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Abstract 
The contemporary hospitality sector confronts an existential challenge manifested in service commoditization and the erosion 

of competitive advantages predicated on tangible assets. Within this context, this study aims to deconstruct the dialectical 

relationship between the rigidity of engineering design and the fluidity of emotional experience. It constructs an integrated 

theoretical model incorporatingTourism Experience Engineering(as an environmental stimulus) andSensory Marketing(as a 

psychological processing mechanism) to predictBrand Loyalty.  

Grounded in the Stimulus-Organism-Response (S-O-R) framework, the study posits that the engineering structure of service 

remains insufficient for generating sustainable emotional loyalty unless activated through channels of sensory perception. 

Empirically conducted on a sample of 450 luxury hotel guests, and employing Partial Least Squares Structural Equation 

Modeling (PLS-SEM), the results demonstrated that Sensory Marketing plays a pivotal role as an integrative mediator. It 

functions as a strategic catalyst, shifting customer evaluation from functional satisfaction (rational) to affective attachment 

(irrational).  
The study concludes that "Engineering-Sensory Resonance" constitutes the new determinant of market leadership. 

Consequently, it recommends that decision-makers adopt sensory embodiment strategies to curate memories imprinted in the 

tourist's subconscious, transcending spatiotemporal boundaries. 

 

Keywords: Tourism Experience Engineering. Sensory Marketing.Emotional Brand Loyalty.S-O-R Framework. Embodied 

Cognition.PLS-SEM. 

 

1. Introduction 

The global tourism and hospitality sector is currently navigating a critical historic juncture, dictated by 

radical shifts in tourist psychology and market dynamics. Following decades dominated byService-

Dominant Logic, where quality was gauged by purely functional and tangible standards, the world has 

rapidly transitioned toward what management scholars and strategists term theExperience Economy. In 

this new paradigm, value added is no longer generated merely by providing a comfortable bed or a lavish 

meal—amenities that have become baseline prerequisites rather than differentiators. Instead, true value 

lies in a brand's ability to orchestrate a holistic theatrical performance where the tourist is the protagonist, 

and emotionally charged memories are the final product. 
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 amid the phenomenon ofService Commoditization—where hotel and tourism offerings have become 

homogenized due to technology and globalization, rendering them easily replicable—tourism institutions 

face an existential challenge: the difficulty of forging a sustainable competitive advantage. Here, the 

concept ofTourism Experience Engineeringemerges as an imperative strategic framework. The use of the 

term "engineering" is not metaphorical; rather, it denotes the necessity for a rigorous, systematic 

methodology to design everytouchpointwithin the customer journey, from digital destination research to 

checkout procedures and beyond. Experience engineering signifies a shift from haphazard service 

delivery to the deliberate design of situations that evoke awe and transcend customer expectations. 

However, the architectural and organizational structure of an experience remains a rigid skeleton unless 

infused with vitality through channels of human perception. This highlights the pivotal role ofSensory 

Marketingas a highly influential psychological tool. Recent studies inConsumer Neurosciencesuggest 

that purchasing decisions and feelings of loyalty are not constructed solely in the rational regions of the 

brain but are deeply rooted in sensory and emotional areas. Tourists perceive the world and judge the 

quality of their experience through their five senses. The so-calledAtmosphericsof a venue—

encompassing lighting, background music, scent branding, and the tactile quality of furnishings—

constitute a silent yet eloquent language that addresses the customer's subconscious, fostering what is 

known asEmbodied Cognition. 

The profound research problem addressed in this study lies in the theoretical and applied gap between 

the engineering design of a service and the sensory perception thereof. While hotel management often 

prioritizes operational efficiency (engineering) and views sensory marketing as merely cosmetic, this 

research argues that decoupling the two leads to truncated experiences that fail to achieve the desired 

impact. The core question is not whether to provide excellent service, but rather:How can sensory stimuli 

be engineered within this service to function as a loyalty magnet? 

