audio and visual stimulus reels on Instagram, which shapes their cognitive perceptions and
influences consumer engagement with brand start-up coffee chains (Chen et al., 2023).
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2. Literature Review

S-0-R Theory: In the SOR framework, a stimulus (S) perceived in the environment is processed by an
internal component, the organism (0), which, in turn, produces positive or negative responses (R). SOR
theory assumes that people's reactions to the physical environment follow three steps: environmental
stimuli, emotional state, and behavioral response. Stimulus refers to the physical environment. Organism
refers to consumers' inner conditions from both cognitive and emotional perspectives, and reaction is
explained as behavior in terms of approach or avoidance. Environmental stimuli influence an individual's
emotional state (cognitive and emotional), affecting approach and avoidance responses (Mehrabian & Russell,
1974). Since Kotler (1973) introduced the term atmosphere, the effect of physical stimuli on consumer
behavior has consistently interested marketing practitioners and scholars (Bitner, 1992). In the last three
decades, researchers have recognized the influence of atmosphere as an obvious cue in customer evaluations
of service quality and, ultimately, in repeat purchases in various service settings (Baker, 1987; Bitner, 1992).
SOR theory constructs a mechanism to explain human behavior by analyzing humans' cognitive and affective
states influenced by environmental stimuli (Shah et al., 2020). These cognitive responses consist of thoughts,
beliefs, and perceptions developed in the consumer's mind while interacting with a website interface.
Following the same rationale and logic of the SOR framework, many sensory marketing studies and models
follow similar patterns of stimulus, being and interpreted, and then judged and felt, which levers a behavioral
or situational outcome in the context of a service (Helmefalk & Hultén, 2017b; Mari & Poggesi, 2013). An
update to the SOR has added antecedents of sensory marketing audio-visual stimuli, such as visual and
auditory cues (Pei etal., 2022).

Chen et al. (2023) used sensory marketing on YouTube to determine how consumers act when they watch
YouTube product reviews in social commerce. Previous research has demonstrated that sensory stimuli affect
consumers' behavioral, cognitive, and affective responses to products and environments (De Luca & Botelho,
2021). Previous research also shows that environmental factors and audio and visual stimuli on Instagram
(S) reels were found to affect individuals' internal states (O), and the internal states of cognition would
subsequently influence consumer responses (R). The SOR model was initially designed for environmental
psychology (Merhabian & Russel, 1974). However, several studies have clarified, developed, and applied
them in social commerce (Hewei & Youngsook, 2022; Xue et al., 2020). This research contributes to including
the SOR model in a social commerce environment by focusing on visual audio stimuli on reels of start-up
coffee shop chains' Instagram to increase consumer engagement on Instagram. Marketers could use this
research model as an empirical approach to understand consumer behavior in the social commerce
environment.

Consumer Engagement: Consumer engagement on social media is ‘A function of the value derived from the
emotional and cognitive states induced by key stimuli received by consumers during their online experiences
Claffey & Brady (2014). Consumer engagement has been viewed as a construct that consists of cognitive,
emotional and/or behavioral dimensions (Brodie et al. 2011; Hollebeek 2013; Wallace et al. 2014). Claffey
and Brady (2014) argued that CE is a ‘function of the value derived from the emotional and cognitive states
induced by key stimuli received by consumers’ (p. 337). Collectively, the emotional and cognitive elements
can be seen to reflect an overarching psychological dimension. Even though the popularity of social media has
led to many brands using platforms such as Instagram and Facebook for marketing communications, typically
with brands posting content on their social media pages for their consumer “fans” to see and engage with,
particular interest in relationship marketing is the concept of customer engagement (CE), which is widely
regarded as a vital agenda that marketers today must actively pursue if they wish to build long-term
customer interactions and relationships and solidify customer loyalty for their brands (Khan et al., 2020; Lim,
Kumar, et al., 2022; Rosenbaum, Kelleher, et al., 2017).

