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The mediating role of emotional brand attachment: 
exploring the coffee-like scent application in building 

the store brand loyalty and store loyalty 

Abstract. The primary objective of this paper is to propose a conceptual model to explore the relationship 
between coffee-like scent, emotional brand attachment (EBA), store brand loyalty, and, store loyalty. 
Relevant literature was reviewed to establish the relationships between coffee-like scent, EBA, store brand 
loyalty, and store loyalty. This study proposes a conceptual framework and propositions that seek to explain 
the relationship among the variables. The statistical population of the research is the customers of stores 
who inhaled the coffee-like scent, 25 cases were surveyed during 2023-2024. The developed conceptual 
model indicates that the coffee-like scent positively affects EBA and influences store loyalty. This study, 
leveraging the S-O-R model and the appraisal theory, demonstrates how firms can use coffee-like scent to 
enhance store loyalty. By influencing EBA, firms can positively impact marketing-related variables, such as 
store loyalty, without requiring customers to consume coffee. This research is among the first to draw upon 
established scent and caffeine literature to develop a conceptual framework to analyse the effect of coffee-
like scent on key marketing variables like store loyalty, with EBA as the mediator.
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1. Introduction
Contemporary consumers face plenty of offers and choices. Because of abundant advertise-

ments, consumers feel they need clarification. Subsequently, consumers’ interest wanes and 
companies want to differentiate their product brand from others. Consumers do not make de-
cisions rationally and use their senses to buy. Consumers like pleasant experiences. The scent, 
one such experience, becomes part of the air we breathe. Scent affects human emotions and inf-
luences consumer behaviour. 

Coffee shops and caffeinated beverages are widely available, and consumers immediately 
shop while or after consuming caffeinated beverages (Bae & Jeon, 2022). Retailers also pro-
vide foods/beverages that contain caffeine (Szocs et al., 2023). Retail stores allow consumers 
to purchase caffeinated drinks, tea or coffee (Yulisetiarini et al., 2024). People experience cof-
fee-like scents daily in the workplace, retail and service environments, and coffee shops. Peo-
ple spend hours socializing, working, or relaxing in a coffee-scented atmosphere (Lee 2022; 
 Homyamyen et al., 2024). Marketers needed to understand the effect of coffee’s ambient scent 
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on marketing-related outcomes. The effect of coffee’s ambient scent on marketing-related va-
riables has received sparse attention in the literature. This study is the first to propose a model 
to examine the effect of coffee’s ambient scent on store loyalty.

2. Brief Literature Review and Theoretical Background of the Study

Coffee-Like Scent
Since coffee-scented environments are prevalent, it is imperative to understand the influence 

of coffee scent on behaviour. Most people worldwide consume tea or coffee daily. Caffeine in-
creases alertness and energy and decreases mental tiredness (Glade, 2010). In tasks requiring 
sustained vigilance, caffeine boosts performance. Caffeine also helps make correct decisions and 
reduces errors in reasoning problems (Glade, 2010). Although consumers consume coffee and 
beverages containing caffeine during shopping, research on how this activity influences consu-
mers’ behaviour is sparse. Previous research established the relationship between caffeine intake 
and consumer spending (Biswas et al., 2022). 

Emotional Brand Attachment (EBA)
Emotions help to create a connection between customers and a particular product or ser-

vice. Customers gradually form an emotional connection with a firm. Feelings play a signifi-
cant role in influencing consumers’ decisions. Marketing managers want to establish an emo-
tional connection between their customers and brands (Thomson et al., 2005; Ghorbanzadeh & 
Rahehagh, 2021). Just as they do with people, customers develop emotional bonds with brands 
(Ahmadi & Ataei, 2024). More excellent emotional connections lead to greater loyalty and com-
mitment (Thomson et al., 2005). Customers’ long-term relationship with service providers leads 
to emotional attachment. (Sharif & Sidi Lemine, 2024). Customer emotions influence customer 
judgment, satisfaction, and behavioural intentions (Yangailo, 2024).