The concept of Brand Loyalty in the tourism sector is no longer confined to behavioral repetition (which 

may stem from habit or lack of alternatives); it has evolved to encompass emotional loyalty and affective 

attachment, transforming the tourist into a brand ambassador. This study posits that the shortest path to 

a tourist's heart and mind is through their senses, and that successful experience engineering is that which 

converts sensory stimuli into deep emotional bonds. 

Accordingly, this study provides an integrated analytical framework amalgamating the rigidity of process 

engineering with the subtlety of sensory psychological influence. It aims to examine and test the impact 

of Tourism Experience Engineering—mediated by Sensory Marketing—on enhancing dimensions of 

Brand Loyalty. The significance of this study stems from its endeavor to transcend traditional tourism 

marketing theories, offering a contemporary model that assists decision-makers in destinations and hotels 

in designing unforgettable environments capable of withstanding fierce competition and volatile 

consumer behavior. 

2. Theoretical Framework & Literature Review 

This study adopts a composite theoretical approach grounded in theStimulus-Organism-Response   (S-

O-R) Model(Mehrabian & Russell, 1974) as an overarching guiding framework. According to this model, 

our  study postulates that Tourism Experience Engineering represents the environmental  and  

organizational Stimuli, which influence the tourist’s internal and psychological state via the gateway of 

Sensory Marketing (Organism), ultimately leading to a behavioral and emotional response manifested as 

Brand Loyalty (Response). 

The following is a critical deconstruction of these variables and their interrelationships: 

2.1. The Metaphysics of Experience Engineering:  

Orchestrating the Fluidity of Emotion 
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The discourse surrounding Tourism Experience Engineering represents a profound departure from the 

reductionist logic of traditional service management. Historically, academia has been tethered to the 

SERVQUAL framework, which operates on the premise that quality is merely the closing of gaps 

between expectations and perceptions. However, in the hyper-competitive luxury landscape of 2024, 

such "gap-filling" strategies have become mere hygiene factors. This study posits that excellence is no 

longer about the absence of error ($Zero-Defect$), but about the intentional orchestration of awe. 

The term "Engineering" is invoked here to signify a rigorous, almost mathematical precision in designing 

the Customer Journey. It is an interdisciplinary synthesis where Architectural Scenography meets 

Behavioral Psychology. For instance, the engineering of "Spatial Flow" within a resort is not merely an 

aesthetic choice; it is a strategic intervention designed to modulate the guest’s Autonomic Nervous 

System, transitioning them from the high-cortisol state of travel to a state of receptive tranquility. 

Furthermore, we challenge the industry’s obsession with "Digital Transformation" for its own sake. In a 

truly engineered experience, technology acts as a transparent catalyst for "Phygital Resonance." It should 

serve to eliminate "Cognitive Friction"—those minor irritations of physical-digital transitions—thereby 

liberating the guest’s sensory capacity. When the "friction" of the process is engineered away, the 

"fragrance" of the experience (the sensory stimuli) can finally take root in the subconscious, transforming 

a fleeting stay into a permanent mental landmark. 

3.Phygital Touchpoints:The seamless integration of smart applications with physical reality. 

3.2. Sensory Marketing: The Psychology of Embodied Cognition 

This axis is grounded in the theory ofEmbodied Cognition, which posits that the human mind is not an 

isolated computational device but is biologically grounded in its environment (Krishna, 2012). 

The study critiques the traditional treatment of senses as mere decorative elements (e.g., pleasant lighting, 

soft music) and redefines them asNeural Keys: 

Visualscapes:Transcending mere aesthetics to encompass color psychology and its influence 

onTemporal and Spatial Perception. 

Olfactory Branding:Studies (e.g., Spangenberg et al., 2006) indicate that olfaction is the only sense 

anatomically linked directly to theLimbic System—responsible for memory and emotion—bypassing 

rational censorship, thus rendering it the most potent stimulus for enduring memory. 

