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Abstract

The current study aims to highlight the role of sensory marketing in
enhancing customer engagment to the brand through the mediating role of
product design (service) on a sample of customers who frequent the KFC
chain of restaurants in the cities of the Kurdistan Region of Iraq. We find
that the research problem lies in the fact that the KFC chain of
restaurants, which is widely spread, pays relative attention to customer
service. Customer service is likely to achieve a strong engagment of
customers to its brand, which is likely to be reflected in its sales and an
increase in its market share. Fulfilling the needs and desires of customers
has a major role in enhancing their engagment to the KFC chain of
restaurants. This requires understanding and comprehending sensory
marketing methods and their role and importance in achieving customer
engagment to the brand, especially taking into account the design of the
product (service provided) and the mechanism of its presentation, which
is no less important in enhancing that engagment. The study focused on
the services sector, which is no less important than the productive and
economic sectors and others. The study used the descriptive analytical
approach, as the hypothetical plan for the study was presented through
which a set of The hypotheses that reflect the plan, and then verify their
validity or invalidity after conducting appropriate statistical analyses of
the data collected through the use of a questionnaire form, and the study
community represented by customers frequenting the (KFC) chain of
restaurants spread in the cities of the Kurdistan Region, while the study
sample was a deliberate random sample of (375) customers frequenting
the (KFC) chain of restaurants, and 33 questionnaire forms were excluded
that were not valid for analysis, so the number of completed responses
became (342) forms, and the study used two types of data in analyzing
the study wvariables, including facts about customer behavior, their
description and diagnosis, and then showing the correlation and impact
relationships through analyzing the data of the study variables
(independent, mediator and dependent) using a set of statistical methods
(arithmetic mean, standard deviation, coefficient of variation, response
rate, correlation coefficient, frequency histogram, and graphic circle
using SPSS software, and conducting exploratory and confirmatory factor
analysis, and correlation and impact analysis using AMOS software.
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The study reached a set of conclusions, the most important of
which are: that an individual's five senses (hearing, sight, smell, taste, and
touch) play an effective role in strengthening customer engagment to a
brand. Service design also plays a clear role in achieving this, both
directly and indirectly. The study also reached a number of proposals and
implementation mechanisms, the most important of which are: that
service organizations, especially restaurants, pay extensive attention to
customer needs and desires by understanding and accommodating their
behavior and changing tastes by taking their five senses into account.
This will enhance their position in the competitive services market. This
can be achieved through a significant focus on service design to

distinguish them from other competing service organizations.
Keywords: Sensory Marketing, Customer Engagement To the Brand, Product
(Service) Design, KFC Restaurant Chain in thKurdistan Region of Iraq.
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Engagement To the Brand, Product (Service)
Design, KFC Restaurant Chain in the Kurdistan
Region of Iraq.

The current study aims to highlight the role of sensory marketing in
enhancing customer engagement to the brand through the mediating role of
product design (service) on a sample of customers who frequent the KFC
chain of restaurants in the cities of the Kurdistan Region of Iraq. We find
that the research problem lies in the fact that the KFC chain of restaurants,
which is widely spread, pays relative attention to customer service.
Customer service is likely to achieve a strong engagement of customers to
its brand, which is likely to be reflected in its sales and an increase in its
market share. Fulfilling the needs and desires of customers has a major role
in enhancing their engagement to the KFC chain of restaurants. This
requires understanding and comprehending sensory marketing methods and
their role and importance in achieving customer engagement to the brand,
especially taking into account the design of the product (service provided)
and the mechanism of its presentation, which is no less important in
enhancing that engagement. The study focused on the services sector, which
is no less important than the productive and economic sectors and others.
The study used the descriptive analytical approach, as the hypothetical plan
for the study was presented through which a set of The hypotheses that
reflect the plan, and then verify their validity or invalidity after conducting
appropriate statistical analyses of the data collected through the use of a
questionnaire form, and the study community represented by customers
frequenting the (KFC) chain of restaurants spread in the cities of the
Kurdistan Region, while the study sample was a deliberate random sample
of (375) customers frequenting the (KFC) chain of restaurants, and 33




questionnaire forms were excluded that were not valid for analysis, so the
number of completed responses became (342) forms, and the study used two
types of data in analyzing the study variables, including facts about
customer behavior, their description and diagnosis, and then showing the
correlation and impact relationships through analyzing the data of the study
variables (independent, mediator and dependent) using a set of statistical
methods (arithmetic mean, standard deviation, coefficient of variation,
response rate, correlation coefficient, frequency histogram, and graphic
circle using SPSS software, and conducting exploratory and confirmatory
factor analysis, and correlation and impact analysis using AMOS software.

The study reached a set of conclusions, the most important of
which are: that an individual's five senses (hearing, sight, smell, taste, and
touch) play an effective role in strengthening customer engagement to a
brand. Service design also plays a clear role in achieving this, both directly
and indirectly. The study also reached a number of proposals and
implementation mechanisms, the most important of which are: that service
organizations, especially restaurants, pay extensive attention to customer
needs and desires by understanding and accommodating their behavior and
changing tastes by taking their five senses into account. This will enhance
their position in the competitive services market. This can be achieved
through a significant focus on service design to distinguish them from other
competing service organizations.
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