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Abstract

Since the 2019 protests, the services sector within Iraq has undergone a considerable decline. As such,
the tourism sector which was already in a negative state prior to the COVID-19 outbreak has even
worsened just like the rest of the world. In spite of the existence of civilizational, archaeological, religious,
and other tourist attractions that Irag enjoys, the matter is in need of tourism marketing policies and
procedures that are capable of supporting and succeeding it, performing the role required of it, and
achieving its goals. So, there is a great need to search for strategic tools that contribute to facing this
crisis and improving tourism marketing. Accordingly, the aim of this study is to identify the importance of
strategic foresight and its impact on tourism marketing in light of the COVID-19 pandemic. The data were
captured using the technique of focus groups of university professors by using an online form. The study
was based on the structural equation modeling method in identifying the nature of causal relationships
between variables. The results indicate that there is great importance in employing strategic foresight in
improving tourism marketing after COVID-19.
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Introduction

The COVID-19 pandemic has affected nearly all sectors of the global economy. These range
from transport, tourism, commerce, and many other sectors. This novel COVID-19 virus is
highly infectious and is airborne (Daga et al.,, 2019). For this reason, social distancing
stipulations, partial/complete lockdowns, in addition to the general ban on gathering in public
have caused a lot of disruptions to many daily activities. The novel coronavirus cases in Iraq
had hit 266 with 23 deaths (Jaffal, 2020). The fast-growing number of new infections indicated a
difficult situation that the country may face and could change the way citizens live. To contain
the spread of the virus, the government put in place measures to salvage the lives and the
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economy of the country, which was staring at the damage (WHO,2020). The steps taken by the
government included closing roads between cities, the imposition of the curfew, and canceling
all the religious tourism (Osborn et al., 2019). To avoid contracting the COVID-19, many Iraqis
started wearing face masks and stayed at home rather than going to their jobs due to the fear
that the country will suffer a more widespread outbreak (Kim,2019).

Irag can be considered a third world country with the majority of the population living from hand-
to-mouth as they work in the informal sector. The ceasing of air transport, as well as other forms
of international transportation, have negatively impacted tourism in lraq as well as all other
countries around the world. Worse sitill, Iraq is burdened by high levels of insecurity as well as
political instability. At the moment, the Iragi tourism industry is underdeveloped as well as
neglected by state authorities. The reason is that the country has been through decades of war,
recurrent insecurity and instability, as well as dictatorial regimes. Nevertheless, Iraq is slowly but
surely developing and gaining stability. Therefore, it will be able to meet its massive potential as
a worldwide tourist destination. What's more, this nation will be able to reap the economic
benefits associated with large numbers of tourist visits (Razzaq & Abbood, 2019). However,
whatever is undertaken requires an ethical compass. For example “Many hotels are not looking
at the consequences of their unethical actions in aspects such as advertising. There should
however be an approach to advertising in which hotels strive to reach consumers in an honest
way without subjectively embellishing and making blatant untruths about their offerings”
(Nicolaides, 2018).

Increased developments in Iraq’s tourism industry means that the economy will become more
diversified and new jobs within the private sector will be formed both within the big and smaller
cities. The construction sector is also likely to directly benefit from the establishment of
museums, tourist hotels, restaurants, as well as other attractions. Infrastructural developments
will also occur within the country to support the above-mentioned benefits (Kana, 2011). The
private sector will as well be able to develop, operate, manage, and maintain the related
infrastructure, and also create job openings and as such close relationships are needed with all
relevant stakeholders (Nicolaides, 2015). Such jobs include travel agencies and operators, tour
guides, hotel workers, and many more (Nawar, 2014). The enhanced interest in Irag’s
archaeological and historic sites can enable this nation to better its archeological workforce and
ability by providing the requisite excavation training, reconstruction, and restoration.
Accordingly, there is a great need to search for strategic tools that contribute to facing the crisis
and improving tourism marketing. Hence, strategic foresight is one of the successful strategic
tools that can be adopted for this purpose. This invariably includes careful consideration of the
element of service quality delivery which remains the core marketing driver by word of mouth
reports (Nicolaides, 2008; 2012). The aim of this study was to identify the importance of
strategic foresight and its impact on the tourism marketing in light of the COVID-19 pandemic.

