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Abstract

This study aimed to 1) examine the influence of the five sensory
systems on the perceived value of attendees at electrical appliance trade
exhibitions, 2) examine the influence of perceived value on attendee
engagement, 3) examine the influence of the five sensory systems on attendee
engagement, and 4) examine the influence of the five sensory systems on
engagement through perceived value. The research was quantitative in nature,
using a questionnaire as the research instrument, and data were collected from
400 attendees of electrical appliance trade exhibitions in Thailand, selected
through purposive sampling. Data analysis employed descriptive statistics,
including frequency, percentage, mean, and standard deviation, as well as

inferential statistics, specifically structural equation modeling (SEM).
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The results revealed that 1) Participants in the electrical appliances
trade show attached the highest level of importance to the five sensory
systems, with vision receiving the greatest importance, followed by taste,
hearing, smell, and touch, respectively. 2) The results of the second research
objective showed that the sensory system of vision had a statistically significant
influence on the perceived value of participants in the electrical appliances
trade show. 3) All five sensory systems had a positive and statistically significant
influence on participants’ engagement, with smell, taste, and touch having the
strongest influence, while vision had the least influence compared to the other
senses and 4) The five sensory systems and perceived value could jointly
predict participants’ engagement at a statistically significant level, explaining
76.0% of the variance.

Keywords: Five Senses, Perceived Value, Engagement
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