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Abstract

The growth of tourism in Iraq is significant, and the tour guide service is essential in ensuring the tourists’ satisfaction; however, the
tour guide service is associated with poor service quality in Iraq, inadequate attention and assistance, and training throngh the
development and testing of the SERV QUAL Model and tour guide qualities based on the disconfirmation theory. This study tries
to measure the discrepancy between domestic tonrists' expectations and experiences of tangibles. This research aims to investigate tourist
satisfaction with the quality of tour guide services in Babylon City by foousing on the nine oriteria contributing to tourist satisfaction and
enmploying the SERVQUAL Model and Theory of Disconfirmation. The research approach employed is a quantitative method.
The survey with a total of 394 respondents (tourists in Babylon). Which was then processed and analyzed nsing the data analysis
using first-generation (SPSS) was adopted. Findings of the studySERVQUAL dimensions of reliability, empathy, tangibility,
Safety and Security, responsiveness, tour guide attributes of Personal integrity, Professional skills, Professional attitude and ability, and
Professional Knowledge were found to be significant. Tontist perceptions considerably ountperformed their expectations, with a positive gap for
all factors. The implication of the research contributed to this siudy's overarching goal is to significantly contribute to our nnderstanding
of tourism generally and domestic tourism in Babylon in partinlar. The findings offer valuable and specific confirmations for further
studies. Specific and useful confirmations for academic studies on tour guide service quality are provided. However, this would close a gap
in the existing amonnt of literature. Future research is expected 1o investigate additional factors that can influence the quality service of
tonr guides and the impact on tourists' satisfaction in the bistoric city of Babylon, as tourism policy is also required to examine Babylon
aty. 1t also requires excamination of international tourists to acquire a more thorough nnderstanding of tonr guide service quality.

Keywords: Tour gnide, SERVQUAL Model, Disconfirmation Theory, Tonrist Satisfaction
Introduction

Global tourism has undergone a fundamental transition in recent years, boosting the economic
growth of nations that care about local and international tourism. Tourism is classified as a
typical service industry that relies heavily on service components. The tourist industry's
fundamental goals are to serve and satisty clients (Williams & Soutar, 2000; Campbell et al.,
2020). Service providers are considered integral to the product (Jin-Young & See-Won, 2016).
The tourism industry's development and diversification have elevated it to the fastest-growing
sector of the global economy (Tkachev et al.,, 2018). In addition, academics and researchers
focus their efforts on tour guides and tourist growth.
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Tour guides are prominent members of the tourism sector who contribute to forming travelers'
initial perceptions of destinations and their experiences (Kuo et al., 2018). As a result, tourism
experts frequently view tour guides as vital components of tourism services, goods, and
expetiences (Khalifah & Mustafa, 2019). Researchers have noted tour guides' value in several
contexts, including experience providers, cultural mediators, advocates for sustainability,
protectors of cultural heritage, behavior modifiers, gatekeepers, and on-the-ground interpreters
(Black & Weiler, 2005; Kori et al., 2007; Randall & Rollins, 2009; Huang et al., 2010; Yavuz
Cetinkaya & Oter, 2015; Lin et al., 2017a; Li et al., 2021). Tour guides show visitors around a
site and provide information about its historical sites and natural attractions (K. C. Chang,
2014a).

In addition, they make a considerable difference in protecting cultural and natural assets by
inspiring responsible traveler behavior (Alazaizeh et al., 2019; Jamaliah et al., 2021). Tour guides are
also respected for their invaluable educational role for their clients (Orden-Mejia, 2022).
Essentially, the function of the tour guide is essential in heritage tourism. (Frenzel et al., 2022).
Accordingly, tour guides of all tourism occupations have the most direct contact with tourists.
Recent studies have investigated how guests feel and how well their tour guides perform (K. C.
Chang, 2014; Min, 2016; Anantamongkolkul & Butcher, 2021). Therefore, ensuring every guest
has a fantastic time is the most excellent approach to guarantee the tourism industry's long-
term growth. Recent research demonstrates that a tour guide's job description typically includes
introducing and promoting shopping and dining establishments (Hansen & Mossberg, 2017;
Ghaderi et al., 2017; Li et al., 2021).

However, this is done for business reasons since any sales generated provide tour guides and
their travel firms with frequently significant commissions (Dabidian et al., 2013; Cetin &
Yarcan, 2017; Marlinda et al., 2021). Thus, the quality service of tourism is a critical component
of a destination's image or offering (Hu et al., 2009); (Khalifah & Mustafa, 2019). Therefore,
tour guides' role in the tourism industry is critical.

Many have been researching ways to enhance the quality of service and the field of tour guiding, two
vatiables usually viewed as crucial in impacting tour guide petformance. Emerging markets' rapid
economic development and increased profitability increase tourist businesses' competitiveness
in domestic and international markets (Anggara et al., 2023).

Furthermore, a solid tourism sector is essential for developing economies and has been
increasingly recognized as a significant contribution to economic growth in many countries. In
developed economies, for example, Malaysia, tourism contributed over 13.7% to its GNP in
2016, the annual GDP of the country (Serdar, 2019). However, for policymakers, economists,
and stakeholders, knowing how tourism affects the Balance of Payments is essential for making
well-informed decisions and planning for long-term economic growth.

In addition, a study published in the Journal of Administration and Economics in Iraq by
Shubbar and Kathem (2019) confirmed no association for tour guides in Iraq. Tour guide
legislation in Iraq was first enacted in 1966 and changed in 1991 to incorporate more directions
and limits, as reported in the Iragi newspaper (No. 3389 on January 20, 2018).

Unfortunately, there are no updated laws; however, these restrictions were arbitrary concerning
the tour guide. Official practitioners and tour guides are in short supply, with approximately 500
tour guides available (Uber, 2018). Not only that but they are not documented anywhere. As for
businesses, they employ. people as tour guides despite their lacking qualifications and licenses to
work in the field. As far as we can tell, there has been no archaeological, toutist, or religious review
of expansion activity in that part of Iraq.
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Theoretical Background and Hypotheses Development

Tour guide service quality

Researchers examined how much of an impact tour guides have on the emotional experiences of
their tourists (Min, 2016; Alrawadieh et al., 2020; Magano et al., 2021). Remarkably, one of the
tour guide's responsibilities was to assist visitors to tourist locations, even though they
typically made special trips with tourists to show them major Babylon sites.

Therefore, as tourism proptietors, tour guides ensure the tourists' satisfaction and enjoyment
throughout their journey (Ande et al., 2023). According to previous research, the tour guide
service has a beneficial effect on visitor satisfaction (Bowie & Chang, 2005; Huang, 2010; Chan et
al., 2015; Kuo et al., 2018; Li et al., 2021; Andelkovi¢ et al., 2022).

Therefore, numerous studies demonstrate increased satisfaction in returning visitors' loyalty
to the Babylon site (Klenjanszky, 2017; Chabuk et al., 2017, ALADDAL, 2020; Rahmiati et al,
2020; Nema, 2022; Wahhab Ajeena, 2022).

In the study of Lin et al. (2017), the essential qualities of tour guides' professional knowledge and
attitude have been described. The tour guide's professionalism and demeanor benefitted the
guide's relationship with the tourists. This results in happier tourists who have a good time on
their tours and spread the good word.

In this regard, credibility, typically influenced by cognitive assessment such as structural
assurances and contracts, is also usually linked with economic rationale. In addition, The Iraqi
government has been advised to take the necessary steps to make its security more appealing to
foreign tour guides. Because without these considerations, it cannot attract foreign tourists
(Eyuboglu & Eyuboglu, 2020). Whenever a country's secutity issues cannot be handled, it results
in a negative image, and no foreign direct investment will be part of the country.

Li et al. (2021) have also made a similar assertion; they have contended that when tour guides
perform their work by providing high-quality services to the tourists, such as by giving them
information about the tourist attraction, interpreting the natural and cultural heritage of the
location, addressing the problems of the tourists, and insulating the tourists from potential
difficulties throughout their journeys, they can increase their chances dramatically to gain the
trust of the tourists.

In addition, it also helps the tour guides strengthen their confidence and decrease the risk
perceptions that tourists have when they travel to an unfamiliar destination (Abewickrama,
2018). Tour guide is one of the main aspects of tourism known as one of compelling zeal and
passion as they have been localized in guiding their areas. In that sense, it was essential to explore
the knowledge so that guests would be facilitated.

First perceptions often last. Tour guides may play the most pivotal role as the industry's first
point of contact (Ap & Wong, 2001). According to K. C. Chang (2014b), a tour guide " takes
visitots on tours of a city or region's landmatks and attractions while providing information
about those places in the visitor's preferred language.”

Similarly, a tour guide is essential to a trip's success because it ensures visitors leave with a
favorable first impression of the destination or tour operator (Hansen & Mossberg, 2017). To
ensure the continued success of a tourist attraction, providing quality tour guides is essential
(Simanihuruk, 2019). However, various methods have been proposed to evaluate the quality of
tour guides.
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Factor analysis and focus groups with tourism administrators, tour guides, and visitors are the
final dimensions and items used to quantify (Huang, 2010). Nine factors were identified via
factor analysis of the tour guide service quality (reliability, empathy, tangibility, security,
responsiveness, professional knowledge, professional skills, professional attitude, and personal
integrity).

The term "professional knowledge" refers to "the understanding necessary for tour guides to
lead tour groups" (Lin et al., 2017a). Because of their essential role in informing visitors, tour
guides are expected to be well-versed in their field (Tsaur & Teng, 2017). Travelers can learn
more about the geography, history, and culture of a place thanks to the expertise of local guides
(Gao et al.,, 2020). Tourists, for instance, will not have a good time if their guide knows nothing
about the area they are visiting. A tour guide's professional expertise exceptionally affects a
traveler's happiness toward a given destination (March 2022).

