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Abstract:

This study aimed to identify the impact of a group of factors (The purpose of
the visit, the visitor's concept of value, social and economic factors, race or
religion) on the choice of hotels by tourists, to achieve this, we selected a
random sample (250) from the study population, which consists of all tourists
visiting Karbala Governorate - Iraq -, this take place during the end of 2023
and the beginning of 2024 a questionnaire was distributed electronically to
collect data. The most important findings of the study are that there is a
significant relationship between the factors (The purpose of the visit, the
visitor's concept of value, social and economic factors, race or religion) That
affect needs of tourist guests and between evaluating and choosing the hotel.
The study provided, through the results, a set of recommendations, the most
important of which was: Renewal and development of hotel interior design,
Development in complementary services (restaurants, cafeteria...) Since we
met many foreign guests, the menu had to be diversified to suit their desires.
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Introduction

Tourism is one of the largest growing industries in the world, today it has become one of the
most important sectors in international trade, as a productive sector that is of great importance
in increasing national income, and improve the balance of payments, and a source of hard
currency, and providing employment opportunities for the workforce, as a goal to achieve
economic development programs, its revenues amounted to hundreds of billions of dollars, the
number of tourists is hundreds of millions, in addition, it is of interest to many parties, including
private sector institutions and non-governmental organizations, the breadth of the sectors and
services involved, as well as the magnitude of the infrastructure required to support them,
(Transportation, banking, financial institutions, advertising, encouragement and promotion
institutions...etc) (Shalali & Ouinan, 2010; ALmasoodi et al., 2023).

The introduction section of this study addresses several critical issues in the tourism and
hospitality industry, focusing particularly on the factors influencing tourists' hotel selection in
Kerbala, Irag. It emphasizes the significant economic impact of tourism, highlighting its role
in contributing to national income, improving balance of payments, and creating job
opportunities. This underscores the importance of understanding tourist behavior for economic
growth. The research investigates various factors affecting tourists' hotel choice, including the
purpose of visit, visitors' concept of value, socio-economic factors, and race or religion,
reflecting the complexity of tourist decision-making processes. The study stresses the need for
tourism and hotel establishments to comprehend customer behavior thoroughly, which is
crucial for creating and stimulating demand for services in an increasingly competitive market.
It acknowledges the impact of cultural and environmental factors such as race, religion, and
nationality on consumer behavior in tourism, particularly relevant in a culturally rich
destination like Kerbala. The introduction also points out the ever-changing nature of consumer
needs in the service industry, necessitating continuous analysis and adaptation by service
providers. It mentions the increasing use of modern technologies to understand user
interactions with marketing, reflecting the digital transformation in the tourism sector. While
not explicitly stated, the focus on factors affecting hotel choice implies an underlying concern
with service quality and customer satisfaction in the hospitality industry. These issues
collectively form a comprehensive framework for understanding the dynamics of tourist
behavior and hotel selection in Kerbala, providing a solid foundation for the study's objectives
and methodology. To enhance this section with statistics, future research could include data on
the number of tourists visiting Kerbala annually, the economic contribution of tourism to Iraq's
GDP, occupancy rates of hotels in Kerbala, and growth trends in the Iragi tourism sector over
recent years.

It is very natural for tourism and hotel establishments in particular to be fully aware of customer
behaviour, and this makes it easier for them to carry out the task of creating and stimulating
demand for their services, users (consumers) have their values, concepts, perceptions, and
behavioral models that are the result and result of the influence of the environment, such as
race, religion, and nationality, therefore, leisure and leisure habits, health factors and lifestyle
have an impact on consumer behavior (Consumer's age, lifestyle, occupation, economic
circumstances, and personality) these factors influence the way an individual makes purchasing
decisions (ALmasoodi & Rahman, 2023; Liu et al., 2022). Accordingly, management is
increasingly using modern technologies to understand how users interact with marketing and
what are the most important influences on their behavior, and thus their needs for various
service products are ever-changing, which requires marketers to analyze their needs and
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distinguish how their products can be improved to satisfy their needs and satisfy their desires.

Therefore, service marketing has become more complex (Toual & Mohammadi, 2020). The

primary objective of this research is to identify and analyze the impact of various factors on

tourists' hotel selection in Kerbala, Irag. Specifically, the study aims to examine the influence

of four key factors: the purpose of the visit, the visitor's concept of value, social and economic

factors, and race or religion. This comprehensive approach seeks to provide a nuanced
understanding of tourist behavior in the context of hotel choice.

The scope of the study encompasses a field study conducted in Kerbala Governorate, Iraq,
focusing on a sample of tourists visiting the area. The research was carried out during the end
of 2023 and the beginning of 2024, providing recent and relevant data on tourist preferences
and decision-making processes. The study employs a quantitative research methodology,
utilizing a questionnaire as the primary data collection tool. This approach allows for a
systematic analysis of the factors influencing hotel selection across a diverse group of tourists.
Furthermore, the scope extends to examining both domestic and international tourists,
considering the religious and cultural significance of Kerbala as a destination. This broad
perspective enables the study to capture a wide range of visitor experiences and preferences,
enhancing the applicability of its findings. The research also delves into the practical
implications for the hospitality industry in Kerbala, aiming to provide valuable insights for
hotel management and marketing strategies. By analyzing the relationship between various
factors and hotel selection, the study seeks to contribute to the improvement of service quality
and customer satisfaction in the region's hospitality sector.

Overall, the objective and scope of this study are designed to fill a gap in the existing literature
on tourist behavior in religiously significant destinations, while also offering practical
recommendations for enhancing the tourism experience in Kerbala. The findings are expected
to have broader implications for understanding tourist behavior in similar cultural and religious
contexts.

