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Competition has increased due to the proliferation of different brands of malt drinks
in Nigeria. Thus, manufacturers and brand managers of malt drinks need to explore
strategic approaches to acquiring and retaining their customers. However, this paper
assessed the multisensory attributes of malt drinks and consumer purchase decisions
in South-Eastern Nigeria. The study population comprises consumers of Maltina,
Malta Guinness, Amstel Malta, Dubic Malt, and Grand Malt in South-Eastern Nigeria.
A sample size of 384 consumers of malt brands was determined using Topman formula. A convenience sampling technique was adopted, and respondents were drawn
from five states such as Abia, Anambra, Ebonyi, Enugu, and Imo. The study adopted
a cross-sectional survey research method. Cronbach’s alpha and composite reliability
were estimated to check the internal consistency of the study constructs. The structural
equation modeling technique was used in data analysis. Findings revealed that the
visual attribute of malt has a significant positive relationship with consumer purchase
decisions. It was also revealed that malt brand gustatory attribute has a significant positive relationship with consumer purchase decisions. Similarly, it was revealed that the
tactile attribute of malt brand has a significant positive relationship with consumer
purchase decisions. Finally, it was revealed that the malt brand olfactory attribute
has a significant positive relationship with consumer purchase decisions. Therefore,
manufacturers and brand managers of malt should improve on packaging their malt
brands by strategically adapting a multisensory synergy to guarantee wider consumer
purchase and experience toward ensuring more customer satisfaction, patronage, and
increased profits for the organizations.
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Surviving the challenges posed by the marketing environment had been
highly dynamic and competitive. Hence, only customer-centric companies can become a “Victor.” However, consumer behavior is a roller
coaster, which consequently thrusts enormous responsibility on organizations to understudy the consumers and evolve a strategic and sustainable method of satisfying and delighting them in all their needs. It automatically became germane for companies to gain adequate information
and knowledge about the consumers to understand their behavior and
what spurs them into purchase action. Most importantly, manufacturers and brand managers have deployed various media channels to offer
incessant advertising bombardments to influence consumer behavior.
Interestingly, making a purchase decisions for contemporary consumers had become more complicated as there are many different products
and brands of products, which they pursue.
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Unequivocally, satisfying consumers had become crucial and critical to most organizations as consumers have acquired enough information and education, grown wiser, more advanced, savvy, and sophisticated about the products they choose to buy (Okolo, 2017). Therefore, the understanding of consumer
behavior, though enigmatic, is very indispensable to the success and longevity of both the consumers
and marketing organizations. Without the consumers, there is no market, no marketing, no business,
no economic growth, and ultimately, no sustainability.
However, five human senses are indisputably fundamental to consumer purchase and consumption
experience. These senses converge in the human brain to perceive objects, form ideas, and decide about
products and services. It is unquestionably a synergistic behavior; hence, one sense organ is affected by
the other sense organs. So, multisensory product attributes play an important role in influencing purchase decisions. Pragmatically, the indispensability of the deployment of the consumer’s five senses in
making a purchase decision cannot be underestimated. Most times, the consumer needs to hear (auditory) in order to see (visual), needs to touch (tactile) in order to smell (olfaction), and needs to smell in
order to taste (gustatory). All these are judicious trajectories woven into the manufacture of a product
to control the consumer’s senses toward eliciting product trial and repurchase behavior. Emphatically,
none of these senses need to be in isolation in packaging products for consumers; otherwise, they may
not perceive the product holistically while making a purchase decision. Hence, the integration of all five
senses is highly relevant to ensure that the consumer never sees an escape route toward rejecting a product or service. Different brands of products can only be differentiated through these senses, and that is
the realm in which marketers strategically manage and position their brands alongside multisensory
product attributes – smell, touch, sight, taste, hear, or sound.
Nevertheless, perception is universally multisensory and never uni-sensory as the brain-controlled
sense organs stimulate consumers. Thus, because customers generally establish a deeper attachment
with a product through multisensory appeal, they consider how the product is perceived when it is
tasted, when it is seen, when it is touched, when it is smelled, and when it is heard during purchase.
Indisputably, the autonomous and independent functioning of the different sense organs in isolation
is abnormal. Therefore, consumer’s brand perception, association, and purchase experience through
multisensory synergy becomes very logical and germane. Pramudya and Seo (2019) highlighted that although there is the interdependency of the multisensory perception and adoption of a product or brand,
they may at different situations possess dominance over each other in consumer perception, evaluation,
purchase, and consumption, or usage of that particular product or brand. Rodrigues, Hulten, and Brito
(2011) submitted that as consumers are inextricable to multisensory brand association and experience,
every marketing offering must be focused on them in a unique and specific manner.
Based on previous studies on the relationships between multisensory variables and consumers’ purchase
decisions, there are still contradictions in the literature (Ray & Shiny, 2017). Therefore, further empirical
justification is needed to support or refute these previous scholars’ findings on the nature of the relationships between visual, gustatory, tactile, and olfactory product attributes and consumer purchase decisions.
Consequently, and based on the available literature, it was discovered that no study in Nigeria to the best
of the researchers’ knowledge has dwelt with assessing the extent of the relationship between multisensory
attributes of malt drinks and consumer purchase decisions. Thus, to close this gap in the literature, this
study is significant and seeks to satisfy many stakeholders, especially in the beverage industry.

Research aims
This study has a high trajectory in stimulating the awareness and commitment of manufacturers and
brand managers about the consciousness of consumers’ five senses and how they contribute profoundly to consumer purchase decisions. Therefore, the focus is for manufacturers and brand managers to
incorporate the extrinsic and intrinsic multisensory product attributes in developing and packaging
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their products to their various stakeholders. Also, this study will expose consumers to be mentally alert
and capable of perceiving the multisensory attributes each time they want to make a purchase decision.
Consumers will out of their own volition and wisdom make a rational and logical effort by embarking
on multisensory perception with great anticipation that this will improve their satisfaction through favorable purchase decisions.

