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Influence of Brand Awareness on Sensory Perception
of Fruit Juices

Summary

The purpose of this study was to determine the effect of brand awareness on the
sensory evaluation of some fruit juices. Seven juice brands were selected in a sur-
vey made among respondents aged 19-25 years in Gdynia. The trained evaluators,
students of the Gdynia Maritime University, performed sensory tests of orange,
apple and blackcurrant juices of each brand, in blind and non-blind conditions. The
overall rating and sensory descriptors were determined on the 1-10 scale. The influ-
ence of brand awareness on sensory impressions was mostly positive for the most
popular and mostly negative for less popular brands. The significant descriptors
were specific taste, clarity, and sweet flavour. The regression equations for relations
between overall juice rating and sensory descriptors were developed. The obtained
results are important for sensory marketing and food producers.
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Introduction

The different factors may determine the purchase of food products. Among them, the
sensory perception is often considered as the most important and the brand familiarity as an-
other significant determinant. However, there have been few studies taking into account both
above factors together. This research was focused on a segment of fruit juices of different
brands. The research hypotheses here developed were following: (i) the brand familiarity has
an effect on sensory perception, (ii) different sensory attributes have different significance;
(iii) there is a quantitative correlation between the overall assessment and various sensory
attributes. The knowledge of such relations is important for sensory marketing, in particular,
to recognize what sensory attributes are mainly taken into account by potential consumers of
fruit juices with and without the familiarity of the brand (old and new brands).

Literature review

Purchase intention is related to the attitudes towards food products. They can be shaped
by extrinsic cues, like the brand, and intrinsic, like sensory satisfaction.

There have been many studies devoted to the brand importance. The brand is seen as
a promise, a guarantee or a contract with the manufacturer (Keller 1998). It belongs to the
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most important non-sensory factors affecting consumers’ choice of food products (Varela
et al. 2010). The influence of private label image on purchase intention was partially medi-
ated by loyalty and by manufacturer brand, and the store image and corporate reputation
may enhance private label image and perceived quality (Calvo Porrall and Lang 2015). Even
95% of purchase decision may be influenced by momentary emotions (Zaltman and Zaltman
2008), including the brand value. For example, children preferred the tastes of foods and
drinks if they thought they were from McDonald’s (Robinson et al. 2007). In another study
on food products, the brand attachment influenced consumers purchase intentions and will-
ingness-to-pay more (Assiouras et al. 2015). The importance of store brands was ascribed
to the perceived risk associated with their purchase, their perceived value and consumer
satisfaction (Rubio et al. 2014).

The brand is usually visible on a label on any product and may affect the purchase deci-
sion. The packaging of a food product provides then information about brand image or life-
style (Eldesouky et al. 2015). The impact of the brand on the purchasing decisions of Iranian
children and their parents showed their positive effects on parents, but only the packaging
was important for children (Taghavi and Seyedsalehi 2015). Erzurum Civil cheese consump-
tion satisfaction was maximized with the augmented and actual product images redesigned
by a private-labeled and local-branded simple product (Uzundumlu and Topcu 2016). In
a study of information on chocolate labels, made either when testing blind product or testing
the labeled chocolate, consumer liking was mainly affected by the brand (Torres-Moreno
et al. 2012). In investigations on cookies, the restrained and unrestrained eaters’ perceptions
were similarly affected by branding and caloric information (Cavanagh et al. 2014).

In preference studies, the consumers were less critical in their evaluation when the as-
sessed samples were identified by brand names (Gacula et al. 2007). A strong relationship
was found between brand name and perceived quality for different brands (Beneke and
Trappler 2015). Among undergraduate students, the brand name led people to evaluate the
quality of food product as either higher or lower depending on the strength of the brand name
(Hilgenkamp and Shanteau 2010). In an examination of blind versus non-blind taste prefer-
ence ratings for various cola drinks, the national brand (Coca-Cola) was rated as the first
choice significantly more often in the non-blind condition, relative to the blind condition
(Breneiser and Allen 2011).