Tour guides need professional skills to carry out their duties effectively (Bhatia, 2012;
Andelkovic et al., 2022; Kapa et al., 2022). Tour guides' professional abilities ate measured by how
well they adapt their services to the specific requirements of each group of visitors (Lin et al,
2017a). Package travelers may expect a high standard of service because of the professionals that
provide it (Heung, 2008). Tour guides must understand what their clients desire before
embarking on a trip (Yachin, 2018). Moreover, professional skills have been shown to improve
rapport in empirical studies. Kapa et al. (2022a) argued that tour guides' professional qualities
(such as meeting the requirements of tour members and fulfilling communicative duties) lead to
positive interactions with tourists. In addition, as shown by MICHELE & BOLOG (2023), the
professional abilities of tour guides play a significant role in developing a solid bond with
visitors. Employees' technical abilities were found to impact the development of rapport

significantly.

The term "professional attitude" refers to a theoretical notion used to evaluate a tour guide's
emotional state as perceived by their tourists (Akgunduz & Eser, 2022; Lin, Lin, and Chen,
2017). The guide's professional demeanor should reflect his or her qualities, such as candor,
optimism, and wit. Guides' demeanor in the field should always be one of professionalism
(BALIKOSLU & DING, n.d.). Professional tour guides do exceptionally well since their
efforts to put tourists at ease result in high satisfaction levels (Ulrich, n.d.). Previous studies
have highlighted the need to maintain a professional attitude in the hospitality sector. For
instance, Lin, Lin, and Chen (2017) found that clients were more satisfied with their trips
because their guides-maintained professionalism. Tsaur and Teng (2017) added that having a
professional demeanor, such as being amusing and empathic, is essential when acting in a

guiding capacity.
Expectation Disconfirmation Theory, Tourist Satisfaction

First, before the concept of satisfaction was widely understood, customer satisfaction models
were developed and studied. Consumer satisfaction theory is grounded in social and applied
psychology (Oliver, 1980). In order to develop a theoretical framework for the concept of
customer satisfaction in the 1970s, several authors drew on theoretical frameworks and
empirical data from a wide range of fields (Olshavsky & Miller, 1972; Day, 1977; Locker &
Dunt, 1978; Olson & Dover, 1979; Oliver, 1980). In the tourism literature, numerous
theoretical models have been proposed to measure customer happiness. One such model is
Oliver's (1980) expectation/confirmation framework for analyzing customer satisfaction.
Performance that goes above and beyond expectations leads to feelings of contentment, while
falling short of expectations leads to discontentment. Traveler happiness depends on the
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degree to which their preconceived notions of a destination are borne out by their actual
experiences (Hannigan, 1980). According to Hannigan, a visitot's level of satisfaction depends on
how well their preconceived notions of the place align with their actual experiences there.

Tourists' emotional reaction to their cognitive evaluation of the tour operatot's services is called
"tout satisfaction" (Chan et al., 2015; Xavier et al., 2019). Expectancy-disconfirmation theoty,
or Oliver's expectancy-disconfirmation paradigm, provides theoretical backing for the definition
(Oliver et al., 1994). The notion states that when visitors pay for a service, they do so with
certain expectations. Their expectations greatly influence the degree to which one is satisfied
or dissatisfied. Dissatisfaction can emerge, for instance, if a service providet's performance falls
short of expectations (a phenomenon known as "negative disconfirmation"). Satisfaction, in
contrast to disappointment, can arise in two scenarios. In other words, when a client is satisfied,
the service provider has either confirmed (or exceeded) their expectations (also known as
positive Disconfirmation) and given contentment's key role in shaping plans for future conduct
(Fisk, 1980; Supitchayangkool, 2012; Xu, 2018; Azhar et al., 2019; D. Hwang & Park, 2023).

Table 1: Oliver's Expectancy Disconfirmation Theory

Expectation Performance
Low High High Low
Expectation Low Positive D1sconﬁrmauon(£hgh)Zero Disconfirmation
(confirmation)
Expectation High Negative Dlsconﬁrmatlon(LO\y)Zero Disconfirmation
(confirmation)

Source: Author’s Compilation

Researchers have focused mainly on expectations, performance, and Disconfirmation. It entails
establishing standards, evaluating those standards, and comparing expectations with actual
performance to determine where they fall short. Studies on customer satisfaction, such as (Jr &
Surprenant, 1982), show that satisfaction levels correlate with customer expectations. When
creating a judgment on the expected performance of a product, customers may employ vatious
forms of expectations (J. Min, 2014). There are four categories of expectations: ideal (which can
be), the bare minimum bearable level (which must) (will be).

The disconfirmation performance has been compared to the expected performance as a
benchmark. There is a more substantial influence on performance evaluations from expectations
than satisfaction changes caused by performance level changes (Olshavsky & Miller, 1972;
Olson & Dover, 1973). Increased performance should enhance pleasure, but the magnitude of
the performance and disconfirmation effects was unclear until recently. If expectations are
kept constant, it is thought that performance improvements will not affect customer
satisfaction (Omondi, Mbogo, & Luboobi, 2018; N. F. Silva et al., 2018).

Servqual Model

The SERVQUAL is considered a comprehensive measure to assess the expected and perceived
quality of services. SERVQUAL's Model (Parasuraman et al., 1988) viewed service quality
across industries as the discrepancy between what customers expect and what they expetience.
They believed that the SERVQUAL Model validates various services in different fields. Some
previous studies relied heavily on this Model in assessing the quality of services. Researchers
have used SERVQUAL in its original format or modified it to be more suitable for use in
different contexts/sectors, for example, in banks, transport services, business-to-business
services, Campus Career Services Centers, restaurants, historic houses, lodging, and tourism
services (Khornjamnong, 2017; Wichianrat, 2018).
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Some tourism scholars have suggested that service quality is significant for investigating the
problems and issues of tourist destinations and when securing or trying to revisit intentions.
Furthermore, tourism experts have identified that by providing premium services, the aspects of
success in tourism can be increased manifold. According to (Park & Jeong, 2019), service
quality in the tourism industry has received growing deliberation, and SERVQUAL
instruments are utilized in most tourism studies to evaluate service quality. For example,
Parasuraman et al. (1985) offered ten categories for the original SERVQUAL instrument that
they believed captured the aspects through which consumers access service quality.

External Factors

SERVQUAL Dimensions influencing expectation

1]
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Figure 1: Measuring Service Quality Using SERVQUAL Model
Source: Kumar et al. (2009)

The fundamental hypotheses for this study, which utilize the SERVQUAL Model and
characteristics of tour guides, are presented and clarified in the following sections of the
literature review. In this study, these hypotheses were also developed to measure the potential
impact of (reliability, empathy, tangibility, security, responsiveness, professional knowledge,
professional skills, professional attitude, and personal integrity) on tourist satisfaction in
Babylon. The impact of the tout guide's level of setrvice quality in Babylon on the extent to
which visitors leave places like Babylon with a positive impression of their experience there.
However, to construct these hypotheses, analyses of preexisting theories on the essential
characteristics of the tour guide and the SERVQUAL Model have been conducted. In addition,
the following provides access to these studies, which have served as a basis for conducting
analyses on the essential constructs of this study's research:

HO01- Thete are no statistically significant differences between the answets of the study sample about toutists'
expectations of the quality of service of tour guides in the historical city of Babylon.

HO02- There ate no statistically significant differences between the answers of the study sample about toutists'
perceptions of the quality of setvice of tour guides in the historical city of Babylon.

HO03- There is no significant difference between tourists' expectations of quality and their petceptions of tour guides'
service quality in the historical city of Babylon.

HO04- No statistically significant impact exists between toutists' expectations of tour guides' service quality and
Disconfirmation.

HO05- There is no statistically significant effect of the elements of toutists' petceptions of the quality of tour
guides' service on the tourist's satisfaction in the historical city of Babylon.
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Using the hypotheses above as a starting point, Fig. 1 presents a conceptual framework that
demonstrates how the quality of the service provided by tour guides significantly contributes to
the level of satisfaction felt by visitors. Based on the literature reviewed and suggestions made
by several studies regarding tour guide service quality, this study has developed a framework
to investigate dimensions like reliability, empathy, tangibility, security, and responsiveness;
besides, tour guide attributes, namely professional knowledge, professional skills, professional
attitude, and personal integrity, are considered quality indicators. It will help reduce tour guides'
challenges in providing quality service (Yoon & Cha, 2020; Lian, 2020; Surahman et al., 2020;
Nguya et al., 2021; Han et al.,, 2022; Arabacioglu & Dedeoglu, 2023; Almasoodi & Rahman,
2023; S.-H. Liu & Tsai, 2023) (Girdwichai, 2023).

SERVQUAL: An appropriate tourist satisfaction measurement model

SERVQUAL model
* Tangible
= Reliability
* Responsiveness
R Expected
* Empathy service quality
* Security and safety Tourist
- . satisfaction
Gapl 5 Disconfirmation L

Tour guides' Professional

Competencies (Construct) /
. Perceived
* Professional knowledge >

service quality

(Perceived
service quality)

* Professional skills
+ Professional attitude
and ability

* Personal integrity

Figure 2: Tour Guide Service Quality Evaluating Model
Method

Instruments

Data on the study's population, sample, and the statistical methods used to conclude are
included here. SPSS 18 was the version of choice for us. The research's primary objective is to
explain and analyze a problem, related factors, and the influence among the variables so the
study can provide a complete picture of the problem and its significance, according to Kurtulus
(1996). Developed by drawing inspiration from the work of eatlier authors, the questionnaire
was composed of four parts. Part 1 Expectation included 35 items, and Part 2 Perception
included 35 items using a Seven-point Likert from; 1 (Strongly disagree) to 7 (Strongly agree) for
measurements: three items for tangibility, three items for reliability, five items for
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responsiveness, (Kamaleswar Boro, 2022; Tongkaw, 2021; Maria Helena Alemany Soares et
al.,2017; Jennifer C.H. Min 2016; J.-C. Chang, 2009), four items for Safety and Security (Noha
Ahmed Kamel, 2021; Chang, 2014; Xie et al., 2021; Bindu Narayan et al.,, 2009)., four items for
empathy (Kamaleswar Boro, 2022; Zhang Minyang & Fuangfa Amponstira2020; Nguyen &
Cam, 2020; Maria Helena Alemany Soares et al.,2017; Jennifer C.H. Min 2016), four items for
Personal integrity (IKAPA et al., 2022; Chang, 2014; Clemetsen et al., 2021; Heung, 2008;
Chang, Kuo-Chien2012; Vincent C.S. Heung, 2007), and five items for Professional Skills, four
items for professional attitude and ability, three items for Professional Knowledge (Yi-Chien Lin
et al, 2017; Jinsoo Hwang & Jung Hoon 2018; Akhmedova, 2021; Suschenko & Akhmedova,
2019). Part three (Disconfirmation of expectations) included two items (Cempena & Brahmayanti,
2021; Ariya et al., 2020); patt four, tourist satisfaction, included three items (Alazaizeh et al.,
2019; Syakier & Hanafiah, 2022).

