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In the dynamic realm of contemporary tourism, the ancient city of Babylon in Iraq stands at a 

pivotal juncture. As travelers’ expectations and technology continue to advance, the city of 

Babylon faces the challenge of adapting to this changing landscape to remain a relevant and 

sought-after destination. This study aims to explore the digital transformation plans while 

emphasizing emerging quality dimensions and their associated consequences in the historic 

city of Babylon in Iraq. The digital transformation in Iraq faces challenges, primarily due to a 

shortage of skilled digital professionals and limited collaboration among government, 

industry, universities, and research institutes in the tourism sector. This slowdown is 

particularly concerning since the Iraqi government has identified tourism as a critical industry 

for the country's 21st-century growth. To investigate these issues, the study employed a 

quantitative research design, utilizing questionnaires to measure visitor expectations and 

perceptions of service quality. Data were collected through self-administered questionnaires 

in Babylon, resulting in 315 usable responses. The study's findings underscore the necessity 

for Babylon City to adapt to the evolving demands of modern travelers who anticipate 

seamless, personalized, and technologically enhanced experiences. Embracing digital 

technologies, including mobile apps, social media, and data analytics, is vital for both 

attracting and retaining visitors. The study outcomes lay the groundwork for developing 

strategies that foster a genuinely inclusive and accommodating atmosphere for tourists by 

Investing in digital infrastructure to position Babylon City as a technologically advanced and 

attractive tourist destination. Furthermore, the quality of tourism services, as well as the digital 

implementation in service delivery, plays a significant role not only in visitor satisfaction but 

also in enhancing the city's global reputation in the digital age. 
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1. INTRODUCTION

The concept of digital transformation has evolved into a 

global phenomenon, reshaping various industries and sectors, 

including tourism, in response to the rapid evolution of digital 

technologies [1]. Digital transformation encompasses the 

comprehensive integration of these technologies into 

traditional business processes and models, aiming to achieve 

greater efficiency, innovation, and enhanced customer 

experiences [2, 3]. It encompasses a diverse range of 

technologies, from artificial intelligence and data analytics to 

mobile applications and the Internet of Things (IoT). The 

impact of digital transformation extends beyond individual 

organizations, as it has profound implications for how 

societies operate in an increasingly interconnected world. 

The history of digital transformation is marked by 

significant milestones in the adoption of digital technologies 

across various sectors. While the initial phase involved the 

digitization of data and processes, true acceleration occurred 

with the advent of the internet and the proliferation of 

smartphones. These developments empowered individuals and 

organizations to access information, communicate, and 

conduct transactions in ways that were previously 

unimaginable. Recent years have witnessed the convergence 

of technologies, enabling businesses to leverage the power of 

big data, automation, and real-time connectivity [2]. This 

convergence has given rise to innovations such as smart cities, 

personalized marketing strategies, and transformative 

experiences, particularly in sectors like tourism [4, 5]. 

Babylon City has historically attracted visitors interested in 

its rich cultural heritage. However, with the advent of the 

digital age, the significance of providing excellent customer 

service to tourists has grown significantly. This study explores 

the interaction between the development of digital 

technologies and the imperative of providing exceptional 

customer service to tourists in Babylon City. Modern 

technologies have completely transformed travel preparation 

and execution, enabling travelers to research their next trip, 

read countless reviews, and book accommodations all from the 

convenience of their smartphones. Consequently, travelers 

now expect seamless, personalized, and memorable 

experiences. As Babylon City gains popularity as a tourist 

International Journal of Sustainable Development and 
Planning 

Vol. 18, No. 10, October, 2023, pp. 3195-3211 

Journal homepage: http://iieta.org/journals/ijsdp 

3195

https://orcid.org/0000-0002-2729-0496
https://orcid.org/0000-0003-0299-7222
https://orcid.org/0000-0003-4277-2589
https://orcid.org/0000-0003-2852-7501
https://crossmark.crossref.org/dialog/?doi=https://doi.org/10.18280/ijsdp.181020&domain=pdf


destination, it faces the challenge of catering to an increasing 

number of tech-savvy visitors. The days when a captivating 

historical site alone sufficed to satisfy tourists are gone. 

Modern travelers anticipate a comprehensive and seamless 

experience throughout their journey, seeking "quality tourism 

service" across various elements, including punctual 

transportation, comfortable lodgings, knowledgeable tour 

guides, clear navigation, and user-friendly facilities. Literature 

underscores that delivering quality service is a pivotal factor 

influencing customer satisfaction and, subsequently, their 

intention to return [6]. Service providers in Babylon City can 

no longer adhere to the status quo and offer minimal services; 

instead, they must embrace digital technology to remain 

competitive. With the ascent of digital transformation, 

businesses have gained numerous opportunities to engage with 

customers in diverse ways. Mobile applications, social media 

platforms, and online travel agencies have become 

indispensable tools to promote and facilitate tourism in 

Babylon City. These platforms hold the potential for 

personalized recommendations, real-time updates, interactive 

maps, and convenient booking alternatives. 

Furthermore, a substantial research gap exists in studies 

examining the integration of digital technologies with travel 

experience in tourism destinations, particularly within the 

context of Babylon City. Previous literatures related to 

Babylonian tourism has predominantly focused on tourist 

satisfaction with tour guide services (e.g., the study of 

Almasoodi and Rahman [7]), satisfaction with the 

accommodation sector (e.g., the studys of Al-Quraishi and 

Gabraw [8], and Pritchard and Morgan [9]), and the 

assessment of health center service quality from a tourist's 

perspective (e.g., the study of Saranj [10]). Investigating the 

impact of integrating digital technologies on the tourism 

industry in Babylon City is thus a worthwhile endeavor. While 

recognizing the prevalence of digital technologies in travel 

preparation and execution, this study seeks to delve into the 

specific challenges and opportunities this integration presents 

for service providers and tourists in Babylon City. Addressing 

this research gap is pivotal for service providers to adapt to 

evolving traveler expectations, enhance the overall tourist 

experience, gain a competitive edge, and contribute to 

sustainable tourism practices in the modern, interconnected 

world. 

In this study, we delve into how cutting-edge digital tools 

have revolutionized the provision of top-notch tourist services 

in ancient Babylon. We explore the challenges service 

providers encounter, the potential offered by digital platforms, 

and the most effective methods for leveraging technology to 

deliver exceptional experiences to visitors. This article sheds 

light on the strategies and approaches that can enhance visitor 

satisfaction, promote sustainable tourism practices, and ensure 

that Babylon City remains an alluring destination for future 

generations. We will delve into what constitutes high-quality 

tourism service in the modern era and what that means for 

tourists visiting Babylon City. To achieve this, we will analyze 

case studies, industry insights, and research findings to 

comprehensively understand this dynamic landscape and 

propose concrete solutions for the tourism industry. 

2. BACKGROUND

In recent years, digital technologies have substantially 

influenced the tourism industry, enabling new chances for 

tourism service providers to expand their services and attract 

new consumers. Going digital is now the norm, and 

digitization impacts every economic sector, including the 

travel and tourist sectors. Over the past five years, various 

world regions have experienced significant changes in the 

tourism industry driven by digital transformation. For 

example, there has been a substantial shift towards online 

booking platforms and mobile applications, making it easier 

for travelers to plan and customize their trips [11]. The rise of 

peer-to-peer accommodation services has disrupted the 

traditional hotel industry, with platforms like Airbnb gaining 

popularity. This shift has compelled hotels to adopt digital 

technologies for improved guest experiences, including 

mobile check-in and concierge services. Moreover, 

technological advancements empower the accommodation 

sector and travel destinations to harness the capabilities of data 

analytics and location-based services to understand tourist 

behavior, which has undergone dramatic changes in the digital 

age [12]. 

Tourist research and booking habits have seen remarkable 

transformations in recent years, primarily due to the 

widespread integration of digital technologies into the travel 

industry. One of the most notable changes is the dominance of 

online platforms [11]. The internet has become the go-to 

source for travelers when conducting research for their trips. 

Utilizing search engines, travel websites, and social media 

platforms, tourists now have unprecedented access to 

information about various destinations, accommodations, 

activities, and transportation options. This digital landscape 

offers the convenience of comparing prices, reading reviews, 

and accessing a vast pool of firsthand experiences, 

empowering tourists to make informed decisions about their 

travel plans. 

Another significant shift is the mobile-first approach that 

tourists have adopted. The proliferation of smartphones has 

revolutionized the way people plan and book their journeys. 

