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Tourism, Artificial Context and Purpose: In light of global population growth and the increasing

Intelligence, Business, demand for religious tourism, the sector is expected to continue growing. This

Development, Karbala study assesses the impacts of artificial intelligence (Al) technologies on religious
tourism in Karbala Province, Iraq. Methodology: The statistical population

Province

comprises Karbala’s tourism enterprises and professionals with Al and tourism
Received: expertise. For the qualitative component, sample size was determined by
June 30. 2025 theoretical saturation, and purposive snowball sampling yielded 17 Al /tourism
Receive7d in revised: experts and scholars. Results: The Karbala tourism system exhibits multiple
August 9, 2025 barriers to Al adoption in tourism. Key deficiencies include weak planning
Accepted: capacity and the absence of explicit programs and policies to govern the
September 15, 2025 expanding Al role in tourism. AI's impact on tourism businesses is evident even
Available online: among respondents with limited familiarity, and Al-driven improvements in
February 19, 2026 efficiency, performance, and customer experience are attributed to Al

capabilities and are widely acknowledged. Conclusion and Recommendations:
Strategic, principled planning is required to address Al adoption and its
application in tourism development, enabling tourism stakeholders and host
communities to capitalize on Al benefits while mitigating adverse effects.
Concrete recommendations for Karbala’s tourism development with an Al focus
include: Al-enabled optimization of pilgrim crowd management; deployment of
virtual and augmented reality experiences for visitors; Al-powered chatbots for
traveler support and guidance; analytics-based service enhancement; smart
mobility and accommodation systems; and Al-driven sustainable tourism
development. Originality / Values: Many extant studies on Al's influence on
tourism development are largely descriptive. There is a paucity of rigorous
methodological research, especially in Iran, where investigations are few and
often restricted to conference presentations with limited scholarly rigor.
Accordingly, this study addresses a methodological and substantive gap and may
be considered innovative.
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1. Introduction

In this study, with the aim of elucidating
the effects of artificial intelligence on the
development of tourism in Karbala
Province, Iraq, it addresses strategies and
policies for the optimal management of
tourism development in Karbala Province,
considering the requirements of the
ongoing advancement of artificial
intelligence. The posed question is: what
could be the most important effects of
artificial intelligence on the development
of tourism in Karbala Province, Iraq? To
understand this issue, it is necessary to
identify the processes and the prevailing
environment of tourism development in
Karbala Province, taking into account the
vision, overarching objectives, and
capacity-based priorities.

In Karbala Province, as the study area of
this research, given the high capacity of
religious tourism and the steadily
increasing demand for tourism services,
the use of new technologies, especially
artificial intelligence, is unavoidable and
rapidly expanding. Thus, the wuse of
artificial intelligence can assist tourists in
making optimal use of services and saving
time, and it also offers several advantages
for service providers in terms of efficient
business management.

Based on this, the present study, while
examining the impacts of artificial
intelligence technology on religious
tourism in Karbala Province, Iraq,
proposes  strategies and programs
regarding the management of its effects.

2. Research Methodology

Regarding experts and experts related to
artificial intelligence and tourism as the
research community in the qualitative

section; considering the nature of the
grounded theory method and the
scattered and anonymous nature of the
research  statistical community, the
theoretical saturation criterion was used
to determine the sample size and
purposeful sampling using the snowball
method was used to select the samples,
and 17 experts and experts related to
artificial intelligence and tourism were
studied. In the quantitative section, the
research community is tourism businesses
in Karbala province, which was used to
determine the sample size. The Cochran
sample size formula was used, and 384
samples were determined according to the
estimated size of the community. The data
collection tool from the group of experts
and experts related to artificial
intelligence and tourism was a semi-
structured interview. To analyse the data
obtained from the interview, data coding
was used at three levels: open coding, axial
coding, and selective coding. The data
collection tool from the group of tourism
businesses in Karbala province was a
researcher-made questionnaire.
Quantitative data analysis was carried out
using statistical tests and correlation
analyses in the SPSS environment.

3. Research Findings

The level of familiarity of tourism
businesses with artificial intelligence and
its applications has not received an
acceptable score among  tourism
businesses in Karbala province. The
importance of this issue is that the tourism
industry is always affected by rapid
changes in technologies and customer
needs. As a result, the central coding
resulted in four important dimensions of
the impact of artificial intelligence on
tourism development and related
categories and semantic codings. Through
this precise understanding of the
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mechanism of influence of these
dimensions, we will be able to better
manage the effects of artificial intelligence
on tourism development. The last stage is
to complete the categories that need to be
modified or expanded. The optimal state of
grounded theory is such that the central
phenomenon is a problem, issue, crisis, or
issue that we want to respond to. Finally,
the formation, signs, and dimensions of
the central phenomenon are explained in
this category. The level of familiarity of
tourism  businesses  with artificial
intelligence and its applications has not
received an acceptable score among
tourism businesses in Karbala province.
As a result, the central coding resulted in
four important dimensions of the impact
of artificial intelligence on tourism
development and related categories and
semantic codings. Through this precise
understanding of the mechanism of
influence of these dimensions, we will be
able to better manage the effects of
artificial  intelligence  on  tourism
development. The last stage is to complete
the categories that need to be modified or
expanded. The optimal state of grounded
theory is such that the central
phenomenon is a problem, issue, crisis, or
issue that we want to respond to. In fact,
causal categories explain the creation or
occurrence of the central category that we
are trying to solve through strategies.
Inevitably, the central category must be a
problem that people have responded to in
practice, and in this way, the category of
strategies is constructed. Finally, the
formation, signs, and dimensions of the
central phenomenon are explained in this
category.

4. Conclusion

The results of this study show that,
alongside the numerous benefits of
employing artificial it is necessary in

policy-making to address existing social
and ethical concerns. This includes
considerations of extrinsic and contextual
factors, particularly the rising
expectations of individuals, shifting values
and attitudes, the importance of customer
satisfaction, = the  significance  of
sustainability, the divergence between
traditional and modern cultures, the
development of individual awareness
regarding rights and duties, weaknesses in
technological literacy, the mass culture of
the capitalist system, skill gaps, a
competitive economy, regional
imbalances in the supply and demand of
tourism services, the dominance of the
capitalist ~ system, the increasing
competitiveness of the tourism economy,
the importance of sustainable
development, rapid technological
changes, resource shortages, and the
centrality of human and cultural values.
There is a need for principled planning to
confront artificial intelligence and its
application in tourism development to
ensure that tourism businesses and host
communities, while benefiting from the
numerous advantages of this technology,
are protected from its harms and adverse
impacts. Additionally, practical
recommendations for developing tourism
in the province of Karbala, with an
emphasis on artificial intelligence, include:
using Al to optimize crowd management of
pilgrims; creating virtual experiences and
augmented reality (AR) for visitors;
supporting and guiding tourists with Al
chatbots; analyzing tourism data to
improve services; smartizing transport
and accommodation systems; promoting
sustainability and sustainable tourism
development through AL

Funding
There is no funding support.

Ali Sahl Masekh Masekh, Mohsen Seidali, Seyyed Ali Mousavi. Impact of artificial intelligence on tourism

development in Karbala province

Volume 3. Issue 2. Autumn and Winter 2025. Pages 241 to 268.




- TEA

Volume 3. Issue 2. Autumn and Winter 2025.

0 £
A
‘@’ The Journal of Tourism and Hospitality Marketing Research =

UNIVERSITY OF
MAZANDARAN

Authors’ Contribution

Authors contributed equally to the
conceptualization and writing of the
article. All of the authors approved the
content of the manuscript and agreed on
all aspects of the work

Conflict of Interest
The authors declared no conflict of
interest.

Acknowledgments
We are grateful to all the people for their
scientific consultation in this paper.

Ali Sahl Masekh Masekh, Mohsen Seidali, Seyyed Ali Mousavi. Impact of artificial intelligence on tourism
development in Karbala province



.. TEA
"1 =l & . 1 a
EZ|= S3POke 9 555w bl GaiRgsy (sole acliduadys ( )

<, ,:Jl..gé ";”, The Journal of Tourism and Hospitality Marketing Research 3727 YEAGVE) Olrdio N FoF Glinioj g july ¥ ojlaids .Y 0)95

295y
oS olianl 53 5,5u03,8 damagi 1 Sgiuan g i

gwe e s T o puume W uole fuole Jguw le

wlals o&iils (R0 PQJ..C 9 Lfi.ub g.lb.a 038wl q_;)iﬁb.\)g 9 L;9|)R.> 69)§ ‘[“'““:’.J939S|_15'\)§Q2.‘.‘:‘Jo Syl le.uw)ls 4499ATL)MJ|.) !
(alisahlmasekh@gmail.com) .yl !l (LolS

(Seidali@kashanu.ac.ir) .oyhal (LblS (Ll oBiils wyua) pole g (s2udo galio 638l (g Sio3)S g Lblg 09,8 JLstiwl ¥
olpl lals Gl o&iils ()20 r:g.l.c 9 b glo xSl S Gloguejw Sy e 09)§ Sl v
(mousaviali@kashanu.ac.ir)

Olsle s &asls 1ol
oBxiung ©

d 10.22080/tmhr.2025.30220.1088

o S :lboj|9.)*ls

R 1k (6,503)3 15,5,

a o3 Lshbdlwﬁww-\osﬁw»sﬁ-w@F»ousﬁbsuﬁ@sulpww‘ﬁ‘@oyb 1830 g diso) Saons ¢ cas foo
ol 43 (apda (5538 p eohmn Gige 5599iST Sl wyp JWs 4 pbls Glegls 403 3ol olsl 395 it I EFas oY

omnaiia (rizat 9 oS bl (5,555 (slo)Sgeans cGiaoniy i laT daals sipulidisby Al o Ghe 9 3 Uy WS bl tasungs

O g S 09)8 9 S Gk 3 ladligad Ol sl 392 5,503)8 9 eglas Gige b laie phlaicolo g

Wog s oslaiwl 8y glS g, 4 diedse (g uSaiges jl ladiges Ll Cagz g g as gludl Hlso I diges poo HO:VPX) &b
plas oy plis o leaidl i8S L8 aslllas 390 (5, 503)5 9 Legias Lige L ladiye jlaicolo ¢ pamiio \EoE % q

Ll (6,503)8 Cumiuo )d egiuan LD9e (5SS drwgi bl 5 (dasino slagilly hls WS Gl (g, 8us,S

1Ol Mol bl s o,
53,5 8392 55 (Lohan Ghew (1938l LS b dplgs )3 pasio b g 4ol ol38S 9 50,40l pllas Cassd 20> &
Segino 0 3935 po (Ludl o b a8 SlwS g ) i 6505, 5l SgennsS EHuan Lhge ).ub Owizen awl \Fo¥ .\I.\).o \A
LSS 5 0l 4sa dem2 9 635005 6lo)SanS 3,8lee 5 (L 0 (Eoan Lise ude 3G o Cal 039 Ui &yl

sliwly 53 Jgol (53052005 g o 1illgidg 9 6 puSamit ol 61 LB jué (eghan Ghse loculls dawlga VFof 5 VE
2oloz 9 (65,503)8 sloy)Sgiuns b 3ndy Oygo p3V Olgzgs 6,58 dawgi 55 ol 3115 9 (egas Gige U 4g2lgo )SJW
35S Shslgiing paizron iiles olol 13 o sguw Sl g Sl e I9iS5 ol odb? slila 31 6 50582 08 lojn Ll &6
S e 3 weting sl egas Ligs I okl Jalis (egias Liigs 11 3L L WS il 3 5,53, dawes ln VFoF 3T Ve
L obSds)S ool g lutdy B3S335L Gl (AR) 63938l Cusdly g jlas lodyad skl il Cuse
Waoldl g JgJom slopimn s jlwaiaidign (loss dgap sl 65,8 sesls Juladi (eguan Gige ol
2 €8S 90 slogiagsy el 1ol g 6 9ls 3bbise sgias Goge lealiul b nl )5S dewsi g 6 lnk
Sl godge anog (unn 4 Bpo ) S3,S dawgi p (eoian Ligs 6,535 Sl WUl 9 rr Lopas
Sy Slalllas b Ol JgS Y215 53 Al poud il Al E9id90 wal @ ole bbby, b (igly SieS 9
Hloizo g ol HLslo Hlas 5l Hluwg a5 oA.&tPL?.ﬂ el glginlbe ;> Al W)y dlis iz IB))a 9 0397 juzlb
Olgie 395 6l 3 4 il Silallas Ws ol @ (oSl bl 55 Olgiis b Gikegly ol ol Situs s
23905 31308 alyglgs 1) o