These scale items were chosen because they met the following criteria: they are sufficiently
developed and widely used in the existing literature, are amenable to the research strategy employed in
this study, and have passed statistical tests of reliability and validity. Tourists' expectations,
petceptions of the destination's tour guide performance, and satisfaction levels concerning its
cultural and heritage Babylon are all explored through a series of statements in this study. Both
English and Arabic versions of the questionnaires are included; sections A (Profile of Respondent), B
(The Expectation tour guide service attributes), and C (Tourists' perceived performance of tour
guide service) are all included (Tourist satisfaction of the performance of tour guide service
attributes). The development of our application system was evaluated using a questionnaire. Minor
adjustments were made to ensure consistency with the tourism industry framework. First, the
authenticity scale of our study was adjusted. Second, connectivity scores were examined using the
seven-point scale. The scale showed satisfactory error-lessness both during the pilot test and after the
pilot testing as well. Third, the second-order constructs were adapted from the scale (Magano, Silvius,
et al., 2021). This usually and closely follows everything in this travel industry, and the experience
gained by the visitors was determined using the seven-item scale from the tourism industry
(Magano, Vidal, et al,, 2021). In the pre-test, the values of Alpha ranged from 0.957 to 0.990 for
statements in expectation and 0.960 to 0.986 for the petceptions. The Cronbach's Alpha of all
groups of statements in expectation was 0.996, and in perceptions was 0.997, so all variables in the
questionnaire were used for the data analysis steps. The Alpha values were above 0.6, widely
accepted for social science studies (Nunnally, 1978; Yoshioka et al., 2019).

Population and Sampling

This study has been conducted to measure the service that tour guides provide in the city of
Babylon. Its effect on the tourist's satisfaction: the population of this study mainly comprises
tourists, especially those visiting the city of Babylon, respectively. The population can be
defined as all constituents in any research subject (Kothari, 2004). For this purpose, the sample
size will be 450 from the selected local tourists to know the impact of tour guides and tourist
satisfaction. Moreover, 412 were returned for analysis, and 394 valid questionnaires were
analyzed. Cochran (1963) proposed the following equation to calculate a sufficient sample size
from a sizable population to ensure statistical validity.

Cochran's formula
z’pq
ny = 2
n = Required sample size
Z = Confidence level of 95%, standard value of 1.96
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p = Estimation percentage of the target population
Q = Estimation proportion attribute that is present in the population
E2 = Desired level of precision

2

(5

Results

Sample profiles

As presented in Table 1, shows displays the demographic breakdown of the sample in terms of
frequencies and percentages. The total population of the study consisted of 245 (62.2%)
males and 149 (37.8%) females; the male number accounted for the more significant
proportion of respondents.

Table 2: Demographic Characteristics Analysis

Demographic characteristics Freq. % Mean Std.Dev.
. Male 245 62.2
Gender . Female 149 T8 1.37 0.485
. From 18 to 24 years 26 6.6
. From 25 to 34 years 65 16.5
Age . From 34 to 44 years 115 29.2 347 1305
° From 44 to 54 years 105 26.6
. From 54 to 64 years 48 12.2
. 65 — and above 35 8.9
. Single 140 35.5
Marital status * Married 20 533 1.79 0.741
. Divorced 28 71
. Widowed 16 4.1
° Intermediate School 3 0.8
[ Secondaty School 22 5.6
Educational . Certificate 5 1.3
Level . Diploma 20 5.1
. Bachelor's degree 300 76.1
. Master's degree 18 4.6
. Ph.D 26 6.6
. Student 44 11.2
o Unemployed/Housewife 80 20.3
. ° Semi-skilled wotker 30 7.6
Oceupation . Skilled worker 120 30.5 358 1529
. Professional 80 20.3
. Pensioner 40 10.2
[ Once 180 45.7
Times have you . Twice 100 254
visited Babyl}on. . Three times 75 19.0 1.93 1.020
. More than three times 39 9.9

Kurdish Studies



2184 Determining Domestic Tonrists' Satisfaction of Tour Guide's Service Quality Using SERVQUAL Model at Historic City...

Concerning age, in terms of age, most respondents were 34 to 54. Overall, respondents in the
age group 34-44 had the highest percentage at 29.2%, followed by the 44-54 age group at
26.6%, 25-34 years old at 16.5%, and 54-64 years old at 12.2%. The older groups of 65 — and
above made up 8.9%, and 18-24-year-olds occupied 6.6%. Hence, concerning respondents'
marital status, the highest percentage of 53.3% were married, 35.5% of all respondents were
single, 7.1% wete divorced, and 4.1% were widowed. In terms of educational level, a bachelor's
degree was the highest percentage (76.1%), followed by a Ph.D. (6.6%), a secondary school
(5.6%), a diploma 5.1%, and a master's degree (4.6%). While Std. Deviation 1.014, suggesting
dispersion answers to the mean values, which stood at 5.90. Regarding occupation, (30.5%) of all
the respondents are skilled workers, while (20.3%) are unemployed / homemakers and
professionals. On the other hand, (11.2%) of them are Students, and (10.2%) of them are
pensioners. The semi-skilled worker had (7.6%). While Std. Deviation 1.529, suggesting
dispersion answers to the mean values, which stood at 3.58. In terms of times visited Babylon,
once was the highest percentage (45.7%), followed by twice (25.4%), three times (19%), and
more than three times 9.9%, during Std. Deviation 1.020, suggesting dispersion answers to the
mean values, which stood at 1.93.

Statistical analysis of the gap between tourist expectations and perceptions

Gap analysis has been used to measure how satisfied tourists are with the service quality they
receive at Babylon. Notably, tourists will evaluate a service or product based on how closely it
matches their expectations. According to disconfirmation theory, positive Disconfirmation
occurs when the experience meets or exceeds the individual's expectations, and negative
Disconfirmation occurs when an expetience does not live up to the tourist's high hopes (Oliver,
1980). Table 5.23 displays tourists' experience and expectations of tour guide service quality, gap
means, and standard deviations for each dimension and attribute.

The results in Table 1 statistical analysis regarding tangibility, tourist perceptions considerably
outperformed their expectations, with a positive gap of 1.754 indicating that tour guides met
or exceeded their appearance expectations. The responses were neutral for all questions
related to the tourist expectation. The mean for the question was (1) at 4.063, (2) at 3.926, and
(3) at 4.264; at the same time, the responses came in the agreed category for all questions
related to tourist perceptions, where the mean for the question was 5.817, 5.629, 5.857 for (1),
(2), and (3).

As for the reliability variable, tourists expected " I expect the guiding services to be delivered on
time, " According to the visitors, the guiding setvices were delivered on time. This resulted in a
positive gap of 1.439, showing that tourists' opinions of tour guides' reliability greatly surpassed
their expectations. Regarding the responsiveness element of expectations, the positive gap
explains why. The responses were neutral for all questions related to the tourist expectation. The
mean for the question was (7) at 3.829, (8) at 3.911, (9) at 3.941, (10) at 4.025, and (11) at 4.068. The
professional attitude and ability for (Expectation and Perception), results demonstrated that
toutists' perceptions vastly exceeded their expectations, a testament to tour guides' exemplary
levels of professionalism in attitude and skill. The professional knowledge dimension for
(Expectation and Perception) The findings demonstrated that toutists' perceptions greatly exceed
their anticipations, which indicates tour guides' superior competence.

However, in the statistical analysis regarding Safety and Security dimension, the responses were
neutral for all questions related to tourist expectations, where the mean for the question was (12) at
4.175, (13) at 4.058, (14) at 4.043, and (15) at 4.093. The responses came in the agreed category for all
questions about tourist perceptions, where the mean for the question was 5.543, 5.474, 5.695, and
5789 for (12), (13), (14), and (15). Moreover, the statistical analysis regarding the empathy
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dimension showed a positive gap of 1.931 between tourists' perceptions and expectations,
indicating that their tour guides were very empathetic. The responses were neutral for all questions
related to the toutist expectation, except in the statistical analysis regarding the personal Integtity
dimension. In the personal Integrity dimension for tour guides (Expectation, Perception), the
findings confirmed that tourists' experiences were consistent with their expectations, demonstrating
that tour guides lived up to their reputations for honesty and reliability.

The professional Skills dimension (Expectation and Perception) showed that tourists' perceptions
were vastly beyond their anticipations, a testament to the guides' superior competence as
professionals. Gap analysis has been used to measure how satisfied tourists are with the service
quality they receive at Babylon. Notably, tourists will evaluate a service or product based on how
closely it matches their expectations. According to disconfirmation theory, positive Disconfirmation
occurs when the experience meets or exceeds the individual's expectations, and negative
Disconfirmation occurs when an experience does not live up to the tourist's high hopes (Oliver,
1980). Table 1 displays tourists' experience and expectations of tour guide service quality, gap
means, and standard deviations for each dimension and attribute. Tangibility dimension, according to
the result of the t-test, all statements, including (1), (2), and (3), showed significant statistical
differences with their t values respectively at 47.953, 64.409, 52.445, and p = 0.000, which is < 0.001. As a
result, confirming statements (1), (2), and (3) gained a higher level of satisfaction. While Safety and
Security dimension according to the result of the t-test, all statements, including (12), (13), (14), and (15),
showed the significant statistical difference with their t values respectively at 29.650, 41.569,
50.257, 49.257, and p = 0.000 which is < 0.001. As a result, confirming statements (12), (13), (14),
and (15) gained a higher level of satisfaction.