Engaging consumers in the social media setting is essential because engaged consumers result in a 30 percent
revenue increase, whereas disengaged consumers account for a revenue drop of 14 percent (Kumar &
Pansari, 2016). Consumer engagement has been explored by various researchers in the past (Brodie et al,,
2013; Hollebeek et al., 2014); however, empirical work on the concept of engagement in the context of social
media started recently (Dolan et al,, 2019; Izogo & Mpinganjira, 2020). Barari et al., (2021) define consumer
engagement as behavioral manifestations that have a brand or firm focus, beyond purchase, as a result of the
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motivational drivers. The behavioral perspective is also supported by (Muntinga et al.,, 2011), who consider
consumer actions such as sharing, liking, and commenting on brand posts as consumer engagement with
brand posts. Marketers are also concentrating their digital marketing efforts on social media users, especially
Generation Z the most social media users in Indonesia, as they spend 5-7 hours daily on social media
interactions (Kominfo, 2023). For example, customer-brand relationships are extremely critical nowadays
owing to the COVID-19 pandemic, where customers or netizens face constraints regarding physical proximity
and refrain from visiting physical stores due to safety concerns (Young, 2017). The managerial premise here
is that if customers engage with the firm’s social media initiatives, it may help firms build customer-brand
relationships, enhance brand loyalty and increase customer dissemination of good word-of-mouth (Tay,
2018). This will also increase the overall profitability of the firm (Kumar & Pansari, 2016).

Audio and Visual Stimuli Affect a Perceived Cognitive: Sensory marketing is rooted in consumer senses
which can influence consumer perceptions, judgments, and behavior (Kusumasondjaja & Tjiptono, 2019).
Sensory experience is the initial stage of consumers’ decision-making (Hung et al., 2017). In online marketing,
marketers must incorporate sensory elements into their online ecosystem, because consumers cannot
directly stimulate products (Petit et al., 2019). In contrast to traditional marketing, consumers receive
sensory stimulation of products directly from their physical environments (Biswas, 2019). Petit et al. (2019)
revealed that the five senses (sight, taste, touch, smell, and hearing) have different ways of attracting
consumer attention. Marketing on social media, brands start-up coffee chains ought to highlight their high-
skill barista, enticing elements that make consumers eager to taste by featuring enticing on a coffee cup with
a frothy layer or adding other visually perfectly crafted coffee milk, convenient packaging by incorporating
visual tools such as artistic pictures, videos, and music that facilitates a cognitive appeal paired with
information about coffee and the brand's history.

All of these aspects help illustrate a comprehensive view of the brand (Dobre et al, 2021). Coffee shop
content on Instagram conveys much information through short videos such as scrolls containing visual
elements and audio as a stimulus for perceived cognition. Several studies have highlighted that sensory
stimuli affect perceived cognition, and through sensory modelling, consumers' senses can be stimulated
online (Krishna et al,, 2017). Cognitive responses consist of thoughts, beliefs, and perceptions developed in
the consumer's mind while interacting with a website interface. Following the same rationale and logic of the
SOR framework, many sensory marketing studies and models follow similar patterns of stimulus, being and
interpreted, then judged and felt, which levers a behavioral or situational outcome in the context of a service
(Helmefalk & Hultén, 2017a). As Instagram is an audio and visually-oriented social media platform, it is vital
to understand its influence on users' perceptions of digital content on social media. Therefore, the research
hypotheses are as follows:

H1. (a) Visual stimuli on the content of Instagram coffee shops influence perceived cognition.

H1. (b) Audio stimuli on the content of Instagram coffee shops influence perceived cognition.

Audio and Stimuli Effect Consumer Engagement: The main question about consumer behavior is: Why is
this Instagram coffee shop more popular than another with the same product? The answer is that Instagram
posts offer customers. Consumers are ready to engage in a pleasant experience. Sensory marketing can be
defined as the use of ambient factors surrounding the selling point (such as music, scent, color, touching, and
tasting sensations) to stimulate a reaction toward the content in the consumer's mind (Rieunier & Jallais,
2013). Since the beginning of the last century, the environment and atmosphere surrounding the individual
can have an impact on his mood and relaxation (emotional responses), his thoughts (cognitive responses),
and his physical attitudes (behavioral responses), with experiments such as the theory of hierarchy of needs
of Maslow et al. (1970). Krishna (2012) argues that sensory marketing encompasses visual, auditory, and
digital marketing, which impacts consumers' emotions, cognitions, and behaviors.