Theoretical Background and Hypotheses Development

The literature review has extensively explored the factors that influence tourists’ choice of
hotels, and the essential role these factors play in the tourism industry has been discovered
(Silaban et al., 2022; Almasooudi et al., 2023). This study provides valuable insights into
consumer behavior in the hospitality and service sector, especially in the context of different
cultural and geographical environments such as Irag. Kim et al. (2020) performed a significant
study on the relative impact of cognitive, emotive, and sensory qualities in hotel choosing.
Their findings showed that while cognitive attributes such as pricing and service quality remain
essential, affective attributes (e.g. pleasant ambience) and sensory attributes (e.g. room quality)
are equally important in hotel choice. This multidimensional approach to analyzing hotel
choice has influenced subsequent research, focusing on the complexities of travelers’ decision-
making processes (Alyasiri et al., 2024). Sukho et al. (2019) published a study on the factors
influencing tourists’ choices and satisfaction with hotels. The study emphasized the importance
of cultural factors, safety, and service quality in choosing a hotel (Al-Masoudi et al., 2023).
Sukho’s work is particularly relevant to the current study on Karbala because it provides
information on tourists’ behavior in a culturally similar environment.
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According to study by Luz, (2020) showed how religious reasons can have a significant impact
on travel behavior, including accommodation choices, especially in areas of religious
significance. A recent study focused on the impact of online reviews and forums on hotel
selection. Al-Saeed (2020) investigated the impact of online reviews on hotel booking
intentions. They found a significant positive relationship between good online reviews and the
number of hotel bookings, confirming the growing importance of digital word of mouth in the
hospitality industry. Bello and Bello (2021) investigated the idea of value in hotel selection and
found that perceived value has a significant impact on tourist satisfaction and behavioral
intentions. Their research emphasized the need to understand how guests perceive value in their
hotel experiences, which is likely to apply in the Karbala region as well (Al-Masoudi &
Rahman, 2023). Focusing on economic aspects, Modi et al. (2023) studied the impact of
income on hotel choice. Their findings suggest that income levels significantly influence hotel
choice, with higher-income travelers generally choosing higher-quality accommodations. This
socio-economic perspective is crucial for understanding tourist behavior in diverse economic
contexts. In the area of cultural influences, Zhao and Chan (2023) conducted a study on Chinese
tourists’ hotel choice, revealing the importance of cultural factors such as “face” (social
prestige) in decision-making. This research emphasizes the need to consider cultural nuances
in understanding hotel choice, especially in culturally rich destinations such as Karbala. This
prompted us to pose a question that we will attempt to answer through this study.

These studies together provide a comprehensive background for understanding the complex
factors that influence tourists’ hotel choices. They highlight the interaction between cultural,
economic, technological and personal factors in decision-making processes. However, there is
still a gap in the literature that specifically addresses the unique context of Karbala, Iraqg, as a
religious and cultural destination. The current study aims to fill this gap by examining the
factors that influence hotel choice in this specific setting and contribute to a broader
understanding of tourist behavior in destinations with religious significance. Naturally, the
importance of this research stems from the importance of factors (purpose of visit, visitor’s
perception of value, socio-economic factors, ethnicity or religion) and their impact on tourists’
choice of hotels, and the hotel industry. It has become of great importance nowadays and its
staff keeps up with developments and works on field studies that reveal shortcomings and work
to avoid them and develop services according to customers’ desires.

Table 1. Research Questions, Objectives And Hypotheses

Objectives

Research Questions

Hypotheses

1. To examine the
impact of the purpose
of wvisit on tourists'
hotel selection in
Karbala Governorate,
Iraq.

1. How does the purpose of

visit affect tourists'
evaluation and selection
of hotels in Karbala?

1. There is a significant
relationship between
the purpose of visit
and tourists'
evaluation and
selection of hotels.

2. To assess the
influence of visitors'
concept of value on

To what extent does the
visitor's concept of value
influence  their  hotel
choice?

2.The visitor's concept of
value has a significant
impact on hotel evaluation
and choice.
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their evaluation and
choice of hotels

3. To analyze the effect | 3.What is the impact of | 3. Socioeconomic factors

of socioeconomic | socioeconomic factors on | significantly influence
factors on tourists' | tourists' hotel evaluation and | tourists' hotel evaluation
hotel preferences and | selection? and selection.

selection.

4. To investigate therole | 4.How do race or religion | 4. Race or religion plays a
of race or religion in | factors affect tourists' hotel | significant role in tourists'

tourists' hotel | preferences and choices? hotel  evaluation  and
evaluation and choice.
choice.

Theory of Planned Behavior (TPB)

The theory was developed by lcek Ajzen (1991). This theory is particularly relevant to
understanding tourists’ hotel choice behavior in Karbala, Iraq. The theory of planned behavior
posits that an individual’s behavior is determined by their intention to perform that behavior,
which in turn is influenced by three main factors: attitudes toward the behavior, subjective
norms, and perceived behavioral control. In the context of hotel choice, attitudes can relate to
tourists’ perceptions of hotel characteristics; subjective norms can include cultural or religious
expectations; and perceived behavioral control can include factors such as budget constraints
or available information. This theory provides a comprehensive framework for analyzing how
different factors (purpose of visit, visitor’s perception of value, socioeconomic factors, and
ethnicity/religion) influence tourists’ hotel choices. It allows for the integration of personal,
social, and contextual factors, making it highly applicable to the complex decision-making
process involved in choosing accommodation in a culturally and religiously significant
destination such as Karbala.

A person consumes various goods and services in order to satisfy his desires. The more goods
and services there are in a person’s life, the more his desires increase and multiply. Hence the
importance of studying consumer behavior has emerged, In the beginning, we must learn about
consumer behavior in general, and then we must learn about tourist consumer behavior (Gursoy
et al., 2022). As man is by nature social, he coexists and harmonizes with others, directly or
indirectly, and this coexistence, harmony, and friction creates a kind of social communication
and adaptation of customs and traditions. Therefore, the consumer can be defined as that person
who buys or acquires goods with the aim of satisfying his psychological or material needs or
for his family members, that is, the goods or services that he buys, he consumes them and buys
them again, as for consumer behavior, there are several concepts that are addressed, including:

1. Definition of the scientist (Engel), where he defined consumer behavior as representing
the direct actions and actions of people in order to obtain the service or product and includes
the procedures for making a purchasing decision, this definition indicates that it is not possible
to know what is inside an individual except what is apparent from him, that is, what is inside
him that we do not see and we see his outward activities and activities, and what is in his inner
thinking and motivations remains unknown. (Al-Sumaidaie & Rudaina, 2022).
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2. As for Molina, he defined consumer behavior as representing the actions and actions

that individuals take in planning to purchase a product, whether a good or a service, and then

consuming it, that is, the consumer carries out a pre-planning process to make his purchasing

decision, and this planning is based on the consumer’s experience, knowledge, and
information, as well as motivations and attitudes (Al-Sumaidaie & Rudaina , 2022).

The importance of studying tourist behavior has emerged as a result of the developments that
have struck the tourism sector, it has become necessary to study this behavior in depth because
of its great importance in supply and demand and how it affects and is affected in the areas of
the tourism market, a person consumes various tourist goods and services that he encounters
and learns about in his life in order to satisfy his needs and desires. The more these goods and
services increase, the more numerous his desires become (Frias-Jamilena et al., 2022; Oncioiu
& Priescu, 2022; Almasoodi & Rahman, 2023).