Objectives of the study
The main objective of this research is to assess the relationship between multisensory attributes of malt
brands and consumer purchase decisions. The specific objectives of this study are:
1.

To investigate the relationship between the malt brand visual attribute and consumer
decision.
2. To examine the relationship between the malt brand gustatory attribute and consumer
decision.
3. To determine the relationship between the malt brand tactile attribute and consumer
decision.
4. To assess the relationship between the malt brand olfactory attribute and consumer
decision.

purchase
purchase
purchase
purchase

Research questions
Based on the objectives of this study, the following research questions were raised:
1.

What is the extent of the relationship between malt brand visual attribute and consumer purchase
decision?
2. What is the extent of the relationship between malt brand gustatory attribute and consumer purchase decision?
3. What is the extent of the relationship between malt brand tactile attribute and consumer purchase
decision?
4. What is the extent of the relationship between malt brand olfactory attribute and consumer purchase decision?

1. LITERATURE REVIEW
AND HYPOTHESES
DEVELOPMENT

product attribute is associated with touch. Malt tactile attributes include the weight, chillness, smoothness, glossiness, and feel of the bottles, packs, and
cans (Balaji, Srividya, & Subhash, 2011). Olfactory
product attribute is associated with the smell or
1.1. Multisensory product attributes
olfaction. Olfaction is a very important factor in
product evaluation, overall experience, and purMultisensory product attributes are features of a chase decisions (Anggie & Haryanto, 2011). Malt olproduct (malt) assessed through the human sense factory attributes include flavor, aroma, fragrance,
organs. Visual product attribute is concerned with pleasant odor, and a nice smell (Onyango, Luvitaa,
sight. Malt drink visual attributes include the color, Unbehend, & Haase, 2020).
size, shape, appearance, and design of the bottles,
packs, and cans (Latasha et al., 2016). Besides, gus- 1.2. Consumer purchase decision
tatory product attribute is associated with taste.
Malt gustatory attributes include low sugar content, Consumer purchase decision is a consumer’s abthe quality taste, sweetness of malt, the sucrose, and solute resolution to evaluate and choose a product
the creamy content (Raj & Shiny, 2017). The tactile or brand from several alternatives (Imiru, 2017;
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tion (Cortina-Mercado, 2017). Product design and
appearance enforce emotions and consumer responses as they create the willingness to purchase
a product (Mertens, Hahnel, & Brosch, 2020).
Similarly, product color leads to positive consumer purchase actions. Certainly, product appearance plays an important role and also drives the
consumer’s adoption of a product (Wei, Singgih,
Woods, & Adar, 2013). A product design, color,
size, and shape are associated with consumer purchase of products, especially malt drinks (Ngoroje,
2017). Ozcan, Cupchik, and Schifferstein (2017)
found that visual perceptions influence consumer
associations with a product. Interestingly, product
appearance, manufacturing date, and expiry date,
nutritional information, eco-labeling, and packaging affect consumer purchase decisions (Zia, 2017;
Schnettler, Miranda, Lobos, Sepulveda, Orellana,
Mora, & Grunert, 2015). Previous studies revealed that consumer latitude of acceptance and
purchase of a product directly affects the visual
attractiveness (Parnamets, Johansson, Gidlöf, &
In addition, consumer purchase decisions can Wallin, 2016). Given this statement, Gere et al.
also be influenced by online marketing cues (2016) submitted that consumer food choice is de(Vijay, Thoppan, Nathan, & Fekete, 2019; Jenyo termined by its visual attention, although product
& Soyoye, 2015). Abari and Safitri (2018) revealed size, appearance, color, shape, and design, which
that purchase decision is influenced by brand im- represent the visual attributes, are essential in
age and price. Surprisingly, a study conducted by product evaluations and brand choices (Halabi &
Hanaysha (2017) revealed varied findings. While Hands, 2018). Arguably, what is the extent of the
consumer purchase decisions had a significant relationship between malt brand visual attribute
positive effect on corporate social responsibili- and consumer purchase decision? To answer this
ty construct, sales promotion; on the other hand, question, the researchers tentatively state that:
had a negative effect on consumer purchase decisions. Amankwah (2016) revealed that the quality H1: There is a significant positive relationship between malt brand visual attribute and conof nestle products in Ghana influences consumer
sumer purchase decision.
purchase decisions. On the other hand, Hanaysha
(2017) in his findings also revealed that social media influence on purchase decisions concerning re- 1.4. Gustatory attribute and
tail sales in Malaysia was not significant. Another
consumer purchase decision
study revealed that packaging color and packaging materials had no relationship with consumer Consumer satisfaction is championed by the taste
of a product (Torquati, Tempesta, Vecchiato, &
purchase decisions (Imiru, 2017).
Venanzi, 2018). Malt taste positively correlates
with consumer purchase decisions in a research
1.3. Visual attribute and consumer
conducted at Kanyakumari district (Raj & Shiny,
purchase decision
2017). Undeniably, taste is an essential and fundaSight is an important cue and a major factor re- mental sensory attribute of a product (Kathuria &
quired during product evaluation and actual Gill, 2013). Taste components, namely sweet, sapurchase (Steinhauser, Janssen, & Hamm, 2019). vor, bitter, juice, cream, salt, sucrose, fructose, and
Visual evaluation of product attributes leads to sugar are associated with consumers’ purchase of
overall consumer experience and purchase ac- a product (Redondo, Gomez-Martinez, & Marcos,
Khuong & Duyen, 2016). It refers to the decision to
purchase or not to purchase a particular brand of
a product after evaluating the product attributes
(Kotler, Armstrong, & Opresnik, 2018; Ngoroge,
2017). Interestingly, consumer purchase decision
entails the process to which a consumer assesses
many brands of a product category and its alternatives based on the strength of various attributes
and eventually purchases the brand that appeals to
his or her senses (Oghojafor, Adeosun, & Ganiyu,
2013). Succinctly, the actual purchase decision is
the stage to which a consumer’s purchase intention turned to actual purchase action. Moreover,
consumers majorly make purchase decisions
while associating their sensory and perceptual
stimuli towards the products (Cortina-Mercado,
2017). In addition, sensory product attributes
not only facilitate consumer purchase intention
but also influence the actual purchase decisions
or actions, which result in consumer satisfaction
(Kotler, 2014).
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2014). Similarly, Van Wymelbeke, BeridotTherond,
de La Gueronniere, and Fantino (2014) reported that beverages containing sucrose or intense
sweeteners are associated with, and influence
purchase and consumption behaviors. Moreover,
Malik, Schulze, and Hu (2016) observed that intake of sugar-sweetened beverages, especially malt,
is associated with weight acquisition. Besides,
Kraus (2015) reported that taste determines the
sensory impressions of food and drinks. In their
opinion, Thompson et al. (2010) narrated that low
sugar and creamy taste are related to consumer purchase of beverage products. Undoubtedly,
consumer purchase and consumption behavior
are driven by gustatory characteristics (Kampfer,
Leischnig, Ivens, & Spence, 2017). Therefore, what
is the extent of the relationship between malt
brand gustatory attribute and consumer purchase
decision? To answer this question, the researchers
tentatively state that:
H2:

There is a significant positive relationship
between malt brand gustatory attribute and
consumer purchase decisions.

1.5. Tactile attribute and consumer
purchase decision
The tactile attribute of a product also influences
consumer purchase decisions (Gallace & Spence,
2014). Tactile attribute focuses on product physical
attention that leads to consumer purchase evaluation and action (Bulsara & Trivedi, 2016). The way
a product is produced is influenced by its tactile
characteristics (Dubenova & Koch, 2019). Tactile
product qualities trigger a consumer’s mindset;
therefore, consumers evaluate the product’s tactile attributes and gather relevant information
about them (Eriksson & Larsson, 2011) and their
features. Balaji et al. (2011) noted that product
evaluations are facilitated through the consumer’s sense of touch. Grohmann, Spangenberg, and
Sprott (2007) found that tactile product attribute
has a significant relationship with consumer purchase of a product. Product texture also provides
the customer with an experience that can never
be underestimated (Krishna, Cian, & Aydinoglu,
2017). Also, touching a product during evaluation
decreases doubt (Cano, Perry, Ashman, & Waite,
2017) and increases the actual purchase of the
product (Streicher & Estes, 2015).
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In fact, the more a consumers grab a product, the
more likely they would want to pay for the product.
Nonetheless, Saariluomaand and Jokinen (2014)
observed that consumers could boycott a product
after feeling tactile dissonance. Zhang, Chen, Guo,
Liu, Su, Guan, and Zhu (2016) found a correlation
between a product and its tactile cues. Similarly,
Wang and Wu (2017) found that a product’s tactile
characteristics has a significant positive association with consumer purchase decisions. Based on
these narrations, what is the extent of the relationship between malt brand tactile attribute and consumer purchase decision? To answer this question,
the researchers tentatively hypothesize that:
H3:

There is a significant positive relationship between malt brand tactile attribute and consumer purchase decisions.

1.6. Olfactory attribute and consumer
purchase decision
Interestingly, researchers have contended that flavor, pleasant odor, aroma, and congruent scent
significantly influence consumer purchase of
a product (Spangenberg, Grohmann, & Sprott,
2005). Conversely, researchers revealed that olfactory properties have minor, indirect, and insignificant relationship with consumer purchase
behavior (Gueguen & Petr, 2006). In truism, product olfaction affects consumer purchase decisions
(Spence, 2015). Chatterjee (2017) maintained that
product odor and nice smell have positive relationships with consumer purchase behavior. Similarly,
good product olfaction triggers the memory and
substantiates product value (Krishna et al., 2017).
Wurz et al. (2017) conducted a study to determine if women have a better olfactory perception of wine aromas, and their findings revealed
that there are differences in wine aromatic perception as the female folks were more sensitive to
identify wine aroma than their male counterpart.
Furthermore, ambient scent affects consumer
purchase decisions (Pezoldt, Michaelis, Roschk, &
Geigenmueller, 2014). Chatterjee (2017) found that
product fragrance is essentially used in the store
to guard consumer choice of products. In the same
vein, Meng (2016) remarked that an ambient scent
affects consumer purchase decisions. Flavor perception requires olfactory messages (Samuelson
& Fontainini, 2017). Also, olfactory marketing
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has a significant influence on consumer loyalty
(Mesquita & Marques, 2013). Product olfaction
and scent enhance the evaluation of products and
store atmosphere (Spangenberg et al., 2005). Some
managers improve brand differentiation through
olfaction to guarantee consumer purchase decisions (Chatterjee, 2017). Having said this, what
extent does malt brand olfactory attribute relate
to consumer purchase decisions? Therefore, to answer this question, the researchers tentatively postulate that:
H4:

There is a significant positive relationship
between malt brand olfactory attribute and
consumer purchase decisions.

1.7. Related theories

ities. This theory assumes that when a consumer
or a prospect evaluates a product by vision, taste,
sound, smell, and texture, it is a single sensory assessment or evaluation. On the other hand, when
evaluating a product involves the interaction or integration of five senses, it is a multisensory evaluation of the product. Relating it to the present study,
the senses theory houses all the independent variables needed in this study. Therefore, this study
on the relationship between the sensory attributes
and consumer purchase decisions has all the independent variables originated from this theory and
also anchored on it.