Customer engagement results from motivational drivers stimulating engagement behaviors other than
purchase decisions (Busalim et al., 2021). Garcia-de-Frutos & Estrella-Ramoén, (2021) viewed social media
engagement behavior as "a mutually beneficial process through which firms and consumers co-create brand-
related content and social experiences on social media." Moreover, several researchers have measured
consumer engagement on social media platforms, such as clicking, liking, commenting on, or sharing the
brand's content (Moran et al., 2019; Wahid & Gunarto, 2022). Consumer engagement is defined as interactive
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and co-creative consumer behavior with companies or brands. Consumer engagement exists in every phase,
from purchasing transactions, repurchasing, and recommending product brands to other consumers
voluntarily evaluating brands (Roberts & Alpert, 2022; Roberts & Alpert, 2010). Extended marketing research
has identified an interaction between consumer engagement and other constructs such as brand attachment,
satisfaction, involvement, commitment, loyalty, and trust (Castillo-Abdul et al.,, 2021; Eslami et al., 2022;
Huang et al., 2022).

H2. (a) Visual stimuli on Instagram brand coffee shop content influence consumer engagement.

H2. (b) Audio stimuli on Instagram brand coffee shop content influences consumer engagement.

Perceived Cognition Effect Consumer Engagement: Message appeal design has been considered mainly in
traditional media contexts, with numerous studies suggesting that advertising and creative message appeals
can be organized as either rational (also referred to as informational or utilitarian) or emotional (also
referred to as affective or transformational) (Wu and Wang 2011). Rational messages are thought to be
processed intellectually, whereas transformational messages appeal to the psychological characteristics of
the target audience (Laskey et al., 1989). While many authors argue that emotional message appeals are more
effective in engaging consumers than rational appeals, the findings are inconsistent and conflicting and have
been based on static traditional media settings (De Vries et al., 2012; Liu & Stout, 1987). The static traditional
media setting differs from the social media context in that social media allows for dynamic and real-time
interaction between message senders and receivers. Past research has categorized rationally framed message
appeals as those that include factual information about a product (De Vries et al., 2012; McKay-Nesbitt et al,,
2011). Rational appeal refers to product specifications, features, performance, and tangible cues (Swani et al.
2017). Rational appeals differ from emotional appeals, which contain less and more subjective information
(Leonidou & Leonidou, 2009). Rational appeals are better appreciated by consumers whose purchasing
decisions are guided more by logic, information, and facts (Schiffman & Kanuk, 2006), and who may be highly
educated or have a solid technical background. Given the dynamic and interactive nature of social media,
social media settings categorize posts as rational, rather than emotional and appealing (Lib & Campbell, 2008;
Tafesse & Wien, 2017). Therefore, informational content strategies are those that highlight the functional
attributes of company products and services, such as information on Instagram content delivery information
using audio and visuals to show how baristas make great coffee, information about quality ingredients, and
history of coffee (Swani et al,, 2017, 2014), and are widely considered to use a functional, or rational, appeal
(Campbell et al., 2011). In social media, perceived cognition is categorized as having rational appeal (Alpinkar
& Berger, 2012; Cvijikj & Michahelles, 2013).

Other studies of traditional advertising content effectiveness utilize the central processing theory to explain
how rational television content increases active online behaviors (Chandrasekaran et al., 2017). The results
also align with work demonstrating that online marketing messages with highly rational content (utilitarian)
lead to more significant information sharing when high cognitive involvement occurs. Notably, the
effectiveness of informational content is greater than that of remunerative content, which results in active
engagement in the form of liking and sharing but not passive behavior (consuming) (Chiu et al., 2014). Dolan
et al,, (2019) indicate that while rational content appears superior to emotional content within social media
to drive active consumer engagement, the type of rational content is essential, and content should comprise
product- and brand-related information rather than sales-focused promotion such as remunerative content.
This contradicts the views of scholars, who have suggested that consumers mainly engage with brands
through social media to obtain discounts (Baird & Parasnis, 2011). Behavioral investigations of social media
engagement have failed to consider users' expressions of relevant cognitive dimensions of engagement. The
extent to which social media content can facilitate users' cognitive and engagement experiences is a valuable
area for further investigation (Dolan et al,, 2019). From a social cognitive perspective, interactions with the
environment (in this case, the media environment) influence media exposure by continually reforming
expectations about the likely outcomes of future media consumption behavior. Audio-visual stimuli can
transform sensory experiences into cognitive models that guide actions. The human capacity for vicarious
learning allows individuals to acquire rules for conduct without physically enacting the behavior but rather
by observing others. Direct experience with enacting behavior also affects these perceptions, called perceived
cognition. Individuals use their capacity to plan actions and anticipate potential behavioral consequences
(Larose et al.,, 1987). This study focuses on the perceived cognition of social media and expectations about the
positive outcomes of content ads on Instagram, which can help audiences, encounter informative content or
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make valued social contacts, which should increase consumer engagement. Therefore, this study proposes the
following hypotheses:
H3. Perceived cognitive influence consumer engagement on Instagram.