Literature Review
Strategic foresight

Strategic foresight is considered one of the important capabilities of organizations, which
includes supporting the future capabilities and strategic plans of the leader (Hines & Bishop,
2006). It is the ability to create and sustain a high-quality, coherent and practical future vision,
and the use of emerging visions according to useful organizational methods, and helps to
uncover unconfirmed circumstances, develop strategies and explores markets and new
products and services (Slaughter, 2000), it represents a mixture of future methods with strategic
management methods (Martinet, 2010). And when asked, with foresight we can answer that by
the points of a balance between past, present, and future, that refers to certain, moving and
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uncertain aspects as shown in Figure 1. Can be considered:

Context: why foresight?

We need to learn from the
future to avoid making
mistakes

Uncertain - it hasn't happened yet
« Can shape and influence
* No data

Using the past and the
future to inform strategic
decisions today

Moving - things are changing
constantly

» Can respond, shape and influence
* Data overload

.
3
[=}
3
5
1

Macro-histo

Certain in terms of what happened - We learn about the past to
» Can't change Past avoid repeating mistakes
* Much data | today

Figure 1. Why Foresight

The literature indicates that strategic foresight consists of four basic dimensions (David,2012) as
shown in Figure 2.

Customer Market Competitive Technology
Foresight Foresight Foresight Foresight

Figure 2. Strategic Foresight Dimensions

Customer foresight refers to the potential role of the client is assumed through user-driven
innovation, which uses five tools to identify emerging needs (exploratory interviews, daily
research, daily life visits, vision clinics, and major studies) and make them quantifiable
(Rohrbeck & Geminden, 2011).Market foresight is seen as the company's ability to anticipate
changes in the serviced market and to anticipate the emergence of new markets. This ability is
developed through organizational processes, values, standards and coordination effects that
together provide knowledge related to future market conditions (McCardle, 2005). The
competitive foresight is carried out by the home production unit and aims to identify and
anticipate the movements of competitors (Vishnevskiy & Karasev, 2016).Technology foresight is
implemented by the technology exploration unit, which uses technology as a tool for
classification and visualization, similar to products and services (Miles,2010).
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Tourism Marketing

Marketing is one of the most advanced business aspects in recent years (Ripollés & Blesa,
2012). It is not the same as it was in the past as selling goods and services, but rather
implementing the various activities of the establishment that aim to direct the flow of goods and
services from the product to the consumer. The concept of marketing is greater than advertising
and promotion (lli¢ et al., 2014). It is the process of understanding customer desires, trying to
satisfy them, and stimulating their desires to obtain the goods, programs, and products offered
by the facility. Marketing is also one of the most important activities undertaken by modern
enterprises. Aware of the importance of the scientific method in dealing with the markets it
serves, and in identifying the desires and needs of consumers, and working to satisfy them,
which brings mutual benefit to both parties. Nicolaides (2008) states that exceeding customer
expectations and good value for money offerings are essential nowadays. Tourism marketing is
an administrative activity that includes all the functions of management from planning,
organizing, directing and controlling, and the scientific management of marketing achieves
several benefits (Kotler et al., 2017).

Material and Methods

The instrument of this study was the survey and it was used and conducted in the tourism
sector in Iraqg. The population of the study was the university professors, and the sample has
been purposively selected among them. The sample size was 107 respondents. The first
section deals with strategic foresight (SF) and its dimensions (SF1, SF2, SF3, SF4), depending
on the scale which was developed and standardized by David (2012), and the second part is
about tourism marketing (TM), depending on the scale was developed and standardized by
Kotler et al.,, (2017). Cronbach’s Alpha coefficient was used to determine the internal
consistency and it is referred to as a good value of all the items and the value of Cronbach’s
Alpha was 0.802 for SF , and 0.837 for TM, and in general it ensures the reliability of the
instrument as it shown in Table 1. This is according to the rule of thumb on Cronbach’s Alpha in
Table 2 (Hair et al.,2012).

Table 1. Cronbach’s Alpha for the Indicators

Variable Cronbach’s Alpa
SF1 0.781
SF2 0.796
SF3 0.741
SF4 0.731
SF 0.802
™ 0.837

Table 2. Rule of Thumb on Cronbach’s Alpha

Cronbach’s Alpha Range Strength of Association
<0.6 Poor
0.6 to <0.7 Moderate
0.7 t0 <0.8 Good
0.8t0<0.9 Very Good
0.9 Excellent
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Conceptual Framework

The conceptual framework developed shall further conceptualize the impact of SF dimensions
on TM, and it is developed according to the literature and scales, as it is presented in Figure 3.