1.8. Proposed conceptual model
for the study

a. The senses theory

2. DATA AND METHODS

As propounded by Parimala (2014), the senses theory acknowledged that one can evaluate a product
attribute based on the visual, gustatory, auditory,
tactile, and olfactory senses. According to this
theory, a consumer may evaluate a product attribute using single sensory or multisensory modal-

The study adopted a cross-sectional survey research
design. The target population of the study comprises
the consumers of the selected malt brands in Southeastern Nigeria. The population size for this study
is unknown, and the sampling frame does not exist
because there is no record or database in the study
Source: Authors’ schematics

Visual
H1

Gustatory

H2

H3

Consumer
purchase
decision

Tactile

H4

Olfactory

Figure 1. Conceptual model
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areas that revealed a specified number of malt customers. The sample size of 384 consumers of selected malt brands (Maltina, Malta Guinness, Amstel
Malta, Dubic Malt, and Grand Malt) was determined
using Topman formula to determine the sample size
of the unknown population. However, respondents
were drawn from Abia, Anambra, Ebonyi, Enugu,
and Imo states in South-eastern Nigeria using the
state capitals, namely Umuahia, Awka, Abakaliki,
Enugu, and Owerri. The study adopted a non-probability sampling technique because of the absence of
a sampling frame, which made the use of probability
sampling technique (simple random, systematic, and
stratified sampling methods) impossible to be used
in this study.
Therefore, a convenience sampling technique, which
is a non-probability sampling procedure, was adopted. Malt consumers aged 18 years and older found
drinking the selected malt brands under investigation from the selected sales outlets in the geographical areas under study were surveyed. Because of
consumers’ dynamic and unpredictable nature, the
implementation of the convenience sampling method was achieved by using only malt consumers who
were present and also seen drinking or consuming
the required malt brands under investigation in those
chosen sales outlets segmented across the geographical areas under examination. Importantly, the use of
the convenience sampling method was supported by
Eboh (2009) that maintained that the researcher can
use the sample units that are available at the time of
data collection since the overriding principle is based
on respondents’ availability and researcher’s convenience. Besides, the restriction on age became pivotal
as persons below the age of 18 in Nigeria are legally
considered as minors with limited capacity for independent decisions. The rationale for using only adult
malt consumers was to elicit informed responses to
the questions raised for the survey.
The source of data collection was the primary source
facilitated using self-administered copies of the questionnaire as the survey instrument. The questionnaire items were extracted from the extant literature.
The scales used in this study were adapted from previous studies and modified to suit the context of the
present study. The measurement scales were adapted
from the previous studies (Zia, 2017; Taiye, Dirisu,
Ogunnaike, & Onochie, 2015 for visual; Raj &
Shiny, 2017 for gustatory; Park & Im, 2019 for tactile;
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Chatterjee, 2017 for olfactory; and Njoroge, 2017 for
consumer purchase decision). Also, face and content
validity were checked for the instrument using three
experts who enhanced its suitability in measuring
what it was supposed to measure. The questionnaire
items for each construct were checked for internal
consistency. A pilot test was conducted using test-retest method because of modifications made to the
measuring instrument. Besides, Cronbach’s alpha
average coefficient of 0.721 and average composite
reliability value of 0.732 were obtained, which established the internal consistency of the study constructs, as shown in Table 1. The average variance
extracted (AVE) values ranging from 0.505 to 0.637
confirmed the convergent validity among the constructs based on the threshold by Hair, Hult, Ringle,
and Sarsted (2017), as shown in Table 1.
Table 1. Reliability and validity of the instrument
Source: PLS-SEM algorithm output.

Construct
Visual
Gustatory
Tactile
Olfactory
Consumer
purchase
decision

Cronbach’s Composite Average variance
alpha
reliability
extracted
0.700
0.802
0.686
0.708

0.710
0.812
0.708
0.713

0.544
0.637
0.505
0.541

0.711

0.717

0.548

2.1. Administration of the instrument,
method of data collection
and analysis
The questionnaire was administered to adult malt
consumers of at least 18 years or older who were
found drinking the malt brand under assessment in
those selected bars, restaurants, and fast-food joints
in commercial cities of Awka, Enugu, Abakaliki,
Owerri, and Umuahia. Besides, copies of the questionnaire were distributed to the respondents by
the researchers across the selected sales outlets
used for the survey. Geographical coverage, even
spread of the outlets, popularity of the sales outlets,
presence of large market share of malt consumers
were some of the criteria adopted. Details on how
the instrument was allocated, distributed, retrieved,
and used for analysis are contained in Appendix
C. Furthermore, the time horizon for the field survey was cross-sectional, whereby the copies of the
questionnaire were distributed to the respondents
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only once within the stipulated period. The data
collection lasted for 82 days at different periods to
minimize sampling bias and obtain a varied blend
of respondents (Kok & Fon, 2014). Data generated
from the respondents were presented in frequency
tables. Descriptive statistics analysis was used to describe the data generated from the respondents. The
Partial Least Squares Structural Equation Modeling
was used to test the hypotheses formulated for the
study at 5% level of significance. This was facilitated
using Smart PLS-SEM version 3. The decision rule
for the acceptance or rejection of the hypotheses is
to accept the alternative hypothesis if the p-value is
less than 0.05; otherwise, reject.

2.2. Respondent’s profile

that 1.4% of the respondents earn an average monthly income below N18,000; 16.9% of the respondents
get an average monthly income range of N18,000
– N38,999; 23% of the respondents get an average
monthly income range of N39,000 – N69,999; 28.7%
of the respondents get on the average monthly income range of N70,000- N99,999, while 30.1% of
the respondents get on the average monthly income
range of N100,000 and above. This implies that consumers can afford to buy any brand of malt.

2.3. Descriptive statistics
A cursory analysis of the descriptive statistics based
on the respondents’ mean responses, as shown in
Table 2, revealed the degree of importance and the
rank of each of the constructs and indicators used
in measuring sensory purchasing motives. Based
on field survey analysis, the malt brand gustatory
attribute is the most important variable that enhances consumer purchase decisions as rated by
the respondents, followed by brand olfactory attribute, brand visual attribute, and brand tactile attribute. Also, the highest indicator ranked by malt
consumers is GUS2, which represents low sugar
taste, while VIS4 that is the shape of a particular
malt brand bottle/can/pack is the lowest appreciated indicator, as revealed by the descriptive statistics
based on field survey findings. Pertinently, the field
survey findings have significant implications for
malt manufacturers and managers, especially when
making brand management decisions. Specifically,
the mean responses for color, size, appearance,
shape, and design of malt range from 3.12 to 4.12,
which indicate that malt consumers consider visual
attributes of malt brands as very important while
making purchase decisions.