Jdso auo igdune o iugi *
Seidali@kashanu.ac.ir :Jsedl ol (olals (oLals sBuisls 1wyl

MayS Glinal 43 (5)Sub3)S doungi 1 (Egiuae Lhga il sgwge (e dpw (Jlame e ole uole Jguw e



mailto:alisahlmasekh@gmail.com
mailto:Seidali@kashanu.ac.ir
mailto:mousaviali@kashanu.ac.ir
https://doi.org/10.22080/tmhr.2025.30220.1088
mailto:Seidali@kashanu.ac.ir
https://www.orcid.org/0009-0009-3354-4649
https://www.orcid.org/0000-0001-6954-3300
https://www.orcid.org/0000-0002-5840-2948

9,
= & = o . . 2 %
SiPOke 9 555 2l )lik Glapiggy ol aolidadyd E;I==
The Journal of Tourism and Hospitality Marketing Research oy Jtaé "/f"

Sl e ke ol

YA G YE Olodio AFeF (i) 9 sl ¥ ojloid ¥ 6,95

o 38 pamio g pasld laShy bl 9
63dgi g (oolaidl plas o lodled 5l (ego
S5 4 |y Ai8hasuwgi g drwgidl)o (gloygds
5 (UNWTO, 2007: 11) Gl o3ls olais!
0S5l S 4 eSS sl gladle
L .Gl 6aud Joaus OLG? R LS'\L‘Q:@I le.muam
Sai galai8l g U.wl.u» sloplm 3929
Jhw 5o 58 e YO 51 Gllodlonn oSS
25 585 o 3ol 5 3libis 5 5 Gl 40 1900
(UNWTO,2024) ol 438 Liolidl Yor¥ Jlu
6395, Olga @blin (B )3l KSew 423
0)lgan Silgm> (IS 2ig; g oalin (deeligS
(UN Tourism, 2024) Cuwl o3¢0 3, @ g,
e Vo i pelaisl b )8uin)S
&luo uSibo 1 L8 3y 9 Hoallow sloyim
38 Joe Il dewgi b 6)lil wlsiedy Slg5 0
6,5%3,5 .(Donohoe & Needham, 2006: 192)
Caeio pgo loaSliyj jl (e plgicds siadige
ol 1) 0ok azgi gl gladlw )5 (g 50)5
C):!‘ ol 0.3)5 ;JJ.'> 0)9> C),g| QULQQ 9 Qbi..fb.))f
S (23 9 soime (sl20juSal b (58,8 g5
Slwlus! g Olgyad S JLis 4 g 350
O~ Ja.)|9) tSJ.) Ll L;uz:.)..o L_ngolS.o PR Uol.">
65038 )3 (6)1g 9 old) L glaosSil
o U.J| QULOQ 9 O'):!)QOUH (5|).) ¢Lsxa>_&o
ObS3)8 slojls b calito 9 yigy Wloas &)
Calgs)d g Lol ()1 o wolis) Gialibl (ueie
(5)&3_))5 9 s .35 SwS Cusiuo ¢l (@9,
losiye 50385 L riliglae sbdy o)lgen
lo05uS3l il 51 652 3L 3l cadde g silesg)

.(Buzinde et al, 2014) cuwl 65¢s youm lp

65,8 9Sleo &S llao ¢l 4 azgi b

p3yo 8585l Baipe lgieds (L) 9 (e
Olgise lso Jloday (e 9 Olobumo (sle)gisS
Jolei 9 pusuo Olauli b g ped piiise |) Cuo)yd

doddo |

Sl ooty dlozjl (6 )S0)8 G sel s )
G 42gi b g 390 sladdy olgz ) @laidl
slagi @dall g Lhw slasi g3l Gl
Glizo loyeisS Lis blas (adl [5 o, Sws,S
3903 9 335 ol sl iebp 4 pols plotal
Sl > wlyy p G glagieln ol
Wbl GiyinS g Olagud dowgi ablagawl
W 30 ik glocslwp; 9 Oloas

ol 8 90l 9 590 s Sua)S

9y 9 (5 5ub3)S &S S plgie Wha @

9 ddw Gl walie logaojw o Coluw
9 Sy elain] ) by U leinbn
s g Ol gl 5o ol pdo U
B ppejpm 4 ooy Syl lbpludl S
9 GJSJSM PR u.wl.wl U.u.»..o_a 9 ol_igl_’? oJlgo_m
S)p wloored gl g @il logaed dewgi
ol 4 LT pledl iy lgn 5l o pillom 5o i
(Homayoun, 2012) cwl @i8,85 SLis ¢puoj

9 ISl bl gyl Jgaio olea 53 (5,5u,8
CSlud 9 S)d (couan Luge 65ugl g Llyglis
03900 )J.)JLIULLOI l LmQT G e g G5l el

b 038 OLil Gle dselz S8l des
ol el nlply 2SSy gl
320 0lee gelgz g ladgs g Cawl pgo loiglas
0935 oSS Calsa by JyiS gl lodlyn
GOyl g 650 3500 4y i wiadie Ol I G suS
(Aghaee Khan silwp J8lba @ |, Lo
.Mohammad et al,2024)

2 9 eleizl Ols Olyygps Sl 4am 0jg sl

2 g 9 Jold doli)l ()18 Jolae 0 ippe
ol g Siyd elaiz] Calidn (sladiu;
Lo slojo= vlgicds (5,505)8 sloculad .l

WayS Glinal 43 5838 dauugi 1 (Egiuas Lhga il sgwge (e Suw (Mo e ol fuole Jguw e



S3POke 9 555w bl GaiRgsy (sole acliduadys X 7,

o) ol - ;“, The Journal of Tourism and Hospitality Marketing Research 222

S SaS G5 apd glie 8 e
.(Miranda et al., 2015)

5ol slime 4 siadge (o505
9 Ol Dy doup b e ool
pogio il awl (5,538 Sloss LS Giuljdl
lopiuew g Jlaz slags )98 jl oslaiwl Jolds
Gilwpazd Olas Al gly (cobas Gbge
Obyidie b 580 L)l slaxl g @olie g use 02
U ioidga (58,8 Wilalllas Gao bl
Sorg2 9 lodiyjo GLalS (b e Cals) il
Zsarnoczky, ) 35S o0 SoS (g b slocuslwy;
(2017

gy il 18 (5838 )3 (seguan Lo
@ 305 Gl ) oLl 9 358 5ol | o)l doo
) szaen g 39b bl o2i%ule Gy oS
ovge .(Al-Tamimi, 2019: 45) S (gjl=o
G glocubll  Jgdu wluwilgl egiuan
obS)S 0 oglle g 38 (olwlid | (5,80,
29 3> 0je> ol WIId sl po (630 ot jo
Logasay |y gslaidl Gy, diules alsS o
Ohge AbSIL e gl @ Ug)S Sl omy
3 6L pzxa Jadexigan =i g (6910 b (seguan
oo 3 ool ey &S ke sleeols
ilogse 8L pin 1 e walél aS 15138 o o)
Eoan uge «WleMbl oo I eslaiwl U
pald (Fdlmoe gloain ulp |y (e Zuo)d
Fidiedse |y (g ke Wless g (L)L G 2S00
ovge .(Meshack & Prusty, 2021) siS |yl
CadaS sl b Jiadige slaggld 9 (scoan
@ aSb wiede bl [ ohKs,S cols,
SoS G glio diug oo 9 b dewgs
.(Meshack & Prusty, 2021) 135S 0

9o Sl o Bae b egky il
2> WS il 53 (Kb dawgi ) (segluao
w&gﬁmduw@ug%))@bijblyél)c

30 LS8 39,9 o) wlobumo (sloygisS b
2030 pay )95 dougi yol cpl 45 LSl Jlgen |
Bahari& Mohammadi, ) 335 0 pal)8 ¢lul ;5 1)
655 g ol dooiSil )l Jigses ) (2025
dowgi 9 yow 4y CoaS sl aldS @l
aole LS)-<:’.-‘LJ-°I9-C =y ol L,’_;m.\o Ls)_i;i)))f
(6, 5503,5 locas ) (odo oSbl s
S (51389 g s o eloszl g (Sieyd Jolge
Sadat &) ssme 138 (ode 5, 5@3)8 o
dlw ;0 WS 4o .(Imani Khoshkho, 2025
aS Cuwl W ywlhw I laggde suasde
) goa=iv glod,=i aloas bl ;o b cuwlion
Saud ) )0 [0_5) (500 Ub.f;f/.)}f slp

.(Almasoudi, et al, 2025

il Ol sl @ B egiuan Jhgo

sslaiwl 3590 9 Cawl Gyl glp (e3e loySe
ez D)k 4 ol LVs 4 Ly oS sl (1
wilxe oy Jold (gilme Dloyd sy
Caslly Olyyi (Jo g ga dw glaginls
(5EGHa0 IR 0jg ol AS (5973 A AT (5jlxo
Julodigan j2i winusdge «(SleMlol jgol uwl ;08
Sty ggdge > g OMS leosls
sy plsl esr L (g uSeaal
6 @38 > eghas Lige (Misirolli,2020)
5 Ls’.IJlS 9 S )Jul.uJT L >, 8 doo gy Sl 48
se:d lag sl 2350l 1,0 aSiyl b e (il
(Al-Tamimi, 2019: 45) 355 (s)lxo |) juzden g

256 9 g slosgld gl ol pac )

53,8 Cusio ) padgay Jlixms Ve
Buiytikozkan et al, 2019:) cuwl ssoliv Jol8
5l eolaiwl L solie edliges Cupie (4
Oygody | Bllel g gilio @id)diy lopiuww
by 5SS sladls < 5 03,5 Cotyesn st
) iouiga (5,538 WJowol degazo ol 3050
Casio > 2L 9 oped 350, Sy olgiedy
)25 S9ag) 4 @IS &S 3S 0 (B0 (5,Sib2)S
9 Nl dewgi @ Sl wolwile oSS

MayS Glinal 43 (5)Sub3)S doungi 1 (Egiuae Lhga il sgwge (e dpw (Jlame e ole uole Jguw e

YA G YE) Olrdis NFE Glinno) 9 sl ¥ o)loit ¥ 6,95




D
= & = - . i %
‘@)) SilPolerme g 5,503 ,5 (2b,l5L s iagsy (cole dalidiadys E=;|

YEAGVE) Oliio N EoF (linoj g il ¥ o)l .Y 0)95 . o 1o . 4
= GO L 22 ¥ . The Journal of Tourism and Hospitality Marketing Research e st