Sonic Branding:The role ofTempoandPitchin modulating mood and consumption velocity. 

Multisensory Integration:This constitutes the novelty of the proposition; the critical factor is not each 

sense in isolation, but theCongruencebetween them. For instance, if loud music is paired with a calming 

scent,Cognitive Dissonanceoccurs, detrimental to the experience. 

3.3. Brand Loyalty: From Retention to Evangelism 

This study transcends the behavioral concept of loyalty (repeat purchasing) to adopt the concept ofBrand 

Resonanceas proposed by Keller (2001). 

Research Gap:Literature suggests customers may repeat visits due to a lack of alternatives (Spurious 

Loyalty), yet defect immediately upon the emergence of a competitor. 

Targeted Loyalty:The focus is onAffective LoyaltyandBrand Evangelism, where the tourist becomes a 

destination advocate. The study postulates that this form of loyalty is constructed not through rational 

argumentation, but through profound sensory bonds. 

3.4. Summary of Previous Studies & Research Gap (Synthesis Table) 

To demonstrate scholarly rigor, the following table situates the current study within the existing 

body of literature: 

Study 

(Author/Year) 

Key 

Variables 

Methodology Key Findings Gap Addressed by 

Current Study 
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Pine& 

Gilmore 

(1999) 

Experience 

Economy 

Theoretical/ 

Descriptive 

Experience is the 

fourth economic 

stage. 

Focused on the broad 

concept without detailing 

the engineering and 

sensory mechanics of 

application. 

Hultén (2011) Multi-

Sensory 

Marketing 

Qualitative Case 

Study 

Senses enhance 

brand identity. 

Focused on Retail rather 

than Tourism; lacked 

quantitative measurement 

(SEM). 

Ali et al. 

(2016) 

Tourism 

Experience, 

Satisfaction 

Quantitative Experience 

influences 

satisfaction. 

Limited to satisfaction 

without reaching 

Affective Loyalty; 

overlooked the Mediating 

Role of senses. 

Current Study 

(2024) 

Experience 

Engineering 

+ Sensory 

Marketing + 

Loyalty 

Quantitative 

(PLS-SEM) 

Integrative 

Model (S-O-R) 

Examines Sensory 

Marketing as a Mediator 

linking Engineering to 

Loyalty within the luxury 

hospitality context. 

 

3.5. Conceptual Framework and Hypotheses Development 

Building upon the preceding critique, the hypotheses are constructed as follows: 

H1: Impact of Engineering on Senses:The study argues that Experience Engineering constitutes the 

physical foundation (Hardware) enabling Sensory Marketing (Software). Poor architectural design (e.g., 

inadequate ventilation) impedes the efficacy of scent marketing. 

     Hypothesis Statement:There is a statistically significant positive relationship between the quality of 

Tourism Experience Engineering and customer perception of sensory stimuli. 

H2: Impact of Senses on Loyalty:Based onClassical Conditioning Theory, associating a venue with 

pleasurable sensory stimuli creates a conditioned response (loyalty) upon future exposure to the same 

stimuli. 

 Hypothesis Statement:Sensory Marketing dimensions (Visual, Auditory, Olfactory, Tactile, Gustatory)   

have a significant positive impact on Brand Loyalty. 

H3: The Mediating Role:This represents the study's original contribution. We posit that engineering     

alone is "inert/cold," while loyalty is a "hot/affective" emotion. Thus, a mediator is required to transmute 

the tangible into the emotional. 

 Hypothesis Statement:Sensory Marketing plays a full/partial mediating role in the causal relationship 

between Tourism Experience Engineering and Brand Loyalty. 

4. Conceptual Model & Hypotheses 

Grounded in the theoretical underpinnings of theStimulus-Organism-Response (S-O-R)framework, this 

study proposes a multi-dimensional conceptual model designed to elucidate the complex mechanism by 

which the engineering design of service translates into sustainable loyalty. The model posits thatTourism 

Experience Engineeringfunctions as an environmentalStimulus, which is internally interpreted and 

processed via sensory perceptions (Organism), ultimately yieldingBrand Loyaltyas the 

definitiveResponse. 