The researcher distributed 384 copies of the questionnaire to the respondents, 356 copies (92.7% response
rate) were properly filled and validated for the data
analysis, while 28 copies (7.3%) were not used for the
analysis. Based on the useable sample, 34% of the respondents were males, while 66% of the respondents
were females, which revealed the dominance of females segment over males in the survey. The survey
revealed that 83 representing 23.3% of the respondents belong to working day drinkers; 68 representing
19.1.3% of the respondents belong to working night
drinkers; 46 representing 12.9% of the respondents
belong to weekend day drinkers; 42 representing
11.8% of the respondents belong to weekend night
drinkers; 101 representing 28.4% of the respondents
belong to anytime heavy drinkers; 14 representing
3.9% of the respondents belong to anytime casual
drinkers, while 2 representing 0.6% of the respondents belong to occasional drinkers. With regards to
marital status, 66.9% of the respondents are single;
31.5% of the respondents are married; 1.1% of the respondents are divorced, while 0.6% of the respond- Furthermore, the mean responses for good taste,
low sugar taste, sweet taste, cream taste, and suents are widowed.
crose taste of malt range from 3.24 to 4.54, showConcerning the age of the respondents, 41.6% of the ing that malt consumers value as extremely imrespondents are within the age range of 18-30 years; portant gustatory properties of malt brands while
31.7% of the respondents are within the age range of making purchase decisions. The mean responses
31-40 years; 18.5% of the respondents are within the for malt brand feel, weight, chillness, glossiness,
age range of 41-50 years, while 8.1% of the respond- and smoothness range from 3.34 to 3.98, which
ents are above 50 years. This finding implies that portray that malt consumers consider as very imyounger people (youths) patronize malt drinks more portant, the tactile attributes of malt brands. Also,
than older people. Moreover, the income distribu- the mean responses for malt brand pleasant smell,
tion of malt consumers on an average monthly in- flavor, aroma, fragrance, and pleasant odor range
come, denominated in Nigerian Naira (N), indicates from 3.69 to 4.32, showing that malt consumers
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value as very important, the olfactory properties of
malt brands while purchasing malt. Consequently,
the descriptive statistics, as shown in Table 2, implies that all the indicators and the study constructs have relevant and significant influence
levels in providing solutions to the research questions or objectives of this research ranging from
somewhat important to extremely important. This
implies that, on average, consumer values and decides to purchase malt brands based on the sensory attributes.
Table 2. Descriptive statistics
Source: Field survey.

Items
VIS1
VIS2
VIS3
VIS4
VIS5
GUS1
GUS2
GUS3
GUS4
GUS5
TAC1
TAC2
TAC3
TAC4
TAC5
OLF1
OLF2
OLF3
OLF4
OLF5
CPD1
CPD2
CPD3
CPD4
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Description
Malt brand color of bottle/can/
pack
Malt brand bottle/can/pack size
Malt brand appearance of bottle/
can/pack
Shape of a preferred malt brand
bottle/can/pack
Design of a favorite malt brand
bottle/can/pack
Good taste of the preferred malt
brand
Low sugar taste of a particular malt
brand
Sweet taste of a particular malt
brand
Malt brand creamy taste
Sucrose taste of a preferred malt
brand
Malt brand Feel/texture of bottle/
can
Malt brand weight of bottle/can/
pack
Chillness of a particular malt brand
bottle/can/pack
Glossiness of a preferred malt
brand bottle/can
Smoothness of a particular malt
brand bottle/can
Malt brand pleasant smell
Flavor of a preferred malt brand
Malt brand aroma
Malt brand fragrance smell
Pleasant odor of a favorite malt
brand
Purchase decision because of malt
brand visual attribute
Purchase decision due to malt
brand gustatory attribute
Purchase decision because of malt
brand tactile attribute
Purchase decision due to malt
brand olfactory attribute

Mean

Std.
Rank
dev.

3.86

1.149

9th

3.83

1.137

13ths

3.86

1.157

10 th

3.12

1.189

20 th

4.12

.877

4th

4.40

.786

2nd

4.54

.681

1st

3.24

1.420

19th

3.92

.943

7th

4.08

.925

5th

3.78 1.090

14th

3.54

1.178

16th

3.98

.980

6th

3.34 1.229

18th

3.47

1.243

17th

3.88 1.035
4.32 .791
3.83 1.049
3.69 1.227

8th
3rd
12th
15th

3.85 1.085

11th

3.59 1.240

3rd

3.87 1.122

1st

3.50

1.377

4th

3.70

1.179

2nd

3. RESULTS
3.1. Assessment
of the structural model
The significance and relevance of the structural model were evaluated based on the values of
the path coefficients, statistical t-values, and the
p-values. The hypotheses were tested and assessed
through the bootstrapping procedure in Smart
PLS 3.0 (Ramayah, 2015). The study adopted the
standardized root mean square residual (SRMS),
the root mean square residual covariance (RMS the), and normed fit index (NFI) as the measures for
ta
the assessment of PLS-SEM goodness of fit. The
three models fit measures results show that the
SRMR value is 0.041, RMS theta value is 0.0255, and
the NFI value is 0.912, which portrayed a well-fitting model. This implies that the model is well fitted for the data and that the threshold for acceptance of the fitness of the model used in the study
was therefore met. The coefficient of determination
(R2) measures the total variance explained in the
endogenous construct as a result of changes in the
model’s exogenous variables. The model explains
the significant positive variance of 0.775 (77.5%)
for consumer purchase decisions. The R2 value
generated showed the substantial power of the
exogenous constructs to explain the endogenous
construct, which is clearly above the threshold given that the R2 values of 0.75, 0.50, and 0.25 represent substantial, moderate, and weak, respectively
(Hair, Hult, Ringle, & Sarstedt, 2017). Accordingly,
Table 3 depicts the PLS-SEM results for the test of
hypothesized relationships postulated.
Considering that the path coefficient should be
equal to or greater than 0.20 to demonstrate its
significance, the t-value should be ≥ 1.96, while the
p-value should be ≤ 0.05 to be significant (Wong,
2013). An examination of the path coefficients,
t-values and p-values of the structural model in
Table 3 show that malt brand visual attribute had
a positive significant relationship with consumer
purchase decision (β = 0.238, t = 3.701, p < 0.05).
Also, malt brand gustatory attribute had a positive
significant relationship with consumer purchase
decision (β = 0.426, t = 10.118, p < 0.05). Similarly,
tactile attribute of malt brand had a significant
positive relationship with consumer purchase decision (β = 0.219, t = 2.799, p < 0.05). Finally, malt

http://dx.doi.org/10.21511/im.16(2).2020.10

Innovative Marketing, Volume 16, Issue 2, 2020

Visual
0.238

Gustatory

0.426
Consumer
purchase
decision

0.219
Tactile
0.415

Olfactory

Note: β ≥ 0.20*; t ≥ 1.96* and *p ≤ 0.05 (to be significant).