Figure 3. Conceptual Framework

Modeling

In order to test how dimensions and paragraphs are measured, factor analysis was adopted in
order to identify the scale's ability to measure relationships, and also so that the conditions of
goodness fit index are met and that the indicators are acceptable if they achieve the condition,
as it is required that (GFI>0.90, AGFI>0.90, CFI>0.95, TLI>0.90, Ratio <5, and RMSEA <0.08).
The results of Figure 4 indicate that the models are acceptable, as acceptable values are
recorded, for SF the indicators in Figure 5 refer to (GFI= 0.913, AGFI=0.903, CFl = 0.956, NFI
=0.923, Ratio = 2.542, and RMSEA =0.076 ).

Regarding the TM Figure 3 indicates that (GFI= 0.934, AGFI=0.917, CFl = 0.978, NFI = 0.951,
Ratio = 3.959, and RMSEA =0.064). These results indicate the acceptance of models and the
ability to explain causal relationships.
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Figure 4. SF Modeling
MODEL FIT SUMMARY
Chi-square=130.642
RATIO=3.959
DF=33
GFI=.934
AGFI=.917
CFI=.978
NFI=.951
RMSEA=.064

Figure. 5 TM Modeling
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Results

Table 3 indicates the results of correlations between the variables reflected by the correlation
matrix, and it is clear that there is a correlation between variables between SF and TM and it is
(0.670), and this correlation is significant because the level of significance (sig.) is accepted
because its value was less than 0.05.

Concerning SF1, there is a significant correlation between SF1 and TM with (0.518), and the
level of significance was less than 0.05. Also, the correlation between SF2 and TM is positive
and high (0.518) , and the level of significance was less than 0.05, and there are positive
relationships between SF3 and TM with a correlation coefficient of (0.629), and the level of
significance was less than 0.05. Finally, the correlation between SF4 and TM is positive and
high (0.585) , and the level of significance was less than 0.05.

Table 3. Correlation Coefficient between Variables

V. SF1 SF2 SF3 SF4 SF ™
SF1 1 .505** A401** .946** .851** .518**
Sig. .000 .000 .000 .000 .000

N 107 107 107 107 107 107
SF2 .505** 1 .889** A48 .843** .518**
Sig. .000 .000 .000 .000 .000

N 107 107 107 107 107 107
SF3 401** .889** 1 A55** .816** .629**
Sig. .000 .000 .000 .000 .000

N 107 107 107 107 107 107
SF4 .946** A48 A55** 1 .849** .585**
Sig. .000 .000 .000 .000 .000

N 107 107 107 107 107 107
SF .851** .843** .816** .849** 1 .670**
Sig. .000 .000 .000 .000 .000

N 107 107 107 107 107 107
™ .518** .518** .629** .585** .670** 1
Sig. .000 .000 .000 .000 .000

N 107 107 107 107 107 107

Concerning the effect between variables, Table 4 and Figure 6 indicate that there is a positive
effect for SF1 on TM , with indicators of (0.847), with (sig<0.05). Regarding SF2, there is a
significant effect of SF2 on TM , with indicators of (0.855), with (sig<0.05) .Also, the results
indicate that there is a positive effect for SF3 on TM , with indicators of (0.833), with (sig<0.05).
regarding SF4, there is a significant effect of SF4 on TM , with indicators of (0.844), with
(sig<0.05).
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Table 4. Path Analysis for Study Variables
- Standard -
Path Orlglna(llo?ample Samp(ll\ejl)Mean Deviation (L%?rtgg(\:/i) P-Values
(STDEV)

SF -> SF1 0.847 0.845 0.037 22.839 0.000
SF -> SF2 0.855 0.860 0.027 31.563 0.000
SF -> SF3 0.833 0.838 0.036 23.229 0.000
SF -> SF4 0.844 0.842 0.039 21.778 0.000
SF->TM 0.692 0.693 0.079 8.779 0.000

0.855 {0.000)

0.833 (0.000)

Figure 5. Relationships Model

Discussion

It is obvious that the novel coronavirus pandemic has affected the entire global economy. But in
Irag where the tourism sector is still in its infancy and recovering from decades of war, the
impact is worse. Therefore, even after the COVID-19 pandemic, it will still take some time
before this industry matures into a popular global destination. The country still has to deal with
internal politics as well as security issues. Therefore, it needs strategic tools for the success of
tourism marketing, such as strategic foresight which involves planning approaches for the
future. It is an action-oriented framework to reopen up the tourism sector after the coronavirus. It
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is aimed at ensuring returning the normalcy in its operations.

