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Traditional restaurant managers’ use of sensory marketing to maintain customer satisfaction:

Findings from PLS-SEM and fsQCA

Abstract

The sensory experience is the initial step in creating memorable dining experiences for consumers in
traditional restaurants. However, the question remains as to how managers should best combine the five senses
to satisfy customers. More research is needed to determine how sensory cues can be used in marketing
strategies. By applying five sensory marketing to traditional restaurants, this study proposes a model for
satisfying customers. In addition, it aims to leverage methodologies that ultimately lead to customer
satisfaction based on sensory marketing that can serve as guidelines for restaurant managers. The study
hypotheses were tested on a sample of 525 Indonesians who dined at traditional restaurants. Data analysis was
conducted using structural equation modelling with Smart-PLS 4.0 and fuzzy set qualitative comparative
analysis (QCA) 3.0. The results indicated that olfaction and haptics are significant factors in customer
satisfaction, whereas visual, taste, and auditory are not. According to the QCA findings, two configurations
were associated with high satistaction outcomes, while two others were associated with low satisfaction
outcomes. As a theoretical and managerial contribution, this study provides guidance to scholars and managers

interested in improving satisfaction in traditional restaurants through sensory marketing techniques.
Keywords: asymmetrical analysis, customer satisfaction, managers, sensory marketing, traditional restaurants
Classifications: consumer behaviour, hospitality marketing, destination marketing, strategic management
Public Interest Statement

Traditional restaurants must remain authentic and sustainable to develop local cuisine. However, it is
important to note how managers and traditional restaurant culinary business actors assess various marketing
strategies to determine which will maximize customer satisfaction. Thus, this study contributes to developing
practical guidelines for managers to monitor customer satisfaction by applying sensory marketing techniques.
The sensory approach is straightforward and basic at its core. According to the study findings, sensory
marketing covers almost every restaurant setting that consumers enjoy when dining out. Several sensory
aspects are investigated in this study, including interior decoration, cleanliness, furniture, restaurant colours,
cutlery, and air temperature. In the end, this study succeeded in confirming the authors’ proposition to
differentiate high satisfaction and low satisfaction. It is hoped that the study findings can serve as a guide for
managers and scholars investigating the effects of applying a combination of sensory marketing that influences

both forms of satisfaction.




1. Introduction

Indonesia is a multicultural country rich in a variety of cultures. As a result of Indonesia’s cultural
diversity, one can grasp the uniqueness of each region, mainly from a culinary standpoint. Numerous
restaurants serve cultural and culinary delights throughout Indonesia. Traditional restaurants have now
developed substantially and offer a variety of dishes comprising a wide variety of specialties to maintain local
cuisine (Wijaya, 2019). Restaurants can create positive perceptions by offering various dishes, attributes,
decorations, atmospheres, and views for consumers to enjoy. Incorporating local culture as part of the
decoration of traditional restaurants will create distinctive and unique characteristics (Puspita, 2015). The
restaurant will be more attractive to tourists if spatial planning, decoration, environment, and local culture are
combined (Lee et al., 2015). In this sense, communities consider traditional restaurants to be a form of cultural

service available to tourists (Cohen & Avieli, 2004).

Traditional restaurants are believed to serve as destinations where tourists can enjoy local cuisine that
is representative of a particular culture or distinctiveness (Cohen & Avieli, 2004: Everett & Aitchison, 2008).
According to Ebster & Guist (2005), tourists prefer restaurants with an authentic ethnic heritage. For this
reason, traditional restaurants must create an appealing impression for consumers while maintaining cultural
elements. According to Clemes et al. (2013), decorations, including furniture styles, lighting, dining tables,
paintings, and other facilities, can influence visitor perceptions. Adding cultural elements to restaurant
attributes will also help attract tourists' attention as a starting point in customer decision-making (Puspita.
2015). Moreover, traditional restaurants are commonly known for serving dishes with distinctive flavours by
using fresh, quality, and original spices from the region (Clemes et al., 2013). It is common for traditional

restaurants to serve delicious, unique, and authentic food using regional spices.

Consumers’ sensory elements will also be enhanced and influenced by the various restaurant attributes
that have a cultural impact when visiting a restaurant. Krishna (2012) states that sensory elements form the
first step in the consumer decision-making process. As a result, consumers can justify all the services
restaurants offer through this sensory element. First and foremost, listening to music while eating at a
restaurant will enhance enjoyment and become entertainment for the consumer. According to Garlin & Owen
(2006), slow, low-volume music creates a calming effect that encourages consumers to remain in their
environment for an extended period. Traditional restaurants that play native local music will likely offer a
cultural experience and added value (Wen et al., 2020). In addition, the strong restaurant aroma of the food
served makes consumers want to order more dishes and to spend more time there (Biswas & Szocs, 2019).
Because traditional restaurants use certain ingredients and different cooking methods, their food usually has a
distinctive and robust aroma. Additionally, customers experience a unique feeling when eating with the
provided cutlery. In a restaurant setting, the use of cutlery, such as plates, spoons, and utensils, contributes to
consumer judgments and interests regarding food tastes (Biggs et al., 2016). Moreover, many traditional

restaurants also provide consumers with a place to wash their hands to experience the sensation of eating with




their hands directly. In sum, consumers visit traditional restaurants in order to satisfy their consumption needs

and enrich their sensory experience before having a meal (Alonso & O'Neill, 2010).

As part of culinary marketing, traditional restaurant managers need to understand the importance of
sensory involvement. Further, increasing competition in business requires managers to devise creative
strategies and innovations that will differentiate them from their competitors (Ali & Ahmed, 2019).
Accordingly, traditional restaurants should be developed by paying attention to sensory cues (visual, taste,
olfaction, auditory, and haptic) to increase consumer satisfaction (Haase & Wiedmann, 2018; Brochado et al.,
2021). Indeed, future restaurant development depends on consumer satisfaction. Lee et al. (2005) found that
the more satisfied customers are. the more positive word-of-mouth communication there is and the more likely

they are to return. Ultimately, customer satisfaction influences loyalty (Manthiou et al., 2016).

A sensory marketing strategy will assist restaurants in improving the dining experience for their
customers (Satti et al.. 2021). Adding five sensory elements to the dining experience (Chang, 2019) will
enhance the dining experience. In addition to providing sensory visuals, it will also influence consumer
perceptions and responses to the food provided (Michel et al., 2014). The contextual noise, music, and sounds
made while eating constitute sensory stimuli that can increase appetite and consumers’ appraisal of dishes
(Spence & Shanker, 2010). In addition to taste, olfaction, and haptics, diners can experience strong emotions
and authentic impressions (Chang. 2019). Restaurant managers who employ sensory marketing tend to see
increases in consumer satisfaction (Satti et al., 2021). According to Kim et al. (2020), sensory marketing

increases consumer satisfaction and subsequently leads to loyalty (Satti et al., 2022).