Mobile applications provided by online travel agencies 

(OTAs), airlines, and hotel chains have made the entire 

process more accessible and convenient [13]. Travelers can 

now research, book, and manage their trips on-the-go, thanks 

to the flexibility offered by these apps. Moreover, mobile 

devices play a crucial role in navigation, accessing digital 

tickets, and discovering local attractions and services while 

traveling. 

Digital transformation has led to increased collaboration 

between the public and private sectors to create smart tourism 

destinations. Several destinations have implemented digital 

solutions to manage tourist flows, reduce overcrowding, and 

enhance sustainability [14]. Additionally, the proliferation of 

online travel agencies and metasearch engines has intensified 

competition among service providers, prompting them to 

focus on delivering exceptional customer experiences. 

However, the advent of technology in tourism has significantly 

intensified competition among service providers in the tourism 

sector, emphasizing the need to increase service quality to 

remain competitive in the current competitive tourism market. 

The importance of providing high-quality services for 

destinations cannot be overstated. With the rapid evolution of 

technology, travelers have become more discerning and 

connected than ever before. They have access to a wealth of 

information at their fingertips, enabling them to research, plan, 

and customize their travel experiences to a remarkable degree. 

As a result, destinations must prioritize the delivery of 

exceptional services to meet the rising expectations of modern 

travelers. Quality services play a pivotal role in attracting and 
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retaining tourists. In an era defined by digital connectivity, 

travelers expect seamless, personalized, and memorable 

experiences throughout their journeys. Service providers that 

excel in delivering top-notch services satisfy their customers 

and create positive word-of-mouth marketing, which can 

significantly impact a destination's reputation and desirability. 

A satisfied tourist is more likely to become a repeat visitor and 

a brand ambassador, promoting the destination to others 

through social media and online reviews [15]. Accordingly, 

travel destinations actively seek to invest in technology to 

maintain their competitive positions and enhance service 

quality for tourists, which leads to a satisfactory travel 

experience. These investments are not only geared toward 

satisfying the rising expectations of modern travelers but also 

to ensure long-term sustainability and attractiveness in an era 

defined by digital connectivity and personalized experiences. 

Travel destinations are incentivized to invest in tourism due 

to its substantial contribution to boosting the country's 

economy. According to the World Tourism Organization's 

Annual Report, tourism climbed 6% in 2018 over 2017 [16]. 

The tourism industry has become a subset of all businesses that 

have received goods and services directly to facilitate 

interaction, pleasure, and leisure activities. While tourism has 

benefited the country financially and culturally, it has also 

been hailed as one of the most important economic engines for 

growth and development [17]. However, with the changes 

brought about by digital technology, conventional tourism 

service providers are failing to match the needs of modern-day 

tourists [18-20]. As a result, the quality of tourism services has 

become crucial in attracting and maintaining visitors, and 

tourism service providers must deliver high-quality services to 

fulfill tourists' expectations. In this environment, Babylon 

City, a major tourist destination, must adapt to the changing 

demands of tourists and provide high-quality tourism services 

to remain competitive. 

Consequently, this research aims to examine the effect that 

providing tourists with high-quality services in this age of 

digital transformation has had on Babylon [21]. The study's 

specific objectives are to identify the digital transformation 

trends in the tourism industry, explore the impact of digital 

transformation on tourists' expectations and behavior, assess 

the quality of tourism services provided in Babylon City, 

analyze the relationship between the quality of tourism 

services and tourists' satisfaction, and provide 

recommendations for improving the quality of tourism 

services in Babylon City in the era of digital transformation.  

More than 10% of worldwide GDP and employment are 

directly or indirectly attributable to tourism [22-24]. However, 

new digital technology has reshaped the travel industry, 

influencing how and what people travel. Modern travelers use 

their devices to research destinations, book accommodations, 

and customize every aspect of their trips. In this light, the 

standard of hospitality offered to tourists is more important 

than ever [25, 26]. Unfortunately, like many other popular 

tourist attractions in today's digital age, Babylon City struggles 

to suit the needs of today's vacationers. 

Consequently, this research aims to examine the effect that 

providing tourists with high-quality services in this age of 

digital transformation has had on Babylon. This research aims 

to examine the digital transformation in the tourism industry, 

evaluate the standard of service offered to visitors in Babylon, 

and dissect the connection between service quality and 

customer happiness. The results of this research may be used 

by policymakers and service providers in Babylon City to 

better prepare for the digital transformation of the tourism 

industry. 

Overall, this study's findings can give insights into the 

influence of digital transformation on the tourism industry and 

the significance of quality tourism service in achieving 

visitors' expectations. Furthermore, the study's 

recommendations can enable tourism service providers in 

Babylon City to enhance the quality of their services to satisfy 

the needs of modern-day tourists and policymakers to build 

policies and strategies to support the tourism industry in the 

digital transformation era. 

2.1 Aims and objectives 

This study's primary goal is to investigate how visitors to 

Babylon City are affected by high-quality tourist services in 

the age of digital transformation. The study's particular goals 

are as follows: 

(1) To determine the tourist sector's digital transformation 
tendencies. 

(2) To investigate how changing technology has affected 
traveler expectations and behavior. 

(3) To evaluate the level of tourist services offered in 
Babylon. 

(4) To provide suggestions on enhancing Babylon City's 
tourism offerings in the age of the digital revolution. 

2.2 Problem statemen 

Due to the rapid development of digital technology, the 

tourism industry in Babylon City confronts several difficulties. 

Conventional tourism service providers have difficulty 

providing the smooth and individualized experiences that 

today's travelers seek. As a result, Babylon City's ability to 

deliver high-quality tourism services has become essential for 

drawing in and keeping tourists. Hence, it is necessary to look 

at how visitors to Babylon City are affected by high-quality 

tourism services in the age of digital transformation. Since the 

primary offering in the tourist sector is a service, intangibility 

is a distinguishing feature of the sector [27, 28]. Attraction 

qualities of a destination are multifaceted tourist offerings with 

various contexts and dimensions. Therefore, the information 

provided to tourists by the sector must be of high quality. More 

and more travelers are turning to the internet for travel 

research because digital information is integral to modern life. 

An integral element of modern life for the vast majority of 

individuals. 

2.3 Study rationale 

The study is critical because it shows how the digital 

revolution has affected the tourism sector and how well-run 

tourism operations contribute to exceeding visitors' 

expectations. The results of this study can assist Babylon 

City's tourism service providers in raising the caliber of their 

offerings to satisfy the needs of contemporary tourists. 

Moreover, the study might offer policymakers suggestions for 

crafting plans and strategies to help the tourism sector in the 

age of digital transformation. Overall, this research can help 

the tourism sector in Babylon City thrive sustainably. 
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3. LITERATURE REVIEW

3.1 Digital impacts in tourism 

Rapid developments in digital technology have profoundly 

impacted the travel industry. The digital transformation trends 

in the tourism industry include the usage of mobile devices, 

social media, big data, artificial intelligence (AI), and the 

Internet of Things (IoT) [29-31]. 

The utilization of digital technologies, including mobile 

devices, social media, big data, artificial intelligence (AI), and 

the Internet of Things (IoT), has the potential to significantly 

impact the tourism industry. These technologies offer avenues 

for market identification, the creation of novel tourism 

products, the adaptation of existing offerings, and the 

establishment of innovative customer connections [32]. Such 

innovations are made feasible through digitalization, with 

various technological tools such as AI, IoT, robotization, 

gamification, big data, and cloud computing enabling diverse 

forms of transformation [32]. 

Digital technology also plays a crucial role in fostering 

sustainable development in tourist attractions, especially 

natural geomorphosites [33]. A sophisticated methodology 

centered on identifying criteria influencing geomorphosite 

tourism development can be employed to evaluate the current 

degradation status and formulate sustainable development 

proposals from a geomorphological perspective. 

Another noteworthy impact of digital transformation in the 

tourism sector, particularly within the food industry, pertains 

to its influence on food as a cultural phenomenon for 

destination branding and stakeholder engagement in culinary 

tourism [32]. This technological shift allows for the expansion 

of the existing framework on stakeholder causal scope analysis 

in culinary tourism, facilitating an examination of the current 

landscape and exploration of future research agendas and 

practical implications. However, the following are the 

significant conclusions from the literature review: 

(1) Mobile Devices: The growing usage of mobile devices

has revolutionized how tourists plan and schedule their 

vacations. Tourists utilize mobile devices to look for travel 

information, make bookings, and discuss their trip experiences 

on social media platforms [34]. 

(2) Social Media: Social media platforms have become vital

to the tourism industry; tourists utilize social media platforms 

to discuss their travel experiences, seek advice from other 

travelers, and communicate with tourism service providers 

[35]. 

