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This study is an initial attempt to explore the Iragi government's role in expanding its foreign
inbound tourism. Therefore, the current study investigates the factors affecting the tour guides'
service quality and their impact on tourists' satisfaction. Four characteristics of tour guides
were identified. These factors include behaviour; personal integrity, employment; safety and
security at visiting places. In addition, five service quality attributes were considered in this
study including dependability, empathy, tangibility, assurance, and responsiveness. This study
also tested the tourism policy impact on satisfaction. The study's questionnaires were
distributed to 536 international tourists at Babylon archaeological site. Among the 536
distributed questionnaires, only 315 responses were usable for analysis. The cross-sectional
data has been applied over considered techniques, as the cross-sectional data helped in making
a significant formation in terms of customer choices, customer satisfaction, and the building
of relationships with each other for such places as Babylon. Based on the current findings,
positive relationships were found between the tour guide attributes, service quality factors, and
tourists satisfaction. Overall, this theoretical paper says that the tourism department should use
the dimension model and that service providers should improve their management to increase

tourist satisfaction.

1. INTRODUCTION

The scholarly study emphasizes the importance of tour
guides as experience givers, mediators of culture, supporters
of sustainability, defenders of cultural heritage, modifiers of
behavior, gatekeepers, and interpreters on-site [1].
Furthermore, a tour guide leads visitors around a location and
interprets the cultural and natural heritage area [2]. Tour
guides contribute significantly to preserving cultural and
natural heritage values by encouraging visitors to engage in a
sustainable and responsible attitude [3]. Additionally, tour
guides are viewed as a valuable resource for educating guests
[4]. Providing high-quality tour guides is essential for
sustainable tourism [5]. A substantial amount of research has
been done on the topic of how the performance of tour guides
impacts visitor satisfaction.

Literature shows that one of the tour guide's major
responsibilities is to assist visitors during the trip to ensure
them a satisfactory tourism experience [6]. It was empirically
proven that the quality of service provided by tour guides has
a dramatic impact on visitor satisfaction [7]. Satisfied tourists
are likely to revisit the tourism site and engage in a positive
word-of-mouth recommendation [8].

The conservative cultural nature of Iraq may cause
discomfort for international tourists leading them to a
dissatisfactory tourism experience. It is important to note that
Iraq has implemented numerous behavioral norms over time,
which occasionally confounds western tourists unfamiliar with
local customs or culture and might result in complications. For
example, homosexuality is outlawed, and public kissing is

17

considered impolite in Iraq's public areas. Furthermore, the
tour guide's polite communication of instructions to the tourist
means that visitors are forced to adhere to Muslim religious
constraints, even if they are not Muslims, such as refraining
from drinking except in certain approved establishments.
Accordingly, overseas visitors from Europe and the Americas
are required to obey the conservative behaviors of Iraq during
the visit and avoid some behaviors considered normal in their
home countries. Therefore, this may be one of the
impediments to attracting international tourists and getting
them a satisfactory travel experience.

Another issue related to tourism in Iraq is the lack of tour
guide services which weakens the tourism performance. Tour
guide services have been identified as being constrained by
several characteristics and management competencies among
decision-makers, impeding their growth, survival, and
sustainability. According to Iraqi newspaper 3389, published
on January 20, 2018, the tourism legislation governing the
profession of a tourist guide in Iraq was enacted in 1966 and
revised in 1991 to include additional instructions and limits.
No new instructions have been added since 1991. The tour
guide instructions established in 1991 seem to be outdated and
arbitrary for the tour guiding profession at the current time.
Shubar et al. [9] also confirmed in a study published by the
Journal of Administration and Economics in Iraq that there is
no association for tourist guides in Iraq. The number of official
practitioners is small, as the number of tourist guides in the
whole state is about 500. Besides, there is no record organized
them. As for the work of companies, people are used as tour
guides who are not licensed, have not obtained permits to
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practice the profession, and are not qualified for guiding work.
We are convinced that there is no review of extension work in
Iraq in that region, whether archaeological, tourist, or religious,
with this amount of inbound tourism. The factors influencing
the quality of the tourist service provided by the guide and the
extraordinary efficiency are covered in-depth, especially in
Iraq. Moreover, Iraq attracts different types of tourists with
different perceptions and behaviours in diverse environments.
Even with all of these benefits, Iraq's tourism industry is still
not as strong as it could be because of the many restrictions on
travel.

Additionally, a tourist guide must be well-versed in how to
assist guests and provide pertinent information; they must also
be well-versed in the area to which they are transporting the
visitors. However, because some of the areas were dangerous
to visit, the tourism business must ensure their customers'
satisfaction and safety from the start to the finish of their trip
[10]. For example, as Babylon's ancient land is one of the most
beautiful places in Iraq, where many archaeological attractions
are taking place, tour guides must make sure that the visitors
have covered all the areas of Babylon and received adequate
background of the historical aspect of this place [11].

In addition, visitors seek the best service quality from tourist
agents as it is their responsibility to provide tourists with
complete tourism packages and maintain their safety and
security during the trip [12]. Tourist agents are recommended
to educate visitors about the local culture and give them
protection and assistance if they face any issue or conflict
during the visit [13]. Safety and security are considered to be
very significant when travellers decide to visit a specific place.
Safety and security also matter for tour guides, as it was
mentioned that one of the factors which affect the tour guides'
service quality are safety and security at visiting places [14].
Besides, safety and security at visiting places can substantially
impact the success of tourist destinations [15].

The demand for qualified tour guides is increasing globally
and Iraq is no exception. According to Cetin and Kizilirmak
[16], the issues plaguing tour guides are the lack of uniformity
in tourist guiding education, ambiguous working
circumstances, an absence of insurance, and inadequate
controls.

Neglecting tourist destinations, converting the majority of
tourist destinations into military barracks, and the poor
planning of the tourism ministry contribute to the increasing
complexity of the tourism system at destinations [17].
Furthermore, the lack of transportation facilities, insufficient
tourist infrastructure and archaeological destinations,
unattractive investment legislation, and citizens' trespassing
on the governmental properties of historical and natural value
are considered major issues in tourism development in Iraq. It
is important to note that the tourism industry's poor marketing
and promotion efforts, in addition to the tourists' complicated
visa procedures, negatively impact destination attractiveness
as well as travel experience [18].