The study proved from an academic point of view, that strategic foresight is an effective tool in
tourism marketing, and that the four tools of strategic foresight have proven effective results.
Customer foresight is an essential element of tourism marketing and greatly dictates its
success. Before the government had ordered for the closure of the business by March 7, the
crowded places such as malls, restaurants, and cafes were experiencing lower customer visits.
The usually crowded tourist hotels in the cities in Najaf and Karbala, where Shiite Muslims visit
the Shrines, became deserted as visitors feared for their lives (Kana, 2011).

The market foresight is an important factor in the tourism sector, and its impact on the success
of tourism marketing appears when the future exploration of the market is employed and it
needs identifying the strengths, weaknesses, opportunities and potential threats, and this result
comes in line with Carlisle et al., (2016). There is equally a need to for greatly enhanced
customer satisfaction and loyalty (Rai & Anirvinna, 2019; Tefera & Govender, 2017; Nicolaides,
2015; 2008). This indicates that the factors of market analysis and exploration are effective
factors for successful marketing initiatives.

The competitive foresight of the country indicates that the nation can still not effectively compete
with other popular destinations within the Middle East that experience greater political stability.
These include countries such as Egypt, Iran, Kuwait, etc. as such; there is a serious need for
the government to enhance political stability as well as the country’s general security, and
looking for successful factors is imperative. In terms of technology, Iraq is still recovering from
the massive destruction caused by a decade’s worth of war. For this reason, tourists might
experience problems in mobile telecommunications in some regions as well as small towns.
Internet access is still relatively limited compared to other neighboring countries that are more
stable. Therefore, it needs efforts before the nation becomes a major player in the tourism
industry. It is important to win the hearts and minds of tourists (Nicolaides, 2008).

Conclusion

In conclusion, strategic foresight for tourism after the coronavirus relies on a carefully crafted
planning approach to revamp the key components that determine the operation and success of
the sector. These components include the customer, market, competitive, and technological
foresight. The Coronavirus pandemic has altered every aspect of these components and
presented a new way of life globally. As the medical experts and scientists grapple with the
search for a vaccine for the disease, reopening of the tourism sector requires an action-oriented
planning process due to the assessment of the components to ensure normalcy in the future. A
critical in-depth analysis of the aspects that affect tourism marketing will provide vital information
and understanding needed to rebuild the sector once the economy reopens after the
coronavirus pandemic. The strategic foresight is a plan or approach to be taken in the sector to
revive the once vibrant sector in the country.

References

Carlisle, S., Johansen, A. & Kunc, M. (2016). Strategic foresight for (coastal) urban tourism
market complexity: The case of Bournemouth. Tourism Management, 54, 81-95.

Daga, M. K., Kumar, N., Aarthi, J., Mawari, G., Garg, S. & Rohatgi, I. (2019). From SARS-CoV
to Coronavirus Disease 2019 (COVID-19)-A Brief Review. Journal of Advanced Research in
Medicine (E-ISSN: 2349-7181 & P-ISSN: 2394-7047), 6(4), 1-9.


http://www.ajhtl.com/

@ @@@ African Journal of Hospitality, Tourism and Leisure, Volume 8 (1) - (2019) ISSN: 2223-814X
By Mo 1D Copyright: © 2019 AJHTL /Author/s- Open Access- Online @ http//: www.ajhtl.com

David, A. (2012), The Nature of Strategic Foresight , Salve Regina University, MGT581 Business
foresight and futuring.

Fyall, A. & Garrod, B. (2005). Tourism marketing: A collaborative approach (Vol. 18). Channel
View Publications.

Hair, J. F., Ringle, C. M. & Sarstedt, M. (2012). Partial least squares: the better approach to
structural equation modeling?. Long Range Planning, 45(5-6), 312-319.

Hines, A. & Bishop, P. J. (Eds.). (2006). Thinking about the future: Guidelines for strategic
foresight. Washington, DC: Social Technologies.

llic, D., Ostoji¢, S. & Damnjanovi¢, N. (2014). The importance of marketing innovation in new
economy. The European Journal of Applied Economics, 11(1), 34-42.