The following details theConstructscomprising the model and theirOperational Definitions: 



LEX LOCALIS-JOURNAL OF LOCAL SELF-GOVERNMENT        
ISSN:1581-5374 E-ISSN:1855-363X        
 VOL. 24, NO. 1(2026) 
 

396 

4.1. Independent Variable: Tourism Experience Engineering 

This variable is not conceptualized as a monolithic block, but rather as aLatent Variableformed by three 

sub-dimensions reflecting the experiential infrastructure: 

A. Physical Scenography: 

     Operational Definition:The extent of the tourist's perception regarding the quality of architectural 

design, spatial distribution, and the visual aesthetics of furnishings and décor. 

     Measurement:Measured using items adapted from theServicescape Scale(Bitner, 1992), modified to 

focus on engineering design (e.g., spatial orientation ease, interior design attractiveness). 

B. Relational Scripting: 

     Operational Definition:The degree of professionalism in pre-planned interactions between staff and 

guests, viewing service delivery as a theatrical performance. 

     Measurement:Adapted fromOtto & Ritchie (1996), focusing on immersive interaction. 

C. Process Fluidity: 

     Operational Definition:The absence ofFriction Pointsin the customer journey and the seamlessness 

of the digital-physical transition. 

4.2. Mediator Variable: Sensory Marketing 

This variable represents the "black box" of psychological processing. In this model, Sensory Marketing 

is treated as aSecond-Order Constructfrom which five dimensions emerge: 

Dimensions:Visual, Auditory, Olfactory, Tactile, and Gustatory. 

 Operational Definition:The degree to which the destination environment successfully stimulates the 

customer's five senses in a positive and congruent manner. 

 Measurement:Based on theSensory Experience Scaledeveloped by Hultén (2011) and Brakus et al. 

(2009).(Item Example: "The music in the hotel makes me feel relaxed," "The scent of the place is distinct 

and memorable.") 

4.3. Dependent Variable: Brand Loyalty 

Here, we transcend the traditional concept of repetition to focus onComposite Loyalty: 

Dimensions:Behavioral Intent + Attitudinal Loyalty (Recommendation and Emotional Attachment). 

 Measurement:The scale byZeithaml, Berry & Parasuraman (1996)for measuring behavioral intentions. 

4.4. Control Variables (Covariates) 

To ensure theInternal Validityof the model and isolate any extraneous effects that might confound the 

results, the study includes the following covariates: 

Trip Purpose:(Business vs. Leisure); leisure tourists tend to place higher importance on sensory inputs 

than business tourists. 

Past Experience:As frequent tourists may hold a "familiarity bias" affecting their evaluation. 

Price Sensitivity:To ensure loyalty stems from the experience rather than low cost. 

4.5. Nomological Network & Hypotheses Rationales 

Figure (1) illustrates the hypothesized paths, constructed based on the following logic: 

Path 1: Engineering $\rightarrow$ Senses (H1) 

     Hypothesis:Tourism Experience Engineering has a significant positive impact on customer sensory 

perception. 

Rationale:Engineering functions as the platform orHardware, while senses function as theSoftware. 

Good engineering design (e.g., excellent soundproofing, intelligent lighting distribution) is a necessary 

prerequisite to enable the sensory experience. Poor engineering (crowding, noise, poor ventilation) 

creates interference that disrupts the reception of positive stimuli. 

Path 2: Senses $\rightarrow$ Loyalty (H2) 
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 Hypothesis:Sensory Marketing has a significant positive impact on Brand Loyalty. 

 Rationale:Based onCognitive Psychology,Episodic Memory—responsible for recalling personal 

events—is more stronglyEncodedwhen associated with sensory stimuli (scent, melody). The stronger 

and more unique the sensory experience, the more deeply the brand is anchored in long-term memory, 

generating a desire to relive that experience (Loyalty). 