Based on the above discussion, it is very clear that there is
a lack of rules and standards for tourist sites that monitor the
performance of tour guides, especially in developing countries.
Although there are several elements that impact the tourism
industry, the focus of this study will be on the role of the tour
guides in delivering a satisfactory tourism experience. In other
words, the current study describes the significant determinants
of tour guide service in Iraq. The investigation's primary
subjects are their perceptions of their occupation, guiding
behaviors, and awareness of healthy tourism business and
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sustainable growth.

To elicit all of the ins and outs of tour guides' behaviors and
to gain a complete and accurate picture of tour guides' actual
guiding performance, tour guide management procedures
about training, tour guide licensing, and supervision. There
will be a focus on exploring tourism policy and its impact on
the tourism sector. As a result, tourism stakeholders who are
influenced by what the tour guides do will be part of the
fieldwork.

2. RESEARCH FRAMEWORK

According to the review of the relevant research studies
discussed in the previous section, tour guides have several
responsibilities tailored to tourists' needs. Due to their central
location within the tourism industry, tour guides are expected
to have significant opportunities to contribute to achieving
sustainability goals. These opportunities include actively
managing the experience, promoting the conservation of
resources, and promoting the growth of the local economy. An
evaluation of tour guides' performance in terms of their tasks
during tours and how they conduct tours following the
principles of interpretative guiding will be carried out.

This study focuses on tour guides, and Babylon was chosen
to be the case study for this research. The tour guides'
perspectives on their profession, guiding behaviours, and
awareness of the tourism industry and sustainable growth are
the investigation's main subjects. Tour guide management
procedures regarding training, licensing, supervision, and the
effect of tourism policy on the tourism sector will be
investigated in order to elicit all of the ins and outs of tour
guides' behaviours. The SERVQUAL model was chosen to
assess service quality and customer satisfaction in the current
study, which is a useful model for all tourists as it takes
advantage of the characteristics of the quality of service. This
is because we cannot use a generic SERVQUAL model in this
case since it may be insufficient for assessing Babylon's
service quality in general and will not provide an accurate
measure of tourists' views. Even though a tour guide's qualities
and the city's tourism policy are the main reasons why not
many people visit Babylon, these variables cannot be ignored
when evaluating the quality of services delivered.

Tourist satisfaction is the dependent variable in this study
which is the tourists' outcome of evaluating the tour guide's
service quality. Positive evaluations and the likelihood to
return are frequently used to predict tourist satisfaction [19].
The service quality characteristics will determine the tourist's
perception of the tour guide's service quality. Customer
satisfaction is attained when the service is deemed of good
quality. If the service quality is poor, the customer will be
dissatisfied. The majority of studies on service quality have
been conducted on travelers. It encompasses a variety of
factors, including tour guide service accessibility, tourist
policy, safety and security, and the presence of supporting
infrastructure. Several studies such as Suman et al. [20] and
Sam et al. [21] have focused on the essential factors which
affect satisfaction. However, the most significant factor is that
tour guide fulfills the promise made to travelers by tour
operators.

In Babylon, destination knowledge, behavior, personal
integrity, employment, safety and security during visits, and
tourism policies are critical to gain trip satisfaction. Tourist
orientation shows how the guide balances their demands and



interests with the tourists to provide them with excellent
service [22]. Due to the dual role of the tour guide in this study,
their standing impacts how the tourist sees their complete
guiding experience. On the contrary, if Babylon is in bad
condition, this can only lower the overall rating of the
experience. This entails concentrating on what tourists find
valuable and pleasant. Additionally, it implies that the guide is
not interested in exploiting the tourists for their gain. The tour
guides' customer orientation is evident in the items they place
a higher premium on and greater emphasis on. The tour guides'
pressure on the tourists to purchase additional services, the
solicitation of tips, the alteration of the itinerary without
consulting the guests, and the imposition of personal views all
indicate that the tour guide is primarily motivated by selfish
economic interests rather than a genuine desire to provide
high-quality guiding services to tourists.

The framework described in Figure 1 can be used to analyze,
compare, and construct tourist policies that foster community
involvement and the development of tour guide services.
Additional value is derived from the fact that it applies to other
developing countries. Lastly, the case study of Iraq shows how
the framework can be used. It shows the weak points in the
design of tourist policies that could be fixed to improve service
quality.

Service Quality
Dimensions (SQD)

o Reliability

e Empathy

o Tangibility

* Assurance

* Responsiveness

Tour Gulde
Attributes (1GA)

Expectation
And
Experience

Tourist
Satisfaction

* Behavior

* Personal Integrity

* Employment

o Safety and
Security at
Visiting places

v

Tourism Policy

Figure 1. Research framework

3. HYPOTHESES DEVELOPMENT

Using the tour guide's attributes, the essential hypotheses
for this research have been created and explained in the below-
provided sections of the literature review. In this regard, these
hypotheses have also been developed to measure the potential
impact of the tour guide's behavior, personal integrity,
employment, safety, and security in enhancing tourist
satisfaction with the services they receive during their visit to
Babylon. Again, for constructing these hypotheses, existing
theories on the essential attributes of the tour guide have been
analyzed, which have also been used as the basis for
conducting the analyses on the critical constructs of this
research in the later chapters of the study.

3.1 Relationship between tour guide behavior and services
satisfaction

Competitive tour guiding services play a significant role in
creating intense tourist satisfaction at heritage sites. In the
study of Caber et al. [23], it has been shown that there is a
strong positive relationship between the sustainable behavior
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of the tour guide and customer satisfaction. The
socioeconomic, demographic, and psychological behavior of
the tour guide at the heritage places plays a significant role in
creating the community benefits and sustainability of the
heritage tourism development without affecting the inter-
generational quality. In this regard, all tour guides need to pay
attention to creating positive and sustainable behaviors at the
heritage sites. Therefore, considering certain factors for the
sustainable behavior of the tour guide and customer service
satisfaction is necessary. The tour guide must be well educated
to understand everything clearly and respond positively to
inconvenient situation that occurs during the trip. They should
be well educated about the heritage sites, be aware of the
environmental factors of tourism at travel destinations, and be
honest in their attitudes and behavior to create more
satisfactory service [24]. In short, satisfaction at heritage sites
cannot be created unless they become genuine in their
behavior and attitude.