(3) Big Data: Big data and AI are used to evaluate tourists'

behavior and preferences, giving tourism service companies 

insights to design tailored client experiences. Tourism service 

providers may utilize AI and big data to study travelers' 

behavior and interests, delivering tailored suggestions for 

tourist sites, housing, and cuisine [36]. 

(4) Artificial Intelligence (AI): AI is utilized in the tourism

industry to deliver customized suggestions to tourists [30]. AI-

powered chatbots may give tourists real-time support, helping 

them plan their travels, make bookings, and obtain information 

about tourist attractions. 

(5) Internet of Things (IoT): The IoT is utilized to develop

intelligent tourism destinations where tourists may get real-

time information on tourist sites and services. Intelligent 

tourism destinations may assist tourists in making their way 

through new regions and give customized suggestions based 

on tourists' tastes [25]. 

The literature analysis reveals that digital transformation 

trends in tourism alter visitors' expectations and behavior. 

Therefore, tourism service providers must leverage digital 

technology to tailor their services to satisfy tourists' 

expectations. Therefore, the study's findings can give insights 

into the influence of digital transformation trends in the 

tourism industry on visitors to Babylon City and aid tourism 

service providers and policymakers in designing strategies to 

improve the quality of tourism services in Babylon City. 

3.2 Changing tourist behaviors 

The influence of digital transformation on visitors' 

expectations and behavior has been extensively researched in 

the literature. For example, digital transformation has altered 

tourists' behavior in the tourism sector. Mobile devices have 

become indispensable tools for travelers, serving various 

purposes such as information retrieval, reservations, and social 

media sharing [37, 38]. The pervasive use of mobile devices 

holds the potential to revolutionize the entire tourism industry 

by creating new opportunities across all sectors of the 

economy [37]. The Technology Acceptance Model (TAM) 

offers valuable insights into the relationship between travelers 

using smartphone travel applications (Apps) and their 

perceived usefulness, ease of use, usage attitude, usage 

intentions, and information search behavior [37]. However, 

the following are the significant conclusions from the 

literature review: 

(1) Personalization: Tourists want individualized 

experiences, and digital technologies enable tourism service 

providers to create tailored services to fit tourists' requirements 

and preferences. Tourists utilize digital technology to search 

for information, make bookings, and discuss their trip 

experiences [39]. Therefore, tourism service providers may 

use this data to customize their services. 

(2) Seamless experiences: Tourists want seamless

experiences where they may access information and services 

smoothly across numerous devices and platforms. Tourists 

utilize mobile devices and social media platforms to obtain 

travel information, make bookings, and discuss their 

experiences [40]. Therefore, tourism service providers must 

create seamless experiences across these platforms to match 

tourists' expectations. 

(3) Real-time information: Tourists want real-time

information on tourist sites, hotels, and cuisine, and digital 

technologies enable tourism service providers to give this 

information. Intelligent tourism destinations employ the IoT to 

give real-time information on tourist attractions and services 

[41]. 

(4) Social sharing: Social media platforms have become a

vital element of the tourism experience, enabling tourists to 

share their experiences with others and seek advice from other 

travelers. Social media platforms enable tourists to share their 

experiences, seek advice, and communicate with tourism 

service providers [42]. Therefore, tourism service providers 

must engage with tourists on social media platforms to 

enhance their services. 

(5) Internet reviews: Online reviews have become a crucial

source of information for tourists, impacting their decisions on 

tourist sites, housing, and cuisine. Internet reviews impact 

travelers' decisions, and tourism service providers must 

manage their online reputation to attract tourists [43]. 

The literature analysis reveals that digital technologies have 

affected visitors' expectations and behavior. Therefore, 
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tourism service providers must employ digital technologies to 

deliver personalized and seamless experiences and give real-

time information to match tourists' expectations. The study's 

findings can give insights into the influence of digital 

transformation in the tourism industry on visitors to Babylon 

City and aid tourism service providers and policymakers in 

designing strategies to improve the quality of tourism services 

in Babylon City. 

3.3 Tourism service quality 

The quality of tourism services has been thoroughly 

investigated in the literature. Tourism service quality is a 

crucial aspect of the travel and hospitality industry, 

encompassing various dimensions that directly impact 

travelers' experiences. These dimensions, as identified in the 

literature, include tangibles, dependability, responsiveness, 

assurance, and empathy [44]. These serve as fundamental 

benchmarks for evaluating and enhancing the quality of 

tourism services. Customer happiness and satisfaction are at 

the core of this assessment, as higher service quality is 

intrinsically linked to increased customer satisfaction [44]. 

Ensuring that tourists' needs and expectations are not only met 

but exceeded is imperative for tourism service providers [45]. 

Furthermore, service recovery mechanisms play a vital role in 

preserving customer satisfaction, as they enable providers to 

address and rectify service failures promptly [45]. Beyond 

these internal factors, the perception of a destination's image 

also influences travelers' impressions of service quality [46]. 

For destinations to thrive in the competitive tourism landscape, 

they must manage and control their image effectively to attract 

and retain visitors [45, 46]. Ultimately, a focus on tourism 

service quality is not only a strategic imperative for service 

providers but also a key factor in enhancing the overall 

experience of tourists and promoting sustainable tourism 

growth [44, 46]. Travelers use mobile devices to look for 

information, make reservations, and post about their 

experiences on social media [47, 48]. The use of mobile 

devices can revolutionize the tourism industry by creating new 

opportunities for every sector of the economy [47]. However, 

the following are the significant conclusions from the 

literature review: 

(1) Service quality dimensions: The service quality

dimensions constitute a significant aspect in assessing the 

quality of tourism services. The five pillars of service quality 

in the tourism industry are tangibles, dependability, 

responsiveness, assurance, and empathy [49]. 

(2) Customer happiness: Customer satisfaction is essential

in determining the quality of tourism services. Consumer 

satisfaction is determined by the quality of tourism services, 

and tourism service providers need to focus on enhancing 

service quality to boost customer satisfaction [50]. 

(3) Service recovery: Service recovery is vital in preserving

client happiness in tourism. Service recovery may allow 

tourism service providers to regain consumers' confidence 

following service failures, and it is vital for increasing the 

quality of tourism services [51]. 

(4) Employee training: Employee training is vital for

increasing the quality of tourism services. Employee training 

may increase the quality-of-service delivery and enhance 

customer satisfaction [52]. 

(5) Destination image: The destination image is a significant

aspect of assessing the quality of tourism services. The 

destination image impacts travelers' impressions of the quality 

of tourism services, and tourism service providers need to 

control the destination image to attract tourists [53]. 

The literature review shows that the quality of tourism 

services is affected by factors such as customer satisfaction, 

service recovery, staff training, and the destination's 

reputation. Therefore, the study's results can help tourism 

service providers and policymakers build strategies to improve 

the quality of tourism services in Babylon City, which can give 

insights into the value of quality tourism services in improving 

the experience of visitors to Babylon City. 

The most commonly used measure of how customers feel 

about a company's service is the SERVQUAL instrument 

developed by Parasuraman et al. [54]. SERVQUAL is a multi-

item instrument designed to quantify the gap between a 

customer's perception of the quality of service they received 

and their expectations. Parasuraman et al. [54] proposed ten 

dimensions of service quality as shown in Table 1: 

Table 1. The ten dimensions of service quality 

No. Dimension Definition 

1 Reliability 

2 Security 

3 Tangibles 

4 Responsiveness 

5 Creditability 

6 Competence 

7 Access 

8 Courtesy 

9 Communications 

10 Understanding 

Dependability and consistency of 

service performance 

Freedom from danger, risk, or doubt 

Physical evidence of the service 

Employee's readiness to render 

services 

Honesty, reliability, and plausibility 

Having the abilities and expertise 

necessary 

Accessibility and simplicity of 

contract 

Employee's politeness, respect, 

concern, and friendliness 

Providing information to clients in a 

language they can understand and 

paying attention to them 

Understanding customer needs, 

providing individualized attention 

The SEVQUAL model analyses the quality of the services 

provided by various tourism-related industries, including the 

airline, sports, and dining sectors. These gaps were: 

Gap 1: Customer expectation - management perception gap 

Sometimes, service providers may lack the information 

necessary to provide their customers with the features and 

levels of performance they expect. Customers' perceptions of 

the quality of those services are affected. 

Gap 2: Management perception - service quality 

specification gap 

A chasm forms between a business and its customers when 

the latter knows what the latter wants but fails to provide it. 

Several factors may have contributed to this discrepancy, 

including insufficient resources, bad market conditions, or 

apathetic management. The client's perceptions of value may 

be skewed in light of these considerations. 