Definition And Importance Of Studying Tourist Consumer Behavior:

The tourist consumer does not differ from the ordinary consumer in terms of the purpose of
consumption and purchase, but he differs in terms of the nature of the method of purchase and
consumption, therefore, the consumer of the tourism program does not use it until after moving
to the visiting area or the place of the tourist destination, unlike the buyer or acquirer of tangible
material goods who can consume and enjoy them immediately after contracting to purchase
them, also, the ordinary consumer can try the commodity before buying it, such as a car, but in
the case of a tourist product, he cannot do this, and thus the tourist consumer differs from the
commodity consumer (Halkiopoulos et al., 2022).

Accordingly, the tourist consumer is “that person who purchases tourist services to use and
benefit from them during his tourist trip, whether he is a local tourist or an international tourist.”
it can also be defined as a person who purchases tourism goods or services, uses them, and
benefits from them to satisfy his psychological, spiritual, and moral needs (Dewi et al., 2022).
As for tourist consumer behavior, it is the behavior or action undertaken by the tourist as a
result of social or personal influences towards the tourism product, that is, tourist consumer
behavior represents the tourist's desire to take a tourist trip and consume tourism goods and
services during the trip (Durmaz et al., 2022; Almasooudi & Rahman, 2023).

Tourist behavior: It is every behavior of the consumer of tourist services that has a reason or
motive behind it, it is defined as being directed to achieving specific goals, so we cannot
imagine behavior without a clear goal, since the behavior of individuals is a continuous process,
there is no beginning and end to their behavior, but rather each behavior is part of episodes
connected to each other (Kafi, 2017; Almasoodi & Rahman, 2023). Discovering marketing
opportunities in light of strong competition, where the organization can benefit from the
marketing opportunities available to it, which are represented by unsatisfied needs. Market
segmentation aims to segment it into different segments of similar consumers. Moreover, rapid
response to changes in consumer needs and desires. However, developing tourism services, as
every tourism institution must strive to provide products that satisfy the needs and desires of
the consumer (Kovalenko et al., 2023).

Characteristics Of The Tourist Consumer:
Tourism consumer behavior is characterized by many characteristics that give it a special
nature and a different style in its use of the tourism product in the country of tourist destination
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and its pattern of spending on its services and tourism purchases, the most important of these
characteristics are the following:

1. It is the result of something: that is, it is caused and does not appear in a vacuum, as
behind every behavior there must be a reason or motive for the behavior, and the reason may
be linked to the goal or it may be linked to the purpose, and in both cases the behavior takes
place (Al-Mansour, 2006)

2. It is purposeful behavior: meaning that he seeks to achieve a goal or satisfy a need, man
does not act without purpose, regardless of the patterns or forms of behavior or response that
appear to us, in general, the main goal that results from an individual’s behavior is to achieve
the general balance of his personality by satisfying his needs and calming or calming his
motivations (Nouri & Parker, 2013).

3. It is a diverse behavior: behavior appears in multiple ways so that it can adapt to the
situations it encounters (Hawari, Amina, & Majdal, 2013).
4. It is a flexible behavior that can be stimulated and modified: behavior is modified and

changed according to different circumstances and situations, note that flexibility is relative
from one person to another, according to the differences in personality components and
surrounding environmental conditions (Stanton, 1991).

Table 2. Factors Affecting Tourist Consumer Behavior

Factors Factors
1. Personal 2. Social

influences influences

a. Motivations | It is an internal driving | a. Community | It is two or more people
force that directs an who can have some type
individual towards a of exchange or interaction
specific goal, or it is an between  them,  the
incentive that prompts individual is naturally
the individual to act, it social, as he cannot live
may be psychological, alone during his life. He
social, emotional, or must belong to a group,
subconscious, and it whether that group is
may be acquired or friends, family, or work
basic. Accordingly, colleagues, and he is
tourists are influenced affected by it, especially
by a group of motives since tourism programs,
instead of a single when prepared by their
motive, and the designers, are often group
strength of individual tourist trips. (Kafi, 2017)
motives may vary from
time to time and from
one case to another.
There is a motive for
the tourist that makes
him prefer to stay in a
hotel. than other hotels,
or make him prefer to
travel to one country

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved
121




Journal of Tourism, Hospitality
and Environment Management  JTHEM

EISSN: 0128-178X

Volume 9 Issue 37 (September 2024) PP. 115-135

DOI 10/35631/JTHEM.937010

over another. (Ragione

D. G., 2007)
b. Perception | It is the process that | b. social classes | Social classes are divided
forms mental into three categories: rich

impressions on  the
tourist consumer. He is
aware of all aspects
related to the tourism
program and then has
the desire and need to
implement the tourism
program, and makes his
decision without
response. (Al-Malkawi,
2022)

classes, middle classes,
and poor classes, each of
these layers has its own
customs and
characteristics, SO
program designers and
marketers of  tourism
services must take these
layers into consideration
and meet the needs and
desires of consumers in
each program because
they affect their behavior.

c. Personality

One of the most
important indicators in
evaluating the behavior
of the tourist consumer,
and the extent to which
he behaves well or not.
Therefore, it can be
defined as those
internal psychological
feelings, qualities and
characteristics of the
tourist and the
subsequent behavioral
responses towards
tourism goods and
Services that are
reflected in them.

c. Religions and
Beliefs

The pattern of
consumption varies
within  society  and
between individuals,

depending on the
religions and beliefs that
individuals hold, and their
influence certainly
appears in determining
the behavior of the tourist
consumer. This is what
prompted marketers of
tourism products when
they market tourism
programs to take into
account the religions and
beliefs of consumers.
(Kafi, 2017)

Source: Prepared By Researchers
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Factors affecting tourist
consumer behavior

rMotres

perceptdon

Persomnal influences

persormnality

Learrming

The congregation

Social influences 1 Collectivre classes

Religions and beliefs

Figure 1. Factors Affecting Tourist Consumer Behaviour

Table 3. View Previous Studies

The researcher
and the year

Study: (Nasser, 2021)

Title of the study

Developing hotel tourism services and their impact on tourist
attraction in Latakia Governorate — Syria

Obijectives of the
study

This study aims to study the characteristics, types and methods of
marketing tourism services, the study also dealt with tourism services
in Latakia and the classification of hotels and their services, the study
included hotels, guest nights, the development of tourism services
and their role in tourist attractions

Study method

The study relied on statistical data issued by the Tourism Directorate
in Latakia Governorate; the study also relied on the questionnaire as a
tool for collecting information.

Study population
and sample

The study population consists of all tourists who visit hotels (Rotana,
Lamera, Riviera), and the research sample was chosen to consist of
150 individuals from the tourists.

Results of the
study

The study reached a set of results, the most important of which are :
There are several models of accommodation services in Latakia, and
the development and multiplicity of hotel services contributes to
tourist attraction and increases tourism revenues and job
opportunities. Hotel occupancy rates in Latakia reach 86% during the
summer tourist season.