H1: Sustainable Behavior is positively related to Services
Satisfaction in Babylon.

3.2 Relationship between the personal integrity of the tour
guide and services satisfaction

Upon analyzing the existing literature, it can be inferred that
the experience of tourists after visiting a particular location is
significantly influenced by the services provided by the tour
guide [25]. As stated earlier, one crucial element of these
services is the tour guide's integrity. The tour guide who enjoys
personal integrity positively impacts tourists in their everyday
activities and visitation, including famous landmarks,
historical sites, restaurants, hotels, and heritage sites. Tour
guides with personal integrity are likely not to exploit the
tourists for their gain, which include pressure on tourists to
purchase or experience particular products or services, tips
solicitation, and the alteration of the trip plan without
consulting the tourists. Accordingly, the personal integrity of
tour guides has also been considered an essential factor that
helps them enhance the quality of services that they give to
tourists during the visit. The integrity of the tour guides can be
measured by their actions (i.e., how they act with
trustworthiness and respectability in every part of their work)
[26]. In this regard, authors like Cetinkaya and Oter [27] have
also stated that besides the factors associated with the
communication ability and presentation, personal appearance,
and professional attitude and ability of the tour guides, their
knowledge and integrity can also impact their performance, as
well as their engagement with the tour groups.

H2: Personal integrity is positively related to services
satisfaction in Babylon.

3.3 Relationship between the employment of the tour guide
and services satisfaction

The employment of the tour guide, including awareness of
the heritage places, know-how about the tourism activities,
strong positive behaviours with others at the travelling
designations, and clear communication skills, play a
significant role for the tour guide in improving the satisfaction
of service quality [28]. It has been studied by Mohammed and
Al-Himyari [29] that there is a direct relationship between
employment and service satisfaction. This is because tour
guides positive employment increase the satisfaction of the
service by understanding other needs and showing sympathy
towards them. Further, it has been studied by Hwang and Lee



[30] that tour guides' service satisfaction and tour guides'
employment are mutually interconnected. This is because
whenever there is positive and smooth interpersonal between
the tour guides, tourists, and employers at the travelling
destination, the level of service satisfaction increases. On the
other hand, it has been noticed that whenever a tourist lacks
the interpersonal skills of a tour guide at travelling with other
people, it might reduce the level of satisfaction.

It was argued that the main reasons for the low level of
service satisfaction are that tour guides might lack listening
skills, be lacking in empathy and tact, and lack proper
communication skills with others. However, when a tour guide
has well-trained and effective interpersonal skills at heritage
sites, they might have excellent service satisfaction and tour
guide. In this regard, the good qualities of these people who
possess strong and effective interpersonal skills might include
strong listening powers, showing empathy, concern, and a
positive attitude towards others to make them happy [31]. In
short, positive employment is important for creating tour guide
service satisfaction at heritage places.

H3: Employment is positively
satisfaction in Babylon.

related to services

3.4 Relationship between safety, and security at visiting
and Services Satisfaction

It is an essential factor for tour guides to consider the safety
and security elements to increase their level of satisfaction at
the places they visit. There are some reasons for poor safety
concerns in lrag, such as political instability, lack of
government interest, and lack of tour guides' security-related
rules and regulations. The current research study was done to
come up with a research hypothesis about how security and
safety affect how satisfied tour guides are.

Since there are many historical attractions such as Ishtar
Gate, Hanging Gardens, and Babel Tower, tour guides as well
as tourists were not encouraged to visit these places due to the
security concerns of Irag. In this regard, it has been suggested
that the government of Iraq should consider its security issues.
By doing so, not only would there be an increasing ratio of
tour guides and tourists interested in visiting Iraqi tourist sites,
but it would also increase economic growth, create
employment opportunities, and improve the country's positive
image [32].

Another significant role in creating satisfaction with the
service for visitors and tour guides at heritage places is safety
at visiting places. Whenever visitors plan to visit heritage
places to spend their holidays with natural beauty and discover
ancient places, the first thing they are concerned about is
safety. Without safety, the tourism industry cannot function.
In the case of Babylon, safety is not ensured for tour guides as
and tourists. The ratio of tourist activities has declined in
Babylon over the past few years due to safety issues. In the
study of Ashoor et al. [33], a positive relationship between
service satisfaction and safety and security at visiting places
was found. It has also been studied that the first thing in
creating the tour guide's level of satisfaction is the safety
elements.

Based on these research results, it would be decided that
there is a significant positive relationship between tourist
satisfaction and safety and security elements. Because without
considering these elements, the satisfaction level cannot be
enhanced. Furthermore, it has been suggested by the Iraqgi
government that it should take the necessary steps to make the

20

country more secure for tour guides and tourists [34]. When a
country's security issues are not addressed, a negative image
will be created for the country leading to a dramatic decrease
in destination popularity and attractiveness.

H4: Safety and security at visiting are positively related to
services satisfaction in Babylon.

3.5 Relationship between the service quality dimensions
and tourists' satisfaction

To remain competitive in today's customer-centered world,
both suppliers and customers are placing a high value on
service quality. Service quality is so critical that companies
need to maintain a competitive position in the market. Theme's
perception of service quality is seen as a critical approach for
providing total customer satisfaction while keeping customers
as repeat customers [35]. Because of this, measuring consumer
perceptions of service quality is critical to formulating a
customer-centric strategy that supports the long-term viability
of the business. The literature on customer service sees quality
as an all-encompassing evaluation.

