Seand) Lo 9 o) (8 pall) Cpy A8

Eila glzall eﬁl\g&a}eﬂ\ ?M@J.ﬂ\ lﬂ.ﬂ\z\i.;n

Journal Home page https://dhic.edu.eg/DICSIS/

Jand) Aglaioad g pmund) (G guul] (i AB3a)
" dalgBa) Adiblaaey asUnall Judus sBas o Gualailly "
_ad) daaa Jale il /s 9380
Jlas ¥ B la) Guyda
Lnadaal) g 4y 1Y) cila glaeal) alall lad) LAl 3¢

sl (adla
e Je ol Jueadl latil o oadl G guiill dlagl 5il5 48 jma 8 Al jall oda Cdagiul

Zlall o i andll a6l o2a 8 Alain) 458 aan o G Adedal) ddailaay aclaall Judla
2 Lt dtail) g o casad ) 318 (Y ) ks 4l 50 dlasial a3 5 Alaiul 408 Jalaill Lgie

DUCSIS 7

A jaa e aanai o3 Al Online Survey < iVl yie elaainl) aladiuly aghl )l slalivl ai
Gkl Basl SPSS  Alas Y el jall aladiul o3 g ¢l jall Zaplal ¢ll) Auulial Google Forms <)
ol Gl A Ja sl Ayl ssine Dl 2eay ) Al ) il clla g a8y A Y
(G5 Auda Gash e el uml) Ala sk e (el el Auls Gosh e (el

drandl Alaind o (ualll s Ba sk o Gusadll ¢ all dls 595k (e G gl
Abstract

This study aimed to know the effect of sensory marketing dimensions on customer response
by applying it to customers of restaurant chains in Dakahlia Governorate. The sample size
reached 408 individuals and their opinions were surveyed using the Online Survey, which was
designed on Google Forms to suit the nature of the study. The program (Warp PLS.5) was relied
upon to enter data and access the results of the study, and the Structural Equation Modeling was
used to measure direct relationships between the study variables. he results of the study found
that there was a positive, direct, partial, significant effect of the sensory marketing dimensions
(marketing by the sense of hearing, marketing by the sense of sight, marketing by the sense of
taste, marketing by the sense of smell, marketing by the sense of touch) on the customer's
response.
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