9 Saeyd elotiz] g il Ul
s Ol ELU s b pho )6
A3 O U Gaejpe Sl laglwsl Sy
9 GrSUSih 5o lul i g oKl o)lgen
S sloprad gl 9 ailsy lopsed dewgs
ol 4 LT pledl yzlga 5l oo ppillom 5o e
Homayoun, 2021: ) il 418,38 <lio ¢uo)pmw
N2 9 elaiz| Olis Bl g o 5l 4o 0590l (49
2> N9 9 Jolsi dolilyl (5,180 Jelae ¢ S5pee
ol 9 Sioyd elosnl alise glodisoj
Loy wslojom olgicdy (5,8u3)8 loclled .l
o ¥ pamio 9 pasld sloShy bl
Gyl g laidl pllas g lbbiyled I age
395 4 | didhdawgi g dmuwgidle)y glaygds
> (UNWTO, 2007: 1) cawl o3ls Lolais!
PSR G 4 eSS sl sladle
L ol oaus Juadi gles o obaidl lo s
Shasi eobai8l g wbuw  lagh= 929
oo 35 585 sebin Y0 51 llalons 0S50S
2 8l aaily g o)ldie Sl Gl 401900
(UNWTO, 2024) caul aidly Liolsdl VoV Jlu
6395, 0lgz @lolo (B 55 Sl Sas az,S
0)lg00 (Slgz IS gy 9 03alie (SdeoligS
(UN Tourism, 2024) cuwl 65¢0 3, @ g,
seps Voa oo pelassl b ) Si)S
&l (uSilo 51 318 g3y 9 ledlon sloyim
aS oad Jad 9 uaxia g)lib 4 (glaidl
23S Jae )l dowgi gl @lil olgieds lgise
@ 4>¢i U .(Donohoe & Needham, 2006: 192)
G pye u9idlin) il 9 ez Cuez Gl
2 odo 5038 a5 dgyi0 anl b
ds099) 223 sl 395 sy @ exil sloJlw

(Voo

250 9 0090 logiglié joels uodls puac )
GPAD)S Cusiuo ) zedgds Jlszmd Do
Blytkozkan et al, 2019: ) cuwl s30livn Jol8

G dxgi b WS plbul 3 (6,535 dewgs
Soban  Glge  (gidlig) dewgi  Oluaibe
(654038 daungi ) eghan Lhga Ol o i
Gl 4 200 Blgise 4z @le ;o WS ol 5o
» Sl glad g leai)d b gaidg0 ¢l S)o
Sllpuie @ azgi b Mo)S oliuwl (g )Sis)S daugs
slocad)ls 5 it glaaglgl (MS Slaal
Olgicdy Wo)S liwl )3 .55 (lwlid 1) d9>90
W azgi b G pol> Luegl dalllas 3)50 délais
093909y L8l 9 (aoio (5,503)8 YL Cud)ls
)| Ls).xso).p,.: ‘LS)S—LU.))S Slons le.aol_o_a
-zl egiuan Ghee 019 332 slojoleiss
4 adlbe vl Jb 3 Caspwdy 9 piglb
lgi 0 po scouas Luge I eslaiwl @S g b
9 Wloas jl dingy )00, ) OISD,S Sl
OBausSUll Gl g 335 oloj o (9290
cliwl) ;3 1) (gaa=io blio 30 (503,58 Olass
owlwl » .)Jl) ol),o.m L )ng 3.».;.3_1 (SUPTRV)
GIPPSS DLl gy o ol Glogly (il
WS Glisl 53 (o030 (6 S35 0 eouan Gge
2 5L by g el ghe oS s

ulad o )l ol Wbl Ca e ogas

b3y (puilidishy, ¥
S logisy dlozjl 6503, g ol sl 5
G dzgi b g g0 slady plgz 5o glaisl
Sl @dally gy slasi vgi8lig, Giabdl
aligs sloygiS Los blas pall ;5 ol)Sis)S
3903 9 391> Ol Gl Gl 4 pols plaial
Sl 5> w08y o e glogiyely ol
WUl Giyins 9 Ol deowgs wlugwl
ol 58l 90l 9 59,0 (s Sua)S

9 s 9 55038 &S S i Wiz
9w )l walize yloguojpw > el

! Toomey

WayS Glinal 43 5838 dauugi 1 (Egiuas Lhga il sgwge (e Suw (Mo e ol fuole Jguw e



—_—

o) ol - ;“, The Journal of Tourism and Hospitality Marketing Research 222

.. TEA -
"1 =+ = o s Lad
EZI S3POke 9 555w bl GaiRgsy (sole acliduadys X ( ) 7,

|y SleMbl o3)ls 1,8 5,0bme slowiS i Guyiaws
B e 1 595 el aS 35135 o lagT jLas ! )
ovge OleMbl oo I eslaiwl L sl e
8lus loiy il |) (awbio Cuoyd (scgian
b gride Oloas 9 (2LLL U 2iSe pald
.(Meshack & Prusty, 2021) 3558 |)>] jisiedse
syl b sadige glog,gld 9 (coban g
-5 0,9 paxis slady 2 Sl g Oloas CudyS
a0 4L wximge il | OLSES b, Ly
SoS 5 @l dixgy Copie g9 lnk dews

.(Meshack & Prusty, 2021) 1S »

Gliga Sl o i b Ghegly ol
3 WS il )3 (505,58 dawgi p (Lguan
Liagy o e locunlow g opel, bl ey @le
W azgi b WS ol 5 5038 dewgs
Geghan  Ubge  ugliy) dewsl  Oludide
aS a0l 2l s0 7 yhao 45 (gleUlune 3515, 50
65403,5 damgi ) Loman Liga OISl ¢ ege
b &S 3bb Dlgie 4z Ghe )5 W)S ol o
» Sl sbad g laild il ggdg0 ol )
135l @ azgi b W0 )S Glial (5)Si0)8 dags
slocadlb ke glocaglyl US Slsol
olgiedy Wp)S ol )3 .58 (plwlids 1) 39250
U azgi b Gu pole Glegh delllas )50 dilais
095909, L8l g (3o (5,58 YL bl
IS eSS las Lol
Sl seguan (g 059 232> (5lagjeleisS
" adlbe GiS Jl o sy 9 piyl
Blgise po (sLouan Gbge I esliwl @Sy 5l
9 ©loas jl dingy s 130042 )3 OLS2)S S6)b
oSSl gl g 305 ol 3 (Reradue
bl )3 1) g33sio sblo jus (6,503)8 Oloss
ovlwl y3)l> ohao 4 )9S dingy o 0
65999385 Sl g eid pol> Gikogly ol
WS oliawl )5 (30 (654035 0 eohan Ghge
2 56 Rl g ol (ghe ,oiS o
alade Bl 0T Sl G use Logias

65038 Camiuo )3 SleMol (g,9L8 ;i aslaswl (4
ol Ly 3 SLET Gl 4o 93 51 gy g0 4
Y8593 JiiS slopimw jl oslaiwl b loeus,ub
S s S a5 e 9 S % g
6503, Cumiuo > Nlgi e OleMbl (g,9L8

395,S aubb abls

9555 4 o6 eghan Higa pol> Jl> 5
L segiuan Ghge ol (oo (5, Sb3)S Camivo
9 Ol i lid) @y bgyye laosly Julxigay joxi
b s @508 Oload obsh lejls
Jold gilwpazd gl aSe gilwpazd
9 luled wuolis gl (nladuogi g laslgidny
32 nlio 839 9 Lol jobay g Cuwlaolioldl
Ll il

b siiwe G35 5 s oolulo
B oS ol | il (wyiws b lacusluy;
bl el by o w3 s oSS
JUszd pac 4y oS ojgel a5 ol Sl S
69U S0 )18 esliiml 3y90 il Bg,m0
(Salaji, 2023) Cawl coman Sbgs g Siesign

G eolaiwl U suolés  sedbige o puse
Oygody | Glel g gilio «@id)diy lopiuww
el oL (slajlo g 63,5 g e ding
) iouiga (5,538 Jowol degazo ol 30500
Casio > 3L 9 oued 350, Sy plsicdy
)25 S9rp) 4 @il &S AS 50 (B0 (5,82,
9 Nk dewgi @ Sl wolwil e oSS
MSse SaS Gt Rle S5 Cagde
.(Miranda et al., 2015)

Goll sy il egian o

» 09\1.(: 9 S L;)LwLuuu l) Lg)i..fb))f Caiuo
ol Ve gl po 630 wlotaie oSS
sLaidl (339 ) aiwilgi (oligS LWis 539 3,5 059>
23,850 sl 4 BgyS 5l pw wogasay |
px> Jalaigajod g sy9lRex b egian (hso
2 0l sty a5 plyidie loosls I 3L

MayS Glinal 43 (5)Sub3)S doungi 1 (Egiuae Lhga il sgwge (e dpw (Jlame e ole uole Jguw e

YA G YE) Olrdis NFE Glinno) 9 sl ¥ o)loit ¥ 6,95




YA G YE Olodio AFeF (i) 9 sl ¥ ojloid ¥ 6,95

Sl e ke ol

9,
= & = o . . 2 %
SiPOke 9 555 2l )lik Glapiggy ol aolidadyd E;I==
The Journal of Tourism and Hospitality Marketing Research oy Jtaé "/f"

G ele gl Uy 4> -l elge e
Saslods )5 J1,8 dzgi 9IS )d (e9eke Jo
loglg) 4 33,5 50 @Ml (298Ul 9 D92l 4 (o
ol ) piwew S5 shizl b g pasléo dopsio o
(W95 (509980 Jxo ) sl (lply ae0
2 0l K568z g aslllas 3)90 layusiio o badly,
(V JS) ol s B8 1) (509080 3o IV

2 WS pliwl Guols Glagly (SlSe 9,018

Caaidg 5 (sl Hlas g adlbise Ghe oS
3 Cawl by 3590 (VFeV Jw) ols> U291
Al Ve Siloj 85U Vgamo alil (uwyy0 g Julos
Jacl aslllas gloadly, o 1, 395 b sl
Sle lalgy 693Ul g 03usJuSuis Jolge 51 oolaiuml

VEo¥ (B0, 3sle Loy (sospio Jio N JSu

‘QT s aS oag0 (5L) .>|)'T LS)IK-)‘S HGIUWE S PlS/

-CawdU gl g 030 3,5 lims loGinsu @ leesls
8 (o 3)80 Glinloglal o lacgalive o)
ol paobiao g algio (b (5 13838 )3 .35, 0
P 3050 (i asdllas 3)90 8303y wgeliy
Jaliga o 29 Al yo 4S' (5950 (513555 ¢pg0
sloal o 53 a8 Cawl plivdine) ()la e kas 55
a0 cpl B3 590 (53 Pl (613538
dl>yo 53 03 395 glodlgio oo dlayl) )L8p
oS il 5 135S tagan a8 g ol U (613838
b o970 Usio g Cuwl (g5l las ol dl> o
ol @3l Loy, laddgie S0 Shopllay (IS
9 03905 patidis (e Wez)lz Sy o | lalg,

"55) ol £93 jl by, a I pole Ghogl
S &S Gl )8 Boo sl g (&S
o3 plail (bl 3,59, b (iuleyy 30l
@ (2958wl 3 b Cumlio g yiden 45 Sl
Blaikie, ) ,l> bz 63> U g Gz glogiany
Oh9) 5l exSer b otogly (S Ll (2005
by e glasey b b osbaoeshs
oab plil (Strauss & Corbin, 1998) Siopllas

ol
Clley  owlwlp sbaseslsy gl las

(590 ‘)LJ L;)IKJS EQJ Aw ) (G .)..wJL\DLw
ol o3 Uy Jol oS anl il o

WayS Glinal 43 5838 dauugi 1 (Egiuas Lhga il sgwge (e Suw (Mo e ol fuole Jguw e



‘. TEA -
"1 =l & . 1 a
EZ|== S3POke 9 555w bl GaiRgsy (sole acliduadys ( )
Q 2

» &7
i al(;/t 3

The Journal of Tourism and Hospitality Marketing Research 372

S 09,5 5l 0ol (5,918 Il ol eoslatiwl
~Gémmo Aol A)S Glinl (6,503)8 (sla)lSg
5l eslaiwl b oS sloesls Jul=i .5g0 aislw
louss 55 (Sion lodulsd g ()bl looges!
Uy (2l9) Gl Cage 8,8 O)jq0 SPSS
Silwl HLasl )5 aabitony (haghy ol 4o 2l
Ghlas g a@idS L8 o8 ¢ plaasis oBisls
195 0T 3l 51 Gy 9 203y bl LT (=Ml
"Gty (bl Gl Sz el Cuwd @ lgiso
9 ab oslaiwl glig,S sl o jl 5 4l
3l 3,90 310)3 o/A) s 53 gl il LU