On the other hand, many academics consider service quality
to be the degree to which a service meet the expectations of
clients. This is what SERVQUAL model proposed by
Parasuraman et al. [36] emphasize, it first measures tourist
expectation and then the service perception, referring to the
gap between the two the service quality.

Leteretual shows that the SERVQUAL model is one of the
most valuable and extensively used methods for evaluating
service quality from an external viewpoint.

Tourists' satisfaction is affected and could be explained by
various elements, assurance, reliability, responsiveness,
tangibles, and empathy. These elements fill under the
measurement scale of service quality developed by
Parasuraman et al. [37]. These factors are considered when
tourists evaluate the perceived service or experience during the
trip. It was empirically proven that providing a service quality
that meets the client's expectation lead to satisfaction.

Tangibles refer to the physical appearance of the public
areas, including the available facilities. The term tangibles
refer to the physical appearance of the available facilities.
Tangible aspects of the tourism product can be measured,
evaluated, and subjected to particular standards that meet
multiple tourism needs and offer clients proportional
advantages. According to Xu et al. [38], the tourism industry
draws visitors by emphasizing specific commercial or
recreational elements like lodging (hotels and chalets),
attractions (museums, art galleries, beaches, etc.), amenities
(restaurants, public facilities, etc.), and ancillaries (travel
agents and tour guides). In the case of this study, the tangible
aspect of a tour guide will be considered to identify how this
factor impacts tourist's satisfaction.

H5: An excellent tangible will be positively related to
tourists' satisfaction.

The second dimension of service quality is reliability which
is related to the employee's ability to provide the promised
service properly. The term reliability also refers to employee's
qualification, which means well trained and confident staff is
likely to have the ability to manage tasks and requests
efficiently [39]. In short, many research studies empirically
prove that employee competence positively influences tourists'
satisfaction.

H6: Reliability will be positively related to tourists'
satisfaction.



The third considered dimension of service quality is
responsiveness which refers to the willingness of employees
to provide support and help to tourists in a timely manner. The
primary goal of tourism organizations, as well as travel
agencies, including tour guides, is to offer high-quality
experiences and the willingness to satisfy tourists. Satisfied
tourists will likely repurchase and recommend the product or
services to others. In short, the researchers noted that
responsiveness is positively related to customer satisfaction
[40]. Based on the above, the seventh hypothesis was
proposed.

H7: Responsiveness actions will be positively related to
tourists' satisfaction.

The fourth service quality dimension is an assurance which
is relevant to the knowledge and courtesy of employees and
their ability to convey trust and confidence to their clients.
Tourism organizations, as well as tour guides, must be aware
of the need of tourists not to have any sort of hesitation and
doubt toward the tourism product offered by the travel agency
and tour guides. Prior to their trip, tourists expect the tourism
product to be provided in a professional way. Thus, the role of
service personnel is significant in tourists' perception of
tourism products and service settings [41].

H8: Excellent assurance will be positively related to tourists'
satisfaction.

The last service quality dimension considered in this study
is empathy which is described in the context of our study as
tour guides' individualized attention provided to the tourist
during the visit. According to Richins [42], a lot of specific
consumption experiences involve a wide range of conflicted
or ambivalent feelings. Tourists may feel extremely satisfied
due to positive emotions such as pleasure or happiness. In
contrast, tourists may feel unhappy due to negative emotions
such as sadness and regret. Therefore, service is valuable to
tourists if it leads to a better quality of life, enjoyment, peace,
and security. In the context of this study, tour guide empathy
increases the positive emotion of tourists during the visit as it
includes love, caring and other positive emotion. In short,
several research studies found that empathy has a significant
relationship with customer satisfaction [43].

H9: Empathy provided will be positively related to tourists'
satisfaction.

3.6 Relationship between the tourism policy and tourists'
satisfaction

Investigated development of tourism research on tourist
policy increasingly embraces frameworks from the more
extensive public policy literature. This is crucial because
frameworks frequently cover a wide variety of variables,
identify multiple actors, and describe various ways in which
they participate in policymaking. Thus, they enable the
examination of tourism policies and the development of an
appreciation for how intricate the process may be when seen
in the context of the broader environment [44]. Investigations
into these matters are critical for a variety of reasons. The
country's tourism strategy is consistent with various studies
that demonstrate states' significant participation in the
development of tourism policy and its tight ties to economic
development. Governments and international organizations
are paying attention to a rise in the number of tourists because
they see tourism as a key source of economic growth.

Tourism is depicted as one of the few economic activities
that can be carried out in developing countries, given the more
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competitive and  globalized international economy.
Governments in developing countries have a scarcity of
revenue-generating opportunities. Apart from its obvious
connection to the private sector, tourism entails a variety of
public-sector features, both directly and indirectly related to
theoretical and practical aspects of policy. Nonetheless, tourist
policy evaluations have focused on the successes of economic
and tourism programmers [45] rather than on territorial and
social inequalities. The constraints of tourism's ability to
generate development remain in the background while
governments emphasize tourism's positive contribution to
economic progress.

H10: Tourism policy is positively related to tourist
satisfaction in Babylon.

3.7 Relationship between visitors' expectation and services
satisfaction

Concerning the above discussion, behaviour, personal
integrity, employment, safety, and security at the visiting place
are the critical factors for creating service satisfaction and tour
guide at the visit designation. However, visitors' expectations
are also considered very important in creating service
satisfaction at heritage places. Expectations are the tourists'
predictions and beliefs about the host country's natural beauty,
safety, and security to visitors at the travelling designations. In
the study of William et al. [46], it has been shown that if
tourists have positive past expectations, it might create more
service satisfaction in the future. This literature has considered
the visitors' expectations in creating satisfaction with the
service at the travelling designations.