Jaffal, O. (2020), Coronavirus Damages Iraqi Economy with fall in Tourism, Oil Prices Monitor.

Kana, A. G. (2011). Religious tourism in Iraq, 1996—-1998: An assessment. International Journal
of Business and Social Science, 2(24), 12-20.

Kim, J. Y. (2019). Letter to the Editor: case of the index patient who caused tertiary transmission
of coronavirus disease 2019 in Korea: the application of Lopinavir/Ritonavir for the treatment of
COVID-19 pneumonia monitored by quantitative RT-PCR. Journal of Korean Medical
Science, 35(7).

Kotler, P., Bowen, J. T., Makens, J. & Baloglu, S. (2017). Marketing for hospitality and tourism.
Boston, MA: Pearson Education.

Martinet, A. C. (2010). Strategic planning, strategic management, strategic foresight: The
seminal work of H. Igor Ansoff. Technological Forecasting and Social Change, 77(9), 1485-
1487.

McCardle, M. (2005). Market foresight capability: Determinants and new product outcomes.
Miles 1.(2010), The development of technology foresight: A review. Technological Forecasting
and Social Change. Nov 1; 77(9), 1448-1456.

Nawar, A. S. (2014). Insights into the main difficulties of achieving sustainable development of
tourism in Irag. Annals of the University of Oradea, Geography Series/Analele Universitatii din
Oradea, Seria Geografie, 24(1), 32-43.

Nicolaides, A (2018). Ethical Hospitality Marketing, Brand- Boosting and Business
Sustainability. African Journal of Hospitality, Tourism and Leisure, 7(1).

Nicolaides, A. (2015). Tourism Stakeholder Theory in practice: instrumental business grounds,
fundamental normative demands or a descriptive application? African Journal of
Hospitality, Tourism and Leisure, 4(2), July-November.

Nicolaides, A. (2012). Service quality provision in upmarket restaurants: a survey of diners

in three restaurants in a Gauteng casino complex, African Journal of Hospitality, Tourism
and Leisure, 2(2).

10


http://www.ajhtl.com/

@ @@@ African Journal of Hospitality, Tourism and Leisure, Volume 8 (1) - (2019) ISSN: 2223-814X
By Mo 1D Copyright: © 2019 AJHTL /Author/s- Open Access- Online @ http//: www.ajhtl.com

Nicolaides, A. (2008). Service Quality, Empowerment and Ethics in The South African
Hospitality and Tourism Industry and The Road Ahead Using [1S0O9000/1. Unpublished
PhD theses, University of Zululand, KwaZulu-Natal.

Osborn, M., Lucas, S., Stewart, R., Swift, B. & Youd, E. (2019). Briefing on COVID-19. Autopsy
practice relating to possible cases of COVID-19 (2019-nCov, novel coronavirus from China
2019/2020). The Royal College of Pathologists.

Rai, A. K. & Anirvinna, C. (2019). Investigating the influence of service scape on customer
loyalty at a fine-dining restaurants in Jaipur, African Journal of Hospitality, Tourism and Leisure,
GCBSS Special Edition.

Razzaq, S. T. & Abbood, M. N. (2019). Tourism Climate Index (TCI) in Irag. Transylvanian
Review, 1(4).

Ripollés, M. & Blesa, A. (2012). International new ventures as “small multinationals”: The
importance of marketing capabilities. Journal of World Business, 47(2), 277-287.

Rohrbeck, R. & Geminden, H.G. (2011). Corporate foresight: Its three roles in enhancing the
innovation capacity of a firm. Technological Forecasting and Social Change, 78(2), 231-243.

Slaughter, R. A. (2000). Futures for the Third Millennium—Enabling the Forward View. Sydney,
Prospect.

Tefera O. & Govender K. (2017). Service quality, customer satisfaction and loyalty: The
perceptions of Ethiopian hotel guests, African Journal of Hospitality, Tourism and Leisure, 6(2).

Vishnevskiy, K. & Karasev, O. (2016). Challenges and opportunities for corporate foresight.
Deploying Foresight for Policy and Strategy Makers, Springer. Sept 1(16), 65-79.

World Health Organization. (2020). Coronavirus disease 2019 (COVID-19): situation report, 73.

11


http://www.ajhtl.com/