Table 3: Statistical analysis of tourist Expectations and Perceptions

Expectation perceptions expectation t.test
Ne. DIMENSION/ITEM Mean SD ITEM Mean SD T Npb te Sig.d
perceptions
Tangibility
1 Ttem 1 4.063 1.193 Iteml 5.817 1.042 1.754 394 -47.953 0.000
Ttem 2 3926 1.230 Item?2 5.629 1.233 1.703 394 -64.409 0.000
3 Ttem 3 4264 1185 Item3 5.857 1.041 1.593 394 -52.445 0.000
Reliability
4 Ttem 1 4281 1.079 Item1 5720 1.245 1.439 394 -40.970 0.000
5 Ttem 2 4177 1.045 Ttem2 5588 1.343 1.411 394 -36.348 0.000
6 Ttem 3 4086 1.186 Item3 5.723 1.137 1.637 394 -59.529 0.000
Responsiveness
7 Ttem 1 3829 1.107 Item1 5.535 1.270 1.706 394 -60.801 0.000
8 Ttem 2 3911 1.008 Item?2 5.847 0917 1.936 394 -72.851 0.000
9 Ttem 3 3941 1.000 Item 3 5.807 1.002 1.866 394 -66.495 0.000
10 Ttem 4 4,025 1.090 Item4 5593 1.345 1.568 394 -45.670 0.000
1 Item 5 4,068 0.815 Item5 5.710 1.020 1.642 394 -55.300 0.000
Safety and Security
12 Ttem 1 4175 0932 Item1 5543 1.184 1.368 394 -29.650 0.000
13 Ttem 2 4,058 0.932 Item?2 5474 1.183 1.416 394 -41.569 0.000
14 Ttem 3 4.043 0.856 Item3 5.695 1.207 1.652 394 -50.257 0.000
15 Ttem 4 4,093 0.701 Item4 5.789 1.040 1.696 394 -49.257 0.000
Empathy
16 Ttem 1 3901 1.015 Item1 5.832 1.164 1.931 394 -75.570 0.000
17 Ttem 2 3923 1.013 Item?2 5992 1034 2.069 394 -78.634 0.000
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Expectation perceptions expectation t.test
No. DIMENSION/ITEM Mean SD ITEM Mean SD . Np tc  Sigd
perceptions
18 Item 3 4.050 1.078 Item 3 5.888 0.989 1.838 394 -77.255 0.000
19 Item 4 4154 1.083 Item4 5941 1.100 1.787 394 -60.271 0.000
Personal integrity
20 Item 1 4.083 1.014 Item1 6.241 957 2.158 394 -67.062 0.000
21 Item 2 3.969 0.935 Item2 6.109 .847 2.14 394 -79.797 0.000
22 Item 3 4.086 0942 Item 3 6.281 0.803 2.195 394 -68.308 0.000
23 Item 4 4154 0998 Item4 6.192 1.028 2.038 394 -54.767 0.000
Professional skills
24 Item 1 4.055 0971 Item1 6.066 1.077 2.011 394 -65.925 0.000
25 Item 2 3969 1.018 Item2 5.817 1.270 1.848 394 -58.807 0.000
26 Item 3 4.020 0910 Item3 6.177 0.977 2.157 394 -66.647 0.000
27 Item 4 3987 0.729 Item4 6.119 0.940 2.132 394 -65.683 0.000
28 Item 5 3.954 0.722 Item5 5.837 1.173 1.883 394 -55.760 0.000
Professional attitude and ability
29 Item 1 4.050 1.099 Item1 6.071 1.013 2.021 394 -62.492 0.000
30 Item 2 4.045 1.061 Item2 6.073 0.925 2.028 394 -72.636 0.000
31 Item 3 3.982 0.958 Item 3 6.104 0.952 2.122 394 -76.171 0.000
32 Item 4 4.033 0965 Item4 6.022 0.827 1.989 394 -83.488 0.000
Professional Knowledge
33 Item 1 3934 0.734 Item1 6.266 1.083 2.332 394 -66.684 0.000
34 Item 2 3977 0.749 Item2 6.332 1.127 2.355 394 -61.079 0.000
35 Item 3 4165 0.738 Item 3 6.647 764 2.482 394 -73.134 0.000

Note: * Mean of difference.

b number of pairs of scores.

¢ tvalue of t.

d Sig. Level of significance at 0.001 level

However, Empathy dimension, according to the result of the t-test, all statements, including
(16), (17), (18), and (19), showed significant statistical differences with their t values respectively at
75.570, 78.634, 77.255, 60.271, and p = 0.000 which is < 0.001. As a result, confirming
statements (106), (17), (18), and (19) gained a higher level of satisfaction. Moreover, Personal
integrity dimension, according to the result of the t-test, all statements, including (20), (21),
(22), and (23), showed significant statistical differences with their t values respectively at 67.062,
79.797, 68.308, 54.767, and p = 0.000 which is < 0.001. As a result, confirming statements (20), (21),
(22) and (23) gained a higher level of satisfaction. Professional skills dimension according to the
result of the t-test, there were all statements, including (24), (25), (26), (27), and (28), showed a
significant statistical difference with their t values respectively at 65.925, 58.807, 66.647,
65.683, 55.760 and p = 0.000 which is < 0.001. As a result, among confirming statements,
(24), (25), (20), (27) and (28) gained higher level of satisfaction.

Descriptive Statistics of Disconfirmation

Toutists' positive impressions of Babylon's generic characteristics ate summarized in Table 2
below. The "disconfirmation" refers to how an individual's experiences differ from their
preconceived notions. Positive Disconfirmation occurs when the experience is better than
expected, while negative Disconfirmation occurs when the experience is worse than expected
(Westbrook & Reilly, 1983). The level of Disconfirmation indicates how far tourist'
expectations are from their actual expetiences. In the first statement, " Overall, the tour guide's
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service quality attributes exceeded my prior trip's expectations, "the mean is 6.109, suggesting an
agreeing response, the Std. In the second element, " My experience with the tour guide's
service quality attributes was better than what I expected, "the mean is 6.144, suggesting a
strongly agreeing response. However, this points to a positive disconfirmation, suggesting a
positive result. This is another positive disconfirmation that points to a successful conclusion.
Therefore, this suggests that most tourists had a favorable impression, with only a tiny
petcentage expressing negative Disconfirmation. The deviation is 1.23 and 1.34, respectively,
suggesting dispersion answers.

Table 4: Descriptive statistics of tourists (Disconfirmation)

Dimension/Item 2 3 4 5 6 Z
. . Strongly ... Somewhat Somewhat Strongly Mean SD
di firmat gly gly
sconfirmation Disagree Disagree Disagree Neutra Agree Agree Agree
Overall, the tour 2 10 17 22 40 75 228
guide's service
quality attributes 6.109 1.34

. 0.5% 2.5% 4.3% 56%  102% 19.0% 57.9%
exceeded my prior

trip's expectations.

My experience 1 8 15 18 35 107 210
with the tour

guide's service

quality attributes 0.3% 2.0% 3.8% 4.6% 89%  27.2% 53.3% 6.144 123
was better than
what I expected

Mean of Disconfirmation 6.126

Descriptive statistics of tourist satisfaction

Table 3 outlines the results of tourist satisfaction. The first item, " The tour guide in Babylon
City, exceeded my expectations. " Respondents with a mean score of 6.225 appear to be mostly
satisfied, leaning towatd the "Agree" end of the satisfaction scale. While most respondents had a
pleasant expetience, the standard deviation of 1.03 suggests considerable variation in replies. The
second item, " I believe I made the right decision in choosing to visit the historical city of
Babylon, ". The mean level of satisfaction is 6.375, which is slightly higher than the previous
aspect. The narrower range of replies (standard deviation = 0.88) shows that most visitors were
satisfied to a comparable extent. "The third item: Overall, I am satisfied with the service
provided by the tour guide in Babylon City". With a mean scote of 6.479, respondents express a
high level of pleasure. As with the second factor, the slight standard deviation of 0.87 indicates that
the tourists' reported satisfaction levels were relatively stable.

Table 5: Descriptive statistics of tourist satisfaction

Dimension/Ite 1 2 3 4 5 3 7
I r—— e e
Satisfaction
fem 1 o.g% o.g% 2.152/0 3.1850/0 10%3% 311.27?)/0 512%10/0 6225 103
frem 2 S S R
frem 3 0.80/0 0%5 1.56% 2.1500/0 3.1850/0 z;.l;% 632.55(‘))/0 6479087

Mean of Tourist Satisfaction 6.359
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Tests of the Study Hypotheses

After presenting the descriptive statistical measures of the variable study, we must test the study
model and its Hypotheses. Davis (1996) defined a hypothesis as a set of tentative statements
about the connection between two or more independent variables that carry strong inferences
about how to evaluate the hypothesized connections. Therefore, in order to verify or refute
the assumptions, it will be necessary to develop a research hypothesis for this study.

The First Study Hypothesis Test
HO01- Thete ate no statistically significant differences between the toutists' responses in theit expectations towatd tour

guide service quality in Babylon City.

Table 6: One-Sample Statistics t-test for HO1

95% Confidence
Std. Error . Interval of the
Mean SD Mran t df Sig. Difference
Lower Upper
4.04 0.922 .046 87.018 393 0.000 3.95 413

Where that sig. < 0.05, we refute the (H1: Bi = 0) hypothesis:

The Table 6 survey showed an average score of 4.04 out of 10. The data is pretty dispersed, as
indicated by the SD value of 0.922. Average Variation: The average dispersion is 0.046 (SE
Mean). t: T-test probability equals 87.018 percent. It is a statistical measure of how far the
sample mean differs from the assumed population mean under the null hypothesis. Degrees of
freedom (df): There are 393 degrees of freedom in a t-test—significant Variation: Sig. P value >
0.05 indicates statistical significance. Meaningful Difference: Sig. There is a statistically
significant difference (p-value > 0.05). (commonly chosen significance level).