There is a variety of psychological factors, which are either associated or concurrent to the
brand effect. In a study of choice of flavored milk among Belgian children (De Pelsmaeker
et al. 2013) the strong relationship between brands and emotions was observed. On the other
hand, the brand name was less important for purchase intent of chocolate milk than fat or
sugar content (Kim et al. 2013). The significant factors influencing the purchase of branded
rice and sugar were the flavor, aroma, lack of insecticides, pesticides, and adulterants (Lallit
and Paramieet 2013). The effect of liking, brand and price label on purchase intention was
found for crisp snacks (Bower and Turner 2001). Those reports show that there is a variety
of reasons affecting the purchase decision, like the brand, sensory perception, health reasons.
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The importance of such factors for consumers resulted in the development of the sensory
marketing (Hultén et al. 2009; Krishna 2010; Hultén 2011) describing as the multi-sensory
brand experience phenomenon affecting the consumer acceptance. However, the effect of
brands on sensory perception was very seldom investigated. For dried pasta, the knowledge
of brand name did not affect sensory attributes perception (Di Monaco et al. 2004). On the
contrary, in the study of two brands of corn cakes, in the blind condition, the overall liking
highly influenced the choice (Sosa and Hough 20006).

As concern the fruit juices, in investigations of consumers’ expectations and liking of
orange-flavored powdered drinks, the brand information was more important than a hedonic
reaction to the sensory characteristics (Varela et al. 2010). In another study (Olsen et al.
2011) a trained sensory panel and consumers evaluated six juice samples that vary according
to three factors: brand, treatment and pulp presence. There was a large discrepancy between
blind liking and brand choice (Connell and Mayor 2013). Six commercial vanilla milk des-
serts were also evaluated under blind and informed conditions by two groups of consumers.
Results showed that information had a small impact on overall liking scores and product
characterizations, suggesting that consumers’ perception of the desserts was mainly deter-
mined by their sensory characteristics (Vidal et al. 2013). Lawless et al. (2015) measured the
effect of sensory attributes on a willingness to pay for a nutraceutical-rich juice blend using
sensory evaluation. WTP increased by $0.25 for every unit increase in sweetness, $0.20 per
every unit decrease in black cherry flavor and $0.29 per every unit decrease in bitterness
toward just-about-right (JAR) attributes.

So far results demonstrate that the effect of brand knowledge is no equivocal an may be
determined by sort of product. It is still a research gap not only the influence of brand on
sensory acceptance for various foods but also no studies on brand attractivity on sensory
perception and significance of various sensory descriptors. This research was aimed to fulfill
this gap focusing on one class of foods, fruit juices. The tests were focused on the students as
the young generation is the greatest consumer group of these products.

Research methodology

The objects of this study started in 2007 were the fruit juices mostly preferred in Poland:
orange juice, apple juice, and blackcurrant juice. At the preliminary study, the juice brands
were selected based on a preliminary survey of eating frequency among 150 randomly cho-
sen students of the Gdynia Maritime University, aged 19-25 yrs. Each brand was assessed at
the 5 point scale (1 — not taken, 5 — mostly taken).

The panel group was composed of 33 students, all participating in pre-study. They were the
persons possessing the highest sensory perception, according to ISO 8586-1:1996 standard.

In the main study, the evaluators were given the samples of all fruit juices, labeled with
a fruit name and brand or blind. To assess the consumer acceptance, the profile method ac-
cording to the ISO 6564:1999 standard was used. In the beginning, the panelists tasted all
samples, labeled or blind samples, and listed the descriptors suitable for each sample. The
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lists of descriptors were prepared according to the ISO 11035:1999 standard. The list of
descriptors was made based on a collection of proposals of panelists put on their cards, and
then the descriptors were defined for each fruit juice separately, and the overall assessment
of all selected fruit juices was made.

The assessment was carried out in a sensory laboratory equipped with individual posi-
tions. The samples of juices were coded and either blind or labeled with a brand name. The
sensory tests were repeated for each sample, always at the same conditions. Each assessor
obtained a set of samples and the assessment card with a linear scale of 10 cm with two ends
with information corresponding to the used descriptor.

The multiple linear regression methods were applied to elaborate the results. For the ob-
tained quantitative data an assessment of their distribution was made with the Shapiro — Wilk
test. To compare the averages of descriptors obtained by profile method, in both labeled and
blind attempt the Mann — Whitney U test was applied to the significant difference was set
up at p < 0.05.

Results and discussion

Fig. 1 shows the rating of seven brands mostly preferred at the test time among 150 sub-
jects. The six brands are still present on the Polish market, except Leader Price. Two brands,
Tymbark and Hortex, were significantly assessed higher than others.