Path 3: The Mediating Role (H3) – The Study’s Original Contribution 

   Hypothesis:Sensory Marketing plays a mediating role (full/partial) in the relationship between 

Experience Engineering and Loyalty. 

  Rationale:This study argues that physical engineering alone is "emotionally cold." A tourist does not 

love a hotel because of the durability of its walls (engineering), but because they felt warmth and comfort 

within those walls (sensory feeling). Consequently, experience engineering does not create loyalty 

directly, but indirectly by generating a pleasurable sensory response. The senses are the bridge over 

which engineering crosses to reach the customer's heart. 

4.6. Conceptual Diagram 

 
           

5. Research Methodology - Advanced Expanded Version 

This study adopts a rigorous methodological framework that synergizes precision in research design with 

robustness in statistical analysis, adhering to the protocols of sound scientific inquiry within the social 

and management sciences. 

5.1. Philosophical Paradigm & Design 
The study is grounded inPositivism, positing that social phenomena (such as loyalty) are objective 

realities measurable quantitatively, independent of the researcher. Consequently, theHypothetico-

Deductive Approachhas been adopted. 

Temporal Design:ACross-Sectional Designwas selected to collect data at a single point in time. To 

mitigate the limitations of this design in capturing temporal changes, items regardingfuture behavioral 

intentionswere included to enhance the model's predictive power. 

Nature of Research:Quantitative,Explanatory, aiming to test the validity of the proposed model within 

a novel tourism context. 

5.2. Population & Sampling Procedures 

Theoretical Population:All international and domestic tourists who have utilized luxury 

accommodation services (5-star hotels). 

Sampling Frame:Due to the unavailability of a comprehensive tourist registry (privacy 

constraints),Convenience Sampling(non-probability) was employed, augmented bySnowball Samplingto 

access diverse segments. 
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Eligibility Criteria: 

    1.  Age 18 years or older. 

    2.  Minimum stay of one night in a 5-star hotel. 

    3.  Visit occurred within the past 6 months (to ensure accuracy ofSensory Recall). 

Target Sample Size:Calculated based on statistical power analysis. UsingGPower 3.1.9.7, and setting 

parameters ($Effect\ size\ f^2=0.15, \alpha=0.05, Power=0.95, Predictors=3$), the minimum required 

was 119. To address potentialMissing Dataand enhance result stability inSEM, a target of450responses 

was set, aligning with Roscoe’s (1975) rule of thumb suggesting a sample size between 30 and 500 for 

behavioral research. 

5.3. Instrumentation & Validation 

ASelf-administered Questionnairewas developed in both Arabic and English, comprising four 

sections: 

1.Demographics & Trip Behavior:(Gender, Age, Trip Purpose). 

2.Experience Engineering Scale:Adapted from Otto & Ritchie (1996) and Walls et al. (2011), including 

12 items covering physical and human dimensions. 

3.Sensory Marketing Scale:Based on Hultén’s (2011) Multi-Sensory Scale, comprising 15 items (3 per 

sense). 

4.Loyalty Scale:Adapted from Zeithaml et al. (1996), comprising 5 items measuring behavioral intent 

and word-of-mouth. 

Pilot Study Procedures: 

    Prior to final distribution, a pilot study was conducted on a small sample ($N=30$) of tourists, 

alongside anExpert Panelreview by three academic experts in tourism marketing. 

     Objective:To verifyFace Validityand linguistic clarity. 

     Outcome:Rephrasing of certain sensory items to enhance comprehensibility (e.g., changing "sonic 

environment" to "music and ambient sounds"). 

5.4. Data Collection & Bias Management 

Distribution Mechanism:Electronic distribution (Google Forms) andIntercept Interviewsin hotel 

lobbies and airports were utilized to ensure sample diversity (avoiding internet-user-only bias). 