3. Research Methodology

Instrument Development: From existing literature with adequate reliability and validity was adapted to fit
the context of this study. Visual sensory perceptions were measured using four items adapted from Huang et
al. (2022). Audio stimuli were measured using four items adapted from Huang et al. (2022) Perceived
cognitive was assessed using five items selected by Chen & Lee (2008). Consumer engagement intent was
measured using five items developed by Yoong & Lian (2019). All measurements used a five-point Likert
scale which the details can be seen in Appendix 1.

Figure 1: Conceptual Model
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Procedure: As the central focus of this study is on Generation Z, who become consumers on Instagram, the
target population of this study is restricted to Generation Z. It is revealed that Generation Z has been visiting
and following the Instagram of brand start-up coffee chains. Consumers in terms of Generation Z were picked
in this study mainly because they are appropriate, relevant, and representative of the desired population to
engage on Instagram. In the present study, the official Instagram accounts of the 2 most popular brand start-
up coffee chains in Indonesia, i.e., @kopikenangan and @kopijanjijiwa.

Among them, the total consumer Generation Z engagement on social media Instagram cannot be accurately
estimated. As a result, this study should use a purposive sampling technique. The detailed category of people
as respondents will be (1) those who belong to Indonesian Generation Z, (2) those who already visited and
followed Instagram's official account brand of start-up coffee chains at least one year before, (3) those who
give liked, share content, and commented while they become a follower on Instagram official account brand
of start-up coffee chains. It means that the study employs an individual as the unit of analysis. Other
researchers, such as De Vries et al. (2012), have also used purposive sampling.

4., Results

Validity and Reliability Test: We tested the data using partial least squares (PLS) with the Smart PLS 4.0.
Two stages of data testing were conducted. First, we tested the convergent and discriminant validities of the
measurement model. Second, a structural model is used to evaluate the significance of the hypotheses. After
performing validity testing, we dropped two items: "The sensory stimuli of content Instagram is visual" and
"The sensory stimuli of content Instagram is audio" The sensory stimuli of content Instagram are audio. The
factor loadings for each construct after dropping the two items were higher than the suggested value of 0.70,
and the average extracted value (AVE) was higher than the recommended value of 0.5, indicating that this
study met the convergence validity criteria. We also conducted reliability tests based on Cronbach's alpha and
composite reliability criteria. The construct validity and reliability results are presented in Table 1. The
results suggested that each construct in this study had a Cronbach alpha value higher than the implied value
of 0.70, and the composite reliability value was more significant than the recommended value of 0.70,
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indicating that this study met the reliability requirement (Hair et al, 2017). This study evaluated the
discriminant validity assessed the discriminant validity using the heterotrait-monotrait (HTMT) criterion.
The results indicated that each construct’s value was below 0.85 (Henseler & Ringle, 2015), indicating that
the HTMT criteria had good discriminant validity.

Table 1: Construct Validity and Reliability

Construct Factor loadings CA CR AVE

Visual Stimuli (VS) 0.855-0.882 0.927 0.968 0.805
Audio Stimuli (AS) 0.965-0.941 0.967 0.975 0.909
Perceived Cognitive (PC) 0.973-0.930 0.979 0.983 0.922
Consumer engagement (CE) 0.964-0.949 0.904 0.848 0.628

Structural Model and Hypothesis Testing: Table 2 presents the discriminant validity. Consequently, the
Fornell-Larcker criterion of discriminant validity was met. Second, we assessed discriminant validity using
the heterotrait-monotrait (HTMT) criterion. The results indicated that the value of each construct was below
0.85. This indicates that the HTMT criteria had good discriminant validity. In the context of structural
equation modelling (SEM) and discriminant validity assessment, the HTMT is a measure used to evaluate the
extent to which indicators of different constructs in a model are distinct from each other. A value below 0.85
suggests that the indicators of different constructs are sufficiently distinct, demonstrating good discriminant
validity. This means that the constructs measured in the study are not highly related or overlapping,
indicating that they are conceptually different.