This study emphasises the importance of sensory marketing applications in traditional restaurants
serving consumers. However, it remains debatable whether traditional restaurant managers understand how to
effectively apply sensory marketing to ensure customer satisfaction. This is especially true when sensory
marketing is the initial stimulus that affects consumer attitudes and emotions, which implies that sensory
marketing has great potential for influencing consumer decision-making in the traditional restaurant as part of
potential customers’ decision-making journey. To be able to design an efficacious strategy that incorporates
sensory marketing, traditional restaurants must provide unique services involving a combination of food,
decoration, music, and other cultural components. Consequently, the first research question of this study is as
follows: (RQ.1) How do managers apply sensory marketing strategies to enhance customer satisfaction in
traditional restaurants? The implication is elucidating how a series of marketing strategies based on sensory

elements stimulate consumers” emotions and attitudes.

Although previous studies have examined how sensory marketing is applied to achieve marketing
objectives (such as loyalty) (Satti et al., 2021; Satti et al., 2022), applications of sensory marketing have yet
to be thoroughly studied in a traditional restaurant setting. Restaurant managers must devise strategies to
achieve customer satisfaction through sensory marketing and thus meet marketing objectives (satisfaction,

loyalty, word of mouth, etc.). Consequently, this study identified a gap in previous studies, which have focused




primarily on applying sensory marketing to loyalty with only limited applications to traditional restaurants.
Meanwhile, Krishna (2012) reiterates the importance of sensory marketing applications in the consumer
decision-making journey, stating that ‘sensory marketing is the first step in the consumer's journey to obtaining
valuable experiences.” Therefore, the second research question (RQ.2) is How is sensory marketing theory
applied to achieve customer satisfaction? This study employed Krishna's (2012) sensory marketing theory to
examine the impact of visual, auditory, olfactory, taste, and haptic elements on customer loyalty and
satisfaction. The five sensory elements describe how consumers respond when eating at a restaurant, which

can lead to satisfaction.

Furthermore, this research incorporates a methodological contribution by operating a hybrid analysis
of structural equation modelling (SEM) and fuzzy sets qualitative comparative analysis (fSQCA) to provide
an extensive contribution, achieve the research objective to obtain more detailed results, and evaluate the
customer satisfaction model based on sensory marketing using SEM. The resulting findings explain how each
sensory marketing element (visual, auditory, olfaction, taste, and haptic) contributes to customer satisfaction.
Moreover, we uncover a series of causality configurations (present, absent, and do not care conditions) of each
sensory element that affects consumer satisfaction using fsQCA. This study contributes to the empirical
literature by determining sensory marketing causality in consumer satisfaction. In this way, fsQCA analysis
will demonstrate how the combination of multisensory and single sensory experiences affects consumer
satisfaction. Therefore, a significant practical contribution of this study will be providing restaurant managers
with a comprehensive understanding of consumer consumption behaviour in traditional restaurants. By

utilising sensory marketing strategies, restaurant managers can develop agile marketing strategies.

The remainder of this paper is organized as follows. Section 2 discusses the literature review and
hypotheses. Section 3 describes the research methodology, including the method, operationalisation,
questionnaire item development, sampling techniques, data collection techniques, and statistical analysis
techniques. Section 4 presents the research findings, and Section 5 describes the discussion. Finally, Section

6 offers various conclusions.

2. Literature Review and Hypotheses
21. Customer Satisfaction

Customer satisfaction is one of the most important and significant goals of marketing (Yi & Nataraajan,
2018). Indeed, customer satisfaction is at the centre of marketing strategies to improve business performance
(Greenwell et al., 2002). Oliver (1981) indicates that customer satistaction influences attitudes and purchase
intentions through perceived benefits. According to Parker & Mathews (2001), satistaction can be defined as
the feeling that results from evaluating the performance of a product or service as having met certain needs
(Parker & Mathews, 2001). According to some existing research (Kasiri et al., 2017: Shokouhyar et al., 2020),
customer satisfaction is often influenced by customer service quality. As a result, marketers need to understand
the right strategies and services to promote customer satisfaction (Anderson et al.,2008). To satisfy customers,

managers must consider appropriate service strategies that can meet their unique characteristics.




Tourism and customer satisfaction have been shown to be strongly linked (Chen et al.. 2016), whereby
customer satisfaction is a significant indicator of a tourism business's success. As a result of performing a
wide variety of activities during a tour, tourists will be satisfied or dissatisfied, which influences their overall
satisfaction with tourism services (Pratt et al., 2020). Tourists’ satisfaction is based on comparing their
destination experience with their expectations, and satisfied customers will likely recommend the destination
to others (Jeong & Kim, 2020). Tourist satisfaction can also be determined by assessing destination attributes,
such as culinary offerings, accommodations, attraction cultures, and convenience levels (Heung & Quf, 2000:
Huang et al., 2015). The level of satisfaction will also differ depending on the importance of the service

(Turner et al., 2002).

22. Sensory Marketing

Krishna (2012) defined sensory marketing as a marketing method in which customers are influenced
by their senses. Sensory marketing assesses five types of perceptions: visual, auditory, haptic, olfaction, and
taste. The sequence of these cues in marketing is often sequential (rather than occurring simultaneously) as
visual cues influence the olfactory, which then mediates taste perception and sensory sequences (Biswas ct
al.. 2021). As a result, sensory marketing is an effective strategy for attracting consumers (Haase &
Wiedmann, 2018). Restaurants can employ sensory marketing to increase consumer satisfaction by creating
emotional attachments (Shahid et al., 2022). Notably, sensory marketing is more effective than traditional
marketing in generating consumer satisfaction and encouraging diners to spend more time in a restaurant (Satti

etal.,2021; Satti et al ., 2022).

Consumers' dining experiences at certain restaurants are impacted by the five sensory elements that
serve as a basis for producing cognitive and emotional perceptions (Chang,2019; Chenetal.,2021). To ensure
that consumers have a pleasant dining experience, restaurants employ sensory marketing to be certain that
consumers understand the available services (Satti et al., 2021). Consumers can experience a variety of
different experiences when dining at a restaurant. Sensory cues affect a consumer's perception of food and
their response to it in a restaurant. Notably, consumers perceive the taste of food the first time they see it
served to them, even before tasting it. The sensory cues consumers receive when tasting food may differ in
terms of levels (Biswas et al., 2014). It is also important to consider background music and sounds during
eating as sensory cues that also influence consumption and taste judgment (Spence & Shankar, 2010). Besides
taste and aroma, all sensory cues contribute to customer satisfaction by influencing consumers’ memories and

emotions. As a result, all sensory cues contribute to customer satisfaction.

