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Abstract

Introduction: Tourists in their trips, in addition to visiting the city's sights, want
to enjoy their trip by staying in a suitable hotel, and hotels also seek to provide
satisfactory services to tourists, so that they can take steps to encourage tourists to
visit again and promote their positive word of mouth to others. Therefore, it is
necessary to conduct a research in order to provide the correct solutions to hotel
managers in this direction. Therefore, the aim of the current research is the effect
of multisensory marketing model on word of mouth in tourism business has been
investigated through mediating variables of brand sensory experience and brand
love.

Methodology: This research in terms of purpose, application and method of doing
work, it is a survey. Its statistical population includes tourists staying in 17 hotels,
including four and five star hotels in Mashhad. Data collection was done through a
standard questionnaire and based on Cochran's formula, the minimum sample size
for unknown communities is estimated to be 384 people, which in the end, in this
research 387 questionnaires were collected convenience non-randomly and
analyzed. Structural equation modeling method and (SPSS v.19) and (AMOS v.18)
software were used for data analysis. The findings indicate the confirmation of all
research hypotheses. The results show that the effect of multi-sensory marketing
model on brand sensory experience, brand love and word of mouth is positive and
significant, and also brand sensory experience and brand love have a positive and
significant effect on word of mouth.

This research is applied in terms of purpose and due to the fact that in this
research, a questionnaire is used, so this research is a survey in terms of method.
Standard measures of previous studies were used to measure the variables. The
construct and content validity of the questionnaire was confirmed by reviewing the
opinions of management experts. The multisensory marketing model variable with
25 questions and the brand sensory experience variable with 3 questions were
measured from the study of Wiedmann et al. (2018), the brand love with 10
questions and the WOM with 3 questions were measured from the study of Carrol
and Ahuvia (2006). The validity of the questionnaire constructs was also evaluated
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using factor analysis technique. The statistical population is all tourists living in
four and five star hotels in Mashhad. The non-random sampling method available
and the number of samples using the Cochran's formula for an infinite population,
the minimum sample size of 384 people was determined (standard deviation of the
sample was 0.5 and the error value was 0.05). Therefore, about 400 questionnaires
were distributed in 4- and 5-star hotels, Including hotels Qasr Talaee, Darvishi,
Almas 2, Qasr International Hotel, Pardisan, Homa 1, Sinoor, Pars, Madinah Al
Reza, Homa 2, Parsis, Almas 1, Almas Novin, Javad Hotel, Mino, Sarina and
Ferdows Mashhad, and finally 387 questionnaires were collected and analyzed. In
order to analyze the data, various statistical analysis methods such as Pearson
correlation analysis were used to calculate zero-order correlation coefficients and
structural equation modeling was used to examine the fit of the structural equation
model with the collected data. The analysis was performed using (SPSS v.19) and
(AMOS v.18) software.

Results and Discussion: According to the obtained results, it can be said that
multisensory marketing model through the five senses and its effects on the brand
sensory experience and creating a lasting experience cause a kind of interest in
people that brings the highest level of interest, its brand love and acts as an effective
variable for word of mouth. In this study, special attention has been paid to the
industry of 4- and 5-star hotels in Mashhad, which offer a strong potential to create
positive experiences through a wide range of services. Also, a hotel in terms of
smell, hearing, sight, taste and touch can strengthen a positive feeling and,
following the experiential logic, creates a special value for the individual and, in
particular, a brand image. Therefore, the findings show that in the tourism business,
through the five senses, it is possible to create an experience in people that induces
a positive or negative feeling, and based on this feeling, a person decides to choose
or not to choose his place of residence.

Conclusion: In this study, six hypotheses were developed that were confirmed.
The first, second, and third hypotheses of multisensory marketing model on brand
sensory experience, brand love, and wom are confirmed. In the fourth and fifth
hypotheses, the effect of brand sensory experience on brand love and word of mouth
was confirmed. Finally, in the sixth hypothesis test, the effect of brand love on word
of mouth was confirmed. In fact, in multisensory marketing model, multisensory
marketing model can enhance word-of-mouth through brand experience and brand
love. According to the obtained results, it can be said that multi-sensory marketing
model through the five senses and its effects on the brand sensory experience and
creating a lasting experience cause a kind of interest in people that brings the highest
level of interest its brand love. It works effectively for word of mouth. In this study,
special attention has been paid to the industry of hotels in Mashhad, which offer a
strong potential to create positive experiences through a wide range of services. It
is recommended in detail to the managers active in the tourism industry, to
implement a multisensory marketing model concept, they must constantly stimulate
each of the senses of the hotel guests during their stay so that they can leave a lasting
sensory experience of their brand on people who lead to brand love so the guests
that they can contribute to the prosperity of their hotel through their word of mouth.

Keywords: Multisensory marketing model, Brand sensory experience,
Brand love, Word of mouth, Tourism.
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