Table 2: Discriminant Validity

Construct heterotrait - monotrait (HTMT)
E <-> AS 1102
'C<-> AS .668
'C<->CE .089
'S <->AS .109
'S <->CE .081
VS <-> PC 0.114

After the data meet the measurement requirements, the research is continued using the bootstrapping
method on SmartPLS with a significance level of 0.05, where if the p-values are less than 0.05, or t-values are
greater than t-critical (1.96), an alternative hypothesis is declared accepted. The criterion for the path
coefficient value is that, if the value is positive, then the influence of a variable on the variable it influences is
unidirectional. If the path coefficient value is negative, the influence of a variable on the other variables is in
the opposite direction. The research hypothesis can be accepted if the value of the t-count (t-statistic) > t
table at an error rate (a) of 5%, which is 1.96. The test results showed that the visual and audio stimuli
supported perceived cognition and had a positive relationship. However, visual and audio stimuli and
perceived cognition had no significant effect on consumer engagement. Details are presented in Table 3.

Table 3: Summary of Hypothesis Testing

Hypothesis Path coefficient T-value Decision

H1. (a) Visual Stimuli - Perceived Cognitive 0.195 1.122 Support

H1. (b) Audio Stimuli - Perceived Cognitive 0.677 9.382 Support

H2. (a) Visual Stimuli - Consumer Engagement 0.042 0.233 Unsupported
H2. (b) Audio Stimuli Consumer -> Engagement 0.104 0.388 Unsupported
H3. Perceived Cognitive -> Consumer Engagement 0.042 0.153 Unsupported
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Figure 2: Hypothesis Testing Results
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Discussion: Research on sensory stimuli within marketing has largely focused on the study of vision (see
Krishna, 2007). A primary objective of this article is to contribute to the growing literature on sensory stimuli
within marketing in showing that advertising for a food and beverage product can affect resulting cognitions
during consumption and ultimately affect taste perceptions. Through audio and visual stimuli on ad social
media Instagram, we showed audio and visual stimuli led to heightened perceived cognition.

First, this study utilized two elements of sensory stimuli marketing: visual and audio. Sensory marketing
theory refers to sensory perceptions that affect consumers’ attitudes and behaviors by influencing their
emotions and cognition (Khrisna, 2017). This study found that visual and auditory stimuli are used as inputs
(stimuli) that cause the audience to form perceptions of advertising and brand or a product's physical and
cognitive characteristics based on Instagram content. The results indicated that visual stimuli (H1a) affect
perceived cognition, and audio stimuli (H1b) significantly affect perceived cognition; thus, consumers are
more likely to perceive affective when provided with auditory stimuli from product Instagram content, while
other research found that visual stimuli have been found to attract viewer attention (Riegelsberger, 2002)
and increase the credibility of online articles (Fogg et al, 2002). Visual and audio stimuli on content
Instagram encourage customers' experiences, create evaluations of products, and develop general attitudes
and beliefs toward the objects (Kim et al., 2016). When people process information and respond to audio-
visual stimuli, they are more likely to engage with the content, leading to cognitive persuasion effects and
increasing analytical evaluation of the arguments (Escalas, 2007; Kim et al., 2016). Previous research shows,
Mitchell and Olson (1981) that an audio ad (Facial tissues are soft) results in the tissues being perceived to be
less soft than a visual ad (picture of a kitten). Edell and Staelin (1983) suggest that the audio stimuli in the ad
are processed more cognitively and can guide the processing of the picture contained within the ad. Audience
to an actual consumption experience where they will evaluate a sensation. This research suggests that the
content of ads using stimuli audio and visual can be processed cognitively and could affect taste perception by
framing the overall experience. With the effects depending largely on thought generation and cognition, we
anticipate the availability of cognitive resources to affect the ad taste effects. The introduction of cognitive
load should distract attention away from the ad (Nowlis and Shiv 2005; Shiv and Nowlis 2004) and attenuate
the effect that the ad has on taste perceptions. Visual and auditory stimuli in video content posted on
Instagram by coffee shops, such as clear sounds, resonant sounds, and excellent pictures, can make the
information more apparent, making consumers more likely to process the information perceived cognitively.

