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Using Machine Learning to Predict Service Failure in

Khorasan Razavi Hotels
Omid valizadeh * ; Amir Mohammad Fakoor Saghih

V. PhD Candidate in operation research, Faculty of Economics and Administrative Sciences,
Ferdowsi University of Mashhad , omid.valizadeh@mail.um.ac.ir
Y. Associate Professor, Department of Management, Faculty of Economics and Administrative
Sciences, Ferdowsi University of Mashhad, amf@um.ac.ir

Abstract

In today's competitive landscape, delivering quality services in hotels is crucial for ensuring
customer satisfaction and achieving success in target markets. This paper explores the analysis
and prediction of service failures in Mashhad hotels through the application of machine
learning techniques. The primary objective of this research is to identify and mitigate service
failure, thereby enhancing the effectiveness of hotel marketing strategies. Initially, data
related to service failures across several hotels were gathered and analyzed. Subsequently, a
predictive model was developed using the decision tree method to forecast the likelihood of
future failures. This model offers high accuracy in predicting potential service disruptions,
enabling hotel management to implement proactive measures to improve service quality and
customer satisfaction. Furthermore, the simulation results indicate that employing this model
can significantly reduce the rate of failures and contribute to the marketing strategies.
Ultimately, this research demonstrates that machine learning serves as a powerful tool for
managing hotel services, positively impacting customer satisfaction and the financial
performance of hotels.
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The Role of Artificial Intelligence in Sixth Phase of
Marketing Research

Morteza Maleki MinBashRazgah*, Fateme Heidari Bajestani

Y. Associate Professor, Faculty of Economic and Administrative Sciences, Mazandaran University,

m.maleki@umz.ac.ir

Y. A graduate of Semnan University's Master of Business Administration, f.heidari@semnan.ac.ir

Abstract

The current research examines the role of artificial intelligence in the Sixth stage of
marketing research (Decision-making) with the help of the exploratory method in the
qualitative approach and the six-stage theme analysis method of Brown and Clark. The
data collection method is the semi-structured interview and the samples were selected
by judgmental sampling method and then analyzed with MAXQDA software. During
coding, some codes were extracted from the software, which are the main components
affecting the role of artificial intelligence in the sixth stage of marketing research The
details of each discussion have been made. The findings of the research emphasize the
understanding of organizations on the use of artificial intelligence and other tools
related to it, that if artificial intelligence is used in the sixth stage of marketing research,
all activities will be of higher quality, faster, lower cost, and benefit. It goes wider.
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The Impact of Attitude Toward the Region on Preference
for Regional Products: Mediating role of Perceived Value

Fariborz Rahimnia*, Alireza Abbasian’

V-Faculty of Economics and Administrative Science, Ferdowsi University of Mashhad, Mashhad, Iran r-
nia@um.ac.ir
Y-Faculty of Economics and Administrative Science, Ferdowsi University of Mashhad, Mashhad, Iran

Abstract

In today's world, regional marketing is a crucial strategy for enhancing local
economies and fostering cultural connections. However, numerous challenges exist
regarding the impact of attitudes toward a region on the intention to purchase regional
products. Many consumers lack a positive attitude due to insufficient knowledge of
the features and benefits of these products, leading to decreased purchase intention
and sales. Weak branding and the inability to highlight unique benefits are significant
challenges. Many regional producers fail to properly introduce their products to the
market, resulting in negative consumer attitudes. Concerns about quality, stemming
from inadequate standards or lack of guarantees, also deter purchases. Research shows
that perceived value and consumer preferences are critical factors influencing attitudes
and purchase intentions. Managing these factors is a fundamental challenge. Regional
products must compete with non-regional products, which often have more recognized
brands and greater marketing resources, weakening consumer attitudes toward
regional products. Rapidly changing consumer preferences require regional products
to adapt quickly. Failure to align with these preferences can decrease purchase
intention. Cultural differences among consumers lead to varying attitudes and may
directly impact purchase intention. Trust in local producers plays a vital role in
purchase intention; if consumers do not trust local producers, their intention to buy
regional products decreases. Understanding the quality and price of regional products
compared to non-regional ones significantly influences purchase intention. Therefore,
the aim of this research is to examine the Impact of attitude toward the region on
preference for regional products with the mediating role of perceived value. In this
regard, papers that are related to this field are going to be reviewed properly.
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The Role of Artificial Intelligence in Fifth Phase of
Marketing Research

Morteza Maleki MinBashRazgah'*, Fateme Heidari Bajestani”, Amir Mehranpour”

Y. Associate Professor, Faculty of Economic and Administrative Sciences, Mazandaran University,
m.maleki@umz.ac.ir
Y. A graduate of Semnan University's Master of Business Administration, f.heidari@semnan.ac.ir
Y. Student of business management, majoring in organizational behavior and human resources, Islamic
Azad University, Torbat Jam branch, Amir.MehranpourY + @gmail.com