The researcher
and the year

Study: (Toual & Mohammadi, 2020)
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An analytical study of the factors that affect the evaluation and

Title of the study | selection of hotels - a field study of a sample of tourists visiting the
state of Djelfa - Algeria -

Obijectives of the The research aims to study the impact of a group of factors on the

study evaluation and selection of hotels

Study method The study relied on the questionnaire as a tool for collecting

information

Study population
and sample

The study population is tourists who go to the state of Djelfa -
Algeria. The research sample was chosen to consist of 100 tourists.

Results of the

The study found that the evaluation and choice of a hotel among
sample members is affected by a group of factors included in the

study study (the purpose of the visit, the visitor’s concept of value, social
and economic factors, age and gender, race or religion), based on the
value of the correlation coefficient R = 0.885, the relationship
between the independent variable and the dependent variable was
strong, and the independent variable explains 77.2% of the dependent
variable.

The  researcher | Study: (Khalo, , 2019)

and the year

Title of the study | Factors affecting the level of hotel services (an applied study on
Dohuk hotels)

Obijectives of the The study aimed to clarify the concept of marketing services and

study their importance, the role of the public and private sectors in
financing them, and to introduce hotel service and its impact on
national development. a study of Dohuk Governorate in terms of its
location, nature, density of tourists, and the level of services provided
to it.

Study method The study relied on the questionnaire as a tool for collecting

information

Study population

The study population consists of all tourists visiting Dohuk hotels

and sample

Results of the Findings: Weak staff, limited tourism services, weak and limited

study customer relations, lack of use of electronic networks, lack of use of
modern technologies, and lack of complementary services in hotels.

The  researcher | Study: (al-Sherbini, 2018)

and the year

Title of the study | The role of economic variables in influencing tourist behavior and
motivations

Obijectives of the The research aims to study the impact of economic variables on the

study behavior and motivations of tourists

Study method The study relied on the questionnaire as a tool for collecting

information

Study population
and sample

The study population consists of all tourists, and the research sample
was chosen to consist of 280 tourists

Results of the
study

The study found that there is a significant relationship between
economic variables and the behavior and motivations of tourists,
meaning that the behavior and motivations of tourists change rapidly
as a result of changes in economic variables. The study also
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concluded that economic variables are among the important elements
that affect the change in tourists’ patterns, desires, and tastes, given
the high flexibility of tourism to various economic factors such as:
globalization, mergers, and privatization of the public sector.

Methodology:

The study employs a quantitative research methodology, conducted during the end of 2023 and
the beginning of 2024 in Kerbala Governorate, Irag. This timeframe ensures the data collected
is recent and relevant to current tourist behaviors and preferences. Data sources for this research
are primarily primary, collected through a structured questionnaire distributed to tourists
visiting Kerbala. The study population comprises all tourists visiting the governorate during
the specified period, with a random sampling technique used to select participants. Out of 250
distributed questionnaires, 204 were deemed valid for analysis, providing a robust sample size
for statistical analysis. The questionnaire was designed specifically for this study, adapting
elements from previous research in tourist behavior and hotel selection. It consists of three
main sections: personal data, factors affecting hotel selection (independent variables), and hotel
evaluation and selection (dependent variable). The questionnaire employs a five-point Likert
scale, allowing for nuanced responses from participants. Data analysis was conducted using
the SPSS statistical program, employing various statistical tools including frequencies,
arithmetic means, standard deviations, and linear regression analysis. These methods allow for
a comprehensive examination of the relationships between the independent variables (purpose
of visit, visitor's concept of value, social and economic factors, race/religion) and the dependent
variable (hotel evaluation and selection). To enhance the presentation of results, the study could
benefit from incorporating additional visual representations of data. Pie charts could be used
to illustrate the demographic breakdown of respondents or the distribution of responses across
the Likert scale for key questions. Bar charts or column graphs could effectively display
comparisons between different factors influencing hotel selection. Additionally, scatter plots
or regression line graphs could visually represent the relationships between independent and
dependent variables, making the findings more accessible to readers. The methodology's
validity and reliability were ensured through rigorous testing, including the use of Cronbach's
Alpha for reliability (0.954), indicating excellent internal consistency. The study also employed
both Sipperman correlation coefficient for internal consistency and Pearson correlation
coefficient for structural consistency, further strengthening the robustness of the research
design. By incorporating these additional visual elements and clearly stating the quantitative
nature, time frame, and data collection methods, the methodology section would provide a
more comprehensive and accessible overview of the research process.

Results
Table 4. Study Sample
No. | No. questionnaires | No. unreturned | No. questionnaires valid for
distributed questionnaires analysis
01 |250 46 204

Source: Prepared By Researchers
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Study instrument:
In order to prepare the questionnaire as required by the study variables, using a five-point
Likert scale as follows:

Table 5. Five-point Likert Scale
Strongly Agree | Agree Neutral Not agree Strongly Disagree
5 4 3 2 1
Source: Prepared by researchers

The questionnaire consisted of three groups, with each group containing dimensions and
questions measuring each dimension as follows:
e The first group: represents personal data
e« The second group: represents the independent variable, which consists of four
dimensions, representing the factors that affect the needs of tourist guests in evaluating
and choosing a hotel as follows:

Table 6. The Second Group, The Independent Variable

Dimensions Content No. paragraphs
The first dimension The purpose of the visit O4paragraphs
The second dimension The visitor's concept of value 04paragraphs
The third dimension Social and economic factors O3paragraphs
The fourth dimension Race or religion O3paragraphs

Source: Prepared by researchers

e The third group: represents the dependent variable, which consists of one dimension

as follows:
Table 7. The Third Group, The Dependent Variable
Dimensions Content No. paragraphs
Fifth dimension Evaluate and choose the hotel 10paragraphs

Source: Prepared By Researchers

Validity And Reliability Of The Questionnaire:
The questionnaire items were codified in order to ensure the validity and reliability of their
items as follows:

The validity of the questionnaire items was confirmed through arbitration, as well as the
internal and structural consistency through the use of both the Sipperman correlation
coefficient for internal consistency and the Pearson correlation coefficient for structural
consistency. Reliability was verified using the reliability coefficient method (Cronbach Alpha),
so that the reliability coefficient for the study as a whole was 0.954, or %95.4, which is an
excellent percentage, because it is greater than %60, which is the accepted value for consistency
in the human sciences, therefore, it can be said that the study instrument is fixed and hence it
can be used as a study tool.
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Table 7. Reliability Coefficient
No. paragraphs | Reliability coefficient, Crombach's alpha
24 0.954
Source: prepared by researchers based on the outputs of the SPSS statistical program

The questionnaire as a whole

Testing And Analyzing Hypotheses:

The First Hypothesis:

H1: There is a significant relationship between the purpose of visit and tourists' evaluation and
selection of hotels.