A p-value of less than 0.05 indicates statistical significance. Over 95% The difference between the
two means, as indicated by the confidence interval, is between 3.95 and 4.13. We can reject HO1 as
the null hypothesis as Sig. is less than 0.05 (the conventional cutoff for significance). These
results revealed support for hypothesis one to be an impact between tourists and expectations of
tour guide service quality. Some support for this relationship can be found in the literature. In
particular, research by (Tian-Cole et al., 2002) (Hui et al., 2007) (RAHMIATI et al., 2020)

H1.1: There ate statistically significant differences between the toutists' responses in their expectations toward tour
guide service quality in Babylon City.

The Second Study Hypothesis Test:
HO02- There ate no statistically significant differences between the tourists' responses in their petceptions of tour

guide service quality in Babylon City.

Table 7: One-Sample Statistics t-test for H02

95% Confidence
Std. Error . Interval of the
Mean SD Mran t df Sig. Difference
Lower Upper
5.92 1.021 .051 115.167 393 0.000 5.82 6.03

Where that sig. < 0.05, we refute the (H2: Bi = 0) hypothesis:
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The average rating given by tourists based on the findings of this study was 5.92. As a measure of
dispersion, the data's standard deviation (SD) is 1.021. Average Variation: The average
variation from the mean is 0.51. This results in a t-value of 115.167. Indices of liberty (df): T-
tests typically use 393 degrees of freedom. Differing Significantly: Sig. A p-value of 0.000 is
much lower than the conventional threshold of 0.05. If the p-value is less than 0.05, the results
are considered significant. More than 95% According to the difference's confidence interval, the
actual mean of the population falls somewhere between 5.82 and 6.03. Because of the
significant difference (Sig. Under 0.05, in other words (the conventional significance limit). The
findings are consistent with those of prior research (HABINEZA et al., 2022; Prathyani &
Maduwansha, 2020).

H1.2: There are statistically significant differences between the toutists' responses in their perceptions of tour guide
service quality in Babylon City.

The third Study Hypothesis Test

HO03- There are no significant differences between tourists' expectations and petceptions of tour guides' service
quality in the historical city of Babylon.

Table 8: Paired Samples Test for HO3

95% Confidence
Std. Error . Interval of the
Mean SD Mran t df Sig. Difference
Lower Upper
-1.88 451 .023 -82.810 393 0.000 -1.028 -1.838

Where that sig. < 0.05, we refute the (H3: Bi = 0) hypothesis:

The null hypothesis HO3 is rejected due to a p-value (Sig.) of less than 0.05 (the conventional
threshold for accepting or rejecting a hypothesis). Therefore, there is strong evidence to imply
that tourists' expectations of quality and their impressions of the quality of service offered by
tour guides in the ancient city of Babylon differ significantly.

Evidence from the paired samples test strongly suggests that tourists in Babylon do not have
significantly different expectations and impressions of the quality of the tour guide service they
receive. With a standard deviation of 0.451, the mean difference of -1.88 considerably contradicts
the null hypothesis assumption of a mean difference of 0. The extremely small p-value of 0.000
emphasizes the high level of statistical significance, showing that there is, in fact, a sizable
discrepancy between tourists' expectations and their actual experiences. The literature
provides some backing for this connection. In particular, studies by (Andelkovic et al., 2022).
As a result, we accept the alternative hypothesis:

H1.3: There are significant significant differences between tourists' expectations and their perceptions of tour guides'
service quality in the historical city of Babylon.

The fourth Study Hypothesis Test

HO04- There ate no statistically significant differences between toutists' expectations of tout guides' setvice quality and
Disconfirmation.

Table (5.29) illustrates the Cotrelation coefficients between toutists' expectations and
Disconfirmation. Overall, the correlation between satisfaction with different statements was
high, positive, and significant at 0.01 (2-tailed). To be specific, the Pearson correlation between
Disconfirmation with tangibility was 0.751 (p =0.000), safety and security were 0.697 (p
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=0.000), empathy was 0.817 (p =0.000), personal integrity was 0.777 (p =0.000), professional
skills were 0.813 (p =0.000)

There is a significant positive relationship between tourists' expectations and
Disconfirmation. The results are consistent with those of (Mutinda, 2020)

H1.4. There ate no statistically significant differences between tourists' expectations of tour guides' setvice quality and
Disconfirmation

Table 9: Pearson Cotrelation Matrix for a relationship between tourists' expectations and
Disconfirmation

o
o
= = £ g 7 B g 2
= 5 7 g B¢ g & 5 £
) 05 E g 3 »5 =N g ® :?:i. B
Z o5 g 2. S 5 =3 =3 =
& = = 3 ¢ & § & &= 5 3
S = % g £ 7 4 g B O =
Z ® *2 .5‘ = E E =]
()
Tangibility Pearson 1 .958% .962% .948% 935 966" 954 938 .948* 751"
Correlation
Sig. (2-tailed) 000 .000 .000 .000 .000 .000 .000 .000 .000
Reliability Pearson 1 9627 931 969* 970" 968" 968" 939" 784"
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
Responsiveness  Pearson 1 948" 969 974" 980 979 949" 820"
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000
Safety and Pearson 1 899 966" 949 922 980 .697*
Security Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
Empathy Pearson 1 953 963* 981 900" .817*
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000
Personal Pearson 1 978 971 961 777
integrity Correlation
Sig. (2-tailed) .000 .000 .000 .000
Professional Pearson 1 981 962" 813"
skills Correlation
Sig. (2-tailed) .000 .000 .000
attitude and Pearson 1 921 807"
ability Correlation
Sig. (2-tailed) .000 .000
Professional Pearson 1 761
knowledge Correlation
Sig. (2-tailed) .000
Disconfirmation  Pearson 1
Correlation

Sig. (2-tailed)
**, Correlation is significant at the 0.01 level (2-tailed).

The fifth Study Hypothesis Test

HO0.5- There ate no statistically significant differences among tour guides' service quality factors regarding
petceptions and the tourists' satisfaction in Babylon City.
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Table 10: Multiple Linear Regressions model for H5

Coefficients?
Unstandardized  Standardized
Model _  Coefficients Cocefficients t Sig.  Model summary
B Std. Error Beta
(Constant)  0.051 0.092 0.547 0.584
Tangibility  0.110  0.048 20.131 2304 0.022
Reliability ~ 0229  0.039 0.310 5907 0.000
Responsiveness  0.068 0.066 0.081 1.021  0.308
Safety and
Securiy 0.125 0.059 -0.155 21070036 o geons 0079
Empathy  0.031 0.041 0.035 0.746  0.456 Adjusted
Overall — eonal R?=0.978F
data rersona 0.545 0.042 0.524 13.053 0.000 . .- ‘
integrity ratio=1970.305Sig.
' F=0.000
Professional ) 309 (51 0432 7211 0,000
skills
atitudeand 555 (9 0.002 0.036  0.971
ability
Professional (15 31 0763 23424 0.000
knowledge

a. Dependent Variable: tourists' satisfaction

This study develops a comprehensive model to build a framework to examine the connection
between service quality factors based on the literature evaluated and suggestions given by
numerous studies (tangibles, empathy, security and safety, professional skills, and personal
integrity) on tourist satisfaction in Babylon.

After empirical examinations, this study concludes that factors significantly and positively affect
tourist satisfaction, perceived service quality, and attachment to tour guides, showing positive
relationships with tourist satisfaction. This research shows that a strategy to promote tourism as
a supporting mechanism to improve tour guides service quality is in the best interests of decision-
makers in the Iraqi government, tourist enterprises, travel agencies, and tour guides in general by
backing the ideas, which would boost the tour guide's petformance.

In order to increase tourism and boost the quality of tour guides in Iraq, understanding the
factors that draw visitors there is essential. Businesses catering to tourists should reward their
most loyal customers with discounts and special offers to increase the number of toutists visiting
the country (Wang et al., 2022). Service quality, tour guides, and constant supervision are essential
at many of the wotld's most visited historic sites (Ho, 2023). Expertise in the latest provided tools
is essential for tour guides (Fadhilah, 2023). Get people with experience and training in tourist
guiding to work for travel agencies so that the industry can benefit from their expertise and
experience. Motivate employees by offering financial and emotional backing. The success of the
tourism industry depends on expanding into untapped areas and revitalizing existing ones.

Finally, given the importance of doing so, it is crucial to focus on heritage tourism, provide
adequate facilities for tourists, grow and develop the heritage city to boost its absorptive
capacity, monitor the quality of services provided there, and meet tourists' needs by meeting
their specific comfort requirements. However, efforts must be made to develop infrastructure
projects and enhance services, such as developing new highways, extending city outlets, and
building contemporary hotels, restaurants, playgrounds, public parks, and recreational spaces.
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The Babylonian heritage authorities must take this goal seriously, consider the ages of these
sites, and safeguard their cultural and spiritual significance. Table (5.30) for the findings of a
multiple linear regression model testing the impact of tourist satisfaction on various tour guide
service quality.

Key findings include the following: Model Overview: The summary statistics of the Model
provide insight into the accuracy of the regression model. With an R-value of 0.989, there is a
significant effect of the elements of tourists' perceptions of the quality of tour guides' setvice
on the tourist's satisfaction. This indicates that travelers' expectations are crucial in determining
their happiness. With an R2 of 0.978, the quality of service as perceived by tourists may account for
about 98% of the variation in their overall satisfaction. The multiple linear regressions between
tourists' perceptions and satisfaction were as follows:

Y =0.051 + 0.110x1+ 0.229x2 + 0.068x3 + 0.125x4 + 0.031x5 + 0.545x6 + 0.369x7 + 0.002x8

+ 0.717x9. Where the Y = tourists' satisfaction, x1 = Tangibility, x2 = Reliability, x3 =
Responsiveness, x4 = Safety and Security, x5 = Empathy, x6 = Personal integrity, X7 =
Professional skills, x8 = attitude and ability, x9 = Professional knowledge. The results of the
multiple linear regression model showed a positive correlation between independent variables
(toutists' perceptions) and dependent variables (tourists' satisfaction), where the R-value (is
0.989), which indicates the tourists' petceptions affect tourists' satisfaction. Their R2 value is
(0.978) for tourists' perceptions, indicating that these variables explain 9.78% of toutist
satisfaction changes. The F value is (1970.305) in the regressions model, and (sig. = 0.000 |
0.01), indicating that there is a significant effect between independent variables (tourists'
perceptions) and dependent variable (tourists' satisfaction), we refuse the (H5: [1i # 0)
hypothesis:

H1.5- Thete are statistically significant diffetences among tour guides' service quality factors regarding
perceptions and the tourists' satisfaction in Babylon City.