Abstract

Today, artificial intelligence (Al) agents are rapidly changing the business world. In this
article, we explore and call out the fifth step of marketing research, which is to use artificial
intelligence. We argue that Al can process large-scale, unstructured data and provide robust
predictive performance. Regarding the fifth step of marketing research, we propose some
research priorities such as the expansion of Al methods, including machine learning, and their
use as core components in marketing research, and their use for descriptive analysis, We
examine them to draw customer purchase maps and develop decision support capabilities and
connect methods to human insights and marketing theories. Reviewing the best Al tools for
influencers can highlight Al in marketing and chart future research directions. The data
collection method is the semi-structured interview and the samples were selected by
judgmental sampling method and then analyzed with MAXQDA software.
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Optimizing Machine Learning Model Selection for
Customer Churn Prediction Using Multi-Criteria
Decision-Making Methods

Ali Enayati, Mohammad Zarei, Moslem Habibi*

V. Ali Enayati Bidgoli, MSc Student of Industrial Eng — Sharif University of Technology —
alienayati)\ - @gmail.com
Y. Mohammad Zarei, MSc Student of Industrial Eng — Sharif University of Technology —
mrzarei ¢ @gmail.com
Y. Moslem Habibi, Assistant Professor of Industrial Eng — Sharif University of Technology —
mhabibi@sharif.edu

Abstract

In today's market competition scene, it's crucial for marketers to predict customer churn to
improve customer loyalty and boost profits. This research delves into selecting machine
learning models for forecasting customer churn using multi-criteria decision-making
techniques. Using credit card customer churn as an example, we illustrate how various
machine learning algorithms can be assessed and prioritized effectively using performance
measurements that match marketing goals. We implemented four widely used models—
CART, CART with cross-validation, Random Forest, and Logistic Regression—on a real-
world dataset, applying data balancing techniques such as over-sampling and under-
sampling to address class imbalance. To optimize model selection, we utilized the Analytic
Hierarchy Process (AHP) to weigh performance criteria based on expert judgments and
the Technique for Order Preference by Similarity to Ideal Solution (TOPSIS) to rank the
models accordingly. Our findings reveal that the Random Forest model trained on over-
sampled data outperforms others, achieving high accuracy, precision, and recall, making
it a robust tool for marketers to identify at-risk customers. The proposed approach not only
assists in selecting the most suitable predictive model but is also adaptable to various
industries beyond credit card services, where customer churn prediction is crucial. By
optimizing model selection through MCDM methods, marketers can better tailor their
strategies to proactively engage with customers likely to churn, thereby enhancing
customer loyalty and increasing revenue.
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From Engagement to Sustainability: Media's Evolving

Role in Digital Marketing
Seyed Mohammad Eftekhari *\ , Alireza Rahmati"

V. PhD student in Media Management, Islamic Azad University, Isfahan (Khorasgan) Branch.
mohamadeftekhari@yahoo.com
Y. Bachelor student in Business Management, Isfahan University.
Alrahmati{1@gmail.com

Abstract

This paper discusses the intersection of digital marketing and media. It places particular
emphasis on how advances in technology can help to optimize marketing performance. Digital
marketing has limited the communication process from a traditional one-way system to a data-
driven, interactive, and collaborative one, which has transformed the marketing process. The
research focuses on how the many types of digital media available today—such as websites,
digital advertising, and social media—can facilitate real-time communication, engage in
targeted messaging to specific audiences, or leverage data analytics that supports digital
marketing practices in today's environment, digital media is an essential form to integrate into
an overall marketing campaign. Furthermore, the researcher will discuss how marketing
budgets can leverage the efficacy of digital media as a tool to simply promote business rights,
but also promote their message of corporate social responsibility (CSR) to audiences while
ethically managing the speed of consumption and messaging of corporate responsibility
alongside the larger agenda of many governments to promote the Sustainable Development
Goals (SDGs). The research will use qualitative and quantitative to examine these different
roles that digital marketing can serve in enhancing digital marketing strategy, accountability,
engagement both in the business context and in the context of societal goals.
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The overlap of neuroscience, scents and Al in marketing

Davoud Dehbashi

Foreign commercial specialist, Mashhad, Iran, Dehbashidawud@gmail.com

Abstract

The article contributes to the growing area of scent marketing, in particular the effects it
has on consumer behavior and brand loyalty. From the neurobiological linking of smell-
sensations with emotions and memory, one can easily underline the important ability of
scent to unconsciously shape customer experiences. We will cover the concept of scent
marketing, considering its tactical application of fragrances to establish a distinctive brand
identity and affect buying choices. The article further talks about the concept of a brand's
olfactory signature and the role it plays in increasing customer loyalty. It discusses the
importance of aligning scent with brand identity and how well scent works in conjunction
with other sensory elements like color, sound, taste, touch and sight. Lastly, the article
acknowledges the increasing role of Al in the field of marketing but points out the
differentiation that human emotions, triggered by scent marketing, make. However, one
cannot ignore the potential drawbacks, such as allergic reactions or overpowering odors,
that demand careful implementation.
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How Gamification Boosts Customer Enthusiasm & Brand
Engagement

Mehrdad Maleki Verki" *, Muhammad Piri",Mohsen Hedayati*

\*, Master of Business Administration, Malayer University, Malayer, Iran.
mehrdad.maleki@stu.malayeru.ac.ir

