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Abstract

Introduction: This study investigates how social enterprise product associations affect
consumers’ sensory satisfaction, cognitive stimulation, and repurchase intention in Beijing.
Methodology: A mixed-methods approach was used. Quantitative data from 249 valid
surveys were analyzed using CFA and SEM; qualitative insights came from executive
interviews. Results: Consumers perceive social enterprise products as equal or superior in
quality to traditional ones. Certifications and innovation enhance trust and cognitive
engagement, while emotional satisfaction and alignment with social values strengthen loyalty.
Discussion: Products with clear social impact generate stronger sensory and cognitive
responses, fostering emotional bonds and long-term engagement. Conclusions: Trust in
product quality, shared values, and perceived social impact are key drivers of repurchase
intention. Social enterprises should integrate these factors to build lasting consumer
relationships.

Keywords: social enterprises; sensory satisfaction; cognitive stimulation; repurchase intention;
consumer behavior; product association; social impact; social values.

Abstract

Introduccién: Este estudio analiza cémo las asociaciones de productos de empresas sociales
influyen en la satisfaccion sensorial, la estimulacién cognitiva y la intencién de recompra en
consumidores de Pekin. Metodologia: Se aplic6 una metodologia mixta. Se analizaron 249
encuestas con CFA y SEM, complementadas con entrevistas a directivos. Resultados: Los
productos sociales se perciben tan o mas confiables que los tradicionales. La innovacién y
certificaciones fortalecen la confianza, mientras que la satisfaccion emocional y los valores
compartidos aumentan la fidelizaciéon. Discusion: El impacto social percibido potencia las
respuestas sensoriales y cognitivas, favoreciendo vinculos emocionales y compromiso
sostenido. Conclusiones: La calidad percibida, los valores comunes y el impacto social son
factores clave en la recompra. Las empresas sociales deben integrarlos para fidelizar a sus
consumidores.

Keywords: empresas sociales; satisfacciéon sensorial; estimulacion cognitiva; intencién de
recompra; comportamiento del consumidor; asociacién de productos; impacto social; valores
sociales.

1. Introduction

As a typical representative of modern public welfare, social enterprise is a new type of social
organization that has emerged all over the world in recent years. As a new economic form and
organizational model, it has been recognized and accepted by more and more countries.
Although there are still differences in the cognition and understanding of social enterprises in
different countries (Canestrino et al., 2020), on the whole, all walks of life in various countries
have basically reached a consensus that social enterprises have the dual nature of business and
public welfare.

The emergence of social enterprises provides new ideas and methods to solve the problems of
“government failure” and “market failure” in the field of traditional public management
(Beaton & Dowin Kennedy, 2021). Different from traditional commercial enterprises, social
enterprises pay more attention to social responsibility and public welfare value, meet social
needs through goods and services, bring social benefits, and achieve economic returns in
business operations.
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Social enterprises usually choose to operate in areas of greater social significance and need to
be improved, such as environmental protection, education, medical care, etc, which need to
solve social problems and have the significance of promoting social progress and sustainable
development (Méndez-Picazo et al., 2021). We can be seen that the establishment time of social
enterprises in China is relatively short, still in the early stage of development, and the ability
to resist risks and market competitiveness is not strong. On the other hand, social attention is
relatively low. Therefore, it is of great significance to study the repurchase pattern of social
enterprise products from the perspective of consumers.

Social enterprises in Beijing have emerged prominently as consumer interest in socially
responsible products continues to grow (Bei, 2023). These enterprises are often associated with
ethical values, sustainability, and community impact, shaping consumer perceptions. Sensory
satisfaction plays a pivotal role as consumers evaluate products based on sensory experiences
such as taste, touch, and smell, influencing their overall satisfaction and likelihood of repeat
purchases.

Furthermore, cognitive processes, including perceptions of value and ethical considerations,
are stimulated by these products, underscoring the multifaceted nature of consumer responses
to social enterprise offerings (Velasco et al., 2024). Despite the significance of sensory and
cognitive factors, empirical research specific to their impact on consumer behavior towards
social enterprise products in Beijing remains limited. Existing models fail to comprehensively
integrate sensory satisfaction and cognitive stimulation within the context of social enterprises,
presenting a notable gap in understanding the drivers of consumer engagement and loyalty
(Hoang et al., 2023).

