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Abstract:

This research study explores the role of museum marketing departments during
the development and benefit of attracting international tourists. Previous research
indicates the trend of the museum's marketing departments, which are
increasingly involved in the process of developing the tourist's future image.
Interviews with museum marketing professionals at each institution highlight how
marketing is shared with the development of best practices for this role, and steps
to achieve best practices to attract international tourists. Analysis and discussion
reveal increased marketing engagement during the future vision process.
Emerging trends include concept-to-launch marketing management engagement,
recognition of the benefits of good communication throughout the development
process, and harmonization of museums. After research and experimentation,
and taking the opinion of specialists and researchers, it was settled on the
adoption of Iragi museums as the appropriate community for application.
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1. INTRODUCTION

Museums occupied a very wide contribution in today's society due to
the development and the role played by tourism in the heart of the balance
of commercial or international marketing organizations, and access to
museum institutions, whether electronic or traditional, has become very
easy for the public, and the multiplicity of museums for the various
countries that market for tourism and compete with each other from In
order to communicate information and this rapid transfer of marketing
sciences, these organizations have stimulated the creation of new
mechanisms and methods to gain and attract the public. Marketing is not in
the present days a scientific material that narrows its activities and activities
on services and goods, and the reason for this is due to developments in all
fields, in which marketing is an important, essential and effective tool in the
success of that process. And the tourism process that leads to attracting the
international tourist through the properties and dimensions of museum
marketing whose content is that the personality of individuals exists in the
form of multiple layers at one time until the essence of the character is
reached, and through self-disclosure, in these relationships and the
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transition from superficial layers follows from exchanges to more emotional
layers. Self-disclosure is the primary way to bring a relationship to a new
level of strong relationships. Museum marketing can be compared to
different types of relationships and these relationships are in the form of
layers that are self-disclosed by the important behavioral element in the
process of marketing skills, which includes the environmental style of
individuals as if there is a publication about the patterns and forms of these
relationships, which is the possibility of participation that increases these
The possibility that a group of people will share with each other, the more
this leads to self-disclosure of the group to which they belong. On the other
hand, this concept assumes that the interconnectedness formed between
individuals throughout the duration of the relationship through the
disclosure of personal and related information from the self. So it leads to
attract the largest number of international tourists.

2. Museum marketing skills

Most research in the field reveals that there is a dearth of research
studying museum marketing skills, and we note the lack of available
academic research on this topic. Today we point to the need for experts to
know the skills of museum marketing across the industry and the harm that
can be done if these skills do not exist. We suggest focusing on adaptive
capabilities, ensuring smart auditing, experimenting with the market and
strengthening relationships, and benefiting from the experience of states
and media, which is the way forward for the effective use of museum
marketing. This research investigates the focus, and determines whether
practitioners in the tourism industry agree that these are museum skills that
need to be mastered. Through the set of skills necessary to deal with
contemporary marketing practices, we add to the importance of academic
marketing understanding and satisfying "conceptual, theoretical and
educational needs of these practitioners. Specific sets of skills must be
identified and developed for marketing practitioners, and this highlights that
there is an idea within the industry of marketing skills The museum, but
research is needed to provide a baseline guide in order to address these gaps
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in specific skills. Indeed, (Schlee and Harich, 2010) we find in their study
of the skills needed for contemporary marketing functions, and we
recognize that marketing graduates must possess technical skills There is
awareness of Internet marketing and managing the relationship with
customers, and while this is undoubtedly true, it does not detail the specific
skills currently required in this field (Laing, 2014) and most countries lack
marketing skills and infrastructure capable of developing advanced
marketing distribution systems. They are not effectively marketed because
of their size, capital, and outlook. Traditionally, these countries consume
much more with their daily activities, credit and collection functions than
they do while developing marketing skills. They have myopia because they
are not planning sales, nor are they analyzing opportunities, threats and
trends. So museum marketing for most countries is the equivalent of
tourism only, and the focus is on converting stocks into cash, on generating
the volume of tourism, and on the importance of the daily routine. A large
body of research indicates that the lack of marketing skills for many
countries impeded their growth and their status at both the organizational
and economic levels, the second area that raises increasing concern for
museums is their economic weakness in operating effective logistics
systems. Unlike developed countries, by using the latest museum marketing
facilities, and integrating systems of practice in contemporary supply chain
management. (Iyer etal,2013)
2.1 The concept of museum marketing