Figure 1
The rating of tested fruit juices
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In Figs. 2-4 the results of sensory tests for both labeled and blind attempts are demon-
strated. For orange juices, in blind tests four less popular juices possessed higher rates than
in labeled tests; for apple juices — all five such brands; for blackcurrant juices - again four
brands. As concerns the two most popular brands, the knowledge of brand positively af-
fected the sensory acceptance in four of six cases. The results show the significant change
of overall assessment of labeled samples comparing to the blind attempt. The juice brands
possessing already strong position in the market have the highest ratings and ranks in labeled
tests. Similar results were obtained in some other research works. For example, Di Monaco
et al. (2004) observed such relations between the eating frequency of some pasta brands and
consumer acceptance. For powdered drinks and sausages, the consumer assessment was
also high for well-known and frequently purchased items (Varela et al. 2010). The product
quality was better estimated for good brands (Hilgenkamp and Shanteau 2010). The present
research confirms the significant effect of brand familiarity and position on the sensory as-
sessment of products even if blind attempts demonstrate better sensory acceptance of less
ranked fruit juices.

The descriptors mostly influencing the overall assessment of fruit juices were found by
multiple linear regression methods. The obtained results let us propose two linear regression
equations for all juices together (only significant descriptors are shown):

a) for blind attempt:

Overall assessment = 0.517 x (specific taste) + 0.104 x (clarity) + 0.101 x (sweet taste) +
+0.089 x (sour taste) + 0.075 x (color) + 0.016

b) for the non-blind attempt (only three the most significant descriptors were considered):

Overall assessment = 0.624 x (specific taste) + 0.087 x (clarity) +
+0.082 x (sweet taste) + 0.534

It is interesting that even if the brand does not affect the food acceptance (Torres-Moreno
etal. 2012), it may determine the expectations towards the product. The differences between
labeled and blind attempts show that the sensory perceptions are greatly influenced by the
expectations of a consumer towards the brand, both positive and negative; brand knowl-
edge may increase for better brands and decrease for less known brands the overall assess-
ment of blind samples. The most interesting observation in present research is that the brand
knowledge influences not only the overall assessment of juice but also the weight of some
descriptors. It means that consumers expect, from juice brands, the taste, flavor, clarity, even
if in blind tests these features are assessed at a lower level. It means, in other words, that the
consumer is more careful in his/her judgment when he/she does not know the juice brand. If
the product is unknown (blind test), more descriptors are necessary to rate all its features, to
assess it and its quality.

The possibility to describe the effects of different descriptors on an overall assessment is
important for producers and the marketing activities. The sensory tests may then constitute
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Figure 2
Acceptance of orange juices in labeled and blind tests
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Figure 3
Acceptance of apple juices in labeled and blind tests
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Figure 4
Acceptance of blackberry juices in labeled and blind tests
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an important tool to decide, how to increase the position of the less-known brand. As a lim-
ited number of descriptors is taken into account, it means a relatively low cost of consumer
tests. The knowledge of sensory descriptors, which have the greatest effect on the overall
acceptance of some products, is essential for the market and can be implemented to the mod-
ern marketing strategies by well-designed sensory studies (Hulten 2011; Garber et al. 2003;
Moskowitz, Hartmann 2009; Tuorila, Monteleone 2009).

Conclusions

The obtained results demonstrate that the brand knowledge significantly influenced the
overall acceptance of fruit juices: the sensory perception is different in blind and no blind
tests. The overall acceptance depends in labeled acceptance tests on the brand position on the
market: the fruit juices of the brand of stronger position on the market are assessed higher in
labeled than in blind tests. Such specific results, which differentiate the market position of
the brand, have never been reported in the literature.

The most significant descriptor in both blind and labeled tests is the specific taste
(orange, apple, blackcurrant). The knowledge of brand influenced the assessment of the
specific taste positively. Three sensory descriptors in labeled and five descriptors in labeled
tests are significant. There has been so far no such investigations on the relationship between
specific sensory descriptors and brand knowledge.
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The present results contribute to the marketing theory by demonstration of different roles
of market brand positions in sensory perception and of important sensory descriptors, and by
the development of regression equations expressing the relations between the overall assess-
ment and sensory descriptors.