) 1,8

slaplinl G 5ege jI Sy plsicas Wo)S oLl
A O g jSpo a8 3ble @lhe yoiS Bloano
@he > plamad puade 9 (5L layed I WS
9 @he (eiz dap ) 9 Ll g g ool il
2 9 0558 Gl LDl olasy (g heglS Voo sga>
a5 FF g Jlod a5 ¥Y/F  oldlhes Olaike
)9104.) aslaio UJ| (Y dSu.U) Cawl 6355 8§|9 L?)'“"
oS Cawnl @S £5) b > lg g Loy Jold o3ac
dowgi 9 65)0lS lp (amlio bl baylyd
(Al-Khalidi, 2017) 335 0 sloul (g3l

I i douwgi g dgagr U &S |y (pledgis
335 o bl 3l

L ladye phlaicaslo g puaaxio yogas )

daol> plgicdy (5S35 9 eguan Ghge
Ohgy Sl 4y dzgi b (S Gk 5o Lhegh
9 0338y (e g gldine) 4 ke b slisesls
GRS Cag (Ol ()bl dmolz 039 Gulidlb
PRl Cag2 g ula ELudl jle I diged poxo
O YolS Ling) 4 30830 (5 S g I ladigas
L by ascaslbo g asaskio 1V g s oslaiwl
8 aallas )90 (558055 9 (cguas g
“ganS Uhogly deole G (08 Llid 53 33188
Cag oS 2idlie WS pliwl (6,538 slayls
Lged pz> o Jgoyd l iged pao> sl
9l e 4 azgi b g b eslaswl LSeS
69128 Ll 2038 el dges VAP asols
lasiyo phlaiasbo g puansio 69,8 I WleMbl
dor dobas (5,88 g eobas Ghga L
Gloosls  Julsdgauiod oy .dgr @il sl
Ao a3 losls 5 13538 5l aulbans 5l Jols
Bl (613335 g (5 )920 (513538 L (65,1358

T
44°1E

T T T
44°2'E 44°3E 44°4'E

VEol (oBa0,0 «glhe HoiS 3 WuyS Gliwl Cusbge ¥ JSb

MayS Glinal 43 5y Sib3,S douugi 1 Sghuan Liga il sgwge (e Juw (I e uole fuole Jguw (e

YA G YE) Olrdis NFE Glinno) 9 sl ¥ o)loit ¥ 6,95




9,
= & = o . . 2 %
SiPOke 9 555 2l )lik Glapiggy ol aolidadyd E;I==
The Journal of Tourism and Hospitality Marketing Research oy Jtaé "/f"

Sl e ke ol

YA G YE Olodio AFeF (i) 9 sl ¥ ojloid ¥ 6,95

030 (5,505)5 aS 3o 0 i Lo aw,
556 M,S Slai8l ) paiussad g padiiume jolody
o8l Joli ylhl glodi 3o (Jlo glgicay .50
@baidl sy 4 Sléguw 2,5 9 Jigdem did
3o 0 ol LQ;.\)QT).) S (0SS ddlais (il
YoV Jlw ) (030 (5,5:03)5 jl Juols sol)ys aS
(|)9AiJLC kSﬁuJL’Lo S )U) J)L}L‘{.‘o /0 393>
aoud 2,0 Jobo ) &l sl 599 sl g 1l
L8] (L5.>LA.’L0 LSLQO_\.MJ L,,Jo 'nJa.m (WSPT.S-LU] as 05q)
2 slogi))l g psaléo I 5w Sy lads jglaie
s bodle (Sl gldg -l i8S )90
OBl Jiegyui Cagz 0 9 dmud deol> <y JLal
9 bzl (S35 lo,leds L ablioe gl of
9 03 0 Wom=o Symo (£90 (liody p adde
QT szl p o)lgen i P\U.I.Jho.qfd.c Al ool
loddass | Sl ol Sy -slanils 38U
51 e il @S seis0 Dommxe limad &gy
olio le.aso)g) Bh L')l):’.l U.Cl.o.o| \_JU9:>_J 9 k_<.u2>).9
olio JUBl b g 493y ) (Sl (U
A3l HL8 L)l @ s (650wl Ao 43 il
oml O Giyins g 583k s i ol Giuss
Montazerolghaem et al, ) cuwl pibolais!
(2017

buosplin s (Saeyd sloslaug, ol

b ol pPIy0 (Gaoc Gislésel g D syl
& 9 Sied Cuge labs )5 ege G
9 Su2)d bl I sokes weiSG Ly I pawle
9 Cawl plsd gl > lbslgd duog,

Sioyd 5l il b o iws gl WyS s

OVIeGy) adgi Gl @Sl dewg ol
s 50 s gilwe g claz)ly layie
2290 9 lags a4y aSly aewl ool LS{I)_XOT)_) >0

3 (e 50) (s st0sksS 100 Lo 5 dliols )5 WS
5 Glalln Slbol)l oSl o gdly Slagy
o2l (Smith, 1999: 3) 3iS e Jugus |, 51>
2 630 9 65,8 GhyS age (S35
9 bl sl b adlaie ol
s |y o aobiol el JigJos slovusluy;
- WS oglle 4y 35S (0 Jualie @lie ppo bl
9 baidl Jold (gl Suiiliwl 35,0 S plgic
Al-Mahmoud, ) >¢: g0 @b §lye > (San,9
map WS bl s g (2lblsn Csige (2015
9 a8l (claizl laplis » e>e0 2B job
olagy 4 (Se35 il 03)138 LU o Sioyd
0 3o Casal g (598 bl glowsluy;
Ady Hd gaulS blas 51 (SO ) WS dilaio
el 035 o @he Siopd 9 bdlyes
EVY] gl:xaol o U uolc d.9L:>.o xQL‘{.wL}c Q|J9.>
895 O plgicdy &S 98 JSb WS )
P WS )lemo 2ig) g0 il My)S 859>
Oloicdy g 30> (g332 JSub @ 1o agr JT 8,93

a8l Oy W yS (g jlomo (89S 659

9 ols/wgs.w Sl el (9L s s Llw

dupdo 90 (S pwlde 9w la)lib
gallag jgiws 4y ppusdlnd) 3o g u2ubE
\1))5 ] as.wg.) wloaslin 1@ VY o Lso.b_)
-olg=> .(Mousavi Zanjani, 2023) Cuwl o>y
2 30 bl ol g ek oS pezee SIS
0lgd )3 Wo)S (s dougi @ 395 sladelyiw
9 3l Wiy pls .aley,S o)lal Lo Sleic
2350 W08 51Ae )5 @S (oSG el wlidigliwly
Oy )3 plaio 9 03,50S (slapLlis s929 4 03)S
Punnett, 1897:) cawl 63,5 o)Ll W,S s3>
clodle Job 53 wuss slaylol Gwlwly (331
9 = Hl ogalao Yo il Gl Oljue WouS sl
louwbio o ojgds ol)dl) ol .l 63gs (A1
2wyl ol 4 el g hodle sile (ole

WayS Glinal 43 5838 dauugi 1 (Egiuas Lhga il sgwge (e Suw (Mo e ol fuole Jguw e



S3POke 9 555w bl GaiRgsy (sole acliduadys X 7,

o) ,«’Jl.a; - ;“, The Journal of Tourism and Hospitality Marketing Research 222

YA G YE) Olrdis NFE Glinno) 9 sl ¥ o)loit ¥ 6,95

o islw (aShie JSb @ ()b g (a0
plol py= a4y S35 lisse layhL g lapbles ol
&8lg (&) pobel Jradllgyl Sipua> py> g (8) Caans
351,18 e 3550 50 Wy ol py> 95 L 3iloss
3929 Jub> 4 s glil; iz bl ¢ ipge 9
9 doxaus Voo slai A)S gl )d Gy (yaoy>

Ll 03 wislw o ol )5 (25 duwyse YV

Suolie ¢ 599,20 9 o figaxe dazjl WS

Lol Jolid a8 ol ooz )3 (w30 (5,502,
plol s> yalas (egite (1)U g (o0 glogSe g
wroyllpn (8) pwlie Guas oy (8) Grws
38y iy J5 0B aas (§) e plol oBL3
9 ez Cawd loplio (ol agS AL,S (glagad
G0 Dpaz plis () polie Opas Cuwl) Cows
Gpas gy Ol (g) @dle plol plis (ae)
S ol 68T Goallan epl e 380 (8) Ul
o ozl osliplol 38,0 (> 305 ol s> 2850
(k> 398 onl 3850 Dl paoll s 3850 (LIS
65U sl SLbL 8590 (8) o plol 830
Aadle 54 LS D9 by ph Groy> Sl
eVl asld plidae pad (g) e plol dodin
9 035y Azl ubw Jy (s3ie dald s uad
(P USod) ol 0313 (gl 395 5 1y ol slaalyug

395 a5 Gl 03905 S8 ju |y e K9
ARl ylesbay oLl enl (Sae)d Caoga Sl sy
9 e daly S 325 00 L (2,20 Wlsllas
3929 29D 9 23) ol 93 cnl o (Jolee
il Jglaie b cpl Ll oyl
7 wdgyluo (Framaki et al., 2020)s94 50
2 IS e glesges g Golas dex
9 Eoban Ghge a5 Mie jladdy (68,8
9 > gliso dawgi Nlgie @l )8
les Jgaxio |y 6,503)5 @alaly

oaud (Jpad Wole g )b sl o 4 Mo)S
LSl)b (&) Oy IDL‘Ol Pr> LSJL“R" JLA.’>LMJ Sl
aS ol o3z 9 LAl Phb L oMb gauS
6,lga3 ausS pl JUS o .l ssol gy slas
oo 6o sl g L Gl bl L ey
(Helli, 2020) 3555 (o0

U BT (uede glodl> 5 oglle WS

W 1) ohSigly 9 OhSw)S aS 3l G 6,500
G olgige JUT ol Al S0 Lz 395
LSLQLL) )i{.) 9 (S LSL‘z’)‘jL.’ :Uou.).s _)..'>Lw.o
Caaonl Juds @ Wo)S (600 L L 3iue ddlaie

MayS Glinal 43 (5)Sub3)S doungi 1 (Egiuae Lhga il sgwge (e dpw (Jlame e ole uole Jguw e




YA G YE Olodio AFeF (i) 9 sl ¥ ojloid ¥ 6,95

0
= & = A . . - \’
SilPolerae 9 5,500,515 laiagsy (els aclifuadgs I;;I

w2 . The Journal of Tourism and Hospitality Marketing Research DA "/f"

= 3

Jb slodilyg

WS s 6 ,50,8 sl dle uaipge I aled ¥ S

23 3 gl &gl @4 bgaye sla)lages 9 o3 ol
Go onl 51 Bl oxol ol @ bbgypo Jgsz 0
Wigal S8l 1595 @Al 2003 W90 (5 yige dumnlie
85 Yoo aS 5ly lis 5Ll Gz §95 Gwlwlp
FA) 195 VAF g 30 oBsasiwl i (3w OY)
L8l 2595 e 9 (Slghd g2olie i 1) (340
Luyds ) 098 9 0lase 09,5 &S sl> Gl digel

RSV EVIT- ).gl).g

loaisL Vv

o Sh9 390 55 wlio (i Skl jolaio @
Wiges dsol> (Jlghd gyjgi @slllan )50 dsols
ol o_x,p)f 45|J| \S,gébfg.o_) (_gl.m)l,;&o (Ve %]
3181 &2j95 (SigSe yigr dunlio jglaiody cpicmen
> Glgld by g oglle aslllas 390

3 20y gty pB)l 1 SLlSg0s (slo)limo

Vol (Lhogly (Hlase Wiallas 135l Comin ans s digas S1y81 (Slghd gaje5 ) Jgao

WayS Glinal 43 5838 dauugi 1 (Egiuas Lhga il sgwge (e Suw (Mo e ol fuole Jguw e



S3lP0lerne 9 R0 5 I3k SBings solke doliduadys X 7,

——
o) ,«'ﬂ-d; - /", The Journal of Tourism and Hospitality Marketing Research 372

YA G YE) Olrdis NFE Glinno) 9 sl ¥ o)loit ¥ 6,95

ol .

