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Kandampully&hin hu ) deliall ga 4 A8l claill Ge Al gi Gl ool (i) gall g e Liiall
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L) g Aabiiall A1) araall) & g Baadl L) gua o Bblasg ¢y gl AR S ) calyf La 13
by e dalilall Aad) 3 gual) B S5 Jal gl 038 JS ¢ Lagas dakiial) & gluig Aaliiall A 53 g2 gal)
dandiucal) ) gV ray Jaddl e dalaiall M 5 geall daida saay AN 5 guall A avaail)
ity (alaiih CLaY) Lal ¢ Wl g ol 3S) a9 Adaail) aa Lgaddli Gl daiiall JANS ) o) Aslib B
cABMal) g USeY) A (e Al (5885 ¢Sy Guac Aadilall claial) g g abaldy) daal) g Ciaglly ¢ 53
Al qils Gage il (e I8¢ agra aglalad iy Gl ga Jland) &gy (Glaid o gladd) Ll ¢ dalad)
o ALas Aalaiall A0a M) 5 gual) o)) agn dadl gally dadiial) ald A8 agiy aglalaty Jlaally 3latid
Al Gadlall 3185 388 JUa) Juw o Ll Bpga ) o) dgladl o Eua ¢ (alAdY) 3
Y G ¢ 080 o) gL 13 B L caddll A8 slud) cilawdl ¢S Luslas) g laail (adldl) g
A g) Jaladll A (Bl (g ¢ laa lebdail W jlad o) daliiall and (3lay 288 claliial) o guy
813 iad Aallall Aualll Byl old AN (Heerden,1999:493)gLbil 13 (uSey desdl)
il A gl il ) Say SIS ¢ Aalalall Al 3 5 ol & aablad ) (Say e Aagd )3 A i)
Al)dasdl) pallad anli coall e 058 Lie  Gaill L) e 8l dabid) L aadid
2523 M (Al-Kamari &saud,2018:216)t&) B (AlKhoshroum& Jablak,2011:48)
s VS A Al 5 ) guall Cilaa) Bas
Axa i) Ao Ady sl g 09 g Aalilall (ym ABMad) dalaina, 1
Jaxl s A) Goad) A B I Lgtinand daliial) dadiy an iy Aabiiall pa pllaal) Glawal 485 us |2
A2
o AN po g Cila glaall plai 93 Jadiig 48 pal) (S 325033
AL 5 gl dayl

Alay) 33 a3 289 ¢ La Lo od Adlida Syl Ofiald) JgliS Cun ¢ Ay Ga dad) LA M) B puall Gpanal
« (Albaldawi & Omar, 2018:173) ¢« (Basaran,2016:164) = JS Wajok A
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380



Journal of Economics and Administrative Sciences Vol.27 (NO. 125) 2021, pp. 374-389
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Bl gl dga 5 g gy sl g AN gl a8 5l o g7 008 dag Walaie) ga A0 3 gual) i g
A A Al Ldiial) b palll (e Ao gana 4dly o pladd) iy a3 (S 43k o (Fraihat, 2015:27)
O aakl AN (e pdy gl ) () ¢ ATLE g Alala pLud) JaY (e gl Adaliy dald DA il Lgaaly
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Sllaiud) (e de gana Adly (S sheal) ) iy 23 (S 4o 5 ¢ (Albaldawi & Omar, 2018:173)
Aty Al ol iy S A gl iy g Gt e olad 2 A1) Ly p gy (Al Jadl) 293 )
Al g Cleadl) S gl I ga S sl adl Lol (e M ¢ o glud) 1igy A% ra (saay
U doley 2l Jpadll Jia 3 aUAN s sladdl (any (b sedy () OSaal) (ag ¢ (ta B gl ge (@ guaidy
Sy ol ey Mg ((Mohan & Jasim, 2016:135) sl (ealuad) A i) Aiball) il sldd) (2any gl
Jalsad) (e apanlly (S gload) amd) il 5 28N Apadd gy (B (B aal) rl) (e 8] Bl g3 (S sleal) al)
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ekl (gubuitel| el bl : b
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¢ Leldia¥) aghll Llaay) dajall galip alidialy Cllaiud) o Losaad Al clibal) Al
- 4 Gl e alaie ¥l g (SPSS.V 20 ) sdall laal)
LAY iy e (e 2L Fl g S W Jalaa 43k -1
. Alual) clla giall 22
A ) bl ATy -3
. il idlal) Gy Bl M) AR LI () g oY) Jalaa LA -4
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3 e 1 3.70 pdlly gagesdll | 2

4 i 1.13 3.57 ) Gagedd) | 3

1 i 0.78 4.33 Asull gasedl) | 4
0.90 3.96 plad) Jam gial)

s Jma il jailig (3.96) &y B eand) (3 gl 2l KN (ilesad) Jaa gl) i oMe T Jgand) G
il Gun s Jagia Ao (35300 (G geil) 2y (Fia B ¢ A e Apad) g gia (8 T ey ¢(0.90)
oMe) Jgaad) Gl dde 5 ¢ (3.57) &b G (besn Janugia (A3 (ranad) (B guail) 203 (Gha Lah ¢ (4.33)
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Ao 3929 G 138 9(0.01) A sina (s gima die (0.448%*%) Bl ¥ Jalra il Cua (A2 3 guall)
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Jod e (i UA (hag ¢ clagriy Adaea gia 493 jha & pina Ll ) 4B 3529 G 130 9 ¢ (0.296% %)y
4 gima AN ) Bl ) ABDle da g8 " Waalia il g A oY) Al dpda )81 (e AL Ao 8N dpia Al
Gaondil) dry C ABNal) (3) Jyaad) gy S (MAaiiall AAM B gual) Gojaig addly Gagedd) O
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Jodal) pdag) 1 il ¢ MAaBiiall Aadl By guall Juiaiy (macd) Gagedl) Cpn Ay gira A I3 bl )
G 138 (0.339%%) ily o L0 B gually (§oMN (G gadll By (o 4 gina Bl ) ABNe g
Oa Aagl M) Ao 8 Al BN o o Jauad Ub (ag ¢ clagn Adau gia 433 sk 4 gine bls ) ABMS asag
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0.000 | 0. 397 0.000 51.125 0.200 | 0.448 | 4salls sall

Ay Ay (0.448) i ANy (R ) B Gmm b)) Jalas dad G oMe)(5) Jyaad)
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Ao Badl dlX ¢ ) zisall Gada JAN ol Jalge g (e il 52 (0.80) Oy g isad¥)
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by i) LR a3 28 cCaanall AN dpei 1) Apuda BN LAY B Lgd Juagi (A i) st
(6) Jsaad) (B i ga LaS Lo AR 4o A1)
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(B Jtandy) Lalas 5l gaa yaaudl (B ariin Giua g Lulie 2 M1 g (R?) ypaadll Jalas Ao & Ll g
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Al B gally aandl Gagudl) Guba (Sig. < 0.05) AN 5 gia die duilas) AN @i 480
9l agay 1 e pall Al g Al A ) Auda BN (e AN Ao AN dpda BN J o o 288 Anle
MAAlall AN B ) guall Jajaty aamd) (Bagmidl) G Ay gl AN
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85 ) (s 520 (B geal) (A (1) oM Ty O (Ao JU ANy (1.12) gl (B) daf Bl
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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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