Service satisfaction has also been affected whenever
visitors have positive perceptions about the heritage sites,
sustainable behaviours with the community, and the country's
rules and regulations regarding safety and security concerns.
The aim of this research study explains that visiting heritage
sites by tourists is not only the main reason, but it also includes
the visitors' desire and interest to take part in a recreational
activity and to learn about the history, ancient places, and
cultures that were adopted by the ancient people. In this way,
a research study has been conducted by Karanikas et al. [47],
who have proposed a phenomenon known as the
phenomenological approach for determining the nature of
visiting heritage sites by tourists. According to this approach,
there is the involvement of a multi-dimensional experience of
visitors, such as their learning, social benefits, and aesthetic
experience, in creating service satisfaction. Insofar, there is a
positive relationship between visitors' expectations and service
satisfaction at heritage places.

H11: Visitors' expectations will be positively related to
services satisfaction.

3.8 The mediating role of visitors' expectation

Researchers have been debating visitor pleasure for a long
time. Visitors are ultimately clients (users) of tourist services,
and their happiness reflects their expectations, which are met
by the service delivered. According to research, "the entire
sensation or attitude preceding the purchase of a product” has
been particularly understood as this contentment. Visitor
satisfaction is mostly based on visitors' sentiments regarding
the tourist services they've used.

It is the responsibility of the tourist attraction's management
to ensure visitor satisfaction. The tourist venue's physical



items are often evaluated by visitors, who psychologically
interpret their sentiments toward them (expressive qualities) to
produce pleasure and loyalty toward the location. This sense
of fulfilment is crucial in creating favourable first impressions,
luring additional customers, and building customer loyalty. An
individual's mental representations of information, sentiments
and global perceptions regarding an item or destination make
up the impression of the destination. Visitor satisfaction is a
broad term that incorporates a visitor's overall feelings about
their trip. Experts have concluded that ensuring visitors'
satisfaction is an important factor in the growth of
destinations. It has the potential to lower costs and increase the
elasticity of product prices while also improving the reputation
of travel destinations. Previous studies reported a link between
visitor pleasure and a desire to return. Accessibility, facilities,
attractions, availability of packages, tourist activities, and
support services all contribute to the quality of the services.
All of them are considered important factors in the quality of
services offered to customers. Customer satisfaction and
behavioural intentions are directly linked with excellent
service quality. Furthermore, visitors are happier when they
have a favourable image of a location. Oklevik et al. [48]
found that visitor happiness is linked to several factors, such
as perceived value, visitor expectations, perceived quality, and
knowledge of costs and risks.

It is possible to define tourist expectations as the thoughts
and sentiments the tourists have about a tourism service or
product, depending on what they require from it and what they
anticipate being done in its course of delivery. For this reason,
the expectations of visitors are taken into consideration when
evaluating a tourist destination's tourism quality: a tourist
destination operates as a company to meet the demands of its
customers (i.e. tourists).

For the same reason, Poria et al. [49] classified expectations
according to whether they are based on actual results or ideal
results. Visitors' expectations have a significant role in the
choice of tourist locations, the number of products and
services consumed, and the decision to return to the
destination in the future. Generally, visitors have expectations
when choosing a vacation site, and their degree of happiness
during and after their vacation is a result of their expectations.
By better understanding tourist expectations, tourist locations
may increase their attraction to visitors as well as the quality
of their tourist products and services. As Tang [31] pointed
out, travellers are more reliant on their pre-formed picture of
the destination than what they really know. Therefore, we
proposed that:

H12: Visitors' expectations will mediate the relationship
between service quality, tour guide attributes, tourism policy,
and services satisfaction.

4. METHODOLOGY

The main objective of this study is to examine tourists'
satisfaction toward the tour guide's service quality at Babylon
archaeological site. Only international visitors of the Babylon
archaeological site were considered to participate in this study.
Both male and female tourists whose 18 years old and above
were qualified to fill out the questionnaire. This study adopted
a cross-sectional quantitative research design using a
structured questionnaire as the primary instrument for data
collection. The cross-sectional data would help in making a
significant formation in terms of customer choices and
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customer satisfaction and the building relationship with each
other for such places as Babylon. The collected cross-sectional
data would help improvise the structured form of the impact
factor to identify the services over satisfaction. However,
before developing the impact factor, there has to be a factor
analysis in making the applied technique's structural
formation. Rzheuskyi et al. [50] suggested that factor analysis
be used to look at the data. In this method, the most affected
factor would be used to build relationships between the
variables of the study. The outcome would be services and
customer relationships to support the tourism industry in such
places as Babylon. For such places as Babylon, a detailed
analysis would add credibility through a cross-sectional
analysis of the study. They were developing relationships
regarding the technical analysis of the proposed structure for
the tour guide service's contribution to the tourism industry.
The technique that will be inculcated is going to develop the
impact factor, but most probably the relationship-building
regarding the structural relationship of the quality of the
service by taking tour guide service factors as the most
considered factors in the conceptual framework. Due to the
breadth of subjects to be examined in this exploratory
research, a quantitative phase of event education is used to
investigate Babylon's purpose organization. A combination of
comprehensive and entrenched case studies emphasizes the
extensive and in-depth knowledge required for tourism
industry purpose management. The research questionnaire
consists of three sections. The first section is related to the
tourist's demographic profile, gender, age, experience,
education, and qualification. The second section was designed
to measure the influence of tour guiding service quality
dimensions on tourist satisfaction, tangibility, reliability,
responsiveness, assurance, and empathy. In the second section,
tourists' expectation of tour guiding service quality dimensions
was identified, followed by tourists' perceptions of the tour
guide services quality dimensions offered. Similarly, the third
section measured the expectation and perception of tourists
toward tour guide attributes which include behavior, personal
integrity, employment, and safety and security. The last
section of the questionnaire was designed to measure the
impact of tourism policy on satisfaction, followed by the
measurement of satisfaction and expectation.

The study's measurement items were adopted from previous
research studies, and they were reformed to suit this study.
Moreover, considering previous research measurement item
assure the content validity and reliability of this study. The
measurement items of service quality dimensions (tangibility,
reliability responsiveness, assurance, and empathy) were
adapted from [15-29]. In addition, the tour guide's attribute
measurement items were adapted from [42, 43], the
expectation measurement items were adapted from [3, 44], the
tourism policy measurements were adapted from [49], and
satisfaction measurement items were adapted from [14,16].
The questionnaire used in this study has been designed using
a 5-point Likert scale (i.e., 1-Strongly disagree to 5-Strongly
agree)

A self-administered questionnaire was used for collecting
data from international tourists visiting Babylon
archaeological site. However, to reach the representative
sample size needed for this study, the survey distribution was
also completed with the support of the Babylon archaeological
site's employees and tour guide. They provided a hard copy of
the questionnaire to the international visitors of the Babylon
archaeological site during the visit a well as upon arrival and



request tourists to return the survey when they complete their
visit at the archaeological site of Babylon.