Table 8 Results Of Testing The First Hypothesis

Regression T- morale Interoretation

coefficients test level P
o co_nstant of the regression 1624 3.860 | 0.001 moral
equation
B1 regression coefficient 0.568 5.438 | 0.000 moral
Correlation coefficient R 0.719
Coefficient of determination R2 | 0.524
ANOVA test £ EAIB Eite 29.715 The moral model

morale level 0.000

Y=1.624 + 0.568x
Evaluate and choose the hotel =1.624+0.568 The purpose of the visit
Source: Prepared by researchers based on the outputs of the statistical program SPSS.

The results of the statistical analysis showed that there was an impact of the purpose of the visit
on the evaluation and choice of the hotel, as the correlation coefficient reached R=0.719 and
the coefficient of determination R2 reached 0.524, that is %52.40 of the hotel evaluation and
selection is achieved by the purpose of the visit, the calculated F value was 29.715, which is
statistically significant at the significance level (a< 0.05), since the value of the significant
level (Sig) is less than the value of (a = 0.05), we therefore reject the null hypothesis and accept
the alternative hypothesis: There is a statistically significant relationship at the significant level
a< 0.05 between the purpose of the visit and the evaluation and selection of the hotel.
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H2: The visitor's concept of value has a significant impact on hotel evaluation and choice.

Table 9. Results Of Testing The Second Hypothesis

Regression T- morale Interpretation
coefficients test level
a constant of the regression | 0.662 1.233 | 0.228 Not moral
equation
B1 regression coefficient 0.735 6.137 | 0.000 moral
Correlation coefficient R 0.713
Coefficient of determination R2 | 0.532
ANOVA test F calculated 38.662 The moral model
morale level 0.000
Y=0.662 + 0.735x
Evaluate and choose the hotel 0.735+ 0.662 = The visitor's concept of value

Source: Prepared by researchers based on the outputs of the statistical program SPSS.

The results of the statistical analysis showed that there was an impact of the visitor’s concept
of value on the evaluation and choice of the hotel, as the correlation coefficient reached R=
0.713 and the coefficient of determination R? reached 0.532, that is % 53.20 of the hotel
evaluation and choice is achieved by the visitor’s concept of value, and the calculated F value
was 38.662, which is statistically significant at the significance level (a<0.05), Since the value
of the significant level (Sig) is less than the value of (o = 0.05), we therefore reject the null
hypothesis and accept the alternative hypothesis: There is a statistically significant relationship
at the significant level of (a < 0.05) between the visitor’s concept of value and the evaluation
and choice of the hotel.

The Third Hypothesis:
H3: Socioeconomic factors significantly influence tourists' hotel evaluation and selection.

Table 10. Results Of Testing The Third Hypothesis

Regression T- morale Interpretation
coefficients test level
a constant of the regression | 1.052 2.201 | 0.036 moral
equation
B1 regression coefficient 0.741 6.041 | 0.000 moral
Correlation coefficient R 0.746
Coefficient of determination R2 | 0.576
ANOVA test F calculated 37.415 The moral model
morale level 0.000
Y=1.052 + 0.741x
Evaluate and choose the hotel = 1.052+0.741 Social and economic factors

Source: Prepared by researchers based on the outputs of the statistical program SPSS.

The results of the statistical analysis showed the presence of an impact of social and economic
factors on the evaluation and selection of the hotel, as the correlation coefficient reached R=
0.746 and the coefficient of determination R? reached 0.576, meaning that %57.60 of the
evaluation and selection of the hotel is achieved by social and economic factors, the calculated
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F value was 37.415 and is statistically significant at the significance level (0<0.05), since the

value of the significant level (Sig) is less than the value of (o = 0.05), and therefore We reject

the null hypothesis and accept the alternative hypothesis: There is a statistically significant

relationship at the significant level a > 0.05 between social and economic factors and hotel
evaluation and selection.

Fourth Hypothesis:
H4: Race or religion plays a significant role in tourists' hotel evaluation and choice.

Table 11. Results Of Testing The Fourth Hypothesis

Regression T- morale Interpretation
coefficients test level
a constant of the regression | 0.713 2.115 | 0.038 moral
equation
B1 regression coefficient 0.635 6.713 | 0.000 moral
Correlation coefficient R 0.768
Coefficient of determination R2 | 0.743
ANOVA test F calculated 39.212 The moral model
morale level 0.000
Y=0.713 + 0.635x
Evaluate and choose the hotel 0.635+0.713 = Race or religion

Source: Prepared by researchers based on the outputs of the statistical program SPSS.

The results of the statistical analysis showed the presence of an effect of race or religion on the
evaluation and selection of the hotel, as the correlation coefficient reached R = 0.768 and the
coefficient of determination R? reached 0.743, meaning that 74.30% of the evaluation and
selection of the hotel was achieved by race or religion. The calculated F value also reached
39.212, which is statistically significant. At the significance level (a < 0.05), since the value of
the significant level (Sig) is less than the value of (a0 = 0.05), we therefore reject the null
hypothesis and accept the alternative hypothesis: There is a statistically significant relationship
at the significant level of a<0.05 between race or religion and the evaluation and choice of the
hotel.

The Main Hypothesis:

HO: There is significant relationship between the factors (the purpose of the visit, the visitor’s
concept of value, social and economic factors, race or religion) that affect the needs of tourist
guests and the evaluation and selection of the hotel.

Table 12. Results Of The Main Hypothesis Test

Regr(_asglon T-test IOl Interpretation
coefficients level
o is a constant of the regression 0.068 0.142 | 0.890 Not moral
equation
B1 regression coefficient 0.307 2.319 10.028 moral
B 2 regression coefficient 0.214 2.867 |0.009 moral
B 3 regression coefficient 0.328 2.723 10.012 moral
B 4 regression coefficient 0.280 2.724 10.012 moral
Correlation coefficient R 0.827
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Coefficient of determination R2 | 0.754
ANOVA test £ GBIz 28.632 The moral model
morale level 0.000
Y =0.068 + 0.307 (X1) + 0.214 (X2) + 0.328(X3) + 0.280 (X4)
Evaluate and choose the hotel = 0.068 +0.307 The purpose of the visit +0.214 The visitor's
concept of value +0.328 Social and economic factors +0.280 Race or religion.
Source: Prepared by researchers based on the outputs of the statistical program SPSS.