The sustainability and growth of social enterprises in Beijing hinge significantly on consumer
re-purchase intentions, which reflect ongoing loyalty and satisfaction beyond initial product
trials (Choi, 2021). Behavioral economics principles suggest that sensory satisfaction,
encompassing hedonic experiences, and cognitive stimulation, involving evaluative processes,
profoundly influence consumer decision-making (Erensoy et al., 2024).

Understanding these dynamics is crucial for predicting and fostering repeat purchases of
socially responsible products, thereby bolstering the market presence of social enterprises.
Despite their critical role, studies directly linking sensory and cognitive experiences to re-
purchase intentions among Beijing’s social enterprises remain sparse. A nuanced exploration
of how these factors interplay to drive consumer behavior towards sustainable purchasing
choices is imperative to bridge existing research gaps and inform targeted marketing strategies
(Kumar & Dholakia, 2022).

The development of a robust model is pivotal in elucidating and predicting consumer behavior
towards social enterprise products in Beijing. This model must integrate various factors,
including sensory satisfaction, cognitive stimulation, and potentially other variables such as
brand perception and social impact awareness, into a cohesive framework. Insights gleaned
from such a model can offer practical guidance for enhancing marketing strategies and
refining product development initiatives tailored to the unique dynamics of Beijing's social
enterprise sector (Shou & Li, 2024).

However, the current landscape reveals a paucity of established models specifically tailored
to forecast re-purchase intentions within Beijing’s social enterprise context. This gap presents
an opportunity to contribute to theoretical frameworks that comprehensively address the
distinctive facets of consumer behavior towards socially responsible products.
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The burgeoning interest in understanding consumer behavior towards social enterprise
products in Beijing underscores a critical focus on sensory satisfaction, cognitive stimulation,
and their pivotal roles in shaping re-purchase intentions. Addressing these research gaps
promises valuable insights that can bolster consumer engagement and sustain competitive
advantage for social enterprises amidst Beijing's evolving consumer landscape.

2. Literature review

2.1. Influence of social enterprise product associations on sensory satisfaction and cognitive
stimulation

Social enterprises are gaining momentum globally, notably in Beijing, China, where consumer
preferences increasingly hinge on ethical considerations and community impact. Within this
context, product associations play a pivotal role in shaping consumer perceptions of social
enterprise offerings, influencing both sensory satisfaction and cognitive stimulation.

Social enterprise products are often linked with ethical values, sustainability practices, and
community support. Functional associations, emphasizing durability and utility, bolster
sensory satisfaction by meeting expectations of quality and reliability. Emotional associations,
tied to empathy and altruism, enhance sensory satisfaction through positive emotional
responses (Weisz & Cikara, 2021). Symbolic associations, signaling status or identity, foster
cognitive stimulation by reinforcing consumer beliefs and values.

Social associations, focusing on community impact and social responsibility, deepen cognitive
stimulation by aligning consumer choices with broader societal values (Prasad & Kumar,
2022). While existing literature recognizes the impact of product associations on consumer
perceptions, empirical studies specifically investigating their influence on sensory satisfaction
and cognitive stimulation within Beijing’s social enterprises remain scarce. This research gap
underscores the need for deeper exploration into how various types of product associations
shape consumer behavior in this unique market setting.

2.2. Influence of sensory satisfaction and cognitive stimulation on re-purchase intentions

Consumer re-purchase intentions serve as crucial indicators of loyalty and satisfaction
(Hermawan & Vikaliana, 2023). Sensory satisfaction, derived from positive product
experiences, reinforces perceptions of quality and enjoyment, thereby enhancing consumer
loyalty (Shahid et al., 2022). Cognitive stimulation, arising from reflective evaluation and
alignment with personal values, influences consumer decisions by fostering a deeper
connection with the product’s purpose and impact (Williams et al., 2022).