Figure 2. Structural model results

Table 3. Bootstrapping results of the structural model and path analysis
Source: SEM-PLS output.

Hypotheses

Hypotheses paths

Path coefficients

t-values

p-values

Decisions

H1

VIS → CPD

0.238

3.701

0.000

Supported

H2

GUS → CPD

0.426

10.118

0.000

Supported

H3

TAC → CPD

0.219

2.799

0.005

Supported

H4

OLF → CPD

0.415

9.586

0.000

Supported

Note: VIS: visual; GUS: gustatory; TAC: tactile; OLF: olfactory; CPD: consumer purchase decision. Path is significant at 5% level
of significance; if the t-value is ≥ 1.96, or p-value ≤ 0.05.

brand olfactory attribute had a positive significant
relationship with consumer purchase decision (β
= 0.415, t = 9.586, p < 0.05). Accordingly, all the
hypotheses (H1, H2, H3, and H4) were supported.

itive relationship with consumer purchase decisions. The findings of the study are in accordance with the findings within the extant literature (Krishna, 2012; Zia, 2017) that found that
visual attributes of a product or brand have a
significant positive relationship with consumer
4. DISCUSSION
purchase decisions. The research findings corroborate with the a priori expectations of the
The results presented in Table 3 indicated that conceptual model used for this study, which
malt brand visual attribute had a significant pos- states that the brand visual attribute of malt has
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a significant positive relationship with consumer
purchase decisions. The statistical significance
of this construct is related to high customer expectations regarding product attributes that will
appeal to their senses, value proposition for the
color, size, shape, attractiveness, and the design
of the bottles/cans/packs of malt brand while
making purchase decisions. Besides, our findings confirm the findings of Taiye et al. (2015).
However, this is contrary to the findings of
Hassan et al (2012) who found that visual attributes do not significantly influence consumer purchase decisions. Moreover, and in line with the
findings, there is a significant positive relationship between visual attribute and consumer purchase decisions. Gere, Danner, Antoni, Kovacs,
Durrschmid, and Sipos (2016) found a significant relationship between consumer choice of
brands of product and gazing behavior. This
supports the findings of Steinhauser et al. (2019)
who found that consumer purchase decision was
significantly influenced by consumer visual attention (gazing behavior). Both findings of Gere
et al. (2016) and Steinhauser et al. (2019) posit
that the more the consumer looks fixedly on a
product, the more he or she is ready to make a
purchase. Consequent to this, Halabi and Hands
(2018) affirmed that consumer aesthetic evaluation and purchase of a product are significantly
affected by the visual aesthetic appearance.
Gustatory attribute of malt brand has a positive significant relationship with consumer purchase decision. This finding is consistent with
the previous studies (Ray & Shiny, 2017; Schiano,
Harwood, & Drake, 2017) who found a significant and positive relationship between product gustatory attribute and consumer purchase
decisions. The findings of this research tend to
align with Muntaha (2016) who reported that
the better the taste of malt, the more likely that
the consumers will be satisfied with the brand
and tend to purchase it more. The finding of this
study is consistent with the findings of Altamore,
Ingrassia, Chironi, Columba, Sortino, Vukadin,
and Bacarella (2018) who reinforced that taste is
always an essential driver of consumer purchase
of a product. Besides, the finding of this study
supports the findings of Raj and Shiny (2017)
contrary to the findings of Carvalho, Qian, Van
Ee, and Spence (2016) that showed that gustatory
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attribute does not have a significant influence on
consumer purchase decisions.
Besides, tactile attribute of malt brand had a
significant positive relationship with consumer
purchase decisions. This finding supports previous findings within the extant literature (Park
& Im, 2019; Heiltjes, 2014; Balaji et al., 2011),
which found that tactile attributes positively relate to consumer purchase decisions. Also, the
finding of this work is in tandem with Goel and
Sathwara (2016) who found that the more opportunities for physical touch-points available
to customers, the more likely they will decide to
make purchase decisions. Besides, the finding of
this research is in accordance with the findings
of Streicher and Etes (2016). Nevertheless, this
is contrary to the findings of Muntaha (2016)
that revealed that tactile attribute has no significant influence on consumer purchase decisions.
Furthermore, the olfactory attribute of malt
brands has a significant positive relationship
with consumer purchase decisions. This study’s
finding is in tune with the findings of Balla and
Deari (2015) who found that olfaction significantly influences product purchase. In line with
this, Chatterjee (2017) confirmed in his study
that the influence of fragrance on consumer
choice and purchase decision was significant.
Similarly, Pezoldt et al. (2014) found that ambient scent significantly influences consumer
purchase decisions. Moreover, the finding of
this research is in agreement with the findings
of Elangovan and Padma (2017) who found that
olfaction positively influences consumer purchase decisions. This is because it places the consumer in a state of emotional equilibrium. This
study’s finding is also in line with the findings
of Anggie and Haryanto (2011) who found that
olfaction is a very important factor in product
evaluation and consumer purchase decisions.
Furthermore, the finding of this study is in accordance with the finding of Moore (2014) and
opposes Gueguen and Petr (2006) findings that
revealed an insignificant relationship between
product olfaction and consumer purchase decision. It means that olfaction is indispensable
to consumer purchase decisions as supported by
Goncalves, Srebernich, Vercelino, and Zampieri
(2013).
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CONCLUSION
This study provides a contemporary understanding that malt drinks’ multisensory attributes are significantly
and positively related to consumer purchase decisions in Nigeria, which have relevant practical, theoretical,
and managerial implications to the malt manufacturers and brand managers. Malt manufacturers and managers are expected to develop a strong bond between their products and their customers based on this research’s findings. The study predicting variables are important and significant drivers of consumer purchase
decisions. Gustatory attributes of malt play the most important role in predicting and influencing consumer
purchase decisions of malt drinks in Nigeria. Convincingly, malt brand visual, tactile, and olfactory attributes also play a major role in propelling and facilitating consumer purchase decisions.
The study has also contributed to the body of existing knowledge by conceptually providing a comprehensive
explanation of multisensory product attributes and consumer purchase decisions. This study has theoretically contributed to the body of existing theories in the field of multisensory marketing. This study’s findings
have contributed to identifying the nature and extent of the relationship between multisensory attributes of
malt drinks and consumer purchase decisions. The introduction of mediating and moderating variables has
also helped in advancing the already existing multisensory and consumer behavior theories and theoretical
models. In similar terms, the findings of this study will be of great significance to malt manufacturers, brand
managers, and other stakeholders in the industry. They will always integrate the multisensory aspect of their
brands in communicating with their various stakeholders. It will also serve as an information repository
threshold to the malt manufacturers, brand managers, and marketers, and other stakeholders in food and
beverage companies for strategic policy formulations and implementations.
Further, this research has exhibited a strong analytical prowess in its methodology that has contributed
significantly to the extant literature through the application of Partial Least Squares Structural Equation
Modeling technique; a second-generation multivariate statistical technique developed to simultaneously estimate the relationships between the exogenous and endogenous constructs or complex relationships among
constructs. This research has also supplied empirical evidence that there are significant and quantifiable relationships between the predicting variables and consumer purchase decisions of malt brands, as reflected in
the findings of this study.
Suggestively, because the present study concentrated on the South-Eastern part of Nigeria, there is a need to
expand the scope in future research to cover other geographical zones in Nigeria. The need to also investigate
sensory purchasing motives for beer brands as a good number of Nigerian youths and even adults (male and
female) do drink beer brands. Future studies may use a longitudinal type of survey design and procedure
since the present study adopted a cross-sectional method. Besides, there is a need for experimental or causal
research design in a future study to compare its results with the findings of this study.
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APPENDIX A
b. The consumer purchase decision theory
This theory by Blackwell, Miniard, and Engel (2005) stated that a consumer undergoes a seven-point
pre-purchase, purchase, and post-purchase decision stages. According to this theory, the consumer decision process starts from need identification, gathering of relevant information, pre-purchase evaluation
of product attributes and alternatives, consumer purchase decision, consumption, post-consumption
evaluation, and divestment. The first stages in the consumer decision-making process aid in identifying
and satisfying the consumer’s needs and wants. The second stage is to embark on an information search.
The third stage is the evaluation of product attributes and alternatives to establish purchase intention.
A consumer purchase intention influences the actual consumer purchase decision, which is the fourth
stage in the consumer decision-making process. Consumption is the fifth stage, while post-consumption evaluation, which culminates into satisfaction or dissatisfaction, is the sixth stage. The seventh
stage in the decision-making process is divestment, which acknowledges if the product purchased and
consumed will be disposed of or not. Relating this theory to the study entails that consumer purchase
decision, which is the dependent variable of this study, stems from the fourth stage of this theory and
also is rooted in it.
Source: Blackwell et al. (2005).
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Figure A1. Consumer purchase decision process
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APPENDIX B
QUESTIONNAIRE FOR THE SURVEY AND RESPONDENTS’
RESPONSES FREQUENCY
Instruction: This questionnaire is meant for respondents who take malt drinks only

