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Here is the English translation of the provided Arabic text: 

There is a growing demand for the global luxury hospitality industry, which has in turn led to the 

integration of sustainable practices into guest experiences. However, the behavioral mechanisms that 

drive tourists' environmental intentions have not been sufficiently addressed theoretically in developing 

countries. This paper examines the impact of social media influencers' credibility on luxury hotel 

guests' intentions to adopt sustainable travel behaviors through a comparative design studying two 

structurally different Iraqi urban markets: Baghdad, the capital of the federal state, and Erbil (Hawler), 

the capital of the Kurdistan Region of Iraq (KRI). Drawing on Source Credibility Theory (Ohanian, 

1990) and the Theory of Planned Behavior (Ajzen, 1991), a cross -sectional quantitative survey was 

conducted with 400 guests (n=200 per city) in specific 4- and 5-star luxury hotels in each city: Babylon 

Rotana and Crystal Sulaimaniya Baghdad (likely intended as Crystal Baghdad) in Baghdad, and 

Kempinski Erbil and Erbil Grand Millennium in Erbil. Partial Least Squares Struc tural Equation 

Modeling (PLS-SEM) was performed with Multi-Group Analysis (MGA) and measurement invariance 

(MICOM) using SmartPLS 4.0. The results showed that influencer expertise and trustworthiness are 

significant predictors of pro-sustainability attitudes in both cities, while influencer authenticity has a 

greater impact in Baghdad and influencer attractiveness in Erbil. The hotel's brand internationalization 

and the city's location appear to be important moderators of the credibility -intention relationship. The 

findings suggest that the differential effects of influencer credibility on sustainable behavioral intention 

are mediated by tourism development maturity, brand internationalization, infrastructure capacity, and 

culturally embedded trust processes . Theoretically, this research extends the application of Source 

Credibility Theory to a comparative intra-country luxury hospitality context, and it is the first 

application of MGA in the context of sustainable hotel behavior in Iraq. Practically, the res ults provide 

differentiated influencer marketing strategies for hotel operators and tourism policymakers in Baghdad 

and Erbil. 
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