From a behavioral economics standpoint, sensory satisfaction reflects hedonic experiences that
drive consumer preferences based on immediate sensory gratification (Kaur & Rana, 2022).
Cognitive stimulation involves evaluative processes where consumers weigh long-term
benefits and ethical implications, shaping their purchasing decisions (Ross & Milne, 2021).

Despite theoretical insights into sensory satisfaction and cognitive stimulation, empirical
research specifically linking these factors to re-purchase intentions for social enterprise
products in Beijing remains limited. This gap highlights the necessity for empirical studies that
validate these relationships and contribute to the development of predictive models tailored
to the intricacies of consumer behavior within social enterprises.
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2.3. Development of a re-purchase intentions model for social enterprises' products

Developing a robust model of re-purchase intentions entails integrating factors such as sensory
satisfaction, cognitive stimulation, and possibly other variables like brand perception and
social impact awareness (Bernarto et al., 2020). Such a model not only aids in forecasting
consumer behavior but also informs strategic decisions related to marketing and product
development within social enterprises (Gupta & Srivastava, 2024).

While predictive models exist for consumer behavior in diverse contexts, there is a notable
absence of established models tailored to predict re-purchase intentions within Beijing’s social
enterprise sector. This research gap presents an opportunity to introduce innovative
frameworks that can effectively guide strategies aimed at enhancing consumer engagement
and sustaining market competitiveness for social enterprises. According to the literature
review, the conceptual framework is provided in Figure 1.

Figure 1.

Conceptual Framework

Sensory
satisfaction

Re-purchase
intention

Cognitive
stimulation

Source: Own Elaboration.

This conceptual framework underscores the evolving research landscape on consumer
behavior towards social enterprise products in Beijing. It highlights the influential roles of
product associations, sensory satisfaction, cognitive stimulation, and re-purchase intentions.
Yet, gaps persist in empirical evidence specific to Beijing’s social enterprise sector,
necessitating rigorous research and model development to enrich strategic decision-making
and fortify the sustainability of social enterprises amidst competitive market dynamics.

3. Methodology

3.1. Research design

Quantitative data will be collected using a questionnaire developed based on concepts and
theories related to social enterprise product association and re-purchase Intentions,

referencing the paper of Choi (2021).
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Details are provided in the appendix, along with the validation process of the questionnaire.
The collected data and information were analyzed, interpreted and then presented in terms of
frequency, percentage, mean, standard deviation (SD), and employed the five-point Likert
rating scale to assess social enterprise’s description of statements. The mean scores as the
following: 5 refers to the totally agree, 4 refers to the agree, 3 refers to the fair enough, 2 refers
to the disagree, 1 refers to the totally disagree.

3.2. Population and sample size

Approximately 909.1 x 106 of population. Social enterprise product’s customers and other
customers in the Chinese markets. Sample selecting method: random sampling.

N 909.1x10°
n= =
1+Ne? 14909.1x106x0.052

~ 400

Sample size: 400

The qualitative research design will complement the quantitative approach by providing in-
depth insights and understanding of consumers' perceptions, attitudes, and experiences
related to social enterprise products. This approach will involve interviews data collection
method. Through these methods, researchers will explore the nuances of consumers' social
enterprise product associations, sensory satisfaction, cognitive stimulation, and re-purchase
intentions, allowing for a deeper understanding of the underlying factors and mechanisms at

play.

We searched for 20 Beijing enterprises, contacting the relevant person in charge of the
enterprise, among which 3(A, B, C) Beijing enterprise executives are willing to be interviewed,
thematic was use to analyze the qualitative data and identify key themes, patterns, and
insights. The qualitative approach will provide rich, context-specific insights that can inform
the development and refinement of the quantitative survey instrument and enhance the
interpretation of quantitative findings.

3.3. Data Collection

Qualitative research, in-depth interviews will be conducted with a subset of consumers to
explore their attitudes, perceptions, and experiences related to social enterprise products.
Semi-structured interviews will allow for open-ended exploration of topics such as product
associations, sensory experiences, and re-purchase intentions, providing rich qualitative data.