The data collection was collected between April and July
2022. A total of 536 questionnaires were distributed, and
returned 315 valid questionnaires with a response rate of
58.7%. The invalid questionnaires were not completed, filled
by domestic tourists, or not returned by the tourists.

5. RESULTS AND DISCUSSION

The demographic profiles of the sampled respondents are
presented in Table 1. The total number of respondents
presented is 315, including visitors in Irag. Approximately
(76.65%) of the respondents are male, with female
respondents accounting for slightly less than one-quarter, or
23.34 percent of the usable sample which is expected in a
male-dominated business country like Irag. Regarding the age
group, about half of the respondents fall within the age bracket
of 25 to 35 years (representing 46.35 percent), followed by the
age bracket of 36 to 45 years. In terms of experience, 34% of
the respondents have worked for more than ten years, while
21.9% have worked for less than five years. This is a good sign
as it shows that the vast majority of those who took the survey
had sufficient work experience. The respondents showed a
high level of educational qualifications. About 115
participants (36.51 percent) have a bachelor's degree, followed
by diploma leavers with a frequency of 64 participants (20.32
percent) and those with secondary school equal 24.76 percent
of the total participants.

Table 1. Demographic profile

Demographics Options Frequency Percent
Gender Male 241 76.51%
Female 74 23.49%
Less than 25 a1 13.02%

years
25-35 years 146 46.35%
Age 36-45 years 79 25.08%
46-55 years 40 12.70%
Above 55 9 2 86%

years
Less than 5 69 21.90%
610 10 110 34.92%
Experience 11to 15 60 19.05%
16-20 49 15.56%
Above 20 27 8.57%

Below than

secondary 36 11.43%

school
eucation QU T8 2a7e%
Qualification Diploma 64 20.32%
Bachelor 115 36.51%

degree
Master 22 6.98%

To evaluate descriptive statistics, the data was analyzed
using a measure of central tendency (mean) and measures of
dispersion (minimum, maximum, and standard deviation)
using the data. Table 2 shows that the mean values of the
variables in this study are all above 3.000 (ranging between
1.729 and 3.944). The majority of the variables have standard
deviations of less than 1.000. This indicates that most
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respondents had a moderate to high level of satisfaction
perception.

Table 2. Statistics descriptive of latent variables

Constructs Items Mean Standard Deviation
Re 3 3.944 0.981
Em 3 2.825 1.001
Ta 3 2.941 1.007
As 3 3.563 0.997
Res 3 3.337 0.819
Ex 5 2.970 0.973
TS 7 2.597 0.918
Be 4 2.052 0.889

Pi 3 1.729 0.968
Emp 3 2.616 1.12
SSsvV 4 2.858 1.276
Tou 11 2.430 0.81

SQ 3.322 0.657
TGA 2.334 0.732

Note: Re= Reliability, Em= Empathy, Ta= Tangibility, As= Assurance, Res=
Responses, Ex= Experience, TS= Tourist Satisfaction, Be= Behavior, Pi=
Personal Integrity, Emp= Employment, SSV= Safety and Security at Visiting
Places, Tou= Tourism Policy, SQ= service quality, TGA= Tour guide
attributes.

This research analyzed the research model utilizing the PLS
method and the SmartPLS 3.0 software [50]. The PLS-SEM
evaluation and reporting process, as advocated by Hair et al.
[25], consists of two steps: the measurement model (outer
model) and the inner model (structural model). More
specifically, the structural model was used to figure out how
the concepts in these conceptual models are related to each
other in a way that makes sense.

The outer model is concerned with the measurement of the
component, which assesses how effectively the indicators
(items) load theoretically and are linked to their corresponding
constructs. Individual item reliability, internal consistency
reliability, content validity, convergent validity, and
discriminant validity are determined during the evaluation of
a measurement model. In accordance with Hair et al. [37], a
reflective measurement model incorporates composite
reliability (CR) to assess internal consistency and average
variance extracted (AVE) to verify convergent validity. When
analyzing discriminant validity, the Fornell-Larcker criterion,
cross-loadings, and especially the heterotrait monotrait ratio
(HTMT) can be utilized. Using the PLS Algorithm, the item
dependability was determined by assessing the outer loadings
of each construct's measure]. An outer loading of 0.7 and
above is appropriate since it will affect the values of the AVEs.
At a minimum, the rule of thumb for retaining items with
loadings should be between 0.40 and 0.70. However, items
with a loading value ranging from 0.4 to 0.7 could be deleted
in the event that removing them from the model will lead to a
significant enhancement in the value of CR. However, Wong
[16] submitted that 0.5 and above are allowed for outer
loadings provided that the other items or indicators of a
construct have relatively high values of 0.7 and above. The
loadings of the five items deleted are Em1, Res3, Bel, Toul,
Tou2, Tou3, and Ts4. In a structural model, only 20% of the
total measurement items can be deleted. The percentage of
deleted items for the structural equation of this study is
19.23%, less than the 20% deletion threshold. The deleted
measurement items are shown in Table 3.

Typically, the first criterion to be considered is the
reliability of each item. Cronbach's alpha is the usual criterion
for measuring internal consistency. Cronbach's alpha (CA) is



an additional measure of internal consistency, but it is not
superior to CR. According to Hair et al. [23], in contrast to CA,
CR does not presume an equal indicator loading for the
construct. For instance, CR is superior to CA for analyzing the
internal consistency of the variables since the items are
weighted based on the individual loadings of the construct
indicators and dependability. Further, CR assumes that all
variables are equally reliable, which can affect the consistency
of the findings of the study. In this study, the internal
consistency reliability was evaluated by measuring the
correlation coefficient (CR). However, researchers consider
CR values of 0.60 as poor, while values greater than 0.70 are
sufficiently high. So, the CR of the constructs in this study
ranged from 0.827 to 0.871. Each of these values was higher
than 0.70, which shows that the measurement model has good
internal reliability.

