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 تحليلية دراسة - التنافشية استراتيجيات الميزة وتحقيق للفندق الذهنية الصورة تعزيز في الخدمة جودة أبعاد تأثير

 بغداد لفنادق
ehT tcapmi fo eTivtmT ytpltiq stcTietfie fi Tihpimtie ihT hfiTloe cTiipl tcpeT pis 

pmhtTvtie mfcaTititvT psvpiipeT eiipiTetTe — ni piplqitmpl eitsq fo dpehsps hfiTle"  

Abstract   

        This research aims to identify the impact of service quality dimensions, 
specifically functional and technical quality, on enhancing hotel brand image and 
achieving competitive advantage strategies in Baghdad hotels. The theoretical aspect of 
the research focuses on the relationship between service quality dimensions and brand 
image dimensions (cognitive, behavioral, and affective), as well as competitive 
advantage strategies (cost leadership, focus, and differentiation). Data has been collected 
through a questionnaire distributed to a purposive random sample of hotel managers and 
service department staff in Baghdad hotels. The study employs a descriptive-analytical 
approach. The study reaches several conclusions and recommendations, most notably: 
the existence of significant positive effects of service quality on both brand image and 
competitive advantage strategies. This confirms that service quality is an explanatory, 
rather than a complementary, variable and is central to shaping the organization's 
strategic perception. The most prominent recommendation is the necessity of shifting 
from service quality management as an operational function to adopting it as an 
integrated strategic philosophy. It is directly linked to building brand image and shaping 
competitive advantage. 
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