Tourism is growing in increasing numbers due to its importance in
contemporary society. In the face of declining government funding, many
traditional charities are trying to generate at least some revenue by selling
products and services using profit-making business models. In addition, for-
profit organizations with a direct social mission - for-profit tourism projects
- are also emerging. (Chreim, 2015) and should not be confused with the
social responsibility activities of profit organizations to enhance their
reputation or increase employee satisfaction (Dart, 2004) is a line from an
organization that uses a profit model and competes directly with other
organizations, including non-Profitable, to achieve social value. Why
marketers may be interested in social institutions? Museum marketing is a
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marketing approach used primarily by governments, such as the Ministry of
Culture, as well as non-profit organizations, to achieve positive behavioral
change that contributes to social good. Pioneering thinkers in museum
marketing have recently recognized that museum marketing as a new field
may be out of its dynamic roots and become a prisoner of a routine process
for creating dynamic programs (Lefebvre, 2012). also believes that to bring
about positive change in addressing social problems, museum marketers
need to acknowledge that the world is changing and looking for new ideas
and inspiration in the areas around us.

2.3 Reasons for studying museum marketing

There are several reasons behind studying museum marketing:

a) The issues facing humanity are enormous and complex (Hastings
and Domega, 2014).

b) Interactions between actors involved in social change at multiple,
interlinked and dynamic levels.

c) Traditional marketers fail to see the broader societal and cultural
contexts and actions of broader social change (Brennan et al., 2016), which
only theoretical reasoning can provide. The need to follow a more
comprehensive, multi-faceted, strategic and holistic approach to museum
marketing through engaging in a broader analysis of vital systems
2.4 Museum Marketing Mix

An expansion of the museum's marketing mix, including variables
that organizations may control in the pursuit of value creation among the
public, partners, and society in general. In the museum marketing mix, as in
Figure 1, three variables are added, including audience, physical evidence,
and operations. (Tollin et al., 2015). (Kotler, 2011) introduces the traditional
four variables of the museum's marketing mix: product, pricing, promotion
and distribution, and how to change them to facilitate results. In this
analysis, it appears that the focus on the museum marketing mix is
gradually shifting from tangible to intangible, to the public (Kumar, 2016 )
These new indicators provide a broad rationale for a possible study on the
mix of museum marketing in which the audience experience may find
reasonable development based on the knowledge that the public can carry,
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apply and develop . (OIV, 2015) and agrees (Groma, et al, 2017) that
museum mix marketing tools in the twentieth century are at present
insufficient for a successful management of organizations. This is especially
true for tourism organizations due to the lack of immateriality, ingenuity
and mobility. Therefore, it is necessary for tourism organizations to expand
the basic tools of the museum marketing mix into 7 elements, (7P): museum
product, museum price, museum promotion, museum distribution,
audience, tourist physical evidence and the tourist process. Which have a
very useful feature in the structure and can be extended at any time, without
having to start from the beginning. It suffices to add new marketing tools
and expand the link matrix. As mentioned in Figure (1) and as shown by
(Groma, et al, 2017) it is agreed by Alan (Alan,2017)

Fig N° 1: Museum Marketing Mix (7p), prepared by the researcher
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The researcher believes that there will be an analytical ability for marketing
managers to determine the size of the basic components of the museum marketing
mix and be able to continue the audience and through museum marketing
operations take a valuable framework in the present market so the process of
mastering marketing tasks is done better than competitors.
A.The museum product

A museum product can be defined as (a set of characteristics (features,
functions, features, and uses) capable of exchange or use, usually a mixture of
tangible and intangible forms) ((American Marketing Association, 2016) Products
can be produced using different levels of materials and processes that have
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implications Different on the natural environment and human health, as tourism
products are also considered based on the effects of museum visits. T has the
potential to lead to the highest levels of tourism production, with reduced
marketing implications, and this implies and provides another view of the
museum product from a tourism perspective (Pomering, 2017)
B.Museum price

Museum price and the elements of the museum mix are all a tool for
influencing demand and identifying key sites in museum marketing, which affects
how the product, or brand, is perceived by the audience in relation to competitors.
Among the different major museum pricing strategies, cost-based pricing, plus a
product cost margin, is described as very simple (Warren et al., 2016). Kotler
notes that sustainable price fully contributes to the economic, environmental, and
social costs of manufacturing. Marketing the museum product while providing
value to the public and achieving a fair profit for the tourist business (Kotler et al,
2012)
C.Museum Promotion

Museum promotion is a means by which tourism organizations try to inform,
persuade and remind the public, directly or indirectly, of museum products and
brands that they sell. Marketing communications also represent the brand's voice
and allow them to build relationships with the public. Marketing communication
is to communicate with the public about what the tourism organization provides
through its products, and to communicate with the public and other stakeholders
about the tourism organization as a whole. (Wymer & Polonsky, 2015). This
involves joining talks about tourism enterprises and their brands in social
networks on digital media platforms: an increasingly important forum for