Gap 3: Service quality specifications – service delivery gap 

Companies may have policies for handling consumer 

complaints and providing superior service, but this does not 

guarantee quality. Even if providing a good impression of the 

service to customers is crucial, it is impossible to standardize 

employee performance. This affects how services are 

delivered, affecting how customers rate those services. 

Gap 4: Service delivery – external communications gap  

External messaging can affect both the expectations of and 

satisfaction with customer service. If customers are not aware 
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of the extra steps a business takes to guarantee the high quality 

of its products and services, they may have different ideas 

about the value of those measures. 

Gap 5: Expected service – perceived service gap 

They concluded that the secret to offering high-quality 

services is doing everything it takes to meet or surpass 

customers' expectations. The quality of service is judged based 

on how clients rate its performance relative to their 

expectations. The SERVQUAL model, developed by 

Parasuraman et al. [54] in 1988, is a multi-item scale used to 

evaluate how well a business is doing in terms of its customers' 

views of the quality of the service they receive. The scale 

classifies businesses based on how well they perform in five 

categories related to customer care: sympathy, confidence, 

dependability, and promptness. It is predicated on the idea that 

a customer's overall satisfaction is directly proportional to the 

degree to which their expectations exceed, or are at parity with, 

their actual experiences. To a greater extent than SERVQUAL, 

the SERVPERF model implicitly analyses customer 

experience based on the same criteria as SERVQUAL, 

consistent with the implications of satisfaction and attitude 

research [55]. Furthermore, Teas [56] later developed the 

assessed performance model to deal with problems caused by 

the conceptualization gap of service quality [54]. However, 

Figure 1 shown below illustrates the service quality 

measurement using SERVQUAL model. 

Figure 1. Measuring service quality using SERVQUAL model [57] 

The SERVQUAL methodology was developed to analyze 

customer service quality ratings [54]. Moreover, this is critical 

for long-term growth and profitability. They also require that 

we attempt to quantify the relative importance of each 

dimension when implementing the model. Parasuraman et al. 

[54] advise that a corporation use this model thrice to assess

its service quality over time, identify differences between

perceived and actual services, and determine the appropriate

response. Additionally, they urge that the model be used in

conjunction with other models. For example, in a retail

organization, another model may be used to assess employees'

perceptions of service quality and elicit recommendations

from these employees on enhancing the quality of their

services. Although some needs are difficult (or possibly

impossible) to examine because they are outside the conscious

consciousness of the investigated person (Oliver's Expectancy

Disconfirmation and Attribution), the Choice of Theories and

techniques helps try to understand the complexity of human

wants.

Numerous theoretical models for evaluating consumer 

satisfaction have been proposed in the tourist literature [58]. 

The expectancy confirmation model by Oliver [59] is one such 

model that compares consumer expectations to performance. 

Emotional satisfaction occurs when performance exceeds 

expectations; if the contrary is true, emotional discontent 

results. If tourists' expectations about a destination match what 

they see, feel, and accomplish when they arrive, they will be 

satisfied [60]. Chon [60] found that the degree to which a 

tourist's expectations match what they see, feel, and 

accomplish at their destination will determine their 

satisfaction. In the tourism and hospitality industries, the 

performance-based approach has a better association with 

tourist satisfaction when it comes to tourism [61]. Empirical 

investigations have demonstrated that the performance-only 

technique is more reliable and valid than other approaches, 

such as disconfirmation and expectation performance, which 

require expectation. Furthermore, this method optimizes 

predicting future consumer behavior and overall Satisfaction 

[62].  

Additionally, importance performance analysis is the 

primary technique utilized in this study to examine the 

components of the tourism industry, as consumer happiness is 

a consequence of expectations about specific critical attributes 

and judgments about attribute performance. Additionally, 

several academics evaluated the standards used to assess 

service quality and satisfaction. As a result, they developed 

alternative service quality and satisfaction measures [63]. 

Satisfaction must be a fundamental criterion for evaluating 

tourism products and services. Satisfaction has been a critical 

factor in developing tourism products and services. Tourism 

satisfaction is critical for successful destination marketing 

since it affects destination selection, product and service 

consumption, and the decision to return [64].  

This study examines the factors influencing whether service 

delivery meets, exceeds, or falls short of expectations. For 

example, the expectancy disconfirmation hypothesis describes 

the quality of service. The study aims to investigate attribution 

theory to understand the causes or factors that lead to a 

particular outcome for a service to determine the underlying 

reason or explanation for a particular result or incident. 

Service users act as psychologists in an attribution study. In 

other words, attributions are human descriptions of things in a 
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non-scientific language known as naive psychology. 

According to Heider [65], who says that it considers the 

concepts related to positioning behaviour within a cause-and-

effect relationship, attribution theory may be traced back to 

that year. When we interpret events as arising from specific 

elements within a relatively consistent environment, as 

mentioned in reference [65], it can be considered as engaging 

in the process of attribution. As a result, the attribution theory 

outlines a scenario in which the person is "driven to gain a 

cognitive mastery of the causal structure to his environment". 

For these reasons, the ten-item original SERVQUAL model's 

dimensions are used in the current study. 

 

3.4 Relationship between the quality of tourism services 

and tourists' satisfaction 

 

Numerous studies have examined the correlation between 

service quality in the tourism industry and customer happiness. 

The most important findings of the research are as follows: 

(1) Contentment with the service received: A tourist's 

satisfaction is directly related to the quality of the services they 

receive. Therefore, service quality is a significant factor in 

how satisfied a tourist is [66]. Customer satisfaction levels rise 

as service quality improves and fall when it declines. 

(2) Dimensions of service quality and clients' happiness: 

Customer happiness is heavily impacted by the various 

characteristics of service excellence [67] claim that tangibles, 

reliability, responsiveness, assurance, and empathy are the five 

characteristics of service quality that matter most to customers 

in the tourism business. When these aspects of service are 

excellent, customers are more satisfied overall. 

(3) Destination image and customer satisfaction: The 

destination image also significantly impacts customer 

satisfaction. According to Hossain et al. [68], the destination 

image influences tourists' perceptions of the quality of tourism 

services and is positively related to customer satisfaction. A 

favorable destination image leads to increased consumer 

satisfaction, whereas a negative image leads to lower customer 

satisfaction. 

(4) Service recovery and customer satisfaction: Service 

recovery is critical in maintaining customer satisfaction in 

tourism. According to Kelley and Davis [69], good service 

recovery may boost customer satisfaction following service 

failures, whereas poor service recovery can lead to reduced 

customer satisfaction. 

(5) Employee training and customer satisfaction: Employee 

training is vital for increasing the quality of tourism services 

and raising consumer happiness. Employee training may 

increase the quality-of-service delivery and enhance customer 

satisfaction [52]. 

Previous literature reveals that the quality of tourism 

services is critical in determining tourists' pleasure. The 

service quality dimensions, destination image, service 

recovery, and employee training are critical factors 

influencing tourist satisfaction. The study's findings can 

provide insights into the relationship between the quality of 

tourism services and tourists' satisfaction in Babylon City and 

help tourism service providers and policymakers to develop 

strategies to improve the quality of tourism services and 

enhance customer satisfaction in Babylon City. 

Lastly, based on the review of the literature written in this 

section, it can be concluded that while previous literature 

discusses various aspects of tourism service quality and its 

relationship with customer satisfaction, there is a limited 

exploration of the role of technology and digital platforms in 

influencing tourists' satisfaction and service quality. 

Specifically, the impact of digital transformation, such as 

mobile apps or online reviews, on tourists' perceptions of 

service quality remains unaddressed. In addition, there is a 

lack of emphasis on the influence of cultural and societal 

factors on tourists' satisfaction, which highlights a research 

gap in how cultural differences and societal norms affect 

tourists' expectations and evaluations of service quality, 

particularly in a diverse and multicultural tourism environment 

like Babylon City. Based on the provided information, the 

conceptual framework of the study has been designed as 

depicted in Figure 2. 

 

 
 

Figure 2. The framework of the study 

 

4. RESEARCH METHODOLOGY 

 

This research delves into the role of quality tourism services 

during the era of digital transformation, mainly focusing on 

local visitors to Babylon City. The study aims to investigate 

the impact of digital transformation on the quality of tourism 

services and to examine the relationship between the quality 

of these services and visitors' satisfaction. This empirical 

investigation adapted the SERVQUAL model. Considering 

the SERVQUAL model, data collection was divided into two 

stages. The first phase involves gathering data from 

respondents before they visit the destination. During this 
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phase, participants share their expectations regarding 

statements representing ten service quality dimensions: 

Reliability, Security, Tangibles, Responsiveness, Credibility, 

Competence, Access, Courtesy, Communications, and 

Understanding. The second stage entails collecting data from 

the same group of tourists about their perceptions of the same 

set of statements under the ten SERVQUAL dimensions. 