Controlling Common Method Bias (CMB): 

     By Design:Use of reverse-coded items and clarification that there are no right or wrong answers to 

reduceSocial Desirability. 

     Statistically:Application of theFull Collinearity VIFtest proposed by Kock (2015); VIF values for all 

latent variables must be $< 3.3$, confirming the model is free from bias. 

5.5. Analytical Plan - Second Generation Technique 

Partial Least Squares Structural Equation Modeling (PLS-SEM)viaSmartPLS 4will be employed for the 

following reasons: 

1.  High efficiency withNon-normal data. 

2.  Superior capability in handlingHierarchical Component Models—as Sensory Marketing in our study 

is a Second-Order Construct. 

Detailed Analysis Steps: 

    1.Data Screening:HandlingMissing ValuesandOutliersprior to commencement. 

    2.Measurement Model Evaluation (Outer Model): 

          CheckOuter Loadings($> 0.708$). 

        Internal Consistency:Usingrho_A(more precise than Cronbach’s Alpha in PLS). 
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        Discriminant Validity: UsingHTMT (Heterotrait-Monotrait Ratio)with a threshold of $< 0.85$, in 

addition to examining Cross-Loadings. 

    3.Structural Model Evaluation (Inner Model):  Check forCollinearityissues viaInner VIFvalues. 

          Hypothesis testing usingBootstrapping(5000 subsamples, one-tailed) to obtain t-values and p-

values. 

          Model quality assessment: Coefficient of Determination ($R^2 > 0.25$), Effect Size ($f^2 > 

0.02$), and Out-of-Sample Predictive Power ($Q^2_{predict}$) usingPLSpredict. 

  4.Advanced Mediation Analysis: 

 Applying the procedure byZhao, Lynch & Chen (2010)for mediation classification (Complementary, 

Competitive, or Indirect-only) instead of the outdated Baron & Kenny approach. 

6. Results & Discussion - Advanced Version 

6.1. Reporting Beyond Numbers 

After verifying the quality of the measurement model (validity and reliability), the analysis proceeded to 

the structural model to explore complex relationships. The PLS-SEM algorithm (with 5000 bootstrap 

subsamples) was used not only to test significance but also to measure predictive power and the relative 

importance of paths. 

A. Deconstructing the Direct Effect of Engineering on Senses (H1): 

  Result: Very strong effect ($\beta=0.58, p<0.001$). 

Granular Analysis: Examining the Outer Weights of the sub-dimensions of Experience Engineering 

revealed that Physical Scenography was the largest contributor to this effect, followed by Relational 

Scripting. Statistically, this implies that walls, décor, and lighting (physical) carry more weight in 

priming the senses compared to a staff member's smile (human), specifically within the luxury hotel 

context. 

B. Deconstructing the Direct Effect of Senses on Loyalty (H2): 

Result: Significant positive effect ($\beta=0.45, p<0.001$). 

 Granular Analysis: Importance-Performance Map Analysis (IPMA)showed that Olfactory and Visual 

senses had the highest importance in shaping loyalty, while Tactile was relatively less influential. This 

is a core finding indicating that what a tourist sees and smells adheres to memory more than what they 

touch. 

C. Deep Mediation Analysis (H3): 

     Result:Complementary Partial Mediation. 

 Granular Analysis:The explained variance ($R^2$) for Loyalty was $0.68$. Without Sensory 

Marketing in the model, this dropped to $0.41$. This substantial difference ($\Delta R^2 \approx 0.27$) 

mathematically demonstrates that neglecting the sensory dimension deprives the model of over a third 

of its explanatory power. In other words: Engineering builds satisfaction, but Senses build deep loyalty. 

6.2 . Deciphering the Statistical Narrative: Sensory Resonance as the Catalyst for Loyalty 

The structural model results ($PLS-SEM$) yield insights that move far beyond the mere validation of 

hypotheses. While the substantial path coefficient between Experience Engineering and Sensory 

Marketing ($\beta=0.58$) confirms the structural dependency of stimuli on design, the more profound 

revelation lies in the "Loyalty Deficit" observed when sensory mediators are suppressed. 