The results of the statistical analysis showed that there is a significant relationship between the
factors (the purpose of the visit, the visitor’s concept of value, social and economic factors,
race or religion) that affect the needs of tourist guests and the evaluation and selection of the
hotel, the correlation coefficient R=0.827 and the coefficient of determination R2 amounted to
0.754, meaning that %75.40 of the hotel evaluation and selection is achieved by the factors (the
purpose of the visit, the visitor’s concept of value, social and economic factors, race or
religion), the calculated F value was 28.632, which is statistically significant at the significance
level (a0 < 0.05), and since the value of the significant level (Sig) is less than the value of (a =
0.05), we therefore reject the null hypothesis and accept the alternative hypothesis: There is a
statistically significant relationship at the significant level of a> 0.05 between the evaluation
and selection of the hotel and various factors (the purpose of the visit, the visitor’s concept of
value, social and economic factors, race or religion).

Conclusions

We find that the first secondary hypothesis was accepted, meaning that there is a statistically
significant effect at the level of significance between the purpose of the visit and the evaluation
and choice of the hotel. Thus, we find that the evaluation and choice of the hotel among the
sample members is affected by the purpose of the visit.

+ We find that the second secondary hypothesis was accepted, meaning that there is a
statistically significant effect at the level of significance between the visitor’s concept of value
and the evaluation and choice of the hotel. Thus, we find that the evaluation and choice of the
hotel among the sample members is affected by the visitor’s concept of value.

» We find that the third secondary hypothesis was accepted, meaning that there is a statistically
significant effect at the level of significance between social and economic factors and the
evaluation and selection of the hotel. Thus, we find that the evaluation and selection of the
hotel among the sample members is affected by social and economic factors.

* We find that the fifth secondary hypothesis was accepted, meaning that there is a statistically
significant effect at the level of significance between race or religion and the evaluation and
choice of the hotel. Thus, we find that the evaluation and choice of the hotel among the sample
members is affected by race or religion.

* We find that the main hypothesis was accepted, that is, there is a statistically significant
relationship at the significant level o> 0.05 between the evaluation and selection of the hotel
and the various factors (the purpose of the visit, the visitor’s concept of value, social and
economic factors, race or religion).

Based on the results of the theoretical and applied studies, we find that the evaluation and
selection of a hotel is affected by a set of factors (the purpose of the visit, the visitor’s concept
of value, social and economic factors, race or religion) included in the study, that is, it is:

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved
130



EISSN: 0128-178X
Volume 9 Issue 37 (September 2024) PP. 115-135
DOI 10/35631/JTHEM.937010
o Factors (the purpose of the visit, the visitor’s concept of value, social and economic
factors, age and gender, race or religion) that greatly influence the needs of tourist
guests and the evaluation and selection of the hotel.
o The purpose of the visit affects the guests’ evaluation and choice of the hotel.
o The visitor’s concept of value affects the guests’ evaluation and choice of the hotel.
e Social and economic factors have a significant impact on guests’ evaluation and choice
of a hotel.
e Race or religion has little influence on guests’ evaluation and choice of the hotel.

Recommendations
Through this, some recommendations can be suggested to hotels in Karbala Governorate in
Iraq regarding the factors (the purpose of the visit, the visitor’s concept of value, social and
economic factors, race or religion) that affect the needs of tourist guests and the evaluation and
selection of the hotel:
e Renewing and developing the interior design of hotels.
e Increase the quality of hotel services.
e Renovating and improving rooms.
o Development of complementary services (restaurants, cafeteria...) and since we met
many foreign guests, the menu must be diversified to suit their desires.
e Making the price flexible as it matches the needs and desires of the guests and their
standard of living.
« Training hotel workers and allocating training courses for them every year in order to
learn about what is new in the hotel industry.
« Developing reservation and inquiry services via phone and the Internet.

Acknowledgment

The authors would like to express their sincere gratitude to all those who contributed to the
successful completion of this study. We extend our appreciation to the tourists who participated
in our survey, providing valuable insights into their hotel selection process in Kerbala, Irag.
Our thanks also go to the local authorities and hotel management teams in Kerbala for their
cooperation and support during the data collection phase. We are grateful to our colleagues and
research assistants who assisted with data analysis and provided constructive feedback
throughout the research process. Special thanks to the faculty members of our respective
departments for their guidance and expertise. Finally, we thank the reviewers and editors for
their insightful comments and suggestions, which have significantly improved the quality of
this manuscript.

References

Abdulkadhim Dadoosh, A., & Mustafa Alomary, M. (2022). the Impact of Unfair Trade
Practices on the Iragi Economy, Price Discrimination - Dumping As a Model. Akkad
Journal Of Multidisciplinary Studies, 1(4), 255-269.
https://doi.org/10.55202/ajms.v1i4.89

Al-Malkawi, O. J. (2022). Hotel marketing (1st ed.). Al-Warraq Publishing and Distribution.

Almasoodi, M. F., & Rahman, S. (2023). Determining domestic tourists' satisfaction of tour
guide's service quality using SERVQUAL model at historic city of Babylon. Kurdish
Studies, 11(2), 2175-2200.

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved
131



EISSN: 0128-178X
Volume 9 Issue 37 (September 2024) PP. 115-135
DOI 10/35631/JTHEM.937010

Almasoodi, M. F., & Rahman, S. (2023). International tourists' satisfaction with tour guide's
service quality at Babylon Archaeological Site. International Journal of Sustainable
Development & Planning, 18(1).

Almasoodi, M. F., & Rahman, S. (2023). An empirical evaluation of tour guide and tourism
policy: The case of Babylon Iraq. Management, 9(35), 72-105.

Almasoodi, M. F., Rahman, S., Basendwah, M., & Alfarra, A. N. (2023). Leveraging digital
transformation to enhance quality tourism services in Babylon City, Irag. International
Journal of Sustainable Development & Planning, 18(10).

Al-Sumaidaie, J. M., & Rudaina, Y. (2022). Consumer's behaviour (1st ed.). Dar Al-Manahij
for Publishing and Distribution.

Dewi, C. K., Pradana, M., Huertas-Garcia, R., Rubiyanti, N., & Syarifuddin, S. (2022).
Developing halal consumer behavior and tourism studies: Recommendations for
Indonesia and Spain. Frontiers in Psychology, 13, 863130.

Durmaz, Y., Caywragasi, F., & Copuroglu, F. (2022). The mediating role of destination
satisfaction between the perception of gastronomy tourism and consumer behavior
during COVID-19. International Journal of Gastronomy and Food Science, 28, 100525.

Gursoy, D., Malodia, S., & Dhir, A. (2022). The metaverse in the hospitality and tourism
industry: An overview of current trends and future research directions. Journal of
Hospitality Marketing & Management, 31(5), 527-534.