Some respondents completed the expectation part (data 

collection phase one) just before arriving at the destination, 

while others did so after their arrival. The performance data 

collection phase (data collection phase two) occurred after the 

respondents' visits were completed. In the following, the 

SERVQUAL questionnaire tablet is presented in Figure 3. 

Figure 3. SERVQUAL questionnaire template 

This study primarily relies on gathering primary data using 

a self-administered questionnaire. Convenience sampling was 

chosen for this study, as it involves selecting willing and easily 

accessible participants. The measurement items used in this 

study were constructed based on existing literature, 

specifically adopted from previous studies, to evaluate the 

expectations and experiences related to ten dimensions of 

service quality. A Likert scale of 1 to 5 was used for all items 

to measure the visitors' Perceptions and expectations of the 

quality of tourism services in Babylon City. A score of 1 

indicates an inferior quality of service, while a score of 5 

indicates a very high quality of service. Both data collection 

phases took place in Babylon between February 2022 and 

December 2022. The study included male and female tourists 

aged 18 years old and above as participants. A total of 423 

surveys were distributed, out of which 403 were returned, and 

315 participants completed the questionnaires accurately. 

Although the number of useful responses is considered low, 

this response rate is 74.5 percent, which is considered a 

satisfactory response rate for survey research [70]. However, 

Table 2 below displays the response rate from the 

questionnaire distribution.  

Table 2. Rate of questionnaire distribution 

Response Frequency/Rate Data 

Distributed questionnaires 423 

Returned 403 

Returned and usable 315 

Returned and unusable 108 

Response rate % 95.3% 

Rate of usable responses % 74.5% 

The data analysis in the current study was conducted using 

SPSS software. SPSS was utilized for various purposes, 

including performing the reliability test to assess Cronbach's 

alpha for the measurement items. Additionally, SPSS was 

employed for conducting frequency analysis on the 

demographic profiles of the respondents. The remaining data 

analysis techniques, as outlined in the following sections, such 

as paired-sample t-tests, one-sample t-tests, and others, were 

also carried out using SPSS software. 

5. RESULT AND DEMOGRAPHIC

Table 3. Demographic statistics of the respondents 

Variable Frequency Percentage (%) 

Gender 

Male 

Female 

Total 

230 

85 

315 

73.0 

27.0 

100.0 

Age 

(18–24) 

(25–34) 

(35–44) 

(45–54) 

(55–64) 

Total 

4 

75 

129 

72 

35 

315 

1.3 

23.8 

41.0 

22.9 

11.1 

100.0 

Married status 

Single 

Married 

Divorced 

62 

241 

12 

19.7 

76.5 

3.8 

Education 

Primary School 

Intermediate School 

Secondary School 

Certificate Diploma 

Bachelor's degree 

Master's degree / Ph.D. 

Total 

17 

35 

130 

3 

99 

31 

315 

5.4 

11.1 

41.3 

1.0 

31.4 

9.8 

100.0 

Frequency of visits 

1st time 

2nd time 

3rd time 

4th time and above 

Total 

62 

109 

70 

74 

315 

19.7 

34.6 

22.2 

23.5 

100.0 

The data shown in the Table 3 describes the population 

concerning gender, age, marital status, level of education, and 

the number of visits. Meanwhile, 73% of the sample is male 

and 27% female, suggesting that men make up most local 

travelers. Respondents aged 35-44 equals 41.0%, which is 

considered the highest among all the age categories. 

Conversely, the percentage of respondents aged 18-24 was the 

lowest, with only 1.3% of the total respondents. Those 

between the ages of 25 and 34 account for 23.8%, while 

participants aged 45-54 make up 22.9%. However, the 

percentage of respondents aged 55 and more was 11.1%. 

However, the frequency of single respondents is 62, which 

corresponds to a percentage of 19.7%. This means that out of 

the total sample of 315, 62 individuals reported being single. 

The frequency of divorce among respondents is 12, 

corresponding to a percentage of 3.8%. Lastly, most of the 

sample reported being married with 241 individuals, which 

equals a percentage of 76.5%. In terms of education, most 

respondents hold a secondary school qualification, comprising 

41.3% of the total sample. Following closely behind are those 

with a bachelor's degree, constituting 31.4% of the sample. 

The data also reveal that a significant portion of respondents 

possess an intermediate school education (11.1%), while a 

smaller percentage have completed primary school (5.4%). 

Additionally, there are respondents with certificate diplomas 

(1.0%) and those with master's or Ph.D. degrees (9.8%). This 

educational breakdown underscores the diversity within the 
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sample, reflecting a range of educational backgrounds. Lastly, 

the table showcases the number of times respondents have 

visited the destination. Remarkably, the largest group of 

tourists, comprising 34.6% of the sample, has visited Babylon 

for the second time. The second most common category of 

visitors includes those on their fourth visit or more, accounting 

for 23.5%. Meanwhile, 22.2% of respondents have visited 

Babylon for the third time, while 19.7% are first-time visitors. 

This distribution highlights the prevalence of repeat visitors to 

Babylon, suggesting that the destination holds a strong appeal 

for individuals who choose to return. Overall, the table 

provides valuable insights into the education levels and travel 

behaviors of the surveyed individuals, offering a 

comprehensive snapshot of the sample's demographic 

characteristics and their relationship with their visitation 

patterns. 

5.1 Expected versus perceived service quality of tourists 

The service quality offered to tourists was evaluated using 

ten dimensions: reliability, security, tangibles, responsiveness, 

credibility, competence, access, courtesy, communications, 

and understanding. In addition, the reliability test was used to 

examine the degree of agreement between separate 

measurements of the study's variables. The alpha value of 

0.8335 suggests that the items in the survey are internally 

consistent and measure the same construct, as shown in Table 

4. The table provides reliability statistics for different service

quality dimensions in a study. Reliability is an essential aspect

of research, as it reflects the consistency and stability of the

measurements. In this study, the researchers have used

Cronbach's alpha as a measure of reliability. Indicating how

well the items on a scale or instrument assess the same

construct, Cronbach's alpha is a statistical measure of internal

consistency. The value can be anywhere from 0 to 1, with 1

representing perfect consistency.

Table 4. Reliability statistics of study dimensions 

Dimensions Alpha Value No of Items 

Expected 0.890 30 

Perception 0.777 30 

Total 0.8335 60 

The service quality of pre-arrival services was measured 

using the ten sub-dimensions of Expectations before visiting 

(with 30 items) and perception after visiting (with 30 items). 

Unfortunately, all perceived service quality parameters have 

mean values below the expected level, as shown in Table 4. 

Consequently, there is a statistically significant gap between 

the two service quality measures, as shown by the results of an 

independent sample t-test. This table shows that the expected 

dimension has the highest reliability, with an alpha value 

of .890. This indicates that the items in this dimension are 

highly consistent in measuring the same construct: the 

customers' expectations of the service they receive. On the 

other hand, the perception dimension has a slightly lower 

reliability, with an alpha value of .777. This suggests that the 

items in this dimension may not be as consistent in measuring 

the customers' actual perception of the service. 

The total dimension, which combines both expected and 

perception dimensions, has an alpha value of 0.8335. This 

indicates that the overall reliability of the scale is good, as it 

reflects the consistency of the measurements across both 

dimensions. It is also worth noting that the number of items in 

each dimension is the same, with 30 items in each. This 

suggests that the researchers have tried to maintain 

consistency in the number of items across dimensions, which 

helps to ensure that each dimension is measured with equal 

precision. Overall, this table provides valuable information 

about the reliability of the measurements taken in this study, 

which is essential for understanding the validity and 

generalizability of the results. 

5.2 SERVQUAL tourist expectations and perceptions 

Table 5 displays the respondents' views on what constitutes 

high-quality service. The table of SERVQUAL scores shows 

that six items have negative signals, indicating that 

expectations are higher than performance, leading to a service 

quality gap and, ultimately, less-than-satisfactory perceived 

quality. The table shows the descriptive statistics of 30 items 

(10 variables). Deviation shows the data's degree of variability 

or dispersion around the mean. 

Even though the SERVQUAL score for items credibility, 

responsiveness, competence, communication, and 

understanding are harmful, according to the paired samples t-

test, means of perception and expectation do not significantly 

differ in the reliability, access, courtesy, security, and security 

tangibles. Babylon tourist destinations fall short of 

expectations. 

