
 
 

The Extent of Integration of Touristic Marketing Mix 
and its Impact on the Dimensions of the Tourist's Mental 

Image (Hotel Facilities of the Holy Shrines in Karbala 
Province as a Sample)

 
Assist. Lect. Mue'd Kadhum Al-Assadi 

 
Assist. Lect. Mohammad A. Jarallah Al-Shimeri 

                                                        
 

 



 
 

SPSS

 
Abstract  
This research presented an intellectual and conceptual framework that 

included two main variables, namely (the tourism marketing mix) as an 
independent variable and (the mental image of the tourist) as a dependent 
variable. Both variables included a set of dimensions, as it included the 
tourism marketing mix (quality, price, distribution, promotion, environment) 
while the tourist mental image was represented by (the self-image, the 
desired mental image, and the perceived mental image). In view of the 
religious and tourist peculiarity of Karbala governorate, the hotel 
establishments for the holy sites have been chosen as a field for research, 
and the researchers relied on the questionnaire as a tool for research in 
order to obtain the information necessary for their research, and the random 
sample method was adopted to survey the opinions of the members of the 
research sample The number of 100 individuals working in hotel 
establishments and visitors, as (100) forms were returned completely and 
all were valid for analysis, analyzed by the SPSS statistical program) based 
on a number of statistical tools such as (the mean, weighted average, 



 
 

coefficient of correlation,... etc). The research aimed to determine the nature 
of the relationship between the tourist marketing mix and the mental image 
of the tourist, and the extent to which the integration of the tourism marketing 
mix contributes to enhancing the mental image of the tourists of the holy 
sites. In order for this research to achieve its goals, the researchers 
designed a hypothetical model that shows the nature of the relationship 
between its variables and to determine the nature of this relationship. A 
group of hypotheses has been put forward that are considered proposed 
solutions that can be proven or denied, most notably (the presence of a 
positive impact relationship between the integration of the elements of the 
marketing mix and enhancing the image The mindset of the tourist. 

The research resulted in a set of conclusions, the most important of which 
is the existence of a correlation and moral impact between the integration of 
the dimensions of the marketing mix and the mental image of the tourist. 
Finally, the research concluded with a set of recommendations, the most 
important of which is the necessity to give the establishments the subject of 
the research greater importance to the dimensions of the tourism marketing 
mix, and to increase the endeavor to activate the mechanisms of its 
application, in order to reach the level of complete integration in the services 
provided. 
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2xdf5 
Goodness of Fit Index (GFI)0.90 

Comparative Fit Index (CFI)0.95
 

Root Mean Square Error of Approximation 
(RMSEA) 

0.08-0.05 

Source: Hair, J.F., Black, W.C., Babin, B.J., & Anderson, R.E. (2010). 
(Multivariate Data Analysis) 7th ed., Prentice Hall, Upper Saddle. 
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(P<.001)C.R.(1.96)

   SRW Estimate S.E. C.R. P 
S4 <--- .767 1.755 .278 6.309 *** 

S3 <--- .926 1.545 .218 7.087 *** 

S2 <--- .865 1.959 .288 6.807 *** 

S1 <--- .590 1.000    

D1 <--- .905 1.000    

D2 <--- .942 1.397 .082 17.050 *** 



 
 

   SRW Estimate S.E. C.R. P 
D3 <--- .943 1.359 .079 17.134 *** 

D4 <--- .934 1.045 .063 16.578 *** 

D5 <--- .950 1.337 .076 17.534 *** 

PR1 <--- .929 1.000    

PR2 <---  .899 .921 .058 15.813 *** 

PR3 <---  .936 1.063 .059 18.108 *** 

PR4 <---  .941 1.493 .081 18.531 *** 

PR5 <---  .979 1.454 .066 22.139 *** 

P5 <--- .927 1.000    

P4 <--- .989 1.525 .066 23.008 *** 

P3 <--- .962 1.591 .095 16.682 *** 

P2 <--- .985 1.461 .065 22.567 *** 

E1 <--- .985 1.000    

E2 <--- .969 .948 .029 32.215 *** 

E3 <--- .898 .572 .030 19.077 *** 

E4 <--- .936 .769 .032 23.909 *** 

E5 <--- .893 .610 .033 18.587 *** 
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(P<.001)C.R.(1.96)

  SRW Estimate S.E. C.R. P 

PP5 <--- .940 1.000    

PP4 <--- .940 .898 .046 19.363 *** 

PP3 <--- .919 .957 .054 17.691 *** 

PP2 <--- .960 1.003 .047 21.305 *** 

PP1 <--- .978 1.329 .056 23.582 *** 

DE5 <--- .555 1.000    

DE4 <--- .984 1.490 .227 6.561 *** 



 
 

SRW Estimate S.E. C.R. P 

DE3 <--- .973 1.978 .303 6.527 *** 

DE2 <--- .972 1.716 .263 6.523 *** 

DE1 <--- .965 1.308 .201 6.504 *** 

SP5 <--- .935 1.000    

SP4 <--- .876 1.273 .085 14.926 *** 

SP3 <--- .599 .651 .091 7.183 *** 

SP2 <--- .918 .925 .053 17.347 *** 

SP1 <--- .964 1.390 .065 21.262 *** 

Spss. V.23
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(0.70)

(Dewberry, 2004: 15)
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**. Correlation is significant at the 0.01 level (2-tailed). 
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(P<.001)C.R.(1.96)

   S.R.W Estimate S.E. C.R. P 
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