Brand Passion, Self-Brand Connection, and Brand Affection
Brands significantly influence consumers’ lives and people’s consumption behaviour. Consu-

mers develop a strong following for some brands. Brand trust, identification, and commitment are 
some of the constructs often studied in many branding studies. Brand passion is a recently pro-
posed construct. Consumer enthusiasm and belonging to a brand community are the features 
that represent brand passion (Gilal et al., 2023, Wang et al., 2021). Brand-self connection refers 
to consumers’ feelings when they join the brand (Dey & Sahoo 2024). Affection occurs when cus-
tomers develop positive feelings toward a brand (Marhalinda et al., 2024).

Store Brand Loyalty and Store Loyalty
Previous research has found that store brands increase customer loyalty toward retailers (Alić & 

Mujkic, 2023). Earlier studies found a positive relationship between store brand loyalty and store 
loyalty (Saljoughi et al., 2024). Developing a global brand strategy drives the positive relationship 
between store brand purchases and store loyalty. In this scenario, customers purchase most of 
the retailer’s product categories. When household members prefer a retailer’s brand, this leads to 
behavioural loyalty towards the retailer (Lang et al., 2023).

This research contributes to the knowledge of caffeine scent by analysing the specific factors 
paramount in building better store brand loyalty. Specifically, this study intends to develop a con-
ceptual model that links coffee-like scent, EBA, and store loyalty so that marketing practitioners 
can effectively use coffee-like scent to build store loyalty, with EBA as the mediator.

3. Materials and Methods
This paper intends to study the effect of coffee-like scent on store loyalty. It aims to present li-

terature reviews on coffee-like scents and to analyse the factors influencing marketing-related 
outcomes, such as store loyalty. As store loyalty becomes increasingly more important to firms 
focusing on good marketing strategies, the present paper seeks to better understand the role of 
coffee-like scent as a marketing strategy. The paper concludes that coffee-like scent positively in-
fluences EBA dimensions, influencing store brand loyalty and loyalty.

This research is applied in terms of its purpose and with a correlational deductive hypothe-
sis-building approach and in terms of the method of information collection, in theoretical library 
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and field discussions using a questionnaire, in which the relationships between coffee-like scent, 
brand passion, self-brand connection, brand affection, store brand loyalty, and store loyalty are 
examined. The statistical population of the research is the customers of 25 stores that have used 
coffee-like scent in the store. SPSS software was used to analyze the data and test the research 
hypotheses, and the collected information was subjected to reliability analysis based on Cron-
bach’s alpha coefficient, which was obtained with a coefficient above 0.8 for all variables.

4. Results
This research aims to propose a conceptual model to analyze the effect of the coffee-like scent 

on store loyalty. The logic of the developed conceptual model is based on the SOR model and the 
appraisal theory because of their theoretical importance. The stimulus is the coffee-like scent, af-
fecting the consumers’ emotional responses, resulting in store loyalty. According to the appraisal 
theory, customers appraise events, which leads to emotions and the activation of different senti-
ments. The coffee-like scent drives consumers’ emotional responses in the proposed concep tual 
model (Figure 1). 

P1: The presence of a coffee-like scent will affect brand passion positively.
P2: The presence of a coffee-like scent will affect self-brand connection positively.
P3: The presence of a coffee-like scent will affect brand affection positively.

Emotional attachment builds brand loyalty (Kalra et al., 2024). Prior research suggests that 
brand passion, self-brand connection, and brand affection are the three critical dimensions of 
EBA. These critical dimensions affect marketing-related variables, such as store brand loyalty. 
Even though previous studies have focused on understanding emotions, much is still lacking. Af-
fective elements of the brand, such as passion and warm feelings, are associated with Brand at-
tachment (Guru et al., 2024). The bonding with the brand is tight for a long time because of brand 
passion (Das et al., 2019). Customers with brand passion engage emotionally with the brand and 
will feel like they are not in touch with it when unavailable (Albert et al., 2013). 
P4: Brand passion mediates coffee-like scent & store brand loyalty.