Table 5 shows the mean scores for various attributes, 

comparing the expected mean with the perception means and 

the difference between them. The t-value and significance 

level are also provided, which can indicate whether the mean 

difference is statistically significant. Attributes included in the 

table: There is a discrepancy of 0.1085 between the mean 

perceived score of 3.8354 and the mean predicted score of 

3.9439 for reliability. In this case, the t-value of 1.638 is 

significant (at the 0.05 level). There is a discrepancy of 0.0317 

between the mean perceived score of 2.7937 and the mean 

predicted score of 2.8254 for responsiveness. The t-value of 

0.589 is significant at the 5% level of probability. The gap 

between the expected and observed means of competence is -

0.0043 (or 2.9407 and 2.945, respectively). The t-value of -

0.032 is insignificant at the 5% confidence level. There is a 

discrepancy of 0.0138 between the expected and perceived 

means of access (mean = 3.563, median = 3.5492). At the 5% 

significance level, the t-value of 0.085 is insignificant. There 

is a discrepancy of 0.0222 between the mean perceived score 

and the mean predicted score for courtesy (3.3365 versus 

3.3143). At the 5% significance level, the t-value of 0.559 is 

insignificant. The mean score for communication (2.9503) and 

the mean score for perception (3.0709) is -0.1206, indicating 

poor communication. The t value of -2.079 is insignificant at 

the 5% confidence level. Regarding believability, the average 

perceived score is 3.0593, whereas the predicted score is 

2.8571 (a difference of -0.2022). At the 5% significance level, 

the t-value of -3.483% is significant. There is a discrepancy of 

-0.3322 between the predicted and perceived mean scores of

2.1556 and 2.4878 in safety and security. The t-value of -5.76

is significant at the 05 level of analysis. The average score for

perception was 3.1206, whereas the average score for

understanding/knowing was 3.0466, for a difference of -0.074.

At the 5% significance level, the t-value of -1.167 is

insignificant. The average perceived score is 2.4317, while the

average expected score is 2.1471. This yields a discrepancy of

-0.2846. In this case, the t-value of -3.913 is significant (at the

0.05 level).
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MTOTAL: The expected mean score for MTOTAL is 

2.9766, while the mean perception score is 3.0608, indicating 

a difference of -0.0842. The t-value is -2.552, which is not 

statistically significant at the 0.05 level. The table suggests 

differences between the expected mean and perception mean 

scores for specific attributes. Statistically significant 

differences can indicate areas where improvements are made. 

However, for each variable, descriptive statistics provide 

information on the central tendency and spread of the data. 

These statistics can be used to compare variables and draw 

inferences about the characteristics of the data. For example, 

if the data are widely dispersed about the mean, the standard 

deviation will be considerable; if the observations are densely 

grouped around the mean, then the standard deviation will be 

slight. Using the table, we can see how each variable is 

distributed among the whole data set. The table is helpful since 

it summarizes the data distribution for each variable and 

allows us to rapidly compare and contrast them in terms of 

central tendency and variability. 

Table 5. Expectation versus perception service quality in Babylon 

Attributes Expectation Perception Means Difference t-value Sig 

Reliability 3.9439 3.8354 0.1085 1.638 0.000 

Responsiveness 2.8254 2.7937 0.0317 0.589 0.002 

Competence 2.9407 2.945 -0.0043 -0.032 -0.015

Access 3.563 3.5492 0.0138 0.085 0.000

Courtesy 3.3365 3.3143 0.0222 0.559 0.000

Communication 2.9503 3.0709 -0.1206 -2.079 0.176

Credibility 2.8571 3.0593 -0.2022 -3.483 -0.294

Safety and Security 2.1556 2.4878 -0.3322 -5.765 0.000

Understanding/Knowing 3.0466 3.1206 -0.074 -1.167 0.416

Tangibles 2.1471 2.4317 -0.2846 -3.913 0.000

MTOTAL 2.9766 3.0608 -0.0842 -2.552 0.453

The t-value for reliability is 1.638, which is positive, 

indicating that it is a statistically significant factor in the 

evaluation. A higher score suggests that the dimension may be 

counted on to deliver steady performance. In contrast to the 

reliability, responsiveness (t-value: 0.589) is statistically 

significant, albeit to a lower extent. It implies that the 

organization quickly responds to visitors' questions and 

concerns.  

⚫ Performance ability (t-value: -0.032): Competence is not 
statistically significant because its t-value is close to zero. 
This factor might not have much of an impact on the rating.

⚫ Gaining Entry (t-value: 0.085): Access's t-value is similar 
to zero, indicating that it is not statistically significant. 
Access refers to the ease of reaching or utilizing quality 
services, but its impact on the overall evaluation may be 
relatively minor.

⚫ Courtesy (t-value: 0.559): With a positive t-value, courtesy 
is statistically significant and positively contributes to the 
evaluation. It implies that the entity treats its customers or 
users with politeness, respect, and professionalism.

⚫ Communication (t-value: -2.079): This attribute has a 
negative t-value, indicating that it is statistically significant 
and negatively affects the evaluation. A lower value 
suggests the entity's communication practices may be 
inadequate or ineffective.

⚫ Credibility (t-value: -3.483): The negative t-value for 
credibility suggests that it is highly statistically significant 
and negatively impacts the evaluation. It implies that the 
entity's trustworthiness, believability, or reputation may be 
questionable.

⚫ Safety and Security (t-value: -5.765): The highly negative

t-value indicates that safety and security are statistically 
significant in the analysis and have a substantial negative 
impact on the evaluation. It suggests that the entity may 
have safety measures or security protocol issues.

⚫ Understanding/Knowing (t-value: -1.167): The negative t-

value for understanding/knowing suggests that it is 
statistically significant and negatively influences the 
evaluation. It implies that the entity may struggle to

comprehend customer needs or demonstrate sufficient 

knowledge.  

⚫ Tangibles (t-value: -3.913): The negative t-value for

tangibles indicates that it is statistically significant and

negatively impacts the evaluation. Tangibles refer to the

physical or observable aspects of the entity's services, and

a lower value suggests that these aspects may be lacking or

of poor quality.

In summary, this analysis provides insights into the

significance and impact of various attributes based on their 

respective t-values. It reveals the areas where the dimensions 

excel (reliability, responsiveness, courtesy) and the areas that 

require improvement (communication, credibility, safety, 

security, understanding/knowing, tangibles). Nevertheless, the 

subsequent Figure 4 offers insights into the variability of t-

values across the ten dimensions under consideration. 

Figure 4. t-value of paired sample t-test 

5.3 One-sample test of expectation 

Table 6 shows the results of a one-sample test for various 

dimensions of tourist satisfaction with service. The test value 

for each dimension is 3, which means the null hypothesis is 

that the mean satisfaction score for that dimension equals 3. 

3204



 

The "t" column shows the calculated t-statistic for each 

dimension, which measures the difference between the 

observed mean score and the hypothesized mean score (in this 

case, 3) in terms of the standard error of the mean. The larger 

the absolute value of the t-statistic, the more evidence there is 

against the null hypothesis. The "df" column represents the 

degrees of freedom, the number of observations minus the 

estimated parameters. In this case, it appears there are 314 

degrees of freedom. 

 

Table 6. One-sample test of expectation 
 

 Test Value = 3 

Dimension T Df Sig. (2-tailed) Mean Difference 
95% Confidence Interval of the Difference 

Lower Upper 

Reliability 17.063 314 .000 .94392 .8351 1.0528 

Responsiveness -3.091 314 .002 -.17460 -.2857 -.0635 

Competence -1.043 314 .298 -.05926 -.1711 .0526 

Access 10.010 314 .000 .56296 .4523 .6736 

Courtesy 7.286 314 .000 .33651 .2456 .4274 

Communication -.850 314 .396 -.04974 -.1649 .0654 

Credibility -2.463 314 .014 -.14286 -.2570 -.0287 

Safety and Security -13.852 314 .000 -.84444 -.9644 -.7245 

Understanding .713 314 .477 .04656 -.0820 .1751 

Tangibles -17.042 314 .000 -.85291 -.9514 -.7544 

MTOTAL -.656 314 .512 -.02339 -.0935 .0467 

 

The "Sig. (2-tailed)" column shows the p-value associated 

with each t-statistic, which is the probability of observing a t-

value as extreme or more extreme than the observed t-value, 

assuming the null hypothesis is actual. A small p-value 

(typically less than 0.05) indicates strong evidence against the 

null hypothesis and suggests that the observed mean score 

significantly differs from the hypothesized mean score of 3. 