Convergent validity describes the situation where multiple
constructs are highly correlated [40]. According to Ramayah
et al. [32], convergent validity is the extent to which multiple
items are used to assess the same concept when in agreement.
According to Hair et al. [46], convergent validity among item
measures can be assessed by average variance extracted
(AVE). The AVE of each latent construct is a mean-variance
extracted for the items loaded on a constant. To achieve
adequate convergent validity, Ramayah et al. [33]
recommended that the AVE of each latent construct should be
0.50 or greater. Following this, the AVE values of all the
variables were found to be higher than the threshold of 0.50 on
their respective constructs, indicating adequate convergent
validity, as shown in Table 4. The values of the AVE range
from 0.529 to 0.832.

Discriminant validity is the degree to which the variables or
constructs in a model are unrelated, and it helps to assess the
level of correlation among the constructs. In this study, the
discriminant validity can be assessed using the two measures:
and cross-loadings and AVE, as suggested by Fornell and
Larcker [34] and Hair et al. [25]. However, the recent
publications of PLS-SEM studies suggest using the HTMT
ratio of correlations for assessing discriminant validity in PLS-
SEM. Thus, the three criteria are discussed in the following
sections.

The discriminant validity of an indicator can be determined
by comparing indicator loadings to cross-loadings. The
general guideline is that all indication loadings should be
greater than cross-loadings. Table 5 compares the indicator
loadings with the cross-loading of other reflecting indicators.
As Hair et al. [25] had predicted, all of the indicator loadings
were higher than their cross-loadings on the other components.
This showed that the indicators were valid and made it
possible for more research to be done.

Next, the structural model was evaluated after confirming
the measurement model. The structural model describes the
causal relationships between several constructs (independent,
moderating, controlling, and dependent variables) in order to
test the study's hypotheses. Hair et al. [25] indicated that path
analysis (analyzed using a one-tail test), including the beta
coefficient, standard error, t-value, p-value, f2, R2, and Q2, are
important criteria for assessing the structural model in PLS-
SEM (Figure 2 and Table 6), whereas Henseler and Sarstedt
[47] argued that the Goodness-of-fit (GoF) index is not
appropriate for the validation of models in PLS with simulated
data. For the testing of hypotheses, parameter estimates for
statistical significance and coefficient values were evaluated
using a bootstrapping technique based on PLS-SEM [19]. The
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bootstrap approach used 1000 (one-tailed, 0.05; 315 case data)
bootstrap resampling and bias-corrected confidence intervals
to determine the significance of the path coefficients. At a
significance level of 5%, the t-value for the one-tailed test
must be equal to or greater than 1.6445.

Table 3. Deleted measurement items

Survey Item Item
Constructs Items Label Deleted
Empathy Item 1 Eml Deleted
Responses Item 3 Res3 Deleted
Behavior Item 1 Bel Deleted
Item 1 Toul Deleted
Tourism Policy Item 2 Tou2 Deleted
Item 3 Tou3 Deleted
Tourist Item 4 Ts4 Deleted

Satisfaction

Table 4. Loadings, reliability, and convergent validity values

Construct Items Loadings CR AVE
Rel 0.747
Reliability Re2 0.855 0.843 0.643
Re3 0.800
Em2 0.809
Empathy Em3 0.810 0.875 0.777
Tal 0.836
Tangibility Ta2 0.729 0.787 0.555
Ta3 0.659
Asl 0.748
Assurance As2 0.826 0.841 0.638
As3 0.820
Resl 0.801
Responses Res? 0.838 0.852 0.702
Be2 0.889
Behavior Be3 0.919 0.937 0.832
Be4 0.893
Pil 0.853
Personal Integrity Pi2 0.904 0.916 0.784
Pi3 0.898
Empl 0.789
Employment Emp2 0.768 0.809 0.586
Emp3 0.739
SSV1 0.864
Safety and Security at SSVv2 0.844
Visiting Places ssva 0924 0923 0781
SSV4 0.830
Toud 0.622
Tou5 0.561
Tou6 0.613
. . Tou7 0.733
Tourism Policy Tous 0.755 0.848 0.715
Tou9 0.550
Toul0 0.597
Toull 0.599
Ex1 0.655
Ex2 0.816
Experience Ex3 0.807 0.862 0.558
Ex4 0.813
Ex5 0.620
TS1 0.728
TS2 0.790
. . . TS3 0.781
Tourist Satisfaction TS5 0.610 0.87 0.529
TS6 0.670
TS7 0.725




Table 5. Discriminant validity of the constructs: Fornell-Larcker criterion

As Be Em Emp EX Pi Re Res SQ SSV. TGA TS Ta Tou
As 0.799
Be -0.095 0.912
Em 0250 0.298 0.882
Emp 0.151 0.479 0.364 0.766
Ex 0.199 0.290 0.379 0.425 0.747
Pi -0.076  0.859 0.333 0.498 0.255 0.885
Re 0.386 -0.088 0.225 0.172 0.224 -0.062 0.802
Res 0.092 0.059 0.209 0.238 0.609 0.039 0.200 0.838
SQ 0.697 0.098 0.686 0.352 0.459 0.115 0.631 0.421 0.687
SSv  -0.007 0.136 0.049 0.073 0.081 0.144 0.088 0.058 0.062 0.866
TGA 0.045 0.880 0422 0.755 0411 0901 0.062 0.163 0.286 0.228 0.744
TS 0.150 0.431 0.493 0.498 0.643 0432 0250 0.380 0.479 -0.011 0.582 0.727
Ta 0490 0.171 0.655 0.308 0.363 0.171 0.305 0.274 0.839 0.021 0.299 0.440 0.745
Tou 0.065 0.039 0.071 0.072 0.130 0.088 0.114 0.035 0.101 0.731 0.146 0.034 0.033 0.644