Halkiopoulos, C., Antonopoulou, H., Gkintoni, E., & Aroutzidis, A. (2022). Neuromarketing
as an indicator of cognitive consumer behavior in decision-making process of tourism
destination—An overview. In Transcending Borders in Tourism Through Innovation
and Cultural Heritage: 8th International Conference, IACuDIT, Hydra, Greece, 2021
(pp. 679-697).

Kafi, Y. M. (2017). Marketing hotel services. Alpha Documentation Publishing.

Khalo, T. I. (2019). Factors affecting the level of hotel services (an applied study on Dohuk
hotels). Academic Journal of Nawroz University.

Kovalenko, A., Dias, A., Pereira, L., & Simdes, A. (2023). Gastronomic experience and
consumer behavior: Analyzing the influence on destination image. Foods, 12(2), 315.

Liu, C.-H., Gan, B., Ko, W.-H., & Teng, C.-C. (2022). Comparison of localized and foreign
restaurant brands for consumer behavior prediction. Journal of Retailing and Consumer
Services, 65, 102868.

Nasser, L. (2021). Developing hotel tourism services and their impact on tourist attraction in
Latakia Governorate. Tishreen University Journal — Arts and Humanities Series, 6.

Ragione, D. G. (2007). Mercatique Touristique. Accueil Production.

Sherbini, M. Z. (2018). The role of economic variables in influencing tourist behavior and
motivations. Journal of Money and Property Economics.

Silaban, P. H., Chen, W.-K., Nababan, T. S., Eunike, I. J., & Silalahi, A. D. K. (2022). How
travel vlogs on YouTube influence consumer behavior. A use and gratification
perspective and customer engagement. Human Behavior and Emerging Technologies,
2022(1), 4432977.

Stanton, W. J. (1991). Fundamentals of marketing (9th ed.). McGraw-Hill.

Toual, H. A., & Mohammadi, S. (2020). Factors that affect the evaluation and selection of
hotels - an analytical field study of a sample of tourists visiting the state of Djelfa -
Algeria. Journal of Economic Administrative & Legal Sciences.45.

Jabbouri, F. (2023). The Role of Leadership in Fueling Ethnic Divisions: The Case of Irag.
Washington State University.

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved
132



EISSN: 0128-178X
Volume 9 Issue 37 (September 2024) PP. 115-135
DOI 10/35631/JTHEM.937010

Jasem Alnasrawi, S., Abed, H. A., & Muslm, H. S. (2020). Impact of COVID19 Outbreak on
The Global Economy: A Case of Irag. Talent Development & Excellence, 12(2s), 2910
2926.

Jasim, I., & Alyaseri, J. (2021). ECONOMIC DEVELOPMENT IN IRAQ: BETWEEN
ECONOMIC SHOCKS AND IMF CONDITIONS. 24(6), 2021.

Jassim, M. A. A. (n.d.). Measurement and analysis of the integrative relationship between
financial policy and tourism development in Iraq for the period 2004-2018.

Jassim, R. H. (2023). The Role of International Tourism Management in Developing Countries
and Mechanisms for improving it (Iraq as a Model). Journal of Social Responsibility,
Tourism and Hospitality (JSRTH) ISSN 2799-1016, 3(05), 9-21.

Kassawnh, M. S., Al Makhadmeh, I. M., Shatnawi, H. S., & Al Najdawi, B. M. (2019). The
impact of behaviors and skills of tour guides in guiding tourist groups. African Journal
of Hospitality, Tourism and Leisure, 8(1), 1-13.

Kathem, M., & Kareem Ali, D. (2021). Decolonising Babylon. International Journal of
Heritage Studies, 27(9), 831-845.

Khalifah, H. M., & Mustafa, A. H. (2019). The Role of Tourism Edification in Attracting
Tourists A Study of Travel and Tourism Companies in Erbil City. 2nd International
Conference on Accounting, Business, Economics, and Politics (ICABEP2019), 286—
302. https://doi.org/10.23918/icabep2019p36

Klenjanszky, S. (2017). Cities against the Iron Curtain? City-Twinning as an Alternative Form
of Diplomacy of Socialist Bulgaria and Hungary vis-a-vis Western Europe, 1957-1989.
CAS Sofia Working Paper Series, 9, 1-44. https://www.ceeol.com/search/article-
detail?id=564526

Koc, E. (2020). Do Women Make Better in Tourism and Hospitality? A Conceptual Review
from A Customer Satisfaction and Service Quality Perspective. Journal of Quality
Assurance in Hospitality and Tourism, 21(4), 402-429.
https://doi.org/10.1080/1528008X.2019.1672234

Korany, B., & Dessouki, A. E. H. (2019). The foreign policies of Arab states: the challenge of
change. Routledge.

Kuo, N.-T., Cheng, Y.-S., Chang, K.-C., & Chuang, L.-Y. (2018). The asymmetric effect of
tour guide service quality on tourist satisfaction. Journal of Quality Assurance in
Hospitality & Tourism, 19(4), 521-542.

Li, Y., Song, Y., Wang, M., & Huan, T.-C. (T. C. . (2021). The influence of tour guides’ service
quality on tourists’ tour guide stigma judgment: An asian perspective. Journal of
Hospitality and Tourism Management, 48(November 2020), 551-560.
https://doi.org/10.1016/j.jhtm.2021.08.011

Magano, J., Vidal, D. G., e Sousa, H. F. P., Pimenta Dinis, M. A., & Leite, A. (2021).
Validation and psychometric properties of the portuguese version of the coronavirus
anxiety scale (Cas) and fear of covid-19 scale (fcv-19s) and associations with travel,
tourism and hospitality. International Journal of Environmental Research and Public
Health, 18(2), 1-14. https://doi.org/10.3390/ijerph18020427

Mamshae, A. (2019). Iraqi Kurdistan’s Statehood Aspirations. In Iraqi Kurdistan’s Statehood
Aspirations (Issue January 2019). https://doi.org/10.1007/978-3-319-93420-4

Martins, M. (2018). Tourism Planning and Tourismphobia: An Analysis of the Strategic
Tourism Plan of Barcelona 2010-2015. Journal of Tourism, Heritage & Services
Marketing, 4(1), 3-7.

Matthews, R., Rasheed, Q. H., Palmero Fernandez, M., Fobbe, S., Novacek, K., Mohammed-
Amin, R., Muhl, S., & Richardson, A. (2020). Heritage and cultural healing: Iraq in a

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved

133



EISSN: 0128-178X

Volume 9 Issue 37 (September 2024) PP. 115-135

DOI 10/35631/JTHEM.937010

post-Daesh era. International Journal of Heritage Studies, 26(2), 120-141.
https://doi.org/10.1080/13527258.2019.1608585

McGahey, S. (2006). Tourism development in Iraq: the need for support from international
academia. International Journal of Tourism Research, 8(3), 235-239.
https://doi.org/10.1002/jtr.571

Mehdi, A. (2018). Iraqgi Oil: industry evolution and short and medium-term prospects.