Conclusions and implications

Conclusions

This study develops a comprehensive model to build a framework to examine the connection
between service quality factors based on the literature evaluated and suggestions given by
numerous studies (reliability, empathy, tangibility, security, responsiveness, professional
knowledge, professional skills, professional attitude, and personal integrity) on tourist
satisfaction in Babylon. After empirical examinations, this study concludes that factors
significantly and positively affect toutist satisfaction, perceived service quality, and attachment to
tour guides, showing positive relationships with tourist satisfaction. This research shows that a
strategy to promote tourism as a supporting mechanism to improve tour guides service quality is in
the best interests of decision-makers in the Iraqi government, tourist enterprises, travel
agencies, and tour guides in general by backing the ideas, which would boost the tour guide's
performance. In order to increase tourism and boost the quality of tour guides in Iraq,
understanding the factors that draw visitors there is essential.

Businesses catering to tourists should reward their most loyal customers with discounts and
special offers to increase the number of tourists visiting the country (Wang et al., 2022).
Setvice quality, tout guides, and constant supetvision ate essential at many of the world's most
visited historic sites (Ho, 2023). Expertise in the latest provided tools is essential for tour guides
(Fadhilah, 2023).
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Get people with experience and training in tourist guiding to work for travel agencies so that the
industry can benefit from their expertise and experience. Motivate employees by offering
financial and emotional backing. The success of the tourism industry depends on expanding
into untapped areas and revitalizing existing ones.

Finally, given the importance of doing so, it is crucial to focus on heritage tourism, provide
adequate facilities for tourists, grow and develop the heritage city to boost its absorptive
capacity, monitor the quality of services provided there, and meet tourists' needs by meeting
their specific comfort requirements. However, efforts must be made to develop infrastructure
projects and enhance services, such as developing new highways, extending city outlets, and
building contemporary hotels, restaurants, playgrounds, public parks, and recreational spaces.
The Babylonian heritage authorities must take this goal seriously, consider the ages of these
sites, and safeguard their cultural and spiritual significance.

Theoretical implications

There were numerous theoretical ramifications from this study. Although the Expectation-
Disconfirmation theory has come to dominate the field of assessing satisfaction, there is
much dispute about using a standardized comparison of expectations and experiences
(Adams et al., 2017; Wong & Dioko, 2013). Oliver's (1980) approach emphasizes anticipation
but downplays experience when measuring happiness. Tse & Wilton (1988), Boo & Busser
(2018), and Ye et al. (2019) all conduct empirical research that confirms the significant
influence of experience on satisfaction but also reveals an independent association between
expectation and satisfaction.

This provides data that supports the Model's theoretical conjectutes about the interplay
between variables (Koc & Yazici Ayyildiz, 2022). There has been scant research into Iraq on
the impact of the performance of tour guides' service quality and tourist satisfaction. This
study stands out from others in the field because it focuses on the impact of Servqual
dimensions and tour guide attributes on the correlation between expectation and perception
and tourist satisfaction in Babylon, such as reliability, empathy, tangibility, security,
responsiveness, professional knowledge, professional skills, professional attitude, and
personal integrity.

The study's primary importance is providing empirical evidence that tour guides' qualities—
such as reliability, empathy, tangibility, security, responsiveness, professional knowledge,
professional skills, professional attitude, and personal integrity to the quality of their services.
This offers a fresh viewpoint for tour guides who want to improve their performance, which
is often crucial to their development in a highly competitive market. According to the
literature evaluation, this research would fill some significant gaps in studying service quality
impact on tourist satisfaction.

The first void is research on how all the predictor variables are used in practice to support
disconfirmation theory (swamidoss et al., 2023). Indeed, there is a dearth of such studies in
Iraq, especially in Babylon. Second, there is a disconnect between the tour guide's service
quality and the tourist. Finally, the finding contributes to the research by showing a positive
link between tangible, empathy, security and safety, professional skills, personal integrity, and
tourist satisfaction. The findings of this study may lay the groundwork for future studies on the
tour guide service quality for a hetitage city like Babylon. Thus, this study's results are consistent
with those that have confirmed the insignificance of the link between expectation and
Disconfirmation (Fadel et al, 2022). In contrast, this study adds to the existing literature by
highlighting the significance of prior expetience for gauging tourists' happiness.
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Managerial Implications

The study design is one of few to use two related theories and a set of factors and criteria to
assess tourist satisfaction with service quality in Babylon. The study findings revealed that the
petceived factors affecting the tour guides' quality service impact the tourists' satisfaction in the
historic city. Nimpacts affected the level of support for tourism. Thus, the study has many
managerial implications that address planners and decision-makers in Babylon. The most
noteworthy discovery was that every respondent was cognizant of both the positive and
negative effects of the growing tourism industry in Babylon City. Some have suggested that
decision-makers who experience unfavorable results from tourism are often unaware of the
industry and do not interact with visitors (Chabuk & Alamiri, 2023).

Tourists with higher levels of education were more likely to see the benefits of tourism favorably,
and the study showed— the significance of tourists realizing the financial and non-financial
gains that tourism may provide to their community. However, it is not enough to inform
decision-makers about tourism's benefits. As a result, the findings of this study have further
implications for the local government regarding the advantages brought about by tourism.

Comprehensive community benefits are achieved when the local government prioritizes
infrastructure and public service development as part of tourism development strategies
(Azimovna et al., 2022). All tour guides should have access to as many personal benefits as
feasible as part of this plan. Another corollary is that it is essential to think about how to
prioritize hiring tour guides for tourism- related jobs. Employment is often seen as one of the
most effective remedies in sector tourism when dealing with social repercussions (Tosun et al.,
2023). Furthermore, attention to this issue is necessary because developing countries often hire
foreign nationals for management and other high-skilled roles in the tourism industry.

Knowing what visitors are looking for and accurately gauging the significance of the various
parts that make up the whole tourist experience is a significant hurdle that can be overcome
with the help of informed management (He et al., 2023). Given the importance of customer
satisfaction statistics in shaping management strategies and the dearth of previous research on
this topic in Babylon, the findings of this study have a substantial bearing on the Babylon
Tourism Office, which can be them to advise the various tourism industries. Given the
complexity of the components that contribute to visitors' feelings of contentment, authorities
should ensure that all of them operate in concert to guarantee the delivery of high-quality
experiences.

Limitations of the Study

The study has both strengths and weaknesses, contributions and limits. Initially, the
SERVQUAL Model and the Disconfirmation theory are used to evaluate tourist satisfaction in
Babylon; other theories and models used to analyze tourist satisfaction are not included in this
study. Because of time constraints and the effects of the COVID-19 pandemic, international
visitors to Babylon are few, and domestic visitors make up a substantial market share. However,
certain drawbacks to this study may make its conclusions less reliable despite its contribution to
the tourist literature on tour guide performance.

Variables may be affected by a shift in management philosophy, administration, or economic
conditions. This study was limited to just one major city in Iraq because of logistical and temporal
considerations. Babylon was chosen as the city because of its reputation as a major toutist
destination. Finally, there is a chance that the measures of the factors utilized in this
investigation atre also a limitation of this study. This study measured Disconfirmation with just
these two items on a mediator scale.
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Contrast this with the limited information gained via scale inquiries. Therefore, research on the
relationship between Disconfirmation and expected performance on a larger scale and how it
affects toutists' pleasure is fruitful.

Direction for Future Research

Cortrectly evaluating international expectations and experience requires more studies with a
significantly greater number of international tourists. With the end of the Iraq conflicts and the
devastating repercussions of the COVID-19 epidemic on tourism in Babylon, Iraq, tourism
decision-makers need to adjust their focus to consider and emphasize the importance of the
local market in sustainable tourism development and resilience. Moreover, to build more
efficient and forward-thinking tactics for the tourism industry, Babylon needs an in-depth
analysis of the items it offers and its customers' needs. Finally, although this study discovered
some encouraging results, the research framework, reliability, empathy, tangibility, security,
responsiveness, professional knowledge, professional skills, professional attitude, personal
integrity, and tourist satisfaction need more studies. It is also possible for there to be mediating
effects. Since it is unnecessary to establish a direct link between the independent and dependent
constructs to do a mediation analysis, it would be beneficial to investigate the mediating effect
further. More studies into the happiness of visitors to Babylon are warranted.

References

Abewickrama, M. (2018). Study on the Critical Issues Affecting the Service Quality and Professionalism of the Tour Guides in
Sri Lanka (with Special Reference to Sigiriya and Dambulla Heritage Sites). Uva Wellassa University of Sti
Lanka.

Adams, E. B, Chen, E. Y., & Chapman, R. (2017). Erasing the mark of a criminal past: Ex-offenders’
expectations and expetiences with record clearance. Punishment & Society, 19(1), 23-52.

Akgunduz, Y., & Eser, S. (2022). The effects of tourist incivility, job stress and job satisfaction on
tourist guides’ vocational commitment. Jourmal of Hospitality and Tourism Insights, 5(1), 186—204.
https://doi.org/10.1108/JHTI-07-2020-0137

Alazaizeh, M. M., Jamaliah, M. M., Mgonja, J. T., & Ababneh, A. (2019). Tour guide
performance and sustainable visitor behavior at cultural heritage sites. Journal of Sustainable Tonrism,
27(11),1708-1724.

Anantamongkolkul, C., & Butcher, K. (2021). Which clients are top quality: A tour guide
perspective. Asia-Pacific Social Science Review, 21(2), 222-230.

Andelkovi¢, 7., Kovadié, S., Brati¢, M., Vujicié, M. D., Stankov, U., Pavlukovi¢, V., Dragin, A.,
Pivac, T., Ivkov Dzigurski, A., & Ivanovi¢ Bibi¢, L. (2022). Museum Tour Guide
Performance: A Visitor Perspective. Sustainability, 14(16), 10269.