Restaurants that utilise sensory marketing are more likely to be able to provide high-quality services
to consumers. The dishes served at a restaurant can also influence a consumer's perception and response to
food; likewise, consumer expectations can be influenced by the dishes they are served (Michel et al., 2014).
Consumers’ “visual perception’ refers to how they perceive the restaurant through sight (Han & Ryu, 2009).
Several physical factors can atfect customer satisfaction and tourist enjoyment, including decoration, facilities,

colour, lighting, and the restaurant layout (Ryu & Jang, 2007). Restaurants should focus on maintaining a




clean environment and providing attentive service to increase customer satisfaction. Creating aesthetic
stimulation as part of a restaurant's service is believed to increase emotional attachment and satisfaction
(Shahid et al., 2022). A traditional restaurant should consider this strategy as a marketing tactic for managing
visual cues (Zha et al., 2022). The restaurant’s visuals and physical environment will create an impression of
positive value that will ultimately lead to customer satisfaction (Ryu et al., 2012; Ali et al., 2016). Based on

this information, the following hypothesis is proposed:
Hi Visual cues in traditional restaurants will likely increase satisfaction.

In dining, the human senses are sensitive to stimulation. Sound is one of the diverse phenomena
resulting from interactions with the physical environment; music or sounds that accompany the act of eating
can improve consumer satisfaction and enjoyment (Lindborg, 2015; Spence & Shankar, 2010). Raab et al.
(2013) suggested that other forms of sound, such as the sound heard by consumers in restaurants, may affect
consumer satisfaction in significant ways. Several types of noise, such as relaxing music, can increase one's
liking for a meal, while traffic noise and restaurant noise decrease one’s liking (Spence & Shankar, 2010;
Steffens et al., 2021). Thus, sound and music can contribute to consumer perceptions of restaurant quality

overall satisfaction with a restaurant. Based on this, we postulate the following hypothesis:
H> Auditory cues in traditional restaurants will likely increase satisfaction.

In addition to the quality and taste of the food served, positive consumer behaviour intentions can also
be generated (Liu & Jang, 2009). Further, certain restaurants may provide consumers with emotional pleasure
and memorable behaviour intentions when they eat at certain restaurants (Horng & Hsu, 2021). Many factors
atfect consumer satisfaction regarding restaurant services, including taste, freshness, and temperature (Liu &
Jang, 2009). Consequently, a discrepancy between the form and presentation of food creates a negative or

positive impression for consumers (Ferreira, 2019).
Hs Taste cues in traditional restaurants will likely increase satisfaction.

Chang (2019) found that olfaction can influence consumer memories and emotions when eating in a
restaurant. It happens because people smell things that activate specific parts of their brain, which, in turn,
create positive emotions such as pleasure, relaxation, satisfaction, and other valuable memories (Krishna et
al., 2014). In addition to being able to imagine what food will smell like, olfaction can also be referred to as a
condition where a person will respond accordingly to a smell. Tourists will ultimately be satisfied with the
level of service resulting from the restaurant environment's air quality, cleanliness, and crowd control (Cicerali

etal., 2017).
Has Olfaction cues in traditional restaurants will likely increase satisfaction.

The sensory cue of haptics can influence consumer satisfaction when eating out in a restaurant.
Additionally, the texture and presentation of food that consumers enjoy can simultaneously influence their

perceptions and satisfaction (Chang, 2019). Consumers' perceptions of a food’s taste can be influenced by a




variety of factors, including the aforementioned food texture and presentation (visual) and the food equipment
(haptics) used in restaurants (Biggs et al., 2016). Restaurant visitors may experience haptic experiences either

consciously or unconsciously (Crusco & Wetzel, 1984). Based on this, we formulate the following hypothesis:
Hs Haptic cues in traditional restaurants will likely increase satisfaction.

23. Proposition Development

Krishna (2012) introduced a form of marketing known as sensory marketing as a method to influence
consumers’ perceptions and behaviours by using their senses. Five sensory cues are of concern: visual,
auditory, olfaction, taste, and haptic. Owing to the sequential nature of these five cues in marketing, visual
cues typically appear first when visiting a restaurant, followed by scent and taste (Biswas et al., 2021). The
first impression a restaurant gives is its food dishes and atmosphere, which can influence perceptions of
flavours even before they are tasted (Michel et al.. 2014). Furthermore, auditory sensory cues influence
consumers' consumption level and taste evaluation during meals (Spence & Shankar, 2010). Chang (2019)
contend that taste and aroma atfect consumers' memories and emotions more than any other sensory cue. As
aresult, Haase & Wiedmann (2018) argue that all sensory cues are critical to determining whether satisfaction
will be high or low. Different conditions may arise in a sensory marketing composition that create the highest

satisfaction level and vice versa. Therefore, we propose the following:

Proposition 1. The presence of a single sensory marketing alone is insufficient to achieve high customer

satisfaction in traditional restaurants.

Proposition 2. The absence of a single sensory marketing dimension alone is insufficient to cause a low level

of customer satisfaction in traditional restaurants.

24. Research Model
24.1. SEM Model

The framework for the research model was developed based on the findings of previous studies. As
previously mentioned, the study considered that five sensory marketing dimensions—visual, auditory, taste,
olfaction, and haptic (Krishna, 2012)—determine satisfaction (Kim et al., 2020: Satti et al., 2021). These five
dimensions of sensory marketing can shape or predict consumer satisfaction. Figure 1 below presents the SEM

framework developed in the study.
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Figure 1. SEM Model

24.2. fsQCA Model

This study aims to investigate several configurations that contribute to tourist satisfaction through a
series of causal conditions. In addition, it investigates the relationship between sensory marketing cues,
specifically visual, auditory, olfactory, taste, and haptic. According to this case study, the five sensory
marketing cues are considered driving forces in shaping satisfaction simultaneously and interdependently.
Most tourists are satisfied with restaurants after tasting delicious food and feeling calm in a quiet environment.
However, it is also possible that tourists are satisfied with restaurants based only on their environment. The
research will determine the most suitable causal conditions for satisfaction development based on the driving

factors for satisfaction formation. Figure 2 illustrates the research path.
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Figure 2. Configuration Path from Sensory Marketing to Satisfaction
3. Research Methods
31. Measures
Table 1 summarises the measurement items used in this study, which were modified from previous
studies and based on sensory marketing (visual, auditory, taste, olfaction and haptic) and satisfaction. Visual
was composed of three items modified from Haase & Wiedmann (2018, 2020). Auditory included three items
modified from Haase & Wiedmann (2018, 2020). Taste items were modified from Haase & Wiedmann (2018,

2020) and then three items were developed. Olfaction, also comprising three items, was modified from Haase




& Wiedmann (2018, 2020). Haptic was modified from Haase & Wiedmann (2018, 2020) and three statement
items were developed. Additionally, four satisfaction items were modified based on Kim et al. (2020). Each

item was evaluated using a 7-point Likert scale ranging from 1 = strongly disagree to 7 = strongly agree..