Quantitative research, the survey was carried out through the online platform Wenjuanxing,
which involved a total of 400 people and not all of them are the social enterprise’s customers.
Structured surveys will be administered to a sample of consumers in Beijing, China, to collect
quantitative data on their social enterprise product associations, sensory satisfaction, cognitive
stimulation, and re-purchase intentions. The survey will include validated scales and items to
measure each construct, ensuring reliability and validity. Surveys can be distributed online,
through email invitations, or in-person interviews.
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3.4. Data Analysis

Qualitative research, thematic analysis was employed to identify recurring themes, patterns,
and concepts emerging from the in-depth interviews (Naeem et al., 2023). Researchers
systematically analyzed the qualitative data to identify key themes related to attitudes,
perceptions, and experiences regarding social enterprise products, including product
associations, sensory experiences, and repurchase intentions.

Quantitative research employed descriptive statistics, such as means, standard deviations, and
frequencies, to summarize the quantitative data obtained from the structured surveys. This
analysis provided an overview of the distribution and central tendencies of variables related
to social enterprise product associations, sensory satisfaction, cognitive stimulation, and
repurchase intentions. Structural equation modeling (SEM), a multivariate statistical technique
that combines factor analysis and path analysis, was used for analyzing the interaction
between multiple variables (Whittaker & Schumacker, 2022). SEM was applied to this study's
data analysis to examine the proposed model.

4. Results

4.1. Qualitative result

Based on the analysis of interview data, it can be summarized to the influence of social
enterprise product associations on sensory satisfaction, cognitive stimulation, and their impact
on consumers' re-purchase intentions for social enterprise products in Beijing, China is
depicted in Table 1.

Table 1.

Summaries interview data analysis result

Issues Summary
Product quality and Social enterprise products are perceived to match or exceed traditional businesses
performance in quality. Innovations in quality assurance enhance cognitive stimulation.
Certifications and Certifications assure consumers of product quality and ethical standards, boosting
standards sensory satisfaction and trust.
Emotional connectionand  Emotional satisfaction and alignment with social values deepen sensory
value alignment satisfaction and cognitive engagement.
Extended social impact Products' ongoing social impact beyond purchase prompts cognitive stimulation

and enhances sensory satisfaction.

Source: Own elaboration.

The influence of social enterprise product associations on sensory satisfaction and cognitive
stimulation of consumers in Beijing, China is profound. Consumers perceive social enterprise
products to offer high quality and performance comparable to traditional businesses,
emphasizing innovative approaches and adherence to certifications and standards.

This focus enhances sensory satisfaction and cognitive stimulation, crucially impacting
consumers' re-purchase intentions by building trust and loyalty based on perceived product
quality and ethical standards. Sensory satisfaction, rooted in confidence in product quality,
and cognitive stimulation, driven by engagement with ethical implications, significantly
influence consumers' decisions to re-purchase social enterprise products in Beijing.
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This dual assurance, supported by emotional connections and value alignment, fosters a
deeper consumer commitment to social causes and enhances the overall consumer experience,
validating hypotheses within the research framework and highlighting the complex dynamics
shaping consumer behavior in this market. As through the video number, public number,
small red book and other platforms to carry out network publicity.

4.2. Quantitative result

The structural equation model also adopts the idea of verification to test the relationship of
each path, so the fit test should be carried out first for the constructed model. As can be seen
from the test results in Table 2, among the measured results of each fitting index, the NFI result
is 0.894, which does not reach the excellent level above 0.9, but is within the acceptable range
above 0.85.

The measured results of other indicators are in the excellent range, so the SEM model
constructed in this hypothesis test has a good fit, and the constructed model is relatively
reliable. Structural equation model of each path relationship test as show in Table 3.

Table 2.
Model fit test
Fitting Index Reference Standard Measured Result

CMIN/DF 1-3 Excellent, 3-5Good 1.446
RMSEA <0.05Excellent, <0.08Good 0.042
NFI >0.9 0.894
IFI >0.9 0.965
TLI >0.9 0.959
CFI >0.9 0.964

Source: Own elaboration.
Table 3.