Anggara, A. P, Lin, C-W., Mao, T.-Y., & Susanto, E. (2023). Effects of food authenticity, food
quality, and service quality on tourist satisfaction under multiple regression model during
Covid-19. AIP Conference Proceedings, 2685(1).

Ap, J., & Wong, K. K. F. (2001). Case study on tour guiding: Professionalism, issues and problems.
Tourism Management, 22(5), 551-563. https://doi.org/10.1016/50261-5177(01)00013-9

Azhar, M. E., Jufrizen, J., Prayogi, M. A., & Sari, M. (2019). The role of marketing mix and
service quality on tourist satisfaction and loyalty at Samosit. Independent Jonrnal of Management &
Production, 10(5), 1662—-1678.

Azimovna, M. S., llkhomovna, U. D., & Shokhrukhovich, U. F. (2022). Innovative Strategies Of
Tourism Development In Uzbekistan. Exrgpean Jonrnal Of Innovation In Nonformal Education,
2(1), 1-4.

Kurdish Studies



2196 Determining Domestic Tonrists' Satisfaction of Tour Guide's Service Quality Using SERVQUAL Model at Historic City...

BALIKOSLU, A, & DINC, N. T. (n.d.). Examination of the Interaction Between
Professional Competence, Experiential Value and Behavioral Intention: A Research on
Local Tourists Taking Tourist Guidance Service. Turizym Akademik Dergisi, 9(2), 581-595.

Berry, L. L., Parasuraman, A., & Zeithaml, V. A. (1988). SERVQUAL: A multiple-item scale for
measuring consumer petceptions of service quality. Jourmal of Retailing, 64(1), 12-40.

Bhatia, A. K. (2012). The Bussiness of Travel Agency and Tour Operations Management. Stetling Publishers
Pvt. Ltd.

Black, R., & Weiler, B. (2005). Quality assurance and regulatory mechanisms in the tour guiding
industry: a systematic review. Journal of Tourism Studies, 16(1), 24-37.

Boo, S., & Busser, J. A. (2018). Meeting planners’ online reviews of destination hotels: A
twofold content analysis approach. Tourism Management, 66, 287-301.

Campbell, S., Greenwood, M., Prior, S., Shearer, T., Walkem, K., Young, S., Bywaters, D., &
Walker, K. (2020). Purposive sampling: complex or simple? Research case examples. Journal of
Research in Nursing, 25(8), 652—661.

Cetin, G., & Yarcan, S. (2017). The professional relationship between tour guides and tour
operators.  Scandinavian  Jouwrnal  of  Hospitality —and — Touwrism, 17(4), 345-357.
https://doi.org/10.1080/15022250.2017.1330844

Chabuk, M., & Alamiri, S. (2023). Risk management and conservation strategies for heritage sites
using analytic hierarchy process (AHP). _AIP  Conference  Proceedings, 2651(1).
https://doi.org/10.1063/5.0106523

Chan, A., Hsu, C. H. C., & Baum, T. (2015). The Impact of Tour Service Performance on
Tourist Satisfaction and Behavioral Intentions: A Study of Chinese Tourists in Hong
Kong.  Journal — of  Travel — and — Towrism  Marketing, — 32(1-2),  18-33.
https://doi.org/10.1080/10548408.2014.986010

Chang, K. C. (2014b). Examining the Effect of Tour Guide Performance, Tourist Trust,
Tourist Satisfaction, and Flow Experience on Tourists’ Shopping Behavior. Asia Pacific
Journal o Tourism Research, 19(2), 219-247.
https://doi.org/10.1080/10941665.2012.739189

Chang, K. C. (2014a). Examining the Effect of Tour Guide Performance, Tourist Trust,
Tourist Satisfaction, and Flow Experience on Tourists’ Shopping Behavior. Asia Pacific
Journal o Tourism Research, 19(2), 219-247.
https://doi.org/10.1080/10941665.2012.739189

Dabidian, H., Al-Ani, M. W., Francke, C. H., & Redwan, A. (2013). Irag’s tourism potential. Day, R.

L. (1977). Extending the concept of consumer satisfaction. ACR North American
Adypances.

Eyuboglu, S., & Eyuboglu, K. (2020). Tourism development and economic growth: an
asymmetric panel causality test. Current Issues in Tourisn, 23(6), 659—6065.

Fadel, K. J., Meservy, T. O., & Kirwan, C. B. (2022). Information filtering in electronic
networks of practice: An fMRI investigation of expectation (dis) confirmation. Journal of the
Association for Information Systems, 23(2), 491-520.

Fisk, R. P. (1980). Postchoice evaluation: An equity theory analysis of consumer satisfaction/ dissatisfaction with service choices.
Arizona State University.

Frenzel, F., Giddy, J., & Frisch, T. (2022). Digital technology, tourism and geographies of
inequality. Tourism Geographies, 24(6-7), 923-933.
https://doi.org/10.1080/14616688.2022.2142843

Gao, J., Zhang, C., & Liu, L. (2020). Communicating the outstanding universal value of World
Heritage in China? The tour guides’ petspective. Asia Pacific Journal of Tourism Research, 25(9), 1042—1055.

www.KurdishStudies.net


http://www.kurdishstudies.net/

Almasoods, Rahman 2197

Ghaderi, Z., Saboori, B., & Khoshkam, M. (2017). Does security matter in tourism demand?
Current Issues in Tourisn, 20(6), 552-565. https://doi.org/10.1080/13683500.2016.1161603
Hannigan, J. A. (1980). Reservations cancelled: consumer complaints in the tourist industry.

Aumnals of Tourism Research, 7(3), 366-384.

Hansen, A. H., & Mossberg, L. (2017). Tour guides’ performance and tourists’ immersion:
facilitating consumer immersion by performing a guide plus role. Swndinavian Jonrnal of
Hogpitality and Tourism, 17(3), 259—278. https://doi.org/10.1080/15022250.2016.1162347

He, M., Liu, B., & Li, Y. (2023). Tourist inspiration: How the wellness tourism experience
inspires tourist engagement. Journal of Hospitality & Tourism Research, 47(7), 1115-1135.

Heung, V. C. S. (2008). Effects of tour leader’s service quality on agency’s reputation and
customers’ word-of-mouth.  Jowrnal of Vacation Marketing, 14(4), 305-315.
https://doi.org/10.1177/1356766708094752

Hu, H.-H., Kandampully, J., & Juwaheer, T. D. (2009). Relationships and impacts of service
quality, perceived value, customer satisfaction, and image: an empirical study. The Service
Industries Journal, 29(2), 111-125.

Huang, S. (2010). A revised importance—performance analysis of tour guide performance in
China. Tourism Analysis, 15(2), 227-241.

Huang, S., Hsu, C. H. C., & Chan, A. (2010). Tour guide performance and tourist satisfaction: A
study of the package tours in Shanghai. Journal of Hospitality and Tourism Research, 34(1), 3-33.
https://doi.org/10.1177/1096348009349815

Hwang, D., & Patk, S. (2023). An exploratory study of factors influencing expectations of govemnment:
considering expectation types. Intermational Review of Public Adwinistration, 28(2), 156-175.

Jamaliah, M. M., Mgonja, J. T., Alazaizeh, M. M., & Powell, R. B. (2021). How does interpretive tour
guiding promote tourists’ pro-environmental behaviour? Evidence from Tanzania. Tourism
Recreation Research, 1-15.

Jin-Young, S., & See-Won, K. (2016). The eftect of tour guide’s nonverbal communication and
work performance on service quality. Indian Journal of Science and Technology, 9(46), 38—41.
https://doi.org/10.17485 /ijst/2016/v9i46/107392

Jr, G. A. C,, & Surprenant, C. (1982). An investigation into the determinants of customer
satisfaction. Jourmal of Marketing Research, 19(4), 491-504.

Kapa, M. G., de Crom, E. P., & Hermann, U. P. (20222). AN EXPLORATION OF TOURIST
GUIDES’ COMPETENCIES TO CREATE MEMORABLE TOURIST
EXPERIENCES.  Gegournal ~ of  Tourism — and — Geosites, 44(4),  1350-1358.
https://doi.org/10.30892/¢gte.44421-953

Kapa, M. G., de Crom, E. P., & Hermann, U. P. (2022b). Exploring The Profile of Tourist
Guides in South Africa. African Journal of Hospitality, Tonrism and Leisure, 11(3), 1227-1239.

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
Acconnting, Business,  Economics, and  Polities (ICABEP2019),  286-302.
https://doi.org/10.23918/icabep2019p36

Khornjamnong, B. (2017). Factors influencing the performance of tour guides in Thailand.

Koc, E., & Yazici Ayyildiz, A. (2022). An overview of tourism and hospitality scales: Discussion and
recommendations. Journal of Hospitality and Tourism Insights, 5(5), 927-949.

Kori, H., Hattori, S., Tezuka, T., & Tanaka, K. (2007). Automatic generation of multimedia
tour guide from local blogs. International Conference on Multimedia Modeling, 690-699.

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.

Kurdish Studies


https://doi.org/10.1080/13683500.2016.1161603
https://doi.org/10.1080/15022250.2016.1162347
https://doi.org/10.1177/1356766708094752
https://doi.org/10.1177/1096348009349815
https://doi.org/10.17485/ijst/2016/v9i46/107392
https://doi.org/10.30892/gtg.44421-953
https://doi.org/10.23918/icabep2019p36

2198 Determining Domestic Tonrists' Satisfaction of Tour Guide's Service Quality Using SERVQUAL Model at Historic City...

