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Customer satisfaction, )
EGHAMAT 24 software. | Context and Purpose: The purpose of the present research is to conceptually

Delphi technique, | MapP the antecedents of customers' satisfaction with the EGHAMAT 24 software
DIMATEL in Iran using the DIMATEL method. Design/methodology/approach: The
present research is practical, follows a descriptive survey method, and is
considered mixed in the data type. First, the antecedents of customer satisfaction

Received: were conducted using the Delphi (qualitative) method. The conceptual model and
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Received i ised: relationships between the variables were shown in the next step using the
I eice(;v;ozl:: revised: DIMATEL (quantitative) technique. The statistical population in the Delphi
Ali: (}:]el;te a: method included 15 experts, and for the DIMTEL method, seven experts and

professors were selected through purposive sampling. The research tool was the
Delphi and DIMATEL questionnaires, which have been evaluated and confirmed
in terms of their validity and reliability. The collected Delphi and DIMATEL
questionnaires were analyzed to analyze the data. Findings: The Delphi
technique's results showed that the antecedents of customer satisfaction include
perceived value, quality drivers, access, price index, reliability, complaint
handling, and organization image. Conclusion: Also, according to DIMATEL'’s
analysis, three factors, perceived value, organization image, and customer
satisfaction, were introduced as handicap factors, and the other factors were
introduced as cause and influence factors on customer satisfaction from the
EGHAMAT 24 software. Originality/value: This study's first-ever use of a
combination of qualitative (Delphi) and quantitative (DEMATEL) methods to
identify and prioritize causal and influential factors affecting customer
satisfaction with the ‘Eghamat24’ platform represents one of its key strengths.
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1. Introduction

In the tourism industry, a major objective
is to attract new tourists and retain
current ones. Understanding the factors
influencing destination loyalty is essential
for designing effective  marketing
strategies. Among these factors, tourist
satisfaction plays a vital role in destination
appeal, service wusage, and revisit
intention.

Customer Relationship Management
(CRM) supports long-term customer
satisfaction by maintaining mutually
beneficial relationships. The  24th
Residence, a service platform in the
accommodation sector, aims to improve
customer relations while managing costs.
Retaining existing customers is more cost-
effective than attracting new ones, which
highlights the importance of CRM in
increasing customer satisfaction.
Accordingly, this research proposes a
model for evaluating customer satisfaction
with 24th Residence within the CRM
framework.

According to the World Travel and
Tourism Council (2019), Iran generated
$28 billion from tourism in 2018 (6.5% of
GDP), ranking among the top 40 countries
in tourism-related GDP share, alongside
Egypt, Chile, Belgium, and Denmark.
Despite this, Iran was ranked 26th among
the world’s 50 most beautiful countries
(Bloom, 2022). As of 2023, Iran had 27
UNESCO-recognized  cultural  sites,
ranking 10th globally. According to
statistics up to 2020, the tourism industry
was projected to rival the oil sector in
revenue generation, emphasizing its
growing economic importance.

Globally, tourism accounts for 9% of
GDP and 8% of employment (2010 data).
Understanding customer expectations
and delivering high-quality services are
essential in today's competitive service
industries. The hotel sector, in particular,
relies heavily on customer satisfaction to
ensure repeat business and long-term
success.

2. Research Methodology

This research follows a practical objective
and employs a descriptive survey
approach. Initially, qualitative data were
collected to address an uncertain
situation, and the antecedents of
customer satisfaction were identified
using the Delphi method. Subsequently, a
conceptual model was developed using the
Dimtel technique to determine the cause-
and-effect relationships among the
identified factors. The study adopts a
mixed-methods  design  (qualitative-
quantitative).

In the qualitative phase, the statistical
population consisted of seven experts and
university professors in tourism and
management, selected through purposive
sampling. Although there is no fixed
consensus on the ideal number of experts
for Delphi studies, most research suggests
between 5 to 12 participants, which aligns
with the number used in this study.

The Delphi process was conducted in
three iterative rounds, during which
experts were consulted about factors
influencing customer/guest satisfaction
with 24th Residence. Their responses were
transcribed verbatim after each session.
The participant review method validated
the findings and ensured agreement on
the interpretations. Additionally, the
results were shared with the experts for
further feedback, confirming a shared
understanding and the credibility of the
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data. The process continued until a final
consensus was reached and redundant or
inconsistent factors were removed.

3. Research Findings

The current research is based on a
practical goal and utilizes a descriptive
survey method. It first collects qualitative
data to address an ambiguous situation,
identifies the antecedents of customer
satisfaction using the Delphi method, and
then designs a conceptual model through
the Dimtel method, illustrating the cause-
and-effect relationships between factors.
This research follows a mixed-methods
approach (qualitative-quantitative).

The statistical population in the
qualitative  part (Delphi technique)
includes experts, as there is no strict
consensus on the ideal number of
participants in Delphi studies. However,
most literature suggests involving 5 to 10
or 6 to 12 experts. In this study, seven
individuals—professors and specialists in
the fields of tourism and management—
were selected using purposive sampling.

During the implementation of the
Delphi method, these experts were asked
a series of questions. After each session, all
responses were transcribed verbatim and
typed. At the questioning stage, the
experts were asked about the satisfaction
factors affecting the customers/guests of
24th Residence. Based on their responses,
these factors were identified.

To ensure the accuracy of the findings,
the participant review method was
employed, where the results were
presented to the same experts for
validation and agreement. Additionally, to
further confirm the reliability of the data,
the findings were shared with subject-
matter experts familiar with the topic and
methodology to gather additional

perspectives and ensure consistent
understanding.

The Delphi process was carried out in
three rounds, during which certain factors
were added or eliminated until a final
consensus was achieved.

4. Conclusion

In the subsequent steps, the normalized
matrix of fuzzy direct relations was
constructed, followed by the formation of
the total relations matrix. The sums of
rows and columns of this matrix were
calculated for both the main factors and
their sub-factors, resulting in two vectors:
the influential vector and the influenced
vector. The degree of interaction among
factors, as well as the direction of their
relationships, was then determined using
the values of influence and net
effectiveness. Factors with positive net
effectiveness were classified as causal
(influencing), while those with negative
net effectiveness were categorized as
affected (influenced).

The findings revealed that accessibility,
complaint handling, reliability and quality
drivers, price index, perceived value, and
organizational image are among the most
influential and causal variables. In
contrast, customer satisfaction with 24th
Residence was identified as an outcome
variable influenced by these causal factors.

Furthermore, the results of surveys
conducted among experts and guests of
24th Residence confirmed that the
aforementioned variables access,
complaint handling, reliability and quality,
pricing, perceived value, and brand image
have a direct, positive, and statistically
significant effect on customer satisfaction.
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