The research results are important for marketing practice. In particular, during the devel-
opment of new juices and drinks or their modification, the attention can be paid to only a few
sensory descriptors, like specific taste, clarity and sweet taste, which mostly influence the
overall assessment of particular products. Another descriptors, like sour taste or flavor, are
of minor importance and may not be taken into account, thus decreasing the cost of sensory
studies.

Even if these studies have been made only among Polish students and only for fruit
juices, the concluded are universal and may be valid for whole populations and another food
products.
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Wplyw znajomosci marki na sensoryczne postrzeganie sokow owocowych

Streszczenie

Celem badan byto okreslenie wptywu znajomos$ci marki na oceng sensoryczng
wybranych sokéw owocowych. Siedem marek sokow zostato wybranych na podsta-
wie badania przeprowadzonego wsrod respondentow w wieku 19-25 lat w Gdyni.
Wytrenowani ewaluatorzy, studenci Akademii Morskiej w Gdyni, wykonali badania
sensoryczne sokow pomaranczowych, jabtkowych i z czarnych porzeczek dla kazdej
z marek, w warunkach znajomosci producenta i bez niej. Ocena sensoryczna soku
i czynniki sensoryczne zostaly okreslone w skali od 1 do 10. Stwierdzono istotny
wplyw znajomosci marki na odczucia sensoryczne, pozytywny dla sokéw najbardziej
popularnych i negatywny dla mniej popularnych. Najwazniejszymi deskryptorami
sensorycznymi bylty specyficzny smak, przejrzystos¢ i stodki smak. Sformutowano
réwnanie regresji wigzace oceng soku z wazkoscig deskryptoréw. Otrzymane wyniki
maja znaczenie dla marketingu sensorycznego i dla producentéw zywnoSci.

Stowa kluczowe: znajomo$¢ marki, badania sensoryczne, soki owocowe.

Kody JEL: D84, R31, Q13

Buusinue 3HaHUsI OpeH/Ia HA CEHCOPHOe BocpUusiTie GPyKTOBBIX COKOB

Pe3rome

Llenp n3yyeHus 3aKirodanach B ONpEAeICHNH BINSHIS 3HaHHS OpeH/ia Ha CeH-
COpHYIO OIICHKY H30paHHBIX (PYKTOBBIX COKOB. CeMb OpEHIOB COKOB M30pain Ha
OCHOBE OMPOCa, IIPOBEICHHOTO CPEIN PECTIOHACHTOB B Bo3pacte 19-25 net B [mpI-
He. [loarorosnenHsle OLEHIUKH, CTyIeHThl Mopckoli akaziemuu B I ibiHe, NpOBEIN
CEHCOpHbIE 00CIIe/IOBAHHUS COKOB 3 allelIbCHHOB, SOJOK U YePHONH CMOPOIMHBI ISt
KaXXJI0T0 U3 OPEH/IOB, B YCJIOBHUSX 3HAHMS MIPOM3BOAUTENS 1 O0e3 Hero. CeHcopHas
OIICHKA COKa U CCHCOPHBIC (PaKTOPBI Ompeneauiy 1o mkaie ot 1 10 10. Beissuiu
CYIIECTBEHHOE BIMSHHUE 3HAHUSI OpeH/a HAa CEHCOPHBIC BOCIPHSATHUS — TIOJOXKH-
TEJIBHOE JUISl CaMbIX TOIYJSIPHBIX COKOB M OTPHLATENBHOE VISl MEHee IMOITyJsip-
HbIX. CaMBIMU B@XHBIMH CEHCOPHBIMH JICCKPHIITOPAMH OBLIH: CHELM(pUIECKUN
BKYC, IPO3PAYHOCTH U clagocTb. COCTaBMIN ypaBHEHHE PETPECCHN, yBI3bIBAIOIIEE
OIIEHKY COKa C BECOMOCTBIO JIeCKpUIITOPOB. [loydeHHbIe pe3ybTaThl IMEIOT 3Ha-
YEHHE JUISl CEHCOPHOTO MAapKETHHIA U JUIsL TIPOU3BOANTEINEH NPOIYKTOB IINTAHUS.

KuaroueBble ciioBa: 3HaHHE OPEH/IA, CCHCOPHOE U3y4CHHE, QPYKTOBBIC COKH.

Koawt JEL: D84, R31, Q13

Artykut nadestany do redakcji w sierpniu 2017 roku
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