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SmartPLS
:Abstract
This research aims to study and analyze
the impact of tourism experience

marketing on both tourist satisfaction and
loyalty in the hotel sector, using the Royal
Karbala Hotel as a case study. The
research stems from the importance of
shifting tourism marketing towards
offering integrated experiences that go
beyond traditional services to encompass
sensory, emotional, cognitive, and social
aspects that contribute to shaping a
.comprehensive impression on the tourist
The research adopted a descriptive-
analytical approach, deemed the most
suitable ~ for  understanding  the
relationships  between the studied
variables. A causal model was developed
to illustrate the nature of the relationship
. between tourism experience marketing
£ and tourist satisfaction and loyalty. To
- test this model, structural equation

modeling (SEM) was employed using
s
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The impact of tourism experience
marketing on increasing tourist
satisfaction and loyalty: The Royal
Karbala Hotel as a case study
hayder.s.hadi@uokerbala.edu.iq
Hayder Saleh Hadi
University of Karbala, College of
Tourism Sciences, Iraqg.
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SmartPLS software, given its precision in
analyzing direct and indirect relationships
between variables.

The results showed a direct and
statistically significant positive impact of
experience  marketing on  tourist
satisfaction, indicating that improving the
quality of the hotel experience increases
overall guest satisfaction. The results also
demonstrated a direct and indirect impact
of experience marketing on tourist
loyalty, with tourist satisfaction acting as
a mediating variable in enhancing this
effect. This suggests that achieving
satisfaction is a fundamental step in

building long-term tourist loyalty.

The results also demonstrated that the
proposed model possesses  good
explanatory  power, reflecting its
suitability to the study environment and
its ability to effectively explain the
relationships between variables.
Accordingly, the research underscores the
strategic importance of adopting the
experience marketing concept in the hotel
sector, given its active role in improving
tourist satisfaction and enhancing loyalty,
thereby  raising the  competitive
performance of hotels in a changing and
increasingly competitive tourism

environment.

Keywords: Tourism marketing, tourist
satisfaction, hotel sector, tourist loyalty,
Royal Karbala Hotel, SmartPLS
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