Metodijeski, D., & Temelkov, Z. (2014). Tourism policy of Balkan countries: Review of
national tourism development strategies. UTMS Journal of Economics, 5(2), 231-239.

Min, J. C. H. (2016). Guiding the guides: developing indicators of tour guides’ service quality.
Total Quality Management and Business Excellence, 27(9-10), 1043-1062.
https://doi.org/10.1080/14783363.2015.1060123

Mohamed, A., & Alkholy, A. (2021). Non-reactivity, Non-judging, Control of Thoughts
Beliefs and Acting with Awareness as Predicators of Depression Symptoms among
Student Teachers. Review of International Geographical Education Online, 11(7),
1205-1218. https://doi.org/10.48047/rige0.11.07.112

Mohammed, A. H. (2018). Foreign direct investment and its impact on development of the
tourism sector in Kurdistan region—Irag. Journal of University of Human Development,
4(1), 80-89.

Mortara, M., Catalano, C. E., Bellotti, F., Fiucci, G., Houry-Panchetti, M., & Petridis, P.
(2014). Learning cultural heritage by serious games. Journal of Cultural Heritage,
15(3), 318-325.

Mura, P., Mognard, E., & Sharif, S. P. (2017). Tourism research in non-English-speaking
academic  systems.  Tourism  Recreation  Research, 42(4), 436-445.
https://doi.org/10.1080/02508281.2017.1283472

Murray, W., & Woods, K. M. (2014). The Iran-lrag War: A military and strategic history.
Cambridge University Press.

Nawar, A. S. (2014). Insights into the main difficulties of achieving sustainable development
of tourism in Irag. Annals of the University of Oradea, Geography Series/Analele
Universitatii Din Oradea, Seria Geografie, 24(1), 32-43.

Nejmeddin, A. 1. (2020). The importance of tour guides in increasing the number of tourists at
a tourist destination. Polytechnic Journal of Humanities and Social Sciences, 1(1), 18—
23.

Nema, Y. A. (2022). The Impact of Tourism on Building the Economy of Historical Cities (a
Comparative Study of the Possibility of Benefiting from the Cultural and Historical
Heritage of the Babylon Province). ISIN Journal, 3.

Nikjoo, A., Razavizadeh, N., & Di Giovine, M. A. (2020). What draws Shia Muslims to an
insecure pilgrimage? The Iranian journey to Arbaeen, Iraq during the presence of ISIS.
Journal of Tourism and Cultural Change, 19(5), 1-22.
https://doi.org/10.1080/14766825.2020.1797062

Noorullah, A. S., & ALMustawfiy, H. A. H. (2021). USING OPERATION
REENGINEERING IN RAISING THE EFFICIENCY OF GOVERNMENT
SPENDING PROGRAMS FOR SUPPORTING TOURISM AND ARCHAEOLOGY
SECTOR: EVIDENCE FROM IRAQ. Academy of Strategic Management Journal, 20,
1-10.

Omer, A. M., & Yesiltag, M. (2020). “Modeling the impact of wars and terrorism on tourism
demand in Kurdistan region of Iraq.” Portuguese Economic Journal, 19(3), 301-322.
https://doi.org/10.1007/s10258-020-00178-0

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved

134



EISSN: 0128-178X
Volume 9 Issue 37 (September 2024) PP. 115-135
DOI 10/35631/JTHEM.937010

Oumazzane, T. (2021). The Political Economy of Agadir Member States: Towards
Understanding the Agadir Agreement. In Regional Integration in the Middle East and
North Africa (pp. 61-115). Springer.

Pedersén, O. (2021). Babylon: the great city. Zaphon.

Qasem, N. G. (2022). Economic Indicators of Sustainable Tourism Development in lIrag.
Journal  Dimensie  Management and  Public  Sector, 3(3), 29-41.
http://hdpublication.com/index.php/jdmps/article/view/161

Rahmiati, F., Othman, N. A., & Hayati Tahir, M. N. (2020). Examining the trip experience on
competitive advantage creation in tourism.

Sadq, Z. M., Faeq, D. K., & Abdulla, D. (2021). ROLE OF SERVANT LEADERSHIP IN
ACHIEVING AND DEVELOPING EMPLOYEE’S CAREER SATISFACTION AND
INTENTION TO REMAIN WITH THE ORGANIZATION: AN EMPIRICAL
STUDY OF TOURIST COMPANIES IN ERBIL CITY, KURDISTAN REGION OF
IRAQ. Ecoforum Journal, 10(1).

Seabra, C., & Paiva, O. (2020). Global Terrorism in Tourism Cities: The case of World
Heritage Sites. In Routledge handbook of tourism cities (pp. 31-51). Routledge.

Seymour, M. (2014). Babylon: legend, history and the ancient city. Bloomsbury Publishing.

Shahriar, S., Kea, S., & Qian, L. (2019). Determinants of China’s outward foreign direct
investment in the Belt & Road economies: A gravity model approach. International
Journal of Emerging Markets.

Shubbar, A. M. E. K. A., & Kathem, H. Aa. (2019). Laws governing the profession of tourist
guidance (A comparative study between Iragq and Egypt). Journal of Administration and
Economics, 120.

Talib, A. H., Talib, T. H., & Talib, A. H. (2018). The Role of Tourist Marketing Mix in
Enhancing the Mental Image of the Organization to the Customer - A Survey Study on
the Employees of Travel and Tourism Firms in Babylon Province. International
Academic Journal of Business Management, 05(02), 45-63.
https://doi.org/10.9756/iajbm/v5i2/1810020

Wahhab Ajeena, D. (2022). Sustainable Tourism and Its Role in Preserving Archaeological
Sites. INTERNATIONAL SYMPOSIUM: New Metropolitan Perspectives, 2485-2495.

Wanner, A., Seier, G., & Probstl-Haider, U. (2020). Policies related to sustainable tourism —
An assessment and comparison of European policies, frameworks and plans. Journal
of Outdoor Recreation and Tourism, 29(December 2019).
https://doi.org/10.1016/j.jort.2019.100275

Ward, C. J. (2005). The Coalition Provisional Authority’s Experience with Governance in Iraq:
Lessons Identified (Vol. 139). United States Institute of Peace.

Weiler, B., & Black, R. (2015). The changing face of the tour guide: one-way communicator
to choreographer to co-creator of the tourist experience. Tourism Recreation Research,
40(3), 364-378.

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved
135