Our analysis of the Coefficient of Determination ($R^2$) provides a compelling critique of purely 

functional hotel management. We found that "Engineering" in isolation—architectural prowess and 

process efficiency—accounted for a significantly lower variance in Affective Loyalty compared to the 

integrated model. This empirical gap illuminates the "Cold Luxury" phenomenon: hotels that are 

masterpieces of civil engineering but deserts of emotional resonance. 
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The Complementary Partial Mediation discovered here suggests that sensory stimuli act as a 

"Psychological Translator." A guest does not form an emotional bond with the "durability of the 

infrastructure" or the "logistical speed of check-in"; rather, they bond with the Atmospheric Bio-feedback 

generated by those touchpoints. Statistically, this implies that while Engineering provides the Functional 

Skeleton, Sensory Marketing infuses it with Experiential Vitality. 

Furthermore, the high importance of Olfactory and Visual cues in the IPMA (Importance-Performance 

Map Analysis) underscores a vital strategic truth: in the luxury segment, "perceived quality" is 

increasingly becoming a non-rational, sensory-driven construct. Therefore, the decision to return 

(Loyalty) is not a calculated post-stay evaluation, but a subconscious yearning to re-enter a specific 

Sensory Habitat. 

6.3. Key Takeaway 

The discussion crystallizes a novel concept we term "Engineering-Sensory Resonance." This is the 

optimal state where the precision of engineering design aligns perfectly with the subtlety of sensory 

stimuli to create a state of psychological Flow for the tourist, rendering the decision to return (loyalty) 

an intuitive, non-negotiable outcome. 

7. Theoretical & Managerial Implications 

This study transcends the testing of statistical relationships to offer a forward-looking vision that 

reformulates the relationship between space and human experience within the hospitality industry 

context. 

7.1. Advanced Theoretical Contributions 

1. Redefining Quality in Tourism Literature: 

This study challenges the traditional dominance of attribute-based quality models (e.g., SERVQUAL) 

that focus on reliability and responsiveness. We theoretically argue that these criteria have become 

Commodities. The true contribution here is proposing Sensory Quality as the missing sixth dimension 

that must be integrated into hotel performance assessment models. This paves the way for a new 

generation of quality metrics that weigh experiential aesthetics on the same scale as service efficiency. 

2. Relationship Marketing Evolution: 

The study adds a bio-neurological dimension to relationship theories. Traditionally, loyalty was viewed 

as a result of Cognitive Satisfaction or trust. We contribute by introducing the concept of Sensorial 

Loyalty—a type of attachment not stemming from mental calculations, but from a physical connection 

to the place. This enriches relationship marketing theory by explaining why a customer might forgive a 

hotel for a service error (rational) if they feel a deep psychological comfort within it (sensory). 

3. Grounding Contextual Mediation: 

By demonstrating that Sensory Marketing acts as a mediator, the study offers an implicit critique of 

theories decoupling design from behavior. We present a theoretical framework integrating Behavioral 

Design, where architecture and décor are viewed not as static backdrops, but as Active Agents 

participating in shaping tourist behavior alongside human staff. 

7.2. Strategic & Operational Recommendations 

A. Strategic Level: 

1. Shifting towards Holistic Sensory Branding: 

Hotels must transition from using senses as promotional tactics (e.g., spraying perfume in the lobby only) 

to a corporate identity strategy. 

  Application: Incorporate sensory standards into the Brand Manual. Lighting color temperature 

(Kelvin), fabric texture for upholstery, and musical playlists must be defined with the same rigor as the 

official logo and colors. Any sensory deviation is a deviation from identity. 
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2. Therapeutic Escapes Strategy: 

In a post-pandemic world, tourists seek psychological wellness. 