Screening Questions:
Do you drink malt?
1. Yes [356] 2. No [0]
Please proceed if your answer to question ’a’ is ’Yes’
For how long?
1. Below one year [0] 2. More than one year [356]
Among the selected malt brands under investigation, which brand do you prefer most?
1. Grand Malt [45] 2. Amstel Malta [93] 3. Maltina [72] 4. Guinness Malt [88] 5. Dubic Malt [58]
d. What type of malt consumer are you?
1. Working day drinker [83] 2. Working night drinker [68]3. Weekend day drinker [46] 4. Weekend night
drinker [42] 5. Anytime heavy drinker [101] 6. Anytime casual drinker [14] 7. Occasional drinker [2]

SECTION A: PERSONAL DEMOGRAPHIC DATA AND GENERAL
INFORMATION
Instruction: please tick (√) in the space provided beside each question & fill in appropriate answer.
Gender:
1. Male [121] 2. Female [235]
Marital Status:
1. Single [238] 2. Married [112] 3. Divorced [4] 4. Widowed [2]
Age Range:
1. Below 18 years [0] 2. 18-30 years [148] 3. 31-40 years [113] 4. 41-50 years [66] 5. Above 50 years [29]
Average Monthly Income Range:
1. Below N18,000 [5] 2. N18,000 – N38,999 [60] 3. N39,000 – N69,999 [82] 4. N70,000 – N99,999 [102] 5.
N100,000 and above [107]
Key for Evaluation: Multisensory Attributes Scale
1. NMP = Not at all important 2. SMP = Slightly important 3. SWMP = Somewhat important
4. VMP = Very Important 5. EMP = Extremely important.
Key for Evaluation: Consumer Purchase Decision Scale
1. DNPUR = Definitely not purchase 2. NPUR = Not purchase 3. NEU= Neutral 4. PUR = purchase
5. DPUR= Definitely purchase.
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SECTION B: MULTISENSORY MALT ATTRIBUTES SCALE
Instruction: please tick (√) by showing the extent to which these items are important or not important
to you concerning sensory attributes of your brand of malt.
Malt Brand Visual Attributes (X1)

Items

EMP = 5 VMP = 4 SWMP = 3 SMP = 2 NMP = 1

Vis 1

Of what importance is the color of your preferred malt
brand bottle/can/pack when making purchase decision?