2025 (Hlghd 2oy Slobé 2oy ol S
ov Yoo 20
oo \AF o5

\oo

PAF Js

Bop Mo

Capmizr o g1 (Slglyd g2j95 ylogas .F Y

VEo¥ (Ghogh (ilawe Olallas 135l

9w 9 L,'J|9|)§ 3238 L a5losgy [5S80S (_ALM S0
shld sL8l 595 aS sl Hlis digas 1,91 gajgi
Sl rriden hls (wlidylS Juaxi S0

(Y Jgaz) Cuwl 659

3l i OVuaxi Gulwly digad 51,91 4595 2l
9 plwd Juwaxi S)se hld (auoys A) 485 Ve as
ez S)3e ghls (auo)s Be) 25 1Y (b0l
Syae by (aoys VF) e WY wliui)lS
shls (auoys A) ya5 Ve g i)l by S Juaxi

MayS Glinal 43 5y Sib3,S douugi 1 Sghuan Liga il sgwge (e Juw (I e uole fuole Jguw (e




TEA .’
= & = o . . 2 %
C ) SiPOke 9 555 2l )lik Glapiggy ol aolidadyd E;|==
Q g
The Journal of Tourism and Hospitality Marketing Research o) ,«'Jhé "/f"

YA G YE Olodio AFeF (i) 9 sl ¥ ojloid ¥ 6,95

ot f S pal andl

VEo¥ (Slage Olalllas 135l «Muani cuus 4 (Slghd gaje5 .Y Jgao

sl
202 S99 20> Slohd o) lobe
A A Yo FoRb 9 ples
OA Qo \qy by l§
qy VF vy KV W E1 Y
\es A e EVINEES
Voo \oo YA¥ Js
AFel (Guagh gloaidl (35l
Fo b YO 51,8l gi595 aS sl L diges 51,91 & 595 WJlw YO jl )5S digad 31,81 5l (auo)> Q/V) 45 Y'Y
9 ¥ Jga=) Cuwl 6391 (Slglyd ¢y i shls Jlw 395100 (Jlw Fo U YO (30> Qe/V) 405 19V
(F S (303 ¥/5) 485 \F g Jlw £ U Fo (2uo)y> Fo/F)
VFo¥ (ilawe Olallas 35l (w cams 3 Slghd &ujes ¥ Jgam
LSJLOT L;L:buaol.w
3 . b4 . p . p k:}w
2025 (SHlghd 2oy oo 2oy ol
o/ o/v Yy Jlw YO 5l ,ieS
of Oe/Y \qy Jlw Fe G YO
q5/¥ Fo/¥ [[ATA) Jlw £ U Fo
\oo/oo ‘”/;‘ \F Ul.)ﬂ_}dLu) ;°
\oo/oo \oo ‘”AF L}S

AFel (Guagh gloaidl (35l

WayS Glinal 43 5838 dauugi 1 (Egiuas Lhga il sgwge (e Suw (Mo e ol fuole Jguw e




.. TEA -
"1 =l & . 1 a
EZ|== S3POke 9 555w bl GaiRgsy (sole acliduadys ( )
Q 2

o) ,«'ﬂ-d; - ;", The Journal of Tourism and Hospitality Marketing Research 222

YA G YE) Olrdis NFE Glinno) 9 sl ¥ o)loit ¥ 6,95

250

200

150
100
50
, 1R —

J 25 ) S Jus 40525 Js 60 5 40 Y4 Jis 60

VEo¥ (Ghogh (lawe Olalllas :3sls oy cams 1 digas 31,81 Slglyd gajg5 .0 JSub
O 3 .S 30lgs Ll (58S slo)Sgmns
Uheo b (5,835 lo)Sguns (oldl dols)|
aS 8,8 )18 (L)l 3)90 O slo2,)8 9 egiuas
Ll 03 031> Hlis 0 8 )l Jga 5 ol puli

Sl Sy olsiedy Slgige esuan Lhbse
OhalS qgyide Ay dgagr 5> Sl
9 1S Jas sl g ol £l85)] g (5,915 dlodiy s
Wiy Cadbge ) Sl g eplplo

wWaeg il (Sl wisllao 235l ol gls,l8 g coiuas Guga U 65,8 sl S gunsS T gliae F Jga>

\Fo
S ks S lwgie by ok ks LT
%N %YF %Y %Y\ %\ egiuan Lhga b Uil olise
ao Ugs 3,8 b bl o
%YV %FA %I %A %)) ”L’CS‘“‘“L’”?SJ;HJ ? ol oo
oS e
5 ha! sladiges ;| gMbl
%YL %Y. %10 %) %\ DS 2005 Uz sie9e ST E
583,53 eguas
£ . - I .I I . ,l.
% V\ % Y\ % o 0% % o °J9>)>u'9uW>J§J>J9>HUJ*°
. A o'.'l .II i3 |'|4J v ‘)
%N %Y %P %\ oA ST ORISR SR

Sghan Ghge &j9>
AFol (Gagh slaaidl (35l

Sl Hhe plyie ol ¢ gl & sl SomsS (QLdl plise 9530 Joaz @b

3232 Ol b ) 095 Caspwdy 390 sialgs 518
aS oo el &y Gldail ol 2GS Gulaio
6olid Shusi g9 ol I )Becws

8305 O 3,05 9 (se9man Liga b (5)Sib2)S
Ol L.S)i“i’-)); 6o, BonsS o ) (Jod S
Gl el 3 o el sl nnl diblas WS
Ol s ).ub S 0)lg0n (5,803,5 Cusiuo aS

MayS Glinal 43 (5)Sub3)S doungi 1 (Egiuae Lhga il sgwge (e dpw (Jlame e ole uole Jguw e




9,
= & = o . . 2 %
SiPOke 9 555 2l )lik Glapiggy ol aolidadyd E;I==
The Journal of Tourism and Hospitality Marketing Research oy Jtaé "/f"

Sl e ke ol

YA G YE Olodio AFeF (i) 9 sl ¥ ojloid ¥ 6,95

S )3 (segan LE9e 6854 (2Ll mlo N odl il Jlogue)d g 23S g lopep
ol oo 1) WS Ll s (_g)i.&_))f wlo,89 O &,k Jgaz o oS (_;).5919 Ry o,
Olallas glaosls Jula tisle AlyS gl 6,53)5 sla) oS )3 (segiuan Ghga S olue 0 Josz

VEol (ilage
. e S . /A-iSI )
| B STy . L Sln sesloadln
-U . & .| e I
/%9 o/OVY o/VQ o/ FV \/oF : L;CS-UO-O U»gm 51 eslasiw
A0 D)gu0
-U . & .| e I
/YY /YN o5V /05 Y/SA ? seghas uhge Jl oolats
EARIMAO i€ D) gu0
& .| hy ICU LAJ
~o/50 o/SOF o/ 00§ o/Fa /o wbgo jl eslaiwl 4 y
(sSGHa0
& .I e I I . dLoL')
o/ A\ o/YAF o/VY o/OV Y/V¥q U 6o (CU USSP )
(sSGHa0

AFoV ‘Uﬁ.mgji L;l.bml.g 35 b

23 S348S 9 (Soz a3 1 oy 0 3)90 slusiio
- 55 Ghegly ol o apls L1 Jlop 3930
il 620 sla S pal g91090 (nl amal dlawly
o B )3 g (59105 eguan Lga dmuwgi
Gl 036 iyla) asllas 590 dsols 5l ySJ
oasds Wl Uil ol 2ol 5 8 ko Jgas > 4S

bl i )bl @1j95 S ool jadiz 0
shls dooslsy cpl aS cawnl ¢l dasesyli
o (Sloz v pd S| At (6 yide (S35
oy agiliz gl o lite Ul daoly bl
bl Ghio S g oy 4 (Sog @bl o
L Soz slado 813l 3929 a4 Soz
baiosolias b (¥ &) 550 5l zls (Sawns

wslllas ol 55 ol Jlop s 5l gu5e5 zoys

soosls Juloxi 13sle AyS pliwl 6,583)8 o) SgeanS )3 (Sghas Ligs S5 g dawgi sla LSS 5 Jgaz
1Fol (ilsge Wlallas

. e a . /_).;SI
T , s . 0Sleo slel/laaslse
(S S oz o)l BIFCINCIJES]
o/$9 o/FYF o/V9 o/FY F/of Sl glagns,l g K5)eS
Ll locold, Golidl
o/FE o/FOA o/5Y /0 F/os 9 Pl locul, Linlio
Sl
-o/;a °/Fa; 0/69 °/Fq ‘”/Fa S/.Q)é . .:. CJI):’.I .“ .
Mo 3 1]
Lo, 02 9 (b
-o/%% o/FOV o/SV o/Fo Y/HV LSJlS"U U"‘J|)9I9(JII
ablge GuolS g lalg, coumias
o/VA o/VFO o/ o/OV £/AQ 9¢ UMb g Ay i)

R
AFol (Luagis gloaidl 135l

WayS Glinal 43 5838 dauugi 1 (Egiuas Lhga il sgwge (e Suw (Mo e ol fuole Jguw e




.. TEA -
"1 c il & b 5 Lad
EZ|== S3POke 9 555w bl GaiRgsy (sole acliduadys ( )
Q g

o oo ";", The Journal of Tourism and Hospitality Marketing Research 3727 YEAGVE) Olrdio N FoF Glinioj g july ¥ ojlaids .Y 0)95

9 Logpline )gluwddy sl g o3 35 o DS asllas 3)90 dmol> 9530 Jgdz Gubo
3858 53 .35i8)S 18 (a0 3y90 Olinlaglas 331> egiuas Yoo dewgi dlse I (YL b
350 63033 0ol Sliol ¢uolide g lodlgiia b Sllasle LB 3 Lo 3,55 ol ki e wloul <
o 3l,] 438,800 (sloduslian Lol ¢yrolian RORBI:

ol ¢ - . o .