The "Mean Difference" column shows the difference between 

the observed mean score and the hypothesized mean score (in 

this case, 3), which is positive for dimensions where the 

observed mean score is higher than three and negative for 

dimensions where the observed mean score is lower than 3. 

The "95% Confidence Interval of the Difference" column 

shows the range of values likely to contain the actual 

difference between the observed and the hypothesized mean 

scores with 95% confidence. If this interval does not include 

0, the difference is statistically significant at 0.05. Overall, 

customer satisfaction scores appear significantly higher than 

the hypothesized value of 3 for most dimensions, except for 

Competence and Understanding/Knowing. However, it is 

essential to consider the context and specific details of the 

study to understand and interpret these results fully. 

 

5.4 One sample t-test of perception 

 

Table 7 presents the results of a one-sample t-test, a 

statistical test used to determine whether a sample mean is 

significantly different from a known or hypothesized value. In 

this case, the known or hypothesized value is 3, and the sample 

means represent participants' perceptions of various aspects of 

service. 

 

Table 7. One-sample t-test perception 

 
 Test Value = 3 

Dimension T Df Sig. (2-tailed) Mean Difference 
95% Confidence Interval of the Difference 

Lower Upper 

Reliability 15.425 314 .000 .83545 .7289 .9420 

Responsiveness -3.680 314 .000 -.20635 -.3167 -.0960 

Competence -1.011 314 .313 -.05503 -.1622 .0521 

Access 9.925 314 .000 .54921 .4403 .6581 

Courtesy 6.727 314 .000 .31429 .2224 .4062 

Communication 1.229 314 .220 .07090 -.0426 .1844 

Credibility 1.020 314 .308 .05926 -.0550 .1736 

Safety and Security -8.087 314 .000 -.51217 -.6368 -.3876 

Understanding 1.880 314 .061 .12063 -.0056 .2469 

Tangibles -13.129 314 .000 -.56825 -.6534 -.4831 

MTOTAL 1.896 314 .059 .06085 -.0023 .1240 

 

Test Value: This is the hypothesized value, which is 3 in this 

case. T: This column shows the calculated t-value for each test. 

A larger absolute t-value indicates a greater difference 

between the sample mean, and the hypothesized value, and a 

smaller p-value (see below) indicates stronger evidence 

against the null hypothesis. Df: This column shows the degrees 

of freedom for each test. Degrees of freedom represent the 

number of independent observations in the sample and are 

used to calculate the t-value. Sig. (2-tailed): This column 

shows the p-value for each test, representing the probability of 

obtaining a t-value as extreme or more extreme than the 

observed value, assuming the null hypothesis is true. A p-value 

less than .05 is typically considered statistically significant, 

indicating that the sample mean differs significantly from the 

hypothesized value. 

Mean Difference: This column shows the difference 

between the sample mean and the hypothesized value. 95% 

Confidence Interval of the Difference: This column shows the 

range of values within which the actual population mean 

difference is likely to fall, with 95% confidence. The results 

3205



show that several of the tests have very low p-values, 

indicating strong evidence that the sample mean is 

significantly different from the hypothesized value of 3. 

Specifically, the tests for Reliability, Responsiveness, 

Competence (second test), Courtesy, Security, 

Understanding/Knowing, and Tangibles all have p-values less 

than .05, indicating participants' perceptions of these aspects 

of the service are significantly different from the hypothesized 

value. 

On the other hand, the tests for Competence (first test), 

Communication, and Credibility all have p-values greater 

than .05, indicating that there is no strong evidence that 

participants' perceptions of these aspects of the service are 

significantly different from the hypothesized value. Finally, 

the test for MTOTAL has a p-value of .059, which is just above 

the typical threshold for statistical significance. This suggests 

that there may be some evidence of a difference between 

participants' overall perception of the service and the 

hypothesized value of 3. However, it is not strong enough to 

reach statistical significance at the .05 level. 

Table 8. Differences between the frequency of visits and sample response during the expected period 

Dimension Sum of Squares Df Mean Square F Sig. 

Reliability 

Between Groups 16.238 3 5.413 5.877 .001 

Within Groups 286.438 311 .921 

Total 302.676 314 

Responsiveness 

Between Groups 2.290 3 .763 .758 .519 

Within Groups 313.329 311 1.007 

Total 315.619 314 

Competence 

Between Groups 4.362 3 1.454 1.435 .233 

Within Groups 315.199 311 1.014 

Total 319.560 314 

Access 

Between Groups 9.440 3 3.147 3.226 .023 

Within Groups 303.395 311 .976 

Total 312.835 314 

Courtesy 

Between Groups 2.120 3 .707 1.052 .370 

Within Groups 208.877 311 .672 

Total 210.997 314 

Communication 

Between Groups .911 3 .304 .279 .840 

Within Groups 337.977 311 1.087 

Total 338.887 314 

Credibility 

Between Groups 2.616 3 .872 .821 .483 

Within Groups 330.178 311 1.062 

Total 332.794 314 

Safety and Security 

Between Groups 6.427 3 2.142 1.845 .139 

Within Groups 361.173 311 1.161 

Total 367.600 314 

Understanding 

Between Groups 11.542 3 3.847 2.914 .035 

Within Groups 410.664 311 1.320 

Total 422.206 314 

Tangibles 

Between Groups 2.524 3 .841 1.067 .363 

Within Groups 245.216 311 .788 

Total 247.740 314 

MTOTAL 

Between Groups .742 3 .247 .616 .605 

Within Groups 124.831 311 .401 

Total 125.573 314 

5.5 Differences between the frequency of visits and sample 

response during the expected period 

Frequency of visits and traits such as reliability, 

responsiveness, competence, courtesy, communication, 

credibility, safety and security, understanding/knowing, 

tangibles, and overall satisfaction are analyzed. The results are 

displayed in Table 8. The sum of squares, mean square, F-

value, and significance level are all dimension-specific 

statistics (Sig). Variability in answers that may be attributed to 

varying values of the independent variable is quantified by the 

sum of squares (SS) (in this case, the various service quality 

dimensions). The Df is equal to the independent variable's 

level count minus one. You get the mean square if you divide 

the SS by the Df. Finally, the F-value is calculated by dividing 

the variance in replies across all service quality characteristics 

by the variance in those same responses from the same groups 

(i.e., the variability in responses not attributable to the 

different service quality dimensions). If the F-value is large 

and the Sig. Value is little (less than 0.05), then there is a 

statistically significant difference between the groups; this 

suggests that different aspects of service quality are linked to 

varying degrees of satisfaction among visitors or customers. 

Based on the reported F-statistics and significance levels, it 

appears that there are significant differences between groups 

for the reliability factor (p < .001), understanding/knowing 

factor (p = .035), and competence factor (p = .023). For the 

remaining factors, there are no significant differences between 

groups (all p-values > .05). The F-values for these dimensions 

are relatively high (ranging from 1.435 to 5.877), and their 

significance levels are all less than 0.05, indicating that the 

differences are statistically significant. For the other 

dimensions, including courtesy, communication, credibility, 

safety and security, and tangibles, the F-values are lower, and 

the significance levels are higher, suggesting that there may 

not be significant differences in customer or client responses 

across these dimensions. However, it is essential to note that 

the significance level is just one indicator of statistical 

significance, and it should be interpreted in conjunction with 

other factors such as effect size, sample size, and research 

context. 
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5.6 Differences between frequency of visits and sample 

response during the perceived period 

 

Table 9 shows the results of a statistical analysis of survey 

responses related to perceived service quality. Specifically, it 

presents the analysis of variance results, which examines 

whether the mean differences among groups are statistically 

significant. The table provides a sum of squares (SS), degree 

of freedom (df), mean square (MS), F-value (F-statistic), and 

associated significance level for each dimension of service 

quality, such as responsiveness, reliability, competence, 

courtesy, communication, credibility, security, 

understanding/knowing, and tangibles (Sig). Both the 

variation between groups and within groups contribute to the 

SS, representing the total variety in the data. The df value 

specifies the total number of analyzed classes. The MS is the 

standard deviation (SS) divided by the number of categories 

(df), and it is a measure of the typical amount of variation 

attributable to each classification. 

 

Table 9. Differences between the frequency of visits and sample response during the perceived period 

 

Dimension  Sum of Squares Df Mean Square F Sig. 