Table 1. Measurement [tems

Construct Items
Visual The colours of traditional restaurants are pleasing to the eye.

(Haase & Wiedman,  The interior of traditional restaurants are balanced.
2018, 2020)

The interior decorations of traditional restaurant are attractive.

Auditory I like the music played in traditional restaurants.
(Haase & Wiedman,  The music playing in traditional restaurants makes me feel happy.

2018, 2020
: The volume of the music playing in traditional restaurants is appropriate.

Taste The food and drink at traditional restaurants are delicious.

(Haase & Wiedman, — There are various types of food and drinks in traditional restaurants.

2018, 2020 . . . . .. .
: The food and beverage ingredients in traditional restaurants are fresh.

Olfaction The aroma of traditional restaurants matches the overall atmosphere of the
(Haase & Wiedman, restaurant.
2018, 2020) I like the smell of traditional restaurants.
The aroma of traditional restaurants soothes me.
Haptic Traditional restaurants are clean.
(Haase & Wiedman,  The temperature in traditional restaurants is appropriate.
2018, 2020)

The furniture in traditional restaurants is comfortable.

I enjoy the tangible and intangible facilities of a traditional restaurant.
There is a fun atmosphere with family and/or friends that creates an
Satisfaction enjoyable experience at traditional restaurants.
(Kim et al., 2020) Traditional restaurants and dining experiences put me in a good mood.
[ am satistied with the overall experience of the traditional atmosphere in
traditional restaurants.

32. Data Collection and Procedure

The study focus was the use of sensory marketing in traditional restaurants, particularly in the Lake
Toba area of Indonesia, where consumers visit traditional restaurants. Thus, consumers may be influenced by
their five senses while eating: visual, auditory, olfaction, taste, and haptic. Furthermore, the measurement
items developed were arranged as an online questionnaire using Google Forms. The questionnaire was
distributed randomly by using the link obtained from Google Forms and sharing it via Instagram, Whats App,
and Facebook. The questionnaire was distributed randomly using a Google Form link, and 525 responses were

collected over the course of eight months.

33. Sampling Technique and Profile
Both non-probability sampling and purposive sampling techniques were employed in this study. A
questionnaire was administered to respondents who had visited traditional restaurants, had had memorable

dining experiences, and had shared those experiences via social media. Respondents who met these criteria




were permitted to fill out the questionnaire. In this way, we sought to obtain responses following the research
objectives, namely, to determine whether consumers are satisfied with a restaurant experience by considering

five sensory aspects (visual, auditory, taste, olfaction, and haptic).

The survey was conducted online, and 525 responses were collected. According to the demographic
characteristics presented in Table 2, women dominated (69.7%). The largest age group was those ages 20 to
24 (42.1% of respondents). Regarding marital status, 64.2% of respondents were single, and 35.8% were
married. As for educational background, 60% of respondents had completed a bachelor’s degree. Regarding
occupation, 47% of respondents reported being undergraduate students. When asked about the frequency of
visits to traditional restaurants; the most common answer was less than or equal to two times, representing
390% of respondents. Among travellers who prefer to travel with their families, 71.6% prefer traditional
restaurants. According to 67.6% of respondents, the most impressive attribute in traditional restaurants was

the food.

Table 2. Respondents’ Profile

Measure Items Frequency Percentage

Gender Male 159 30.3%
Female 366 69.7%

Age (Years old) 19 or below 64 12.2%
20-24 221 42.1%

25-29 37 7.0%

30-34 39 7.4%

35-39 37 7.0%

40 - 44 29 5.5%

45 or above 98 18.7%

Marital Status Single 337 64 2%
Married 188 358%

Educational Senior high school or equal 118 22.5%
Background Undergraduate 315 60.0%
Master 77 14.7%

PhD 15 2.9%

Occupation Student 19 3.6%
Undergraduate Student 247 47.0%

Master Student 15 2.9%

PhD Student 7 1.3%

Entrepreneur 15 2.9%

Private Employee 99 18.9%

Government Employee 113 21.5%

Others 10 1.9%

Frequency of Visits 2 times or less 205 39.0%
to Traditional 3 - 5 times 151 28.8%
Restaurants 6 - 8 times 43 8.2%
8 times or above 126 24.0%

Travel with Self 14 2.7%
Friends 86 16.4%
Family 376 71.6%

Couple 26 50%




Colleagues 15 2.9%

Group 8 1.5%

Most impressive Foods 355 67.6%
about the restaurants Atmosphere 97 18.5%
Interior Decoration 30 5.7%

Traditional Furniture 16 3.0%

Traditional Music 27 5.1%

34. Analysis Techniques

SEM was utilised to analyse the data using Smart-PLS 4.0 software. The measurement model is first
evaluated using convergent and discriminant validity. The assessment of convergence validity is based on the
average variance extracted (AVE) value, composite reliability (CR) value, and Cronbach’s alpha (CA) value
for internal consistency (Hair et al., 2017). According to the Fornell-Larcker criterion, discriminant validity
is evaluated based on the square root of the AVE being more significant than the correlation between other
variables in the model and the heterotrait-monotrait (HTMT) ratio (Fornell & Larcker, 1981; Henseler et al_,
2015). In addition, this study also evaluates the value of the variance inflation factor (VIF) to detect
multicollinearity. According to Diamantopoulos (2011), if the VIF value of less than 10 indicates there is no
concern of of multicollinearity. Two methods are used to evaluate the structural model. First, the R-square
value is assessed using exogenous variable factors to assess the strength of the model performance (Falk &
Miller, 1992). In the second step, model fit is evaluated based on fit indices, such as SRMR and NFI (Hu &

Bentler, 1998). Hypothesis testing is performed once the fit model criteria have been satisfied in SEM.

The research was also tested using £sQCA, which can provide theoretical and practical benefits based
on conditions that provide solutions for the dependent variable. A calibration evaluation was conducted to
determine the position of the membership data used for the data analysis. This evaluation results in a value
between O and 1 as part of the fsSQCA test. In the fsQCA analysis, the data is transformed by calibrating a 7-
point Likert scale (1 = strongly disagree to 7 = strongly agree) within three limits, namely ‘6’ is full
membership, ‘4’ is the intersection or median, and 2’ is full non-membership (Pappas & Woodside, 2021).
The values obtained in the fSQCA analysis were used to build a truth table that tests the validity of the

conclusions derived from the analysis.

