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Figure 3 Impact of Social Crowding Degree on
Cross Sensory Product Preference (Experiment 1)
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Figure 5 Impact of Social Crowding Degree on
Cross Sensory Product Preference (Experiment 2)
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Figure 6 Impact of Social Crowding Degree on

Cross Sensory Product Preference (Experiment 3)
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Figure 7 Mediating Effects of Need for Arousal in Social Crowding on Cross Sensory Product Preference
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Figure 8 Moderating Effects of Types of Social
Crowding in the Impact of Social Crowding on
Cross Sensory Product Preference
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Figure 9 Impact of Types of Social Crowding on Need for Arousal and Cross Sensory Product Preference
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Impact of Social Crowding on Cross Sensory Product Preference:
From Brand Alliance Perspective
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Abstract: As a new form of brand alliance and demand by our time, cross sensory product emerged and got good market feed-
back. In recent years, as an environmental cue, social crowding has been widely concerned by academic circles. However, it
has been unknown by far about what kind of impact social crowding will have on the cross sensory product, which is un-
doubtedly an urgent problem for enterprises to have it settled.

Based on the arousal theory, this study constructs a theoretical framework of integration from the perspective of the brand
alliance to explore the impact of social crowding on consumers’ preference for the cross sensory product and the mediating ef-
fect of the need for arousal, as well as to explore the moderator role of different types of social crowding (in-group and out-
group). Four experiments were carried out, including Experiment 1 as single factor group field experiment, Experiment 2 as a
single factor group laboratory experiment, Experiment 3 as a single factor online experiment, and Experiment 4 as a 2x2 field
experiment. By using a combination of field and laboratory experiments and a research design with actual product evaluations
corroborated by questionnaire measurements, we tested the underlying mechanism and the influence of social crowding on con-
sumer preferences for cross-sensory product with the help of ANOVA and bootstrap methods.

The results of the study show that Experiment 1 verified that consumers in social crowding showing higher preferences for
the cross sensory product compared to non-social crowding; Experiment 2 excluded other competing explanatory mechanisms
and again verified that consumers preferred the cross sensory product when in the social crowding compared to non-social
crowding condition; Experiment 3 verified the mediating role of need for arousal in social crowding on cross sensory product
preferences and clarified the internal mechanism of the relationship; Experiment 4 changed the experimental scenario by divid-
ing the crowding level into crowded and non-crowded groups and the type of crowding into in-group and out-group to validate
the rationality of the need for arousal as an underlying mechanism of social crowding on cross-sensory product preference and
identify the moderated mediation role of crowding type (in-group and out-group) in mediating the effect of social crowding on
the cross sensory product preference.

The conclusion of this study not only expands the theoretical research on social crowding and sensory marketing in theory
but also provides feasible suggestions for businesses selling the cross sensory product to arrange product placement and interi-
or design in practice, which has important theoretical and practical significance.

Keywords: cross sensory product; brand alliance; social crowding; arousal theory; crowding type
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