Reliability 

Between Groups .891 3 .297 .329 .804 

Within Groups 230.103 255 .902   

Total 230.994 258    

Responsiveness 

Between Groups 3.147 3 1.049 1.125 .339 

Within Groups 237.818 255 .933   

Total 240.965 258    

Competence 

Between Groups 2.488 3 .829 .881 .451 

Within Groups 239.938 255 .941   

Total 242.426 258    

Access 

Between Groups 1.595 3 .532 .555 .646 

Within Groups 244.551 255 .959   

Total 246.147 258    

Courtesy 

Between Groups 3.818 3 1.273 1.812 .145 

Within Groups 179.130 255 .702   

Total 182.948 258    

Communication 

Between Groups 1.213 3 .404 .408 .747 

Within Groups 252.497 255 .990   

Total 253.710 258    

Credibility 

Between Groups 3.103 3 1.034 1.044 .373 

Within Groups 252.584 255 .991   

Total 255.687 258    

Safety and Security 

Between Groups 2.637 3 .879 .717 .543 

Within Groups 312.881 255 1.227   

Total 315.519 258    

Understanding 

Between Groups 7.871 3 2.624 2.125 .097 

Within Groups 314.842 255 1.235   

Total 322.714 258    

Tangibles 

Between Groups .272 3 .091 .190 .903 

Within Groups 121.715 255 .477   

Total 121.987 258    

MTOTAL 

Between Groups 1.001 3 .334 1.049 .371 

Within Groups 81.086 255 .318   

Total 82.086 258    

 

The F-value is a ratio of the between-group variability to the 

within-group variability. It indicates the magnitude of the 

differences among the groups relative to the variation within 

the groups. A larger F-value suggests a more significant 

difference among the groups. If the null hypothesis is true, the 

Sig. The value represents the probability of obtaining the 

observed F-value by chance of a smaller Sig. The value 

indicates more substantial evidence against the null hypothesis 

and supports the alternative hypothesis that at least one group 

differs. In summary, Table 9 shows that for most aspects of 

service quality, the mean differences among groups are not 

statistically significant, as evidenced by the high Sig. Values. 

However, for understanding/knowing, the F-value is relatively 

large, and the Sig. Value is close to the conventional threshold 

of .05, indicating some evidence of group differences. 

To sum up, the findings of this study carry significant 

implications for Babylon City's digital transformation efforts 

and its standing in the global tourism landscape. Firstly, the 

study underscores the pressing need for Babylon City to align 

with the evolving expectations of modern travelers. These 

tourists increasingly demand seamless, personalized, and 

technologically advanced experiences. To remain competitive 

and attractive in the tourism sector, Babylon City must 

embrace digital technologies such as mobile apps, social 

media, and data analytics. Furthermore, within the scope of the 

ten dimensions under examination, a noteworthy observation 

is that six of them exhibited a negative disconfirmation, 

signifying that the perceived service quality fell below the 

visitors' initial expectations. Widespread negative perceptions 

were observed in over half of the assessed dimensions, 

echoing findings from earlier studies that applied the 

SERVQUAL model in the tourism context (e.g., the studys of 

Bhat [71] and Fick and Brent Ritchie [72]). As a result, it 

becomes increasingly vital to confront the challenges faced 

during the journey of digital transformation, with a specific 

focus on addressing the negative disconfirmations within these 

six critical dimensions. Such an approach is imperative for 
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expediting progress and unlocking the substantial economic 

potential embedded within the tourism industry. 

Furthermore, the research emphasizes the pivotal role of 

service quality and effective digital implementation in 

enhancing visitor satisfaction and shaping the city's global 

reputation. Babylon City has an opportunity to improve its 

image by ensuring that its tourism services not only meet but 

exceed tourists' expectations. By investing in digital 

infrastructure and adopting innovative solutions, the city can 

position itself as a technologically advanced and inclusive 

tourist destination. This, in turn, can lead to positive visitor 

experiences and favorable word-of-mouth recommendations 

facilitated by digital platforms and ultimately contribute to the 

city's economic growth and prominence on the global tourism 

stage. In summary, the study provides a roadmap for Babylon 

City to navigate the digital age successfully and thrive in the 

competitive world of modern tourism. 

6. DISCUSSION AND CONCLUSION

The conclusion of the study emphasizes the critical 

importance of addressing service quality elements within the 

context of Babylon City's tourism industry. The analysis 

conducted by Abdulaziz et al. [45], ten comprehensive 

dimensions of service quality, highlights how bridging the gap 

between visitor expectations and perceptions is paramount. 

Notably, several authors (e.g., the studies of Parasuraman et al. 

[54] and Avkiran [73] have conducted extensive research on

service quality aspects of tourism.

As the global tourism market continues to evolve and 

become increasingly competitive, this study suggests that 

visitor expectations are on the rise, shaping their satisfaction 

and retention. The SERVQUAL model employed in the 

research serves as a pivotal tool in defining tourist satisfaction, 

as evidenced by the gap analysis. This analytical approach 

illustrates how tourism organizations can enhance their service 

quality effectively, positioning it as a fundamental and 

effective strategy for the tourism sector in the modern age. 

Furthermore, the study provides valuable insights into 

descriptive statistics and one-sample t-tests, offering a 

comprehensive understanding of these statistical measures' 

relevance and applications. 

In the era of the digital revolution, the role of quality 

tourism services in attracting visitors to destinations such as 

Babylon City has become increasingly vital. Modern tourists, 

armed with easy access to information and online booking 

tools, now have heightened expectations for seamless, 

personalized experiences tailored to their preferences. To meet 

these expectations and stand out in a competitive landscape 

while improving credibility, quality tourism service providers 

can effectively leverage digital technology. Strategies 

encompassing social media engagement, digital marketing, 

and data analytics enable these providers to align their 

offerings with customer expectations and attract new clientele. 

Taking full advantage of digital technology, quality tourism 

service providers can optimize operational costs and further 

enhance their appeal to tourists. Digital platforms and mobile 

applications offer the potential to streamline booking 

processes, automate customer service inquiries, and provide 

real-time event updates, thereby enriching the overall visitor 

experience. By delivering individualized, technology-enabled 

services, Babylon City's tourism service providers can not 

only attract more visitors but also position themselves as 

industry leaders, contributing to the city's growth. 

Prioritizing the delivery of high-quality digital services to 

meet modern visitor expectations is essential for the tourism 

industry in Babylon City to foster growth. This requires 

substantial investments in digital infrastructure and ongoing 

training for tourism service providers, enabling them to 

leverage technology effectively and enhance the overall 

tourism experience. In the era of digital transformation, these 

efforts can lead to a significant increase in visitor numbers, as 

contemporary travelers heavily rely on digital channels for trip 

planning. Offering high-quality digital services, such as user-

friendly booking platforms and immersive virtual tours, allows 

Babylon City not only to meet but exceed visitor expectations, 

ultimately enhancing its reputation as a cutting-edge tourist 

destination. 

It is worth noting that while the study primarily focused on 

exploring the impact of digital transformation on tourism 

service quality in Babylon City, it also delved into specific 

dimensions of service quality and their disconfirmations. 

Although this dimension-focused analysis may not directly 

align with the broader objectives, it offers valuable insights 

into the destination's understanding and improvement of its 

tourism services. 

In light of these findings, stakeholders in Babylon City's 

tourism industry are recommended to invest in digital training 

programs for tourism professionals involving local 

government bodies, educational institutions, and tourism 

service providers. These programs aim to enhance digital 

literacy, equip professionals with skills to manage customer 

relationships in the digital space and provide training on 

utilizing data analytics to meet evolving traveler expectations. 

Additionally, stakeholders must prioritize the enhancement of 

digital infrastructure within Babylon City. This includes 

expanding Wi-Fi coverage, developing user-friendly mobile 

applications for tourists, and creating interactive online 

platforms offering real-time updates, maps, and convenient 

booking options. Such investments will establish Babylon City 

as a technologically advanced tourist destination and 

significantly elevate the overall visitor experience. 

For future research, it is recommended to extend the study's 

scope to include the perceptions of international tourists, who 

often possess a broader perspective and extensive travel 

experiences, providing valuable insights into Babylon's 

successful digital implementation. Furthermore, future studies 

could enhance the existing framework by incorporating 

variables such as tourists' behavioral intentions, likelihood to 

recommend Babylon City, and their propensity to revisit the 

destination. Existing literature consistently demonstrates a 

positive relationship between visitor satisfaction and 

destination loyalty, suggesting that higher satisfaction levels 

during a visit contribute to increased repeat visits and positive 

word-of-mouth recommendations [74, 75]. Expanding 

research in these directions will contribute to a deeper 

understanding of the factors influencing tourist behavior and 

its implications for Babylon City's tourism industry. 
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