4. Results
4.1. Analysis Results from SEM
4.1.1. Validity and Reliability Assessment

Several stages of testing were conducted to ensure the validity and reliability of the research. The
construct validity of the study was determined by comparing the loading values of each factor to 0.7 (Hair et
al., 2017). This test was conducted to determine the measuring instrument's capability to determine the
research concept. The findings confirmed the construct validity of the study: the factor loadings for each item
exceeded 0.7. In addition, the convergent validity of the study was assessed with an AVE value of 0.5 (Hair

et al., 2017). This study found satisfactory results where the AVE value of each construct exceeded 0.5. To




assess the internal consistency of a construct, Hair et al. (2017) used a CA of 0.7 and CR of 0.7. In general,

the results indicate that the internal consistency of the research is strong. Table 3 shows the results of the

construct validity and reliability in more detail.

Table 3. Construct Validity and Internal Consistency

Construct Items FL CA CR AVE
VSL.1 0914

Visual VSL.2 0.923 0913 0945 0.852
VSL.3 0.932
ADT.1 0914

Auditory ADT.2 0.935 0.895 0935 0.827
ADT3 0.878
TST.1 0.883

Taste TST.2 0.867 0.862 0916 0.784
TST.3 0.905
OLF.1 0.772

Olfaction OLF.2 0.924 0.834 0901 0752
OLF.3 0.898
HPT.1 0.908

Haptic HPT.2 0914 0.905 0.940 0.840
HPT.3 0.927
ST.1 0.865
. . ST2 0.880

Satisfaction ST 3 0.882 0.904 0933 0.776
ST4 0.897

Notes: FL, Factor Loading > 0.7; CA, Cronbach’s Alpha = 0.7; CR, Composite Reliability > 0.7;
AVE, Average Variance Extracted = 0.5.

In the next step, discriminant validity was assessed using three methods. Using the Fornell-Larcker

criterion approach, we evaluated the square root value of AVE compared to the inter-construct correlation

value (Fornell & Larcker, 1981). Consequently, we determined that the square root value of the AVE was

more significant than the inter-construct correlation value. Therefore, discriminant validity was established

according to the Fornell-Larcker criterion, as indicated in Table 4.

Table 4. Discriminant Validity Fornell-Larcker Criterion

Construct VSL ADT TST OLF HPT ST
Visual (VSL) 0.923
Auditory (ADT) 0.566 0.909
Taste (TST) 0.394 0.509 0.885
Olfaction (OLF) 0.542 0.625 0.579 0.867
Haptic (HPT) 0.624 0.618 0.618 0.560 0916
Satisfaction (ST) 0.549 0.594 0.578 0.659 0.696 0.881

Note: The values for the diagonal and bold are the values for the square root of AVE.

In addition, the discriminant validity was tested using the HTMT approach, which represents a new

technique for evaluating discriminant validity with a determined HTMT value of 0.85 (Henseler et al., 2015).




The HTMT values for each construct were lower than 0.85. Thus, the study can be said to have strong

discriminant validity. Table 5 presents the discriminant validity HTMT ratio.

Table 5. Discriminant Validity of Heterotrait-Monotrait Ratio (HTMT)

Construct VSL ADT TST OLF HPT ST
Visual (VSL) -
Auditory (ADT) 0.626 -
Taste (TST) 0.443 0.573 -
Olfaction (OLF) 0.616 0717 0.674 -
Haptic (HPT) 0.684 0.685 0.698 0.640 -
Satisfaction (ST) 0.603 0.658 0.654 0.749 0764 -

Note: HTMT threshold value, < 0.85, strong; < 0.90, weak.

In addition, the cross-loading matrix approach can be used to assess discriminant validity. Discriminant

validity is assessed when the factor loading item value of a construct exceeds the correlation coefficient of all

other constructs. This result indicated that the factor loadings of all constructs were more significant than the

correlation coefficients, thereby indicating a high degree of validity for discrimination using the cross-loading

matrix method. Table 6 presents the cross-loading matrix.

Table 6. Discriminant Validity of Cross-Loading Matrix

Satisfaction Visual Olfaction Auditory Taste Haptic

ADT.1 0.500 0522 0.537 0.914 0411 0.524
ADT.2 0.568 0.508 0.595 0.935 0488 0.556
ADT3 0.549 0515 0.570 0.878 0483 0.602
VSL.1 0.490 0914 0.482 0.507 0356 0.574
VSL2 0.527 0923 0.535 0.553 0362 0.579
VSL3 0.504 0.932 0.482 0.507 0.375 0.574
OLF.1 0.456 0.392 0.772 0451 0409 0.409
OLF2 0.626 0.496 0.924 0.581 0572 0.498
OLF3 0.614 0512 0.898 0.582 0510 0.541
ST.1 0.865 0.509 0.629 0.554 0495 0.675
ST2 0.880 0.489 0.574 0.507 0531 0.557
ST3 0.882 0.446 0.568 0.543 0508 0.593
ST4 0.897 0.488 0.545 0.487 0.504 0.619
HPT.1 0.591 0.541 0.486 0.564 0582 0.908
HPT 2 0.631 0.546 0.522 0.535 0546 0914
HPT 3 0.685 0.622 0.529 0.598 0574 0.927
TST.1 0.482 0.309 0.518 0.386 0.883 0.477
TST.2 0.499 0.360 0.441 0.427 0.867 0.556
TST.3 0.550 0.375 0.573 0.528 0.905 0.603

Note: The values in bold indicate the factor loadings construct.

This study also evaluated the value of the variance inflation factor (VIF) to detect multicollinearity.

According to the results, the outer VIF value ranges from 1.565 to 3.777, and the inner VIF value varies from

1.889 to 2.421. The VIF value obtained in this study fulfils the multicollinearity criteria. According to




Diamantopoulos (2011), a VIF value of less than ten indicates the absence of multicollinearity. Therefore, this

study concluded that multicollinearity was not a concern.