Structural equation model of each path relationship test

Path Relationship B B SE. CR. P
Sensory Satisfaction <--  Functional 0.220 0.206 0.072 3.057 0.002
Cognitive stimulation =~ <-- Functional 0.262 0.242 0.072 3.631 ==
Sensory Satisfaction <--  Emotional 0312 0.250 0.087 3.564  x==
Cognitive stimulation ~ <-- Emotional 0.411 0.326 0.089 4.616  *=
Sensory Satisfaction <~ Symbolic 0373 0314 0084 4.421 ==
Cognitive stimulation ~ <-- Symbolic 0339 0.282 0.083 4.086 ==
Sensory Satisfaction <--  Social 0.197 0.207 0.064 3.097 0.002
Cognitive stimulation =~ <--  Social 0229 0.237 0.064 3.594  x=
Re-Purchase Intentions <-- Sensory Satisfaction 0340 0366 0.069 4.941 ==
Re-Purchase Intentions <-- Cognitivestimulation 0.252 0.274 0.066 3.790 ==

Note: #+is p<0.001
Source: Own elaboration.

According to the path relationship test results in Table 3, it can be seen that Functional product
associations have a significant positive impact on sensory satisfaction $=0.206, p<0.01, so the
corresponding hypothesis Hla is valid. Functional product associations have a significant
positive effect on cognitive stimulation p=0.242, p<0.001, so H1b is assumed to be valid.
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Emotional product associations have a significant positive effect on sensory satisfaction
=0.25, p<0.001, so H2a was assumed to be valid. Emotional product associations have a
significant positive effect on cognitive stimulation $=0.326, p<0.001, so H2b was assumed to
be valid. Symbolic product associations have a significant positive effect on sensory
satisfaction =0.314, p<0.001, so the hypothesis H3a is valid. Symbolic product associations
have a significant positive effect on cognitive stimulation $=0.282, p<0.001, so the hypothesis
H3Db is valid.

Social product associations have a significant positive effect on sensory satisfaction, p=0.207,
p<0.01, so hypothesis H4a is valid. Social product associations have a significant positive effect
on cognitive stimulation p=0.237, p<0.001, so hypothesis H4b is valid. Sensory satisfaction has
a significant positive effect on repurchase intention 3=0.366, p<0.001, so hypothesis H5 is valid.
Cognitive stimulation has a significant positive effect on repurchase intention p=0.274,
p<0.001, so hypothesis H6 is valid.

According to the test results, it can be seen that through the model test, all the hypothesis
relationships proposed in this study are valid, and the variables are promoting relationships.
Consumers' re-purchase intentions model for social enterprises' products in Beijing, China as
shows in Figure 2.

Figure 2.

Consumers' re-purchase intentions model for social enterprises' products in Beijing, China

8 S D E1®
SEN1
21 81 82 g2

Sensory
Satisfaction

79 @
[EMO2 | o
5
(2D Re NrLREL]
Purchase ;E

@ Intentions
7
T
SYM3 |7 cognitive
SYMa stimulation

79 o\

SOCT Jng_90 coG1] [cocz] [coa3
84
SOC3 @D @ @9

Source: Own elaboration.

500 6006 6008 6O
:
006

The model for predicting consumers' re-purchase intentions of social enterprise products in
Beijing integrates sensory satisfaction, cognitive stimulation, and their respective influences.
Quality-driven sensory experiences and emotional connections increase satisfaction levels,
thereby positively influencing cognitive engagement with product values and societal impact.

This cognitive engagement, in turn, strengthens consumers' intentions to repurchase, driven
by a desire to maintain positive experiences and support social missions. The model
emphasizes the interconnectedness of sensory and cognitive factors in shaping consumer
behavior, offering insights for strategic marketing and product development in the
competitive Beijing market.
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5. Discussion

The findings underscore the significant impact of social enterprise product associations on
sensory satisfaction and cognitive stimulation in Beijing. Products associated with functional,
emotional, symbolic, and social attributes are shown to enhance sensory satisfaction by
meeting quality expectations and eliciting positive emotional responses. This aligns with
previous research suggesting that sensory satisfaction is intricately tied to perceived product
quality and emotional resonance (Mandagi et al., 2024).