P8 3 bl Jud=igan i g Glxiww Cag

slogisy 4 bosls GL 6 I38sS b wuwss

R (53,8 )5 s£9an yugn S8 Olasb g oy,lS) ol paolias g b algio (olwlid .V Jga=
VFol (Juagiy slo duslias Judxi

loalgiio ol aoliae
Wiz -3i0830 Ol -gjlwady ~Vol Oleas- ()bl -(s)lad Slals (g5l slooliig,d
9 Jalo 035U slogSUl - Bpan (slogSIl g @l Juloxi g (bl -0l e (g3t -l i
Rl -OMagand g Bloss dunlio Sl -Ud) Julod -Oloss (Lol 9 3350 sloSy (olwlis b g Oleuls
3590 algizes (oalilisd -l s l-glaland g sy Cansd psianl-lgizes g -9 (5Ll
iwylai g 3)555L 35 -dzgl
-0 gl pasd yauw Wl i -gilie ) )30 GelS -ladiyjo GhelS -ple) 4o (92490
sloSy lwlish g Jul=i -3035b slagddl -3iadse ledd -dingy (ol e - o ylaw (55220050 9 3Sloc dg.40
W Ly 3)90 53 OleMlol (5,913,853l 30 Siaidiga (Lol ~Oloss Lol g 3035L bl sl
lgizxo 34dg5 - iunlas 9 3)955U 351 -1k slogiiS g (o Siad
gy o - UL (5lojB )Ll g b g Bpas GhelS -ladizje Ghels -¢loj 45 (292 49pe
S8 g j bauso 3590 53 DleMlol (5)915,8 (650! g o Siosbge (slopimm ~3iedse Oleus -
lgioen 39 - mmianylas g 3,925k 331 ~diugy (o Ik oS g (oo
wosly Jud=igey ;=i g Lg)gT&A.'? -losls HUS -Ols > dﬁl.w.ll.o.o ol -Lm)LoT g9 losls @ D
335b g3l -0 lS3)8 Wlouz i 9,18 @ bogaye " ,
Z Z X QL
s Loty 5 e85 claosls ol a1 5038 slatsgs Jlaiol il s 0 e
5 2953 351 L8, Jaloxs ~Olass GLolaS g 3035l Loy (lwlisd g Jaloss - gy 2l peomn G
o LWL b g o) )eme) (leag ol Wl @ bogyye sloosly Judoxd - o las
b g Il glowuls) - Sl glagiy)l -(Sajué Ollalsi g Dlbli)l Gluals
Lo 83 9 (sl Mo - (5 iyl = (Sieyd Cude OISl Cigmi
-3u>gi Gwolps -t ooyl cladls - Sluil ablge GualS g laslg, - (o, 8w ¢ Jleiil
9 69U (ple slail ploi )5 (Slusl oS Cagoal-( i 8TJLS -5 jgmodlae (o3 9 (o3e o))l
il diadign u e -(59lg)
“gdiaigld) -0l e lojls o DVIgw @ gy (5SEml )95 (0SEuly
OleMlol (6913, ~aga jhal @yez passis bg 6)l3Sed ~Olbee b b pibe Oloss (s;ludisg
Ik GlopinS 9 oo Sie)8 ) lauzo 3)90 Py 9 Ol
- lgho £989 (il - syl bl (olwlid - ol 0bj daz)i o e SL3IL bLI) )L,
-plal g 3955k 35
-iadige (Sl Mol (lapiumm -(sogas lapbigel (58 9 (paaxi glagbjsel -()lge lagbjsel
)5 9 Uhjgel -lgize 3l -(2iunylai 9 3925k 331 -(pdgel (L)l 9 (2Ll -ieddiga (il
AFol (Luagis gloaidl 135l

9 a4inje Guols
6290042 L9l

9 S legisge
il

SlwyeWol g Gjgol

) £9uan Ghge Wlasls g los,8 2 bl 50 GJI.‘S_;S Cansd ‘olf 1 doss @los

MayS Glinal 43 (5)Sub3)S doungi 1 (Egiuae Lhga il sgwge (e dpw (Jlame e ole uole Jguw e




TEA .’
= & = N . . . 14
(e S5t 3 S5 oI S sibs3 ale Aci by E;|==
Q& g

YEAGVE) Oliio N EoF (linoj g il ¥ o)l .Y 0)95 . o 1o . 4
= GO L 22 ¥ . The Journal of Tourism and Hospitality Marketing Research e Jtaé /s

o3 addgi glaalgio o dlall) ) L8y al>ye il
owl! )LJ (_g)|.‘\§.\s &.19).4) PR

Julo 135 lo aluns slayl 12935 (e s 9 o giio aiuaiws) bauslas (5950 (513538 gl A Jgao
VFol (g sloslas

eiso) 5 e Ll 3 loalsio xigy o 3SB L lismo sloohS | asipe sloalyis s
olod )3 Sl dawgi » g balopmw pllas CusSls> I Jol> ajlas 9 Ubjgel
- (5,838 Ui 9 03058 (W) Slaidl (g xS US4 yzio (ol slal ()l sioslgs
“0p90 3iojl 395 dawgi (sl sabas8l logisn o pee I e olgie | gl g Wikl
33 - 38lse (Egas LB9R 63194 (51970 9 99 5l 9IeiSS Sl S 1)
o5 5 by glailai (5 5 S 3olgiS3 Slgus s Ll (uon s el
(sliasly 13 63199 | s ;918 ol 3l s eSerps Dogpd 5 SbnS Dloss 19024 Sl g

6@y BgnS (ol .Cawl 63505 laizgs (jlwaiailys g Gijgel
9 Wlads (ijgel tamnlio oldy d393)3 55 aile (sl s ,53)

395 LS ot 5o 1) Jiedso lgize 9 G495 il o Giise 2LLLL S
VR
@i 3905 @ azg3 b gjg0l sl )3 (6,505)8 sbasdl (as (0, =i g @y
9 &l ;3 ez ddpo dodiyje GualS (548> Judaigay joxi piliume lodiyjo HuolS
G2 lS logs )9l dmumgi Gl 53 pgo il 9 Mbbse VBT (pSpaeal | )5 g2 ady0
gaw Ginhsl 4 Colie b o) 30lgs e (eoian g ik &lio
IR 9 plos (sl ey S g doyinySs g logy)l s 9 Ohlasl  lolBT (g S oaoual
doliyl (oo .)_s ._:94 txllz:'gb Ol yide L/_;.ngbbJ u.b @ piSL >?> 9 LSl R ssxp0
Oloss lusliie il g WWbled (HLoSl Gl (ueli b eghan Ghge | 45l pasd
h obSia)S gaieinlis) digej yamw O)lad (55lwpasd g (5,503)S
LCawl 03905 pol)9 lsint
lol 38l (53 lursiedso 4 ymxie 351530 lolld g Ul ¢l degaso @ L:I*"fl"‘“’
(W] VRXC]

dagl 4 (b @l 4 s9ib (5)S3)S laySginS g o
Ll (5900 b Culd) ds > 53 ) g gl
sl lgcuns 0B, L g sbasdl )5 o e Cols) YL Camol alas) > (eSEwly

~ginsS 38wl g (i de plas (32 Azgl g pd (5SS R e ylas
b 93,3 9 wellao (Sluidy 9 Wyllad gauog90 4 (5,5:03)5 slo)ls lo2il,8
(a8 5l oo DVo80 835,50 )3 Equdge ¢l amwl 63g05 laizgs 9 3555 33 g s
il g 3)9550 331 o8 sate Wyllay @lax) )5 (95wl S WYY b
_3|9_w s 9 LQ.JJ[SJ 9 L99—°-'> c:\.wo) B5) Lg_))é GLmUmlSI Cigwg.! (29l (5).&.&.‘) 9 t\l.»ol
loie ol b yide Cold) ) oo pow 1S9 5eleiSS
55l g BUS| Ol s oJoiSs dmma . P> ad>
il 9 BUS DllazVe (S0 59lgiSS dowgi pgo lodwia I (S . as
. . B oyas O o
Wilew glaguwgi Ololadl olad (ol Voo aSha . uwl ¢l o iyie . ) .
’ il Col)S lasas bl g (SUS
Caol)S Lads g (Sl glagiy)l u ogMe dolid)l aoo o il (g0

WayS Glinal 43 5838 dauugi 1 (Egiuas Lhga il sgwge (e Suw (Mo e ol fuole Jguw e




.. TEA -
"1 c il & s 5 Lad
EZ|== S3POke 9 555w bl GaiRgsy (sole acliduadys ( )
Q 2

o) ,Ulns; - ;", The Journal of Tourism and Hospitality Marketing Research 222

YA G YE) Olrdis NFE Glinno) 9 sl ¥ o)loit ¥ 6,95

Sl (23 slaygl a5l elaial g (Sioy8 slogi)l 4 agi o bl sloyh))l s>
RO FOWSA 5 S8
@ 3,800 43 3 |y (6,98 Vgasi (T ool 9 )1l degs 6jg 0l
aile SUS| WVgdo 4 azgl g (pogas p > lads oS (95
a5 ol ogo Dlaslo dlozjl (Kb lagh))l Lad> g (5 j9ocdlse
28 18 azgi 3,90 3L 3D el )3
S35 4 33l (Situnly Ao aelyd gl (3l ié sladoly olxid

lo0)55 g loygb o))l i b g 03905 pald 1) log5elgiss g (Jwiblo

9308l (59, L9 1) (3380 Whiloliee 1S 55J9iS Slgaw asd Gl >
Slall ¢ yipgo S| S2 Cuol dgiio 4 dzgi 13 1ol 63948 golg>
sl SgunS )3 (coian Ghga 3iil (o jeleiSs 558
25 518 Ol by 9 OhIS b d2g5 3)90 9L a5l (5,803,8

AFo¥ (gl wloaidly 135l

29090 b 0o Wls WSitio iz I (5950
&3lg, .eadd Gl of U paoled 0 aS
dgdo £989 L slml Soms e slaalgio
Ol = 330, ool @Gyl 5l 45 st (5970
ldlus puiz i (5)970 Do 3L b prive
oSl g 33le3l> auwly ol @y Jas 5 S8l S aily
09w walgy)y gl wislw ledpel, dgde
ol 3 G970 B3uay dlayl g loailis g S S

33,80 s Ughio

62970 (613838 doxiis )5 A §)leid Jgaz @Gillao
P Ekas Ubge (61385l pge Ay lez @
lieo 5los,I333S g laalgio g (5 ,5d5,S douwg
G295 Sl ol Gaplo I aS b iie ladipe
i o 2 ol slel el (6513880 punslSo
6 Sw3)S dowgi 55 (eomas Lbge Wil
Cowl (oloddgis JuoSS al> o RYCARYY paolgs>
e 20l GhyinS g lawg b g Mol 4 s aS
By &S Gl (glugSa (508 LS g

MayS Glinal 43 (5)Sub3)S doungi 1 (Egiuae Lhga il sgwge (e dpw (Jlame e ole uole Jguw e




IEA .’
= & = " . . 2 %
C ) SiPOke 9 555 2l )lik Glapiggy ol aolidadyd E;|==
The Journal of Tourism and Hospitality Marketing Research oy JLJ@ "/f"

(‘

YA G YE Olodio AFeF (i) 9 sl ¥ ojloid ¥ 6,95

s ot e

E9090 Sl ke WYgio : Salslae OVgho o
Gablopw pllas CaeSl> 039 Clgs JyuS lgyls e
e 4 0 s90l (Siunly ¢

S § 69U

laub 5 90 Cuool @ P
J%,‘:’;“?")’;’:’s“"s’" ) s p—isS (Saile cudic o
o il b ol 52968 g8l Vg i

G jgx0 g &l 3gu0S @ ”Ps'wul'o:?

cwlb St g (sl (glgad ! ©dlaidl gl oyl o
sosg 16970 Ugéo HEXYw R

» s isn s [T i s a2

b5 ags

9 o P gyl ¥
65l 2iadlgs (slo s jgol

iy 9 W flas
:(5|4.‘o*o)' 0\]9.5.4
038l Caganl oy S5 g Ll s 81 Ol sl alaw gl 1
- W 9 ik i 9 (21 STg syl L Cusonl (b e (g3iailis)
9 uQ\b| Ollas\e

«S059093S5 Slgan Casmus 1 IS5 g Godis Aisa) 43 (39 sl (BT dswgi
)l Slgs b o 5ialdy 3Ll « i Ao whsud sl oy pllas oguil Kin
‘5)3.&.)); Gloas gbolii g ws se (gl adlain (55150 SO 5e)giS

Cadly Slaal g (5y9l8 Vg b dgrlge 45 3181 (530 ol GholS 9 S 559iS5 slgaw Ginl8l - :losoly
Laio ~Sy5009iS3 (sl Jl 31 o JiiS g Sl aslisianl g (ol f (slos fgo S9ug2 ¥ dlabus pllas 03y