Y. Assistant Professor, Department of Business Administration, Faculty of Literature
and
Humanities, Malayer University, Malayer, Iran, .m.piri@malayeru.ac.ir

Y. M.A. Strategic Management, Islamic Azad University Malayer Branch, Malayer,
Iran,
mhedayati+ A¥Y@gmail.com

Abstract

The phenomenon of turning services and products into games is called Gamification and
has become one of the biggest technology trends of the last decade. Therefore, most
companies are interested in using gamification as a tool to increase the motivation of
consumers to interact with their brands. Greater user engagement through gamification can
be more effective than traditional advertising. Gamification encourages customers to
interact with the brand through entertainment and intelligent marketing messages. The
purpose of the study is to review existing selected literature, on the keywords
“Gamification” and “Customer Enthusiasm” and also “Brand Engagement” from the web
aggregator of scientific publications from Y:Y.« to Y:Y¢, The review indicates that
gamification provides positive effects on Customer Engagement and Psychological
Impressions. The findings of the review provide insight for further studies as well as for
the design of gamified systems. The narrative review has been used for the newest
scientific papers during Y+Y.-Y«Y£ which can be very useful in gathering together a
volume of literature in gamification area and synthesizing it.
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Predicting Market Trends Using Artificial Intelligence:
Applications and Challenges

Seyed Hossein Hashemi Fard*"

Y- M.Sc. in Business Management, University of Gonabad, Gonabad, Iran
(Corresponding Author Email: hashemihosseinY™ ¢ @gonabad.ac.ir)

Abstract

Market trends are constantly changing, and accurately understanding these shifts can help
businesses improve decision-making and enhance competitiveness. This article explores the
applications of artificial intelligence (Al) in predicting market trends. By utilizing machine
learning algorithms and big data analysis, businesses can identify patterns and new trends in
consumer behavior, economic fluctuations, and seasonal changes. Studies have shown that
using Al-based predictive models can increase forecasting accuracy by Y+ to Y+ percent.
Additionally, Ve percent of companies reported that employing Al tools for data analysis has
significantly improved their financial performance. These tools enable managers to plan more
intelligently and optimize their marketing strategies. However, the use of Al in market trend
prediction comes with challenges, such as a lack of quality data, algorithm complexities, and
ethical issues. This article also addresses these challenges and offers solutions to overcome
them, emphasizing the importance of integrating Al with traditional approaches in market
analysis. The conclusion of this research indicates that effective utilization of Al can serve as
a significant competitive advantage in an increasingly complex and dynamic world.
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Strategic Intelligence (SI) and Competitive Intelligence
(CI)

Reza Saeedi *

V. Dept of management, Facu of management & Economy, Shahid Bahonar Univ of Kerman,
Kerman, Iran.

Abstract

In the information age, he who has information has power. Any organization and company
that has this power will be distinguished and privileged in its industry and profession
compared to its competitors. Organizations and companies today move and change at a
fast pace. Getting the right information at the right time is the foundation of these
organizations. Another reason for using organizational intelligence is the economy. The
survival of organizations and companies in the storm of today's competitive economy is
focused on two areas. The purpose of strategic intelligence is to observe and analyze
strategic information and present it to managers after preparation and giving meaning. In
a way that affects their beliefs, commitments and actions and adds to the authenticity and
credibility of their decisions. The result of strategic intelligence is analysis and correct
decisions. In the content of these analyses, the problems of sourcing, positioning and
competitiveness of business in the current time are examined and solutions for the near
future are presented. The strategic intelligence of organizational leaders leads to
competitive intelligence.
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Investigating the impact of influencer marketing and
brand sensory experience on consumer engagement, and
investigating the impact of consumer engagement on

brand attitude and purchase intention

Azin Yazdi'", Amirhossein Ashtari”, Elaheh Ashrafi Mahabadi”
Ph.D. Student, Business Management, Payame Noor University, Tehran, Iran.
Corresponding e-mail: azinyazdi¥1@gmail.com

Master of Business Management, Strategic Orientation, Sheikh Bahaei University, Isfahan.

Master of IT, Management and Accounting Faculty, Department of Industrial and Information Management,

Shahid Beheshti, Tehran, Iran.

Abstract

This study was designed to examine a comprehensive model for advertising on digital
platforms. In this research, a random sampling method was employed, utilizing a convenience
sampling approach, with ¥A¢ individuals who followed the social media pages of a specific
Iranian influencer selected as the sample. The questionnaires were completed and collected
accordingly. For data analysis, Structural Equation Modeling (SEM) and the software package
AMOS were utilized. The results indicated that the variables of influencer marketing and
sensory brand experience have a significant positive impact on consumer engagement.
Furthermore, consumer engagement positively and significantly influences brand attitude.
Additionally, influencer marketing also demonstrates a significant positive effect on brand
attitude, while sensory brand experience positively impacts purchase intention. However, the
findings revealed that there is no significant relationship between consumer engagement and
purchase intention. These findings can assist brands in developing more effective strategies
for digital advertising and provide a better understanding of the impacts of various variables
on consumer behavior.
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