130

116

53

44

13

Vis 2

How important is the size of your preferred malt brand
bottle/pack/can while making purchase decision?

116

134

50

40

16

Vis 3

Of what importance is the appearance of your favorite
malt brand bottle/pack when making purchase decision?

121

141

35

41

18

Vis 4

How important is the shape of your desired malt brand
bottle/can/pack while making purchase decision?

58

61

140

58

39

Vis 5

How important is the design of your preferred malt brand
bottle/can/park while making purchase decision?

135

153

43

25

0

Gus 1

Of what importance is the quality taste of your favorite
brand of malt while making purchase decision?

194

124

25

12

1

Gus 2

How important is the low sugar taste of your preferred
brand of malt while making purchase decision?

221

115

11

9

0

Gus 3

Of what importance is the sweet taste of your desired malt
brand while making purchase decision?

72

94

59

109

22

Gus 4

How important is the cream taste of your preferred malt
brand when making purchase decision?

97

164

73

13

9

Gus 5

Of what importance is the sucrose taste of your malt brand
choice when making purchase decision?

138

134

61

20

3

Tac 1

How important is the feel of malt brand bottle/pack/can
while making purchase decision?

99

150

46

51

10

Tac 2

How important is the weight of your preferred malt brand
bottle/pack/ can when making purchase decision?

84

130

52

76

14

Tac 3

Of what importance is the chillness of your desired malt
brand bottle/can/pack while making purchase decision?

120

153

42

38

3

Tac 4

How important is the glossiness of your favorite brand of
malt bottle/can/pack while making purchase decision?

82

79

99

71

25

Tac 5

How important is the smoothness of your preferred malt
brand bottle/can/pack when making purchase decision?

77

139

43

69

28

Olf 1

How much importance is the pleasant smell of your
preferred malt brand when making purchase decision?

112

138

65

32

9

Olf 2

Of what importance is the flavor your favorite brand of
malt while making purchase decision?

171

144

27

13

1

Olf 3

What importance do you attach to the aroma of your
desired malt brand when making purchase decision?

104

139

75

24

14

Olf 4

Of what importance is the fragrance smell of your
preferred malt brand while making purchase decision?

105

138

31

61

21

Olf 5

How do you value the pleasant odor of your preferred
brand of malt when making purchase decision?

108

145

63

21

19

Rank the relevance of the following variables in order
of importance while making purchase decisions for a
particular brand of malt

1st

2nd

3rd

4th

Rank

Visual

15

12

38

7

3rd

Gustatory

109

39

2

0

1st

Tactile

7

8

5

17

4th

Olfactory

28

51

16

2

2nd

Malt Brand Gustatory Attributes (X2)

Malt Brand Tactile Attributes (X3)

Malt Brand Olfactory Attributes (X4)

144
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SECTION C: CONSUMER PURCHASE DECISION SCALE
Please tick (√) by showing the extent to which these items reflect your purchase decision of a particular
brand of malt drink in relation to its sensory attributes.
Consumer Purchase Decision (Y)
CPD 1
CPD 2
CPD 3
CPD 4

Do you purchase a particular brand of malt drink
because of its visual (sight) attributes?
Do you purchase your preferred brand of malt drink
because of its gustatory (taste) properties?
Do you purchase your favorite brand of malt drink
because of its tactile (texture) attributes?
Do you purchase your desired brand of malt drink
because of its olfactory (smell) properties?

DPUR 5

PUR 4

NEU 3

NPUR 2

DNPUR 1

102

131

56

47

20

130

120

54

35

17

102

120

35

52

47

98

117

64

50

27

APPENDIX C
Distribution and return of the copies of the questionnaire
Source: Field survey.

No.
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35

Name of the selected sales outlets
Vegas restaurant Abakaliki
New Jerusalem Bar Abakaliki
Crunches Fried Chicken Restaurant Abakaliki
Brifina Bar Abakaliki
NwanyiIga Restaurant & Bar Abakaliki
MR Biggs Fast Food Joint Abakaliki
FriendzRendezous Bar Abakaliki
Nourisher Continental Fast Food Awka
Ofiaku Kitchen & Bar Awka
Lass-Bejoy Bar Awka
Mummy’s Pot &CruisineAwka
Rose-Life Restaurant Awka
Cofi Premium Bar & Lounge Awka
Next Level Bar Awka
Cabrini Bar Enugu
Ejindu Restaurant Enugu
Crunches Fast Food Enugu
Dolphine Restaurant Enugu
Emily African Continental Restaurant Enugu Amazon Bar Enugu
Amazon Bar Enugu
Platinum Bar Enugu
Kilimanjaro Fast Food Joint Owerri
Owerri Club, Restaurant & Bar
Golden Bites Restaurant & Bar Owerri
Cubana Restaurant & Bar Owerri
Mimi Place Bar Owerri
Villa City Bar Owerri
California Bar Owerri
Hoffers Fast Food Joint Umuahia
La Fame Restaurant & Bar Umuahia
Exclusive Restaurant & Bar Umuahia
De Latinos Bar Umuahia
Network Restaurant & Bar Umuahia
D Place Bar Umuahia
Chops Galaxy Bar Umuahia
Grand total
Percent
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Copies distributed

Valid copies

Unreturned/
invalid copies

8
8
9
7
9
8
6
8
10
13
8
8
12
7
17
14
15
13
15
10
12
10
13
10
12
14
16
13
10
12
9
11
14
12
11
384
100

7
8
8
6
8
8
6
8
9
13
8
7
11
7
15
13
13
11
14
9
12
10
12
9
11
13
14
13
10
11
8
9
13
12
10
356
92.7

1
0
1
1
1
0
0
0
1
0
0
1
1
0
2
1
2
2
1
1
0
0
1
1
1
1
2
0
0
1
1
2
1
0
1
28
7.3

145