Moreover, the stimulation of cognitive engagement through these associations reflects a
deeper connection with consumer values and societal expectations. This is supported by
studies highlighting the role of cognitive processes in consumer decision-making and the
importance of value alighment in enhancing product relevance and appeal (Herrmann et al.,
2009). The emphasis on quality, innovation, and social impact within these associations not
only fosters positive consumer perceptions but also strengthens the overall consumer-brand
relationship.

The research identifies sensory satisfaction and cognitive stimulation as pivotal factors
influencing consumers' re-purchase intentions for social enterprise products in Beijing.
Positive sensory experiences, driven by perceived quality and emotional satisfaction, are
found to enhance consumer loyalty and satisfaction. This echoes studies emphasizing the
critical role of sensory experiences in shaping consumer preferences and loyalty behaviors
(Pullman & Gross, 2004).

Cognitive stimulation arising from meaningful product interactions and alignment with
personal values reinforces consumers' commitment to repurchasing. This aligns with theories
of cognitive dissonance and consumer behavior, suggesting that consistent positive
experiences and alignment with values reduce post-purchase dissonance and increase repeat
purchase likelihood (Geva & Goldman, 1991; Wang et al., 2023). Together, these findings
highlight the holistic nature of consumer experiences and underscore the importance of
integrating sensory and cognitive dimensions in fostering long-term consumer relationships.

The proposed model for understanding consumers’ repurchase intentions toward social
enterprise products integrates the roles of product association, sensory satisfaction, and
cognitive stimulation, highlighting their interconnected effects on consumer decision-making.
Quality-driven sensory experiences and emotional connections emerge as pivotal in shaping
consumers’ satisfaction, which in turn enhances cognitive engagement with product-related
values and perceived social impact.

This aligns with previous research suggesting that emotional and cognitive processes jointly
influence consumer attitudes and behaviors (Lim & Kim, 2020). The model posits that
cognitive stimulation —strengthened through sensory satisfaction and alignment with social
values—plays a critical mediating role in reinforcing repurchase intentions. Moreover,
product associations tied to innovation, certification, and social relevance further support
consumer trust and engagement.

These findings underscore the dynamic relationship between sensory appeal, emotional
responses, and cognitive evaluations in driving repeat purchasing behavior (Zhang & Chang,
2021; Vrtana & Krizanova, 2023). Strategically, the model provides actionable insights for
social enterprises operating in the competitive Beijing market, emphasizing the importance of
creating products that resonate both emotionally and cognitively with consumers.
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6. Conclusions

Social enterprise product associations significantly influence sensory satisfaction and
cognitive stimulation among consumers in Beijing. Products associated with functional,
emotional, symbolic, and social attributes enhance sensory satisfaction by meeting quality
expectations and eliciting positive emotional and symbolic responses. These associations also
stimulate cognitive engagement by reinforcing consumer values and aligning with societal
expectations.

The emphasis on quality, innovation, and social impact within these associations fosters
deeper consumer connections, influencing both sensory experiences and cognitive perceptions
positively. Sensory satisfaction and cognitive stimulation play crucial roles in shaping
consumers' re-purchase intentions of social enterprise products in Beijing. Positive sensory
experiences, driven by quality perceptions and emotional satisfaction, enhance consumer
loyalty and satisfaction. Meanwhile, cognitive stimulation, arising from meaningful product
interactions and alignment with personal values, reinforces consumers' commitment to
repurchasing. These factors collectively underline the importance of holistic consumer
experiences in driving repeat purchase behaviors within the social enterprise sector in Beijing.

This research offers comprehensive insights into consumers’ repurchase intentions toward
social enterprise products by examining the roles of product association, sensory satisfaction,
and cognitive stimulation. Focusing on the Beijing context, the study reveals that consumers’
perceptions of product quality, emotional resonance, and cognitive engagement are key
drivers of loyalty toward social enterprise offerings.