Notes: 1. Diagonals in bold represent the square root of average variance extracted (AVE) while the other entries represent the correlations

Table 6. Structural model assessment with moderator (full model)

Original Sample Standard Deviation T Statistics P
Sample (O) Mean (M STDEV OISTDEV)) Values 2°%  97.5%  Supported
p
Direct Effect
Ex ->TS 0.643 0.648 0.043 15.032 0.000 0.549 0.724 Yes
SQ -> As 0.697 0.697 0.037 18.589 0.000 0.619 0.764 Yes
SQ->Em 0.686 0.690 0.031 21.919 0.000 0.625 0.744 Yes
SQ -> Ex 0.369 0.367 0.058 6.336 0.000 0.246 0.477 Yes
SQ ->Re 0.631 0.629 0.043 14.603 0.000 0.539 0.703 Yes
SQ -> Res 0.421 0.424 0.069 6.093 0.000 0.276 0.542 Yes
SQ->Ta 0.839 0.841 0.015 55.015 0.000 0.808 0.869 Yes
TGA ->Be 0.880 0.879 0.013 67.039 0.000 0.852 0.902 Yes
TGA -> Emp 0.755 0.757 0.032 23.443 0.000 0.685 0.809 Yes
TGA -> Ex 0.298 0.298 0.058 5.159 0.000 0.178 0.405 Yes
TGA -> Pi 0.901 0.901 0.011 79.999 0.000 0.878 0.921 Yes
TGA -> SSV 0.228 0.238 0.076 2.995 0.003 0.124 0.392 Yes
Tou -> EX 0.049 0.078 0.065 0.756 0.450 -0.096 0.181 No
Indirect Effect
SQ->Ex->TS 0.237 0.238 0.043 5.535 0.000 0.156 0.317 Yes
TGA ->Ex->TS 0.192 0.194 0.044 4.386 0.000 0.105 0.280 Yes
Tou ->Ex->TS 0.032 0.050 0.042 0.746 0.456 -0.066 0.120 No
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Figure 2. Structural model with moderator (full model)
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At the outset, hypotheses 1, 2, 3, 4, and 5 predict that
reliability; empathy, tangibility, assurance, and responses have
a positive effect on experience. The results in Table 6 and
Figure 2 demonstrate a significant positive relationship
between reliability, empathy, tangibility, assurance, responses,
and experience. Thus, hypotheses 1, 2,34, and 5 are
supported. Hypotheses 6, 7, 8, and 9 predict that visiting
places' behavior, personal integrity, employment, safety, and
security have a positive effect on experience. The results
showed that the relationship between behavior, personal
integrity, employment, safety and security at visiting places,
and experience is statistically significant at the 5 percent level
of significance. Thus, hypotheses 6, 7, 8, and 9 are supported.

Hypothesis 10 predicts that tourism policy has a positive
effect on experience. The result indicates that the relationship
is statistically significant at the 5-percent level of significance.

Hypothesis 11 predicts that experience has a positive effect
on tourist satisfaction. However, as shown in Table 6 and
Figure 2, a significant relationship between experience and
tourist satisfaction was found. Thus, hypothesis 11 is
supported. Finally, Hypothesis 12, which predicted the
experience, mediates the relationship between service quality
dimensions, tour guide attributes, and tourist satisfaction, was
supported. Thus, hypothesis 12 is supported.

This research aims to examine the tour guide service quality
of visitors' experiences in Babylon and to develop a conceptual
framework for better understanding the tourist experience
construct in the context of tourism and service quality. Given
the amount and caliber of existing research on the subject of
tour guide services, there is still a great deal to learn about
tourists' experiences and the nature of the effect. This paper
adds to the existing body of literature by identifying the
service quality of inquiry into the nature of the tourist's
experience in Babylon. Among these are developing a
taxonomy or classification of experiences; investigating the
factors at play in a tour guide or potential explanation for a
given experience; and drawing parallels between the
experience in question and other conceptual frameworks.

Using a survey, the study concluded that tour guides' service
levels are the highest, including their ability to communicate
effectively in skills and solve problems, manage their time,
and respond to the demands of tourists. The tour guide's
knowledge is the second factor to consider. Good command of
the language, knowledge of tourism business and tourist
attractions, and an understanding of the service quality rules
and regulations are all necessary skills for tour guides. They
should also be able to do first aid and know how to use IT for
tourism. When hiring or selecting tour guides in Babylon,
travel businesses should focus first on the tour guides'
experience level followed by the other personal skills
discussed earlier. However, there are many businesses in Iraqg's
tourism industry that cater to tourists. It is possible to bridge
the gap between tourists, tour guides, and travel agents with
positive knowledge skills, attributes and ethics. As a result of
this research, tour companies, travel agencies, and government
departments can use this information to hire and train tour
guides and to set standards for tour guides that are compatible
with tourists.

6. CONCLUSION

This study drew on various sources to identify issues with
the city's existing tour guides. Numerous study designs have
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been implemented to enhance the quality of tour guide
services. In this research paper, the researchers examined the
effect of SERVQUAL dimensions (Reliability, Empathy,
Tangibility, Assurance, and Responsiveness) and tour guide
attributes (behavior, personal integrity, employment, safety
and security at visiting places) on the satisfaction of tourists in
Babylon. Based on these findings, the researchers concluded
and recommended that tour guide services consider improving
the SERVQUAL's responsiveness and assurance dimensions
in order to satisfy their tourists. The findings showed that tour
guide services should develop a high-quality and professional
service promotion model when thinking about improving the
service process and using new technology. Furthermore, Iraq
has a lower level of technology in terms of service quality
applications or software design depth when compared to other
Asian countries. Therefore, the study stated that foreign
tourists will flock to Babylon if the Iragi government's efforts
to expand the tourism and cultural industries succeed in
providing high-quality service. Finally, the investigation
stated that researchers working in this field encounter
numerous challenges in adapting their service model.
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