Second, visual and audio stimuli were not significantly associated with consumer engagement (H2a) (H2b).
This suggests that audio and visual stimuli interactions with an audience do not affect consumer engagement
on social media Instagram. This result is inconsistent with previous studies, which found that consumers can
experience products/brands/services virtually by examining and manipulating the visual images, functions,
and features of products in various ways. For products presented in 2D modes, consumers tend to
understand products better (Violante et al., 2019). Visualization as a strategy for sight sense involves creating
brand awareness and establishing an image of a product or brand that sharpens the customer's sensory
experiences and engages more with ads. Visual stimuli are processed more automatically than verbal stimuli
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in an advertising context, and this could affect taste perceptions even under cognitive constraints (Simmons,
Martin, and Barsalou 2005). Previous research found that its use in music therapy was more effective than
visual therapy in enhancing attention and emotion (Haslbeck, 2014; Schwartz et al., 2017). However, there
needs to be more discussion on interactive audio in the business context, and its impact on consumer
behaviour remains to be seen. In addition, the potential of applying visual and audio stimuli to Instagram
content did not have a significant effect on consumer engagement.

Third, this study demonstrated that perceived cognition is not significantly associated with consumer
engagement (H3). This indicates that the audience will be more likely to increase their emotional bond after
perceiving visual and audio stimuli from Instagram brand start-up coffee chains. This finding is consistent
with a previous investigation that suggested that perceived affective behavior significantly impacts consumer
engagement (Huang et al,, 2022; Ha et al,, 2016).

5. Managerial Implications and Recommendations

This research has collected empirical data and proved the importance of visual and audio stimuli on how
consumer behavior occurs on Social Media. The contribution of this research will be useful for business
people who use social media to promote their products, especially for coffee shop business people, marketing
managers, and academics. Managers can benefit from this research to develop marketing strategies using
Social. The media, understand and adapt to the differences in behavior found in the various markets studied.

Limitations in this study are acknowledged. This research provides insight into consumers in Indonesia. A
study that looks deeper into the culture of each society, revealing the social and cultural aspects of
consumption can be carried out provides a different insight and is therefore recommended. This research
only considers cognitive perception, therefore further research considering affective perception is
recommended.

Conclusion: Based on these research results, several new possibilities have been discovered for future
studies. First, in this study, sensory marketing using visual and audio stimuli on the content of Instagram
coffee shops was perceived by cognitive consumers as visual and auditory stimuli. Further research should
focus on emotions, cognition, and behavior. Sensory marketing is essential for future exploration because
sensory experiences with these products influence consumers' behaviors toward particular objects (people
and products). In addition, there are numerous digital platforms on which consumers can engage in sensory
experiences. Second, this study uses sensory marketing as an antecedent to consumer engagement. However,
in consumer engagement on social media, it is essential to consider additional psychological factors that may
influence how the audience responds to visual and audio stimuli and affect perceived cognition and emotions.
Finally, as this study was conducted at a certain point, the results may differ from those obtained over a more
extended period. Therefore, a longitudinal study would be the most appropriate in the future.
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Appendix 1

Construct Questioner item

Visual Stimuli VS1. Design of coffee shop on Instagram is visual appealing

VS2. Influence is physically attractive in the content on Instagram

VS3. Influence look beautiful /handsome with coffee products

VS4. The images used in content coffee shops on Instagram appeal to me emotionally

Audio stimuli AS1. Influencers coffee shop on Instagram speaks euphoniously when reviewing the
products

AS2. Coffee shop video review influence my attention because it is pleasant sounding.
AS3. Coffee shop content on Instagram using harmonious sound effects in video

AS4. Content coffee shop on Instagram using a melodic music background.

Perceived PC1. Design of content coffee shops on Instagram makes it easier to look for information.
cognitive PC2.Contents coffee shop on Instagram is attractive.

PC3.interaction with social media coffee on Instagram quick.

PC4. Social media coffee on Instagram can help me get information quick.

CE1.1 often browse Instagram content of coffee shop

Consumer CE2.1 often read posts of coffee shops on Instagram

engagement CE3. 1 often use “like” content posting coffee shops on Instagram
CE4.1 often comment on content posting coffee shops on Instagram
CES. I often share coffee shop posts on Instagram
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