4.1.2. Hypothesis Testing

Structural model analysis was performed using Smart-PLS 4.0 software to evaluate the research
model's capability to test the hypotheses. Using the path coefficient between constructs (Falk & Miller, 1992),
we can assess the model strength of endogenous variables. Using a structural model is appropriate if the R?
value is greater than 0.1 or near one. The fifth path coefficients of sensory marketing cues (visual, auditory,
olfaction, taste, and haptic) indicated that the satisfaction construct has a value of R?> = 0.603 for the
satisfaction construct. Since the endogenous construct has an R? value greater than 0.1, we concluded that this
research model is suitable for use. Furthermore, we assessed the structural model using model fit criteria. The
threshold used is an SRMR less than 0.10 or of 0.08 and an NFI closerto 1 (Hu & Bentler, 1998). The exact
model fit was measured using the lower d_ULS and d_G with using 95 to 99 bounds (Dijkstra & Henseler,
2015). As shown in Figure 3, each model fit the criteria, e.g., SRMR =0.048,d_ULS =0.441; d_G = 0.324,

and NFI = 0.870 was deemed satisfactory. Thus, there were no concerns regarding the model fit.
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Figure 3. Structural Model

Table 7. Summarize of Hypothesis

Hypothesis Coc?ggilcn ts T-Value P-Value Conclusion
H1 Visual - Satisfaction 0.066 1.182 0.238 Unsupported
H2 Auditory = Satisfaction 0.089 1.201 0.230 Unsupported
H3 Taste -> Satisfaction 0.107 1.924 0.055 Unsupported
H4 Olfaction = Satisfaction 0.302%%* 5.714 0.000 Supported




H5 Haptic = Satisfaction 0.365%** 6.768 0.000 Supported
Notes: *#* P <0.001; ** P < 0.01

Figure 3 and Table 7 illustrate the results of the hypotheses testing. The results indicated that some
sensory cues, namely visual, auditory and taste, did not influence the formation of satisfaction in a significant
way. Therefore, H1, H2, and H3 are not supported. (p = 0.066, 0.089 and 0.107, T = 1.182, 1.201 and 1.924).
Contrary to this, the sensory cues of olfaction and haptics had a significant effect on satisfaction. Thus, H4

and H5 are supported with (B = 0.302 and 0.365, T =5.714 and 6.768).

42. Analysis Results from fsQCA
42.1. Calibration Selection and Truth Table Construction

The use of fsQCA in research aims to produce a high or low satisfaction configuration derived from
five sensory marketing cues: visual, auditory, taste, olfaction, and haptic. Additionally, the findings are used
to resolve the complex theory of creating high satisfaction through inter-dimensional sensory marketing
relationships by using inter-dimensional sensory marketing relationships to create a high level of satisfaction.
To perform fsQCA analysis, data on the 7-Likert scale was calibrated into three fuzzy sets: ‘6’ as full
membership, ‘4’ as a median or intersection, and ‘2’ as full non-membership (Ordanini et al., 2014: Pappas &
Woodside, 2021). To generate a truth table containing all composite conditions that indicate high and low

satisfaction, the calibrated data was converted into fuzzy scores with ‘0’ for ‘low’ and 1’ for ‘high.’

A truth table for high satisfaction is provided in Table 8. Eleven composite conditions that support
high satisfaction outcomes were obtained. Each composite consists of constructs with unique and different
conditions resulting in high satisfaction. Specifically, the fourth composite with 436 cases has conditions
where five independent constructs are in the ‘high’ condition, leading to high satisfaction. In addition, three
composites form high satisfaction, derived from four constructs in the ‘high’ condition in 15 cases. Four
composites form high satisfaction, consisting of three constructs in the *high’ condition in five cases. A ‘high’
condition is also found in two constructs adding three cases, namely the ninth and tenth composites, which
result in high satisfaction. Lastly, the eleventh composite condition forms high satisfaction with one construct

or case in the “high’ condition.

Table 8. Truth Table for High Satisfaction

Visual  Auditory Olfaction  Taste Haptic Cases S H 1gh_ Consistency PRI
atisfaction
Low High High High Low 2 Yes | 1
Low High Low High High 1 Yes 1 1
High High High High Low 3 Yes 0.999 0.998
High High High High High 436 Yes 0.997 0.997
Low High High High High 9 Yes 0.994 0.986
High Low High High High 3 Yes 0.992 0.979
High Low High High Low 1 Yes 0.989 0955
Low Low High High High 1 Yes 0.989 0951
Low Low High High Low 2 Yes 0.988 0938
Low Low Low High High 1 Yes 0.982 0.866




High Low Low Low Low 1 Yes 0.977 0.759

A truth table for low satisfaction outcomes is also presented in Table 9. Using eleven composite
conditions as predictors of low satistaction, two composites were obtained for “high’ low satisfaction and nine
composites for ‘low’ low satisfaction. A high low satisfaction composite is formed by using only one construct
with one case as a ‘high’ condition in the first composite. Additionally, the second composite, which has one
case, is composed of two constructs in the *high’ condition that result in a low satisfaction. Further, three
constructs in the *high’ condition constitute the third to seventh composite conditions, resulting in seven cases
of low satisfaction. As with composites eight to ten, which consist of four constructs in the ‘high’ condition,
12 cases of low satisfaction are derived. In addition, the composite conditions in which the five constructs are

in a “high’ condition, totalling 436 cases, also constitute a low satisfaction condition.

Table 9. Truth Table for Low Satisfaction

Visual  Auditory Olfaction  Taste Haptic Cases .Low . Consistency PRI
Satisfaction
High Low Low Low Low 1 Yes 1 1
Low Low Low High High 1 Yes 1 1
Low Low High High Low 2 No 0.999 0.998
Low High Low High High 1 No 0.997 0.997
Low Low High High High | No 0.994 0.986
High Low High High Low 1 No 0.992 0979
Low High High High Low 2 No 0.989 0.955
High Low High High High 3 No 0.989 0951
High High High High Low 3 No 0.988 0938
Low High High High High 9 No 0.982 0.866
High High High High High 436 No 0977 0.759

4.2.2. fsQCA Findings

The data analysis was conducted using fsQCA 3.0 software. As a result, three solution configurations
were obtained that resulted in high satisfaction, as shown in Table 10. An overall solution coverage value of
0.960 and a consistency value of 0.985 were obtained to form high satisfaction. This is in accordance with
Ragin’s (2006) study finding, which states that coverage and consistency values greater than 0.75 are
considered relevant. A consistent value of above 0.75 was also found in each configuration, thus resulting in
a unique and different configuration that produces high satisfaction. Specifically, only the first configuration
(H.1) had a raw coverage value exceeding 0.75. In addition, each configuration had a presence (*) and do not
care conditions (blank space). The first configuration (H.1) consisted of causal conditions of *OLF and *TST
and do not care conditions of VSL, ADT, and HPT with a raw coverage of 0.958 and a consistency of 0.986.
With a raw coverage value of 0.112 and a consistency value of) 0.986, the second configuration (H.2)
consisted of causal conditions, (e.g., *VSL, *TST, *HPT) and do not care conditions such as ADT and OLF.

Considering the results obtained, it may be concluded that preposition number one is supported.

Table 10 presents the resulting configurations of low satisfaction outcomes. Two configurations

formed low satisfaction with an overall solution coverage value of 0.637 and a consistency value of 0.873.