Sio B (S0 g oy S i) eloizl g (Sl gyl

sl aidly :35le (4sS slo il wlwlp WS Gl (6,503)5 dawgi 51 (guas Ghga 138,51 U 5 JSib
\Fo¥ (gl

s el dgime g Sluyg bl S dniis g Casy F
&l ) (R9zddpo ladizje Lhals (Julxi

wiwsasd g usS)l @lblBT (¢Spsnias R eehas phee SLIl pand Saa b Glegl; ¢l

@ las calamd 3 (68 gy aloladl (g5 lwsied e 9 0933 @he 3 WS il )3 6 J0)S damgs
2 Mool iyl g 356550 351 desiyT,9 ) et L2 <l Ol L’}jb 0o 2 9 SVA ‘lp.l
e e PN

. ) ) . Sl 5 L ..)J.),gb)Suamhool.'L«ul Lg)S.siu)Sd.v.wgJ).g[oSb

q.J f’to-‘-?‘ (5%6)9% [SV.V-.) ™ Q? 49.9', < y LSLQJLSQ _ S &OU & )e. lnl . @gb’.j L}AJLquH
o3Laiwl (1 S 395 3,Sdac ;5 lo3)lS g (5,9L9 ECHR g WS il g 53,8
2 690 W SO plgiedy a> slag,ols ~ago lisosls g, Lubwly LasS laduslas

slonSuh 5l gl @S Cuwl (55l 3o

Bl god Olgz jwlpmw 5 SleMol (5)9ld

9 Oleal g3 lwaiadlys g Hirjgol Jolis 3)l90 )3

WayS Glinal 43 5838 dauugi 1 (Egiuas Lhga il sgwge (e Suw (Mo e ol fuole Jguw e




.. TEA -
"1 c il & b 5 Lad
EZ|== S3POke 9 555w bl GaiRgsy (sole acliduadys ( )
Q g

o) ol - ;“, The Journal of Tourism and Hospitality Marketing Research 222

YA G YE) Olrdis NFE Glinno) 9 sl ¥ o)loit ¥ 6,95

Uhge 093909, dewgi dlalgdy aS Cuwl selize
ool G2 iege 9 Cuwl 030l 929 4 (egluas
(Sl slagy)l pab SyeS @ ewlgie
Sl G il g @l glocald, iulél
OMoz il 53 Rl (Sied ol
ol o Jleidl s dog ) Sobs 9 bl
Pl bloe Ghals g lalg, il g )50
Lukita, (2023) glogiogiy 55 .55 o)Ll
sl 5l S @ ;o Lavafan, (2023)
Bl Ale oSy ol oad aislsy Bgoge
slogiegly a5 Cawl ol bLI) Gl )3 ol
ol Lol ilosds plasl ogias cnl 5 (55l
Eg090 0l 9 leslss Lindgy | pge sl LSS
S ez sl jein

sblie JUS 5o b plis Gleglh ol gl

dowgi > Louas ob9 S gl
G Gbdl JSib @ Base @S (5SS
2l D9 b 1S (s0 o 3905 (5190042 9 5 ee
9 ieloiz| Glo IS5 4 Egud90 (5135wl
Jwdizo) 9 (Je OVsle aizead 9 39290 (U
Lo b))l s b8l Ohlaml alaw Ghaldl ejagas
Wyt s3ioilbsd, o8l cassl oGS 9
9 Gl Ko Sly ol o8l Cusal
9 B9l doj 53 629 LT dawgi (ng
ol oguil K8 Sy 5009iST Sloa o waIS3
e2b () SLai8l (Jylge Bb g laalesu
Lol g wdye gladlais (55150 1S 59)9iST lgaw
(3loyw pllas capoSle (g 538 Oloss
oL ol (5SS slasBl pad 0,
5105 (5)9l8 0g39lg, Vg Il dswgi
(Siyd g Slwil glaghi)l e 9 Rlo
L ag2lge bl > Jaol il ygpd
65,8 dmwgi 45 ol 25 9 eguan Ghse
lo)Sgmns U opdy Ogo pV Olgzg
blio 5l 5530502 oud 0o oloz 9 (5,50,8
23 Ol sgm O3l g Slude jls59)eiSs ¢l o
b ol Oblpbdny prizes aile Gl

Obge Sl p ke )5 I ool slass
b omible (QUlgT (slise 4 0391 (35l63)S (seqiuas
logud a LU g Waosly Jud=i g blais jS45
ol Jul=i > Dlgiee @S i Jée ailine
Cazivo (gl dubo palis g OleMlol 3u)gi g ool
Ol 5 (6,505)8 daungi L35S SaS (5,50,
Uh9® 63299 (090 sos 9L I (5 xS0ye2 L WS
S92 1 Dlods aduS <)l 4 Blgise (coian
SaS (5,503)8 cusivo (5,10 9 ol &)y
3lwtiagy B i8S olyil; Cumen o pse I L3S
ol Sl eolaiwl «wldl ¢ JbigJes (slopiwmw
o 3 Sy Jeai dlgie Lo gl
Wiz @ lgiiad g ol 338 slanl WS (6,50,
L wiSie SoS ol 9 ohSdaS i
S cbolis g cuato ol Hlaly damgs < g
Oaizon 9l ymio 5 Saed g el @il
E9an Ghga 55l aS sl plis Giegy oal gl
S SlS o > i 6,508 slo)SgnS
el awl 639 dgguie i 35130 e (LT T b
Sl g e oy sloaidl b (legly dudh
Jul=d 5o a8 (Sl)lS @ Dlgise Jieudion piuww
25 )l Cdllas S Jo 1) aade )L
Ghgo Cade il p e Slae sl
clolgems 3Slas 9 QS 5 (egbas
Zsarnoczky slo iuagiy loaidl b g, 5us)S
(2017); Bulchand-Gidumal, (2024); Dogan
(2024); Gossling (2021); Zolfaghari &
-oo Heshmatnejad (2021); Bashkouh (2023)
Az dgugr pol> Ghegly > ablse gw
Ub9o Lol dawlgay oS3, g b s
2bbse Gloghy sledidl I Sy vlgicay coiuao
lie glopieoghy @l b bgoge aisly a5
Gajdosik & Marcis (2019);)
;Shirmohammadi (2023); Solakis, et al
sbl> @l glagiagly 5l 5S0s 55 o (2024)
aS Loyl gl ;305 I .l Jlgpa g ul,8
Bl BLS ol Caws 4 oS gleawslas o

MayS Glinal 43 (5)Sub3)S doungi 1 (Egiuae Lhga il sgwge (e dpw (Jlame e ole uole Jguw e




9,
= & = o . . 2 %
SiPOke 9 555 2l )lik Glapiggy ol aolidadyd E;I==
The Journal of Tourism and Hospitality Marketing Research oy Jtaé "/f"

Sl e ke ol

YA G YE Olodio AFeF (i) 9 sl ¥ ojloid ¥ 6,95

53 oMl (sl)9:S (5,83)8 Jluws (532520l
opzee 9 Slells gelr logsb B
elue Spds L plg Geas  glaghegly
9 3¢ dwlgs HUaml 3)90 o )guiS ¢l pmarasio
33,8 50 3l3ald Glagiy ¢l (sSaogiy iy
o o>

o (sol> Ulio ol (Jodue Saiunss Hlglol 4 L
ol alblas

Uheg3y 5> Ol 3iumg pgaw

Olwsy Alio padais g ()5 )5 OB simg) pomw
.\.ui.u [y o (glgizo Ulf.\.aw.ug.a Ao 9 Cawl 650
Al golgs S sloaus PLAJ 3,90 33 9 333)S
&9l Slasi

23 8L SLAT guo a5 35l 50 plel o83y
235135 Ao ¢l HLisl b g (Ssuwgs b dladl,

S & o 9 )ﬂw

loioly g 6,9Line s @ )8l doo I B sy

L;ll.)).)é 9 p&uu:' 5 QJL&O C)i' )..) Ql..i’.dS)l..fiw 9 (;O.LC

Ui9e 0 38T b WS il )5 (5, 805,8 dsawg
slr Egvan Ghge jl eslaiwl Jold cquasn
Slal bl Cumes e gjlwdiup
sl (AR) 05938l Cusdly g (gilxo lody =
L ohSinS plbsl) g (Sluiiy BaaS350
ol Jud=i (eguan hge lowbias
ilwriadge wloss doup by 6, S0,8
52;»9.1 9 LS)I'\"L’ o8l 9 (J-Q-’9d"9 LSLQI“-‘-"‘“-W
seowan g I eslaiwl Ll Ls)ij,_))f

Ablyso

L Olgie i Ghegl &lse 9 OGSk

o g ladlhio (o 818 g (egec asid
OUSie (ghe HodS > sl gloslwy)
691555 9 Lol &aj9i (5)lois 32 yio
0 Olllas 2o Guizes g (Slawe OleMbl
ol 900 Ol b jelsS ol )o Loy Egd90
6lo)giS (Siwan lojlw ;5 33550 slgidiny
oMl (512988 (5,50,8 plojl S oMl
OBeol 9 @3y (Ilwlid  liwly
olz sbdhex ;5 Gk 9 wele 5,8
9 b a8 cuwl (o0 538 slel L

WayS Glinal 43 5838 dauugi 1 (Egiuas Lhga il sgwge (e Suw (Mo e ol fuole Jguw e



EEI

—_—

2 &7
i aL/t ]

S31POeRes 9 5525 ()il (S iRgiy (ols aliduadyd @
The Journal of Tourism and Hospitality Marketing Research

Ol g3 b gt e

Al-Khalidi, H. (2017). Geography of Iraq: A

Aghayi

comprehensive overview. Baghdad
University Press.

Khan mohammad, T. , naghizadeh
baghi, A. , Mahdavi Ghareh Agaj
Olya, A. , & fereydouni, F. (2025).
Sports Tourism Analysis: From E-
Marketing to Smart Tourism. Tour-
ism and hospitality marketing re-
search, 3(1), 7-35. [in persian]

doi:

10.22080 /tmhr.2025.29289.1061

Al-Tamimi, S. (2019). The Religious and

Cultural Heritage of Karbala: An
Analytical Study. Journal of Middle
Eastern Studies, 7(3), 22-39.

Azari, M. (2023). A study on the application

of artificial intelligence and infor-
mation technology in improving
Iran’s tourism industry. The 7" An-
nual International Congress on Ag-
ricultural Development, Natural
Resources, Environment, and
Tourism of Iran, Tabriz. [in persian]

Al-Mahmoud, A. (2015). Tourism in Iraq:

Bahari,

Opportunities and challenges. Iraqi
Journal of Tourism Research, 1(1), 1-
20. [in persian]

J., & Mohammadji, S. (2024). Analy-
sis of the Role of Religious Tourism
in Tourism Destinations (Case
Study: Country of Iran). Tourism
and hospitality marketing research,
2(2), 243-262.

&L,

doi:
10.22080 /tmhr.2024.26966.1011

Bashokouh Ajirlo, M. and Ghasemi Hame-

dani, L. (2023). Analyzing the Role of
Influencing Factors on Value Co-
Creation through Technologies
Equipped with Artificial Intelli-
gence and Knowledge Management
in the Tourism Industry. Library
and Information Sciences, 26(1),
115-142.

doi: 10.30481/1is.2023.377727.2037

Blaikie, N. (2005). Designing social re-

search (H. Chavoshian, Trans.).
Tehran: Ney Publishing. [in persian]

Bulchand-Gidumal, J., William Secin, E.,

O’Connor, P., & Buhalis, D. (2024).
Artificial intelligence’s impact on
hospitality and tourism marketing:
exploring key themes and address-
ing challenges. Current Issues in
Tourism, 27(14), 2345-2362.

https: //doi.org /10.1080 /1368350
0.2023.2229480

Buiyukozkan, G., Feyzioglu, O., & Havle, C.