With self-brand connections, consumers build long-lasting loyalty toward a brand because 
of favourable attitudes. As customers encounter experiences, they build self-connections with 
brands. Impressive, exceptional, and memorable experiences drive customers’ brand loyalty. 
P5: Self-brand connection mediates coffee-like scent & store brand loyalty.

Love, Friendliness, and Peacefulness are associated with an affectionate brand. Brand affec-
tion stands for customers’ warm and pleasant feelings toward a brand (Thomson et al., 2005). 
When individuals have brand affection, they build long-lasting relationships with the brand. Prior 
research studies suggest a positive relationship between affectionate bonds with brands and the 
loyalty of customers. 
P6: Brand affection mediates coffee-like scent & store brand loyalty.

Figure 1: 
Proposed Conceptual Model

Source: Made by the author
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Research shows a positive relationship between store brands and customer loyalty as stores try 
to differentiate themselves from other retailers (Dikčius et al., 2023). Prior research studies also 
suggest that store brand loyalty and store loyalty are positively related (Collins & Maglaras, 2024). 
P7: Store brand loyalty has a positive effect on Store loyalty.

Suppose marketers better understand the relationship between coffee-like scent and store 
loyalty. In that case, it will help practitioners and academics woo customers by better comprehen-
ding the antecedents of store loyalty. A better understanding will help marketers reinforce con-
sumer loyalty in a competitive environment. Following the S-O-R paradigm, a coffee-like scent 
drives EBA, positively affecting store brand loyalty and store loyalty. Based on the information col-
lected in the correlation table, all latent variables are presented in Table 1.

After conducting the confirmatory factor analysis test, the research proposals were also tested 
using the structural equation model at a significance level of 0.001 to test the conceptual model of 
the research and to investigate the existence or absence of a causal relationship between the va-
riables. Table 2 shows the results of the structural equation test of the research proposals. The first 
proposal stated that the presence of a coffee-like scent will affect brand passion positively. The re-
sults show that the coefficient of influence of these two variables is 0.42. On the other hand, the 
significance of this coefficient was also confirmed. Therefore, it can be concluded that increasing 
coffee-like scent will increase brand passion. The second proposition was that the presence of a 
coffee-like scent will affect self-brand connection positively. According to the statistical analysis, 
the significance of this relationship is confirmed.

5. Conclusion
Significant changes are happening in consumers’ buying habits. Consumers expect innovative 

experiential consumption as they look for value additions in the products they shop and consume. 
Sensory marketing reinforces the bond between the consumer and the product. Sensory cues 
significantly affect consumer emotions, which influence consumers’ purchasing behavior. This re-
search analyses the effect of coffee’s ambient scent on store loyalty. This research concludes that 
coffee-like scent positively affects EBA dimensions, affecting store loyalty. 

Firms that intend to use coffee-like scents to improve their competency in the marketplace are 
at a great advantage. However, few studies explain how to use coffee-like scents to improve store 
loyalty. This study develops a conceptual framework to analyse the factors influencing store loya-
lty. The results identified the three critical dimensions of EBA, positively affecting store loyalty. Re-
garding scent marketing, scholars have stressed the need to study its impact on marketing-re-
lated outcomes. Caffeine scent has become all-pervasive, and marketers invest vast amounts of 
money in providing pleasant scent experiences. However, coffee-like scent has gained sparse at-
tention in the marketing literature, and marketers need to understand the factors that influence 
store loyalty. A high level of store loyalty can significantly reduce costs and boost revenue. This 

Table 1: 
Correlation of latent variables

Source: Made by the author 

Table 2: 
Results from structural equation testing

Source: Made by the author 
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paper discusses how firms can reap economic and customer behaviour benefits through higher 
store loyalty.

Though coffee-like scent is shown in this study as a significant factor affecting store loyalty, 
 other constructs influence store loyalty. Researchers can use these constructs as mediators or 
moderators. Consumers making prudent judgments because of caffeine consumption and being 
more attentive to advertisement are critical future avenues of research.
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