Each configuration had a presence and absence condition. In configuration L.1, the presence of *VSL was
combined with the absence conditions of ADT, OLF, TST, and HPT, which provide a raw coverage of 0.506
and a consistency of 0930. The second configuration, L.2, had a raw coverage value of 0.580 and a
consistency value of 0.887, which consisted of causal conditions of *TST and *HPT, while the absence

conditions included VSL, ADT, and OLF. These results suggest that the preposition number two is supported.

Table 10. Configurations for High and Low Satisfaction

Antecedents High Satisfaction Qutcomes Low Satisfaction Qutcomes
) H.1 H.2 L.1 L.2
Sensory marketing
Visual * ® ®
Auditory ® ®
Olfaction L ® ®
Taste ® ® ® ®
Haptic [ ] ® [ ]
Raw Coverage 0.958 0.112 0.506 0.580
Unique Coverage 0.843 0.001 0.057 0.131
Consistency 0.986 0.986 0.930 0.887
Overall Solution Coverage 0.960 0.637
Overall Solution Consistency 0.985 0.873

Notes: Black circle (®) represents ‘presence of conditions’; Circle with cross (®) represents ‘absence of
conditions’; Blank space represents ‘do not care’ conditions.

As shown in Figure 4, the first configuration (H.1) can result in high satisfaction levels in a traditional
restaurant by considering the high raw coverage and consistency values as the optimal solution to create high
satisfaction. In addition to the constructs in the configuration, each construct consists of several components
that must be considered in its application. A restaurant’s olfactory construct includes several components,
including aromas and soothing. Similarly, taste has components, including the type, deliciousness, and
treshness of drinks and foods. Conversely, the second configuration (H 2) also yields high satisfaction results
through a combination of visual, taste, and haptic components. A restaurant's visual appeal is determined by
its colour scheme, interior decoration, and balance. Meanwhile, the restaurant's haptic appeal is determined
by its cleanliness, furniture, and temperature balance. Combining these three sensory elements will result in

high customer satisfaction.




Figure 4. First Configurations for high satisfaction. Note: The normal ellipse represents presence of conditions,

the dotted ellipse represents absence of conditions and no ellipse represents do not care conditions.

Consumer satisfaction with these configurations is low, as shown in a comparison of the L.1 and L.2
configurations. This configuration was selected based on its high consistency and raw coverage. Based on the
L.1 configuration results, low satisfaction is likely to result even when the restaurant provides gratitying visual
aspects such as colour, decoration, and restaurant balance but fails to meet the auditory, taste, olfaction
requirements, and haptic aspects. Restaurant managers can utilise this research finding to avoid negative
aspects (low satisfaction) and develop sensory marketing strategies to satisfy consumers when they encounter
them. Also, L2 represents low satisfaction. The results of this study suggest that even though the food is
excellent and the restaurant is immaculate and has unique furniture (presence of haptic cues), if other cues
such as visual, auditory, and olfactory are not handled effectively (absent), customer satisfaction will be low.
By leveraging sensory marketing linked to becoming a marketing strategy to increase customer satisfaction
from these two configurations that refer to low satisfaction, managers can gain valuable insights into how to

better manage traditional restaurants.
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Figure 5. First Configurations for low satisfaction. Note: The normal ellipse represents presence of conditions,

the dotted ellipse represents absence of conditions and no ellipse represents do not care conditions.

5. Discussion

This research aimed to explain the formation of consumer satisfaction when visiting traditional
restaurants through perceived sensory experiences (visual, auditory, taste, olfaction and haptic). To that end,
this study examined the effect of sensory marketing on satisfaction by investigating how the five sensory cues
become motivating factors that directly influence satisfaction. Our data analysis revealed several results
related to traditional restaurants and memorable dining experiences. Colours, interiors, attractive decorations,
and physical surroundings can express the restaurant's visual cues. The restaurant's situation and
environmental conditions are expressed in colours, interiors, and attractive décor. According to the hypothesis
testing, visuals (H1) do not significantly influence satisfaction formation, indicating that the restaurant’s

situation and physical environment may not explain why consumers are unsatisfied. Indeed, there are other




sensory cues besides colour, decorations, or the interior involving auditory cues that consumers may be
affected by in a restaurant, such as music and noise. This study confirms previous findings that visuals do not
significantly affect satisfaction (Kim et al., 2020). This study also confirms that auditory cues do not
significantly influence satisfaction formation (H2). Contrary to the assumption that consumers are either
uncomfortable with or dissatisfied with the type of music played or other sounds played, it appears that
consumers are not particularly interested in the sound of music playing in restaurants during their meals. This
finding also in line with previous studies that emphasise that auditory signals do not significantly influence
customer behaviour (Lv et al., 2022). In addition, taste cues describe the qualities of food such as the taste,
freshness of ingredients, or type. In this study, taste (H3) was not significantly related to consumer satisfaction;
therefore, restaurants serving a variety of food types with insignificantly different tastes may influence
customer satisfaction. This finding aligns with previous research emphasising that taste does not have a

significant influence on customer satisfaction (Vural et al., 2023).

In addition, there are olfaction cues or the aroma or smell of food. Based on the results of the hypothesis
testing, olfaction (H4) is associated with significantly higher satisfaction levels. This indicates that consumers
who can sense the aroma of food and the soothing atmosphere of the restaurant are likely to experience a
feeling of satisfaction. Furthermore, olfaction can enhance consumer satisfaction while in the restaurant by
influencing their emotions and memories. This finding is in line with Satti et al.’s (2021) conclusion that
olfaction is a significant factor in determining customer satisfaction, as are several haptic cues relating to
restaurant cleanliness, temperature, and furniture. Based on the results from testing the hypothesis that haptic
(HS5) affects satisfaction, consumers who experience various haptic attributes in restaurants will feel more
comfortable and relaxed when dining. As an example, when restaurants provide tables and cutlery that are
well-organized and clean, consumers” appetite and satisfaction increase, which is also supported by previous

research (Satti et al., 2022).

As a result of the analysis using fsQCA, the best solution configuration for high and low output
satisfaction can be identified according to sensory marketing dimension predictors (visual, auditory, taste,
olfaction, and haptic). The results indicate there are two causal configurations resulting in high satisfaction
outcomes and two causal configurations resulting in low satisfaction outcomes. Clearly, all three
configurations have a high consistency value when it comes to producing high satisfaction output, indicating
that all solutions can be implemented. By identifying only one configuration with a raw coverage value
compatible with the first configuration (H.1), this study substantiates the H.1 configuration as the most suitable
solution for forming high satisfaction. Consequently, olfaction and taste are essential to achieve high levels of
satisfaction, while visual. auditory, and haptic conditions are not necessary. Furthermore, based on the highest
raw coverage value, the two configurations have a consistent value that fulfils the low satisfaction output.
However, the research emphasises Configuration 2 (L.2). According to Configuration L.2, taste and haptic

conditions are present, while visual, auditory, and olfactory conditions are absent.