A. (2019). Intuitionistic fuzzy AHP
based strategic analysis of service
quality in digital hospitality indus-
try. IFAC-PapersOnLine, 52(13),
1687-1692.

https: //doi.org /10.1016 /j.ifacol.20
19.11.443

Buzinde, C. N., Kalavar, J. M., Kohli, N., &

Manuel-Navarrete, D. (2014). Emic
understandings of Kumbh Mela pil-

MayS Glinal 43 (5)Sub3)S doungi 1 (Egiuae Lhga il sgwge (e dpw (Jlame e ole uole Jguw e

YA G YE) Olrdis NFE Glinno) 9 sl ¥ o)loit ¥ 6,95



https://doi.org/10.1080/13683500.2023.2229480
https://doi.org/10.1080/13683500.2023.2229480
https://doi.org/10.1016/j.ifacol.2019.11.443
https://doi.org/10.1016/j.ifacol.2019.11.443

9,
= & = o . . 2 %
SiPOke 9 555 2l )lik Glapiggy ol aolidadyd E;I==
The Journal of Tourism and Hospitality Marketing Research oy ;M; "/f"

Sl e ke ol

YA G YE Olodio AFeF (i) 9 sl ¥ ojloid ¥ 6,95

grimage experiences. Annals of
Tourism Research, 49, 1-18.

https: //doi.org /10.1016 /j.an-
nals.2014.08.001

daghagheleh, Y. and darvishi, M. (2022).
Segmenting and Profiling Psycho-
logical-Demographic Behavior of
Karbala Pilgrims Attending the An-
nual Arbaeen Rituals: A Case Study
of Pilgrims Crossing Khuzestan
Province's Air and Land Borders.
Social Studies in Tourism, 10(19),
221-250. doi:

10.52547 /jour-
nalitor.36278.10.19.221. [in persian].

Dogan, S., & Niyet, 1. Z. (2024). Artificial in-
telligence (Al) in tourism. In Future
Tourism Trends Volume 2: Tech-
nology Advancement, Trends and
Innovations for the Future in Tour-
ism (pp. 3-21). Emerald Publishing
Limited. DOI: 10.1108 /978-1-83753-
970-320241001

Donohoe, J., & Needham, C. (2006). Tour-
ism, development and growth: The
role of planning. Channel View
Publications.

Gajdosik, T., & Marcis, M. (2019, April). Ar-
tificial intelligence tools for smart
tourism development. In Computer
Science On-line Conference (pp.
392-402). Cham: Springer Interna-
tional Publishing. DOLI:

10.1007,/978-3-030-19810-7_39

Gossling, S. (2021). Tourism, technology
and ICT: a critical review of af-
fordances and concessions. Journal

of Sustainable Tourism, 29(5),733-
750.
DOI:10.1080/09669582.2021.18733
53

Farmaki, A. Altinay, L., Christou, P., &
Kenebayeva, A. (2020). “Religion
and entrepreneurship in hospitality
and tourism”. International Journal
of Contemporary Hospitality Man-
agement, 32(1), 148-172.

https://doi.org/10.1108 /IJICHM-
02-2019-0185

Helli, M. (2020). Religious attractions of
Karbala and their impact on reli-
gious tourism. Tehran: Elmi va Far-
hangi Publishing. [in persian]

Homayoun, M. H. (2012). Tourism: An in-
tercultural communication- A
comparative study of the contem-
porary Western model and the Is-
lamic model (2" ed.). Tehran: Imam
Sadiq University Press. [in persian]

Kabbari, N. (1999). The social and cultural
history of Karbala. Tehran: Khay-
yam Publishing. [in persian]

Kamalaveni, M. S., Suriya, A., Sakthivel, P.
S., & Vignesh, S. (2021). Digital
transformation in tourism. Interna-
tional Journal of Advance and Inno-
vative Research, 8(4), 33-39.

Levafan, Ali. (1402). Analyzing the effec-
tiveness of the smartization ap-
proach and especially the artificial
intelligence approach on the tour-
ism industry of communities. Inter-

WayS Glinal 43 5838 dauugi 1 (Egiuas Lhga il sgwge (e Suw (Mo e ol fuole Jguw e


https://doi.org/10.1016/j.an-nals.2014.08.001
https://doi.org/10.1016/j.an-nals.2014.08.001
https://doi.org/10.1108/IJCHM-02-2019-0185
https://doi.org/10.1108/IJCHM-02-2019-0185

.. TEA -
"1 =l & . 1 a
EZ|== S3POke 9 555w bl GaiRgsy (sole acliduadys ( )
Q 2

o) ,«'ﬂ-d; - ;", The Journal of Tourism and Hospitality Marketing Research 222

national Conference on Manage-
ment and Humanities Research in
Iran. SID.

https: //sid.ir /paper /1128042 /fa.
[in persion]

Lukita, C., Pangilinan, G. A., Chakim, M. H.
R., & Saputra, D. B. (2023). Examin-
ing the impact of artificial intelli-
gence and internet of things on
smart tourism destinations: A com-
prehensive study. Aptisi Transac-
tions on Technopreneurship (ATT),
5(2sp), 135-145

DOI: 10.34306 /att.v5i2sp.332

Meshack, H. E., & Prusty, S. (2021). Service
quality, satisfaction and loyalty of
customers in hotels: The case of
Northern Tanzania. African Journal
of Hospitality, Tourism and Leisure,
10(4), 1430-1451.

https://doi.org /10.46222 /ajhtl.19
770720.171

Miranda, G. J., da Silva Lemos, K. C., de
Oliveira, A. S., & Ferreira, M. A.
(2015). Determinantes do desem-
penho académico na area de
negocios. Revista Meta: Avaliagdo,
7(20), 175-209.

https: //doi.org /10.22347 /2175~
2753v7i20.264

Montazerolghaem, A., & Keshavarz, Z. S.
(2017). A study of social changes in
the ceremonies and rituals of
mourning Ashura in Iran. Quarterly
Journal of Shia Studies, 15(58), 37-
72. [in persian]

Mousavi Zanjani, S. E. (2023). Wasilat al-
Darayn fi Ansar al-Husayn (a.s.).
Beirut: Al-‘Alami Institute for Publi-
cations. [in persian]

Missiroli, A. (2020). Game of Drones? How
New Technologies Affect Deter-
rence, Defence And Security. NATO
Review, At: Http: / /Www.Nato.Int.

Punnett, John. 1897. "Travel Experiences in
Karbala." Manuscript, p. 331

UNWTO. (2024). World Tourism Barome-
ter. United Nations World Tourism
Organization.

https://www.unwto.org/world-
tourism-barometer.

Sadat, M. , & Imanikhoshkho, M. (2024).
Modeling the Relationships Be-
tween Travel Motivations, Satisfac-
tion, and Loyalty in Religious Tour-
ism Case Study: Qom Province.
Tourism and hospitality marketing
research, 2(2), 159-176.
doi:
10.22080/tmhr.2025.28642.1038

Shirmohammadi, Y. and Mohammadi, A.
(2023). Using artificial intelligence
and big data-driven IoT to generate
knowledge and make rational B2B
marketing decisions to improve the
performance of smart travel ser-
vice bureaus. Journal of Tourism
and Development, 12(4), 49-63. [in
persian].
doi:

10.22034 /jtd.2023.389389.2754.

MayS Glinal 43 (5)Sub3)S doungi 1 (Egiuae Lhga il sgwge (e dpw (Jlame e ole uole Jguw e

YA G YE) Olrdis NFE Glinno) 9 sl ¥ o)loit ¥ 6,95



https://sid.ir/paper/1128042/fa
https://doi.org/10.46222/ajhtl.19770720.171
https://doi.org/10.46222/ajhtl.19770720.171
https://doi.org/10.22347/2175-2753v7i20.264
https://doi.org/10.22347/2175-2753v7i20.264
http://www.nato.int/
https://www.unwto.org/world-tourism-barometer
https://www.unwto.org/world-tourism-barometer

ot f S pal andl

YA G YE Olodio AFeF (i) 9 sl ¥ ojloid ¥ 6,95

0
= & = A . . - \’
SilPolerae 9 5,500,515 laiagsy (els aclifuadgs I;;I

The Journal of Tourism and Hospitality Marketing Research o) ,«'Jhé "/f"

Salaji, N. (2024). Identification of the Pat-
tern of Development of Artificial
Intelligence and Smart Technolo-
gies in Enhancing Urban Tourism
Experience. urban tourism, 11(4),
77-93.

doi: 10.22059 /jut.2024.380577.1227.
[in persian]

Solakis, K., Katsoni, V., Mahmoud, A. B., &
Grigoriou, N. (2024). Factors affect-
ing value co-creation through arti-
ficial intelligence in tourism: A gen-
eral literature review. Journal of
Tourism Futures, 10(1), 116-130.

doi.org/10.1108 /JTF-06-2021-

Saud Almasoudi,A. K. , Mousavi,S. H. and
Mousavi,S. A. (2025). Evaluation of
Tourism Development Strategies
with Emphasis on Religious Tour-
ism in Karbala City. International
journal of Tourism, Culture & Spir-
ituality, 8(2), 43-64.

doi: 10.22133 /ijtcs.2025.527262.1217

Strauss, A., & Corbin, J. (1990). Basics of
qualitative research. Sage publica-
tions.

Tsaih, R. H., & Hsu, C. C. (2018). Artificial
intelligence in smart tourism: A
conceptual framework.

UNWTO, (2007), Tourism Highlights 2007
Edition, Available in "www.un-

wto.com."

Zsarnoczky, M. (2017). How does artificial
intelligence affect the tourism

UN Tourism. (2024). World Tourism Ba-
rometer: Vol.22, Issue 4. United Na-
tions World Tourism Organization.
https: //www.unwto.org /world-

tourism-barometer industry? Va-
dyba, 31(2), 85-90.

DOLI

https://doi.org /10.18111 /wtoba-
rometereng

Zolfaghari, M., & Heshmatnejad, A. (2021).
New and smart technologies in the

tourism industry: Challenges and
opportunities. International Con-
ference on Management, Tourism
and Technology. SID.

https: //sid.ir /paper /901395 /fa.
[in persian]

Zsarnoczky, M. (2017a). Accessible & Senior
Tourism in the European Union.
Conference proceeding of 6th Cen-
tral European Conference in Re-
gional Sciences, Banska Bystrica
https: //www.re-
searchgate.net/publica-
tion /321085023 _HOW_DOES_AR
TIFICIAL_INTELLIGENCE_AF-
FECT_THE_TOURISM_INDUS-
TRY

WayS Glinal 43 5838 dauugi 1 (Egiuas Lhga il sgwge (e Suw (Mo e ol fuole Jguw e


https://www.unwto.org/world-tourism-barometer
https://www.unwto.org/world-tourism-barometer
https://doi.org/10.18111/wtobarometereng
https://doi.org/10.18111/wtobarometereng
https://sid.ir/paper/901395/fa
https://www.researchgate.net/publication/321085023_HOW_DOES_ARTIFICIAL_INTELLIGENCE_AFFECT_THE_TOURISM_INDUSTRY
https://www.researchgate.net/publication/321085023_HOW_DOES_ARTIFICIAL_INTELLIGENCE_AFFECT_THE_TOURISM_INDUSTRY
https://www.researchgate.net/publication/321085023_HOW_DOES_ARTIFICIAL_INTELLIGENCE_AFFECT_THE_TOURISM_INDUSTRY
https://www.researchgate.net/publication/321085023_HOW_DOES_ARTIFICIAL_INTELLIGENCE_AFFECT_THE_TOURISM_INDUSTRY
https://www.researchgate.net/publication/321085023_HOW_DOES_ARTIFICIAL_INTELLIGENCE_AFFECT_THE_TOURISM_INDUSTRY
https://www.researchgate.net/publication/321085023_HOW_DOES_ARTIFICIAL_INTELLIGENCE_AFFECT_THE_TOURISM_INDUSTRY

	10-en
	10-fa

