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dandiucal) ) gV ray Jaddl e dalaiall M 5 geall daida saay AN 5 guall A avaail)
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clBblal) g DoY) JUA cpe D 38ad (Say Cua, Aaliiall olaial) g gbadY) aall g Cisgdls ¢ 523
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o VAN po g Cila glaall plai g3 Jadii g 48 pal) (G 2533
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Al ddat ddas Uiy ol o AY) (8 5 ageadil 8 GABEY) L gS AN B gualld ¢ Basmia 4S) )
Ol &) ) sadl 1Y) &) G ¢ A & g Lgta £ 3 A1 e (Al g BT g Claglaall e Jila
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AiVladil g Glaady) Sl ALl gl g2 (S oleal) ) L) (Say Mg | o gl Nigy 438 pa s2ay
U dolay 2l Jpall Ja 3 aUAN s sladdl (any (b sedy () OSaal) (ag ¢ (ta B g ge (@ guaidy
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Jalsad) (e apanlly (S gload) amd) il g 280 Apeadd gy (B (B mal) rl) (e 8] Bl g3 (S sleal) al)
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35250 da o Ja g (S 13) La LR oy g Ml | o280 laY) ) 138 uded (3) e ST LlaY)
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. Gl

382



Journal of Economics and Administrative Sciences Vol.27 (NO. 125) 2021, pp. 374-389
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MAaliiall AuAM) B ) gual) 3y g acilly (83 paul) (i
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Abstract

The research aims to study the extent of the influence of the dimensions of
sensory marketing on the perceptual mental image of customers, knowing the
type of relationships that link the dimensions of sensory marketing with each
other, no one from the researcher mentioned (as far as the researcher knows) the
link between sensory marketing and mental image, from this point of view the
main goal is determined, the effect of sensory marketing on the mental image
taken from customers , as the research was conducted on a number of first-class
restaurants represented (Chef City, Chili House, Mado, Fried Chicken Saj
Alreef) and the research community was represented by the customers of the
aforementioned restaurants, and a random sample was chosen that included
(206) customers from the five restaurants customers. The questionnaire was the
main tool in collecting data and information, as it was sent electronically and
randomly to customers. Among the most prominent statistical methods are the
standard deviation, the arithmetic mean, the Pearson correlation coefficient, and
the simple linear regression coefficient, and the most prominent results reached
by the research were the existence of an influence relationship of Sensory
Marketing on the mental image built by customers around the restaurants in
question, but it differs according to the restaurant, as well as the existence of a
relationship A link between sensory marketing and the perceived mental image of
the customer. The current research is considered a general review of the concept
of sensory marketing and its effect in enhancing the perceived mental image of
the customer.
Keywords: sensory marketing, mental image.
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