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

Lin, Y.-C., Lin, M.-L., & Chen, Y.-C. (2017a). How Tour Guides’ Professional Competencies
Influence on Service Quality of Tour Guiding and Tourist Satisfaction: An Exploratory
Research.  International — Jowrnal — of  Human — Resource  Studies,  7(1),  1-19.
https://doi.org/10.5296/ijhrs.v7i1.10602

Lin, Y.-C,, Lin, M.-L., & Chen, Y.-C. (2017b). How Tour Guides’ Professional Competencies
Influence on Service Quality of Tour Guiding and Tourist Satisfaction: An Exploratory
Research. International ~ Journal of  Human Resource Studies, 7(1).
https://doi.org/10.5296/ijhrs.v7i1.10602

Locker, D., & Dunt, D. (1978). Theoretical and methodological issues in sociological studies of
consumer satisfaction with medical care. Sovial Science &> Medicine. Part A: Medjcal Psychology &
Medical Sociology, 12, 283-292.

Match, B. (2022). Giving V'vice to Australian Professional Tour Guides: Perspectives of Their Challenges & Excpectations.

Marlinda, A. P., Cipto, B., Al-Fadhat, F., & Jubba, H. (2021). South korea’s halal tourism policy
- The primacy of demographic changes and regional diplomacy. Academic Journal of
Interdisciplinary Studies, 10(3), 253-263. https:/ /doi.org/10.36941/ AJIS-2021-0081

MIHELE, R., & BOLOG, C. (2023). BUILDING TOUR-GUIDING SKILLS DURING
THE ESP COURSE. TOURISM STUDENTSVISION OF THEIR POTENTIAL
PROFESSIONAL DEVELOPMENT. Studia Universitatis Babes-Bolyai, Geographia, 68(1).

Min, J. (2014). The relationships between emotional intelligence, job stress, and quality of life
among tour guides. Asia Pacific Journal of Tourism Research, 19(10), 1170-1190.

Min, J. C. H. (2016). Guiding the guides: developing indicators of tour guides’ service quality. Toza/
Quality Management and Business Exccellence, 27(9-10), 1043-10062.
https://doi.org/10.1080/14783363.2015.1060123

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction
decisions. Journal of Marketing Research, 17(4), 460—-469.

Oliver, R. L., Balakrishnan, P. V. S., & Barry, B. (1994). Outcome satisfaction in negotiation: A
test of expectancy disconfirmation. Organizational Bebavior and Human Decision Processes, 60(2), 252—
275.

Olshavsky, R. W., & Miller, J. A. (1972). Consumer Expectations, Product Performance, and
Perceived  Product  Quality.  Jowrnal  of  Marketing  Research, — 9(1),  19.
https://doi.org/10.2307/3149600

Olson, J. C., & Dover, P. (1973). Effects of Expectation creation and Disconfirmation on
Belief Elements of Cognitive Structure. Adpances In Consumer Research, 3(1), 168-175.

Olson, J. C., & Dover, P. A. (1979). Disconfirmation of consumer expectations through
product trial. Journal of Applied Psychology, 64(2), 179.

Omondi, E., Mbogo, R., & Luboobi, L. (2018). Mathematical analysis of sex-structured
population model of HIV infection in Kenya. Letters in Biomathematics, 5(1), 174-194.
doti:https://doi.org/10.30707 /LiB5.10mondi

Orden-Mejia, M. (2022). Andlisis de los sistemas de didlogo Chatbot en destinos turisticos inteligentes (pp.

1-220). Universitat Rovira 1 Virgili.

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A Conceptual Model of Service Quality and
Its Implications for Future Research. Journal of Marketing, 49(4), 41.
https://doi.org/10.2307 /1251430

Park, J., & Jeong, E. B. (2019). Results for “Parasuraman et al., 1988 in “All Documents”; did you
mean parasuraman et al, 19882 In Sustainability (Switzerland) (Vol. 11, Issue 13, pp. 1- 21).

www.KurdishStudies.net


http://www.kurdishstudies.net/
https://doi.org/10.2307/3149600
https://doi.org/10.30707/LiB5.1Omondi

Almasoods, Rahman 2199

https://doi.org/10.3390/sul1133665

Randall, C., & Rollins, R. B. (2009). Visitor perceptions of the role of tour guides in natural
areas. Journal of Sustainable Tourism, 17(3), 357-374.
https://doi.org/10.1080/09669580802159727

Roscoe, A. M., Lang, D., & Sheth, J. N. (1975). Follow-up Methods, Questionnaire Length,
and Market Differences in Mail Surveys: In this experimental test, a telephone reminder

produced the best response rate and questionnaire length had no effect on rate of return.
Journal of Marketing, 39(2), 20-27.

Serdar, D. (2019). No EEMBREZRIL &L LI-EESHEICH T4 BEBEREE
(B9 % H5AHEE S T Title. Sustainability (Switzerland), 11(1), 1-14.
http://scioteca.caf.com/bitstream/handle/123456789/1091 /RED2017-Eng-
8ene.pdf?sequence=12&isAllowed=y%0Ahttp://dx.doi.org/10.1016/j.regsciurbeco.200
8.06.005%0Ahttps:/ /www.researchgate.net/publication/305320484_SISTEM_PEMBE
TUNGAN_TERPUSAT_STRATEGI_MELESTARI

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

Silva, N. F., Cilido-Alves, D. C., Carvalho, A. M., Gonzaga, F. A., Pimentel, B., Aragjo, W.
N., . . . Haddad, R. (2018). Serological and molecular evaluation of parvovirus B19
(B19V) in blood donors from the Blood Center of Brasilia, Brazil: focus on women of
childbearing age. Jornal Brasileiro de Patologia ¢ Medicina Laboratorial, 54, 241-244. doi:
https://doi.org/10.5935/1676-2444.20180041

Simanihuruk, M. (2019). Tourist Attraction and Tourist Facilities Intentions to Visitor
Satistaction: Case of Sindang Barang Cultural Village. E-Journal of Tonrism, 6(2), 210-224.

Supitchayangkool, S. (2012). The differences between satisfied/dissatisfied tourists towards
service quality and revisiting Pattaya, Thailand. Infernational Journal of Business and
Management, 7(6), 30.

SWAMIDOSS, S. B. E., VENKATESAN, D. R. G., & ARUN, R. (2023). Impact of Hospitality
Services on Tourism Industry in Coimbatore District. Journal of Namibian Studies: History Politics
Culture, 33, 2381-2393.

Tkachev, S. 1., Voloshchuk, L. A., Melnikova, Y. V, Pakhomova, T. V, & Rubtsova, S. N.
(2018). Economic and mathematical modeling of quantitative assessment of financial risks of
agricultural enterprises. Journal of Applied Economic Sciences, 13(3), 823—829.

Tosun, C., Caliskan, C., Sahin, S. Z., & Dedeoglu, B. B. (2023). A critical perspective on tourism
employment. Current Issues in Tourism, 26(1), 70-90.

Tsaur, S.-H., & Teng, H.-Y. (2017). Exploring tour guiding styles: The perspective of tour
leader roles. Tourism Management, 59, 438-448.

Tse, D. K., & Wilton, P. C. (1988). Models of consumer satisfaction formation: An extension.
Journal of Marketing Research, 25(2), 204-212.

Uber, A. E. (2018). MEDRAD Innovation Journey-from start-up to Industry Standard:
Mountain Climbing, Spelunking, Over the Horizon Home Runs, and creating a “DC-3
Bttect”. Journal of Commercial Biotechnology, 24(1). doi: https://doi.org/10.5912/jcb857

Ulrich, R. (n.d.). Professionalism in tour guiding in Iceland: perceptions of its occupational gronp.

Westbrook, R. A., & Reilly, M. D. (1983). Value-percept disparity: an alternative to the
disconfirmation of expectations theory of consumer satisfaction. ACR North American Advances.
Wichianrat, K. (2018). Service Quality Management of Domestic Tour Operators in Thailand. University of Exeter

(United Kingdom).

Kurdish Studies


https://doi.org/10.3390/su11133665
http://scioteca.caf.com/bitstream/handle/123456789/1091/RED2017-Eng-
http://dx.doi.org/10.1016/j.regsciurbeco.200
http://www.researchgate.net/publication/305320484_SISTEM_PEMBE
https://doi.org/10.5935/1676-2444.20180041
https://doi.org/10.5912/jcb857

2200 Determining Domestic Tonrists' Satisfaction of Tour Guide's Service Quality Using SERVQUAL Model at Historic City...

Williams, P., & Soutar, G. N. (2000). Dimensions of customer value and the tourism experience:
An exploratory study. Australian and New Zealand Marketing Academy Conference, 28(5), 1415—
1421.

Wong, 1. A., & Dioko, L. D. A. N. (2013). Understanding the mediated moderating role of
customer expectations in the customer satisfaction model: The case of casinos. Tourism
Management, 36, 188-199.

Xavier, A. R., Rodrigues, T. S., Santos, L. S., Lacerda, G. S., & Kanaan, S. (2019). Clinical,
laboratorial diagnosis and prophylaxis of measles in Brazil. Jormal Brasileiro de Patologia e Medicina
Laboratorial, 55, 390-401. doi:10.5935/1676-2444.20190035

Xu, X. (2018). Does traveler satisfaction differ in various travel group compositions? Evidence
trom online reviews. International Journal of Contemporary Hospitality Management, 30(3), 1663—
1685.

Yachin, J. M. (2018). The ‘customer journey Learning from customers in tourism experience
encounters. Tourism Management Perspectives, 28, 201-210.

Yavuz Cetinkaya, M., & Oter, Z. (2015). Sustainable valorization of cultural heritage via tour
guides: turkish case of Ephesus ancient city. PASOS Revista de Turismo y Patrimonio Cultural, 13(6),
1401-1412. https://doi.org/10.25145/.pas0s.2015.13.097

Ye, S.,, Wu, J. S., & Zheng, C. J. (2019). Are tourists with higher expectation more sensitive to
service performance? Evidence from urban tourism. Jowrnal of Destination Marketing &
Management, 12, 64—73.

Yoshioka, H., Yaegashi, Y., Yoshioka, Y., & Tsugihashi, K. (2019). A short note on analysis
and application of a stochastic open-ended logistic growth model. Letzers in Biomathematics,
6(1), 67-77. doi:https://doi.org/10.30707 /1iB6.1Yoshioka

www.KurdishStudies.net


http://www.kurdishstudies.net/
https://doi.org/10.30707/LiB6.1Yoshioka