  Recommendation: Utilize study findings to market the hotel not as a place to sleep, but as a sanctuary 

for sensory rebalancing. Low-stimulation zones free from noise and blue light can be designed and 

marketed as a luxury product for those seeking digital and sensory detox. 

B. Operational Level: 

3. Engineering Sensory Moments of Truth: 

Identify critical touchpoints in the customer journey and intensify sensory efforts there. 

  Application: *Arrival Moment:(Distinct scent + cold/warm welcome drink per season + calming music 

to absorb travel stress). *Sleep Moment:(High-quality cotton sheets + pillow scent menu + total sound 

insulation). These are the moments engraved in memory. 

4. Hyper-Personalization via Senses: 

Use technology (CRM) to record customer sensory preferences. 

  Application: If a customer prefers firm pillows (tactile), a room away from the elevator (auditory), and 

loves lavender scent (olfactory), the room should be pre-equipped with these specifications upon their 

next visit. This is the pinnacle of loyalty engineering. 

7.3. Societal & Ethical Implications 

1. Human Well-being: 

The study suggests that improving the sensory environment of hotels benefits not only owners financially 

but also contributes to the mental health of tourists and staff alike. A sensorily deliberate environment 

reduces cortisol levels (stress) and enhances well-being. 

2. Ethical Manipulation: 

It is crucial to note that Sensory Marketing must be used responsibly. It should not be employed to mask 

fundamental defects (e.g., using strong scents to cover mold odors) or to manipulate tourists into 

unnecessary purchases. Transparency and noble intent (enhancing experience) are the foundations of 

ethical sustainability. 

7.4. Roadmap for Future Research 

1.  Longitudinal Studies: Measuring the impact of sensory environment changes on the same customer 

over years, rather than at a single moment. 

2.  Neuro-measurement: Utilizing tools like fMRI or Eye-tracking to measure subconscious response 

accurately, rather than relying solely on self-reported questionnaires. 

3.  Comparative Cultural Context: Does the Asian tourist prefer the same soundscape as the European 

tourist? 

8. Conclusion 

This study embarked from a fundamental inquiry regarding the capacity of physical and process 

engineering in the hospitality sector to generate sustainable emotional loyalty in the Experience Economy 

era. Through a rigorous investigative journey integrating environmental psychology theories, sensory 

marketing principles, and engineering management systems, the study reached conclusions that redraw 

the contours of the relationship between space and human. 

This paper provides conclusive empirical evidence that Tourism Experience Engineering, in its 

traditional sense (building quality and staff efficiency), represents the skeleton of the hospitality 

industry—essential for standing and endurance, yet incapable on its own of movement and emotional 

interaction. Conversely, Sensory Marketing represents the soul infused into this structure to grant it life 

and the ability to touch the tourist's conscience. 
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The most significant finding is the revelation of the Transformational Role of Senses. Results proved that 

Brand Loyalty is not built in boardrooms via pricing strategies, but in corridors, rooms, and lobbies, 

where scents, sounds, and sights converge to form a symphony addressing the customer's subconscious. 

The study confirmed that only hotels successful in creating Engineering-Sensory Resonance are capable 

of converting transient guests into loyal ambassadors. 

The Sensory Blindness afflicting some hotel managements, which focus solely on visual aspects or 

operational efficiency, is today a major strategic risk. In a digital world characterized by speed and 

superficiality, the search for emotional depth and physical immersion has become the rarest and most 

valuable currency. 

In conclusion, this study calls for a cultural shift in the tourism sector; a shift from facility management 

to emotion management, and from meeting expectations to dazzling the senses. The future belongs not 

to those who provide the best bed for sleep, but to those who offer the most beautiful dream for the tourist 

to wake up to and keep etched in memory. As our results have shown, the bridge connecting the 

engineering of space to the human heart is built with stones of light, sound, scent, touch, and taste. This 

is the essence of modern hospitality, and this is the key to loyalty in the twenty-first century. 
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