6. Conclusion




6.1. Theoretical Implication

As a result of the study, traditional restaurants are increasingly targeted by sensory marketing. When
evaluating the impact of these sensory cues on customer satisfaction at traditional restaurants, researchers
should consider the five sensory cues, visual, auditory, taste, olfaction, and haptic. Consequently, this study
investigates the five effective sensory marketing cues as antecedents to creating satisfaction. The sensory of
“visual” refers to as the physical environment of a restaurant, including color, decoration, facilities, interior,
and lighting. Auditory includes music and sounds made while eating. A restaurant's auditory attributes include
music and volume. Food attributes include freshness of ingredients, temperature, and variety. Olfaction
influences consumers' memories and emotions through smells in restaurants (food and the surrounding
environment). Also, consumers can feel haptics, such as how clean the restaurant is, how comfortable the
temperature is, and how comfortable the furniture is. This study examines the five dimensions to confirm that

sensory marketing can create customer satisfaction.

In traditional restaurants, sensory marketing is essential to increasing consumer satisfaction. As
satisfaction is an indicator of success in a business industry, further research is needed. In the study, olfaction
and haptic cues were found to have the most significant influence on satisfaction. However, visual, auditory,
and taste had no significant effects, which means that consumers are more interested in the restaurant's aroma,
whether it is the smell of food or the smell around it. A clean place, appropriate temperature, and comfortable
furniture are also more likely to make consumers feel comfortable and to enjoy their dining experience. Using
these two cues, sensory marketing can determine if consumer satisfaction is being shaped appropriately. As a

result, this study demonstrated the ability to form satisfaction through olfaction and haptics.

The results of the configuration analysis using fsSQCA also enabled the achievement of theoretical
complexity in research. Moreover, the researchers succeeded in determining causal condition configurations
for both high and low satisfaction outputs. It is expected that study’s findings will assist researchers in
developing a research proposition by configuring causal conditions to produce high and low satisfaction and
unique configurations of the outputs, thus supporting the research proposition. A high level of customer
satisfaction is achieved with a consistent raw coverage value. The first configuration (H.1) combines olfaction
and taste, while the second configuration (H.2) serves as a ‘do not care’ configuration. Using this
configuration, consumers can enjoy the same sense of touch and taste as they would when dining at a
traditional restaurant. Various factors increase customer satisfaction, including olfaction (the aroma of food
and the restaurant's environment) and taste (taste, freshness of ingredients, and variety). Moreover, traditional
restaurants are often renowned for their distinctive and strong aroma and food taste that create pleasure and a
memorable dining experience for consumers. The combination of olfactory and taste cues in restaurants will
ultimately boost customer satisfaction. Attention should also be paid to one configuration (L.2) for low
satisfaction output, which is characterized by the taste and haptic conditions but not the visual, auditory, or
olfactory conditions. If tourists ignore taste and touch, they may not be satisfied with their meals. For example,

consumers may be unhappy with the dining experience if the food is bland and there is insufficient cutlery.




Customers are less likely to be satisfied if a restaurant lacks a comfortable atmosphere, lovely decorations,
music, or has unpleasant smells. Therefore, the five senses consumers experience at traditional restaurants

impact their satisfaction levels.

6.2. Managerial Implications

This research contributes significantly to implementing sensory marketing, particularly in the culinary
field. Additionally, sensory marketers engage consumers directly so they can better understand their needs
when visiting. Traditional restaurants will benefit from implementing sensory marketing by improving their
understanding of consumer behaviour and needs. Therefore, restaurant managers can utilise these findings as
a managerial approach to boost customer satisfaction. In this case, managers should pay careful attention to
two essential sensory cues. First, olfactory cues are found to shape customer satistaction. The scent of typical
food from traditional restaurants can increase consumer interest in ordering and trying food from a restaurant
when it fills the entire room. When restaurant managers seek to increase customer satisfaction in this situation,
they must pay attention to distinctive olfactory attributes that can attract consumers' attention. The second is
haptic cues. The furniture in restaurants must be comfortable for consumers. Cutlery, tables, and other
facilities must be safe and accessible. A clean atmosphere and conditions, as well as the appropriate dining
room temperature, will increase consumer comfort and encourage them to remain longer in the restaurant.
This will lead to customer satisfaction and the creation of a memorable dining experience at a traditional
restaurant. For managers to influence the formation of customer satisfaction, it is imperative to consider the

attributes of olfaction and haptics in traditional restaurants.

The fsQCA results also enable restaurant managers to understand how to create high and low
satisfaction levels through sensory marketing in traditional restaurants. To achieve high satisfaction output,
the first configuration (H.1) must contain olfaction and taste conditions. Therefore, traditional restaurant
managers should pay attention to the aroma, the use of cooking ingredients, and the taste of the various dishes
served to consumers to stimulate high consumer satisfaction. The low satisfaction output seen in configuration
2 (L.2) is associated with taste and haptic conditions, whereas the absence of visual, auditory, and olfactory
constructs is observed. Restaurant managers must pay attention to the way the food tastes to ensure dishes are
delicious, fresh, and varied. Restaurants must also ensure cleanliness, appropriate temperature, and
comfortable furniture, just as they do with haptics. Inconsistent food taste and presentation will affect
consumer perceptions, resulting in low customer satisfaction. Restaurant managers should consider
convenience when dining to avoid consumer complaints. In addition, restaurant managers need to pay
attention to the decorations, aromas, and music that are installed. Because the absence of these three sensory
cues creates low satisfaction when consumers visit traditional restaurants, these three are essential. In general,
the resulting solution configuration from fsQCA has been validated through predictive validity analysis. The

model derived from each solution configuration for high and low satisfaction can be implemented as a model.

6.3. Limitations and Avenues for Future Research




Although this research has contributed to the theoretical and practical research, it still has limitations.
This study only used satisfaction as an outcome and then analysed it using SEM and fsQCA. However, the
importance of five sensory marketing cues on broader marketing objectives, such as loyalty and retention,
should be considered. Therefore, future research should identify various other marketing objective-relevant
outcomes that are influenced by sensory marketing. In addition, this study also uses traditional restaurants as
the research objects. Sensory marketing can also be applied to a variety of products and fields. Among them
is the influence of sensory marketing in terms of packaging on consumer taste and satisfaction. Consequently,
future research can examine and identify sensory marketing in various product categories or marketing

industry sectors.
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