The interplay between these factors highlights the importance of aligning product
characteristics with consumers’ social values and expectations. By fostering meaningful
product associations and delivering satisfying sensory and cognitive experiences, social
enterprises can strengthen consumer commitment and encourage repeated purchases. These
findings contribute to a more nuanced understanding of consumer behavior in the realm of
socially responsible consumption. Future research should delve deeper into the cultural and
contextual influences that shape these dynamics, providing broader implications for global
social enterprise strategies.

7. Implication
7.1. Practical implication

Social enterprises in Beijing should strategically align their products with functional,
emotional, symbolic, and social attributes. This involves not only meeting quality expectations
but also eliciting positive emotional responses and reinforcing societal values. By consciously
crafting product associations that resonate with consumer aspirations and societal
expectations, enterprises can enhance sensory satisfaction and stimulate cognitive
engagement. Emphasize the quality and sensory appeal of products to foster positive
consumer experiences.

This includes ensuring consistency in product quality, packaging, and sensory attributes that
align with consumer preferences. Investing in sensory marketing strategies such as appealing
aesthetics, tactile experiences, and sensory-enhanced product presentations can significantly
enhance sensory satisfaction and differentiate products in the marketplace. Foster emotional
connections through storytelling, brand narratives, and transparent communication about
social impact.



® epsirs-

12

Consumers are more likely to develop loyalty and repurchase intentions when they perceive
a genuine commitment to social causes and when emotional resonance is cultivated through
authentic brand stories (Qadri et al., 2024). Social enterprises can leverage emotional branding
techniques to deepen consumer engagement and build trust.

Align products with consumer values and beliefs to enhance cognitive stimulation. Social
enterprises should articulate their mission, values, and impact clearly to resonate with
consumer preferences for socially responsible products. By demonstrating a commitment to
ethical sourcing, sustainability, and community engagement, enterprises can appeal to
consumers who prioritize values-aligned consumption choices. Develop integrated marketing
strategies that emphasize both sensory appeal and cognitive resonance. This includes
leveraging digital platforms, experiential marketing tactics, and personalized communications
to engage consumers on multiple levels.

By integrating sensory stimuli with compelling narratives about product benefits and societal
contributions, enterprises can enhance brand loyalty and encourage repeat purchases. Collect
and analyze consumer feedback to continuously refine product offerings and marketing
strategies. Implementing mechanisms for gathering consumer insights, such as surveys, focus
groups, and social media monitoring, can provide valuable feedback on sensory experiences,
emotional responses, and perceived product value. Use this data to iterate product
development and marketing efforts to better meet consumer expectations and strengthen
brand positioning.

Collaborate with like-minded organizations, influencers, and community stakeholders to
amplify brand visibility and credibility. Partnering with influencers who resonate with target
audiences and collaborating with local communities on social initiatives can enhance brand
authenticity and appeal. These partnerships can also provide opportunities for co-creating
value and engaging consumers in meaningful ways that reinforce brand values.

By implementing these practical implications, social enterprises in Beijing can effectively
enhance consumer satisfaction, stimulate repeat purchase intentions, and strengthen their
market position as ethical and socially responsible brands. These strategies not only support
business growth but also contribute to positive social impact and community engagement.

7.2. Limitation

While this study provides valuable insights into consumer behaviors towards social enterprise
products in Beijing, several limitations should be considered. The findings, grounded in a
specific cultural and geographical context, may not fully generalize to diverse consumer
populations or other global regions. Subjectivity in measuring sensory satisfaction and
cognitive stimulation poses a challenge, warranting future research to adopt more objective
methodologies. Moreover, the study's sample characteristics and the evolving nature of
consumer preferences over time suggest a need for longitudinal studies with larger and more
diverse samples.

Future research could also benefit from exploring cross-cultural comparisons, employing
neuroscientific approaches, and investigating the impact of technological advancements on
consumer perceptions and behaviors towards social enterprise products. Conduct
comparative studies across different cultural contexts to examine variations in consumer
responses to sensory satisfaction, cognitive stimulation, and purchase intentions for social
enterprise products.
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Utilize neuroscientific methods, such as neuroimaging or psychophysiological measures, to
investigate the neural correlates of sensory experiences and cognitive processing in relation to
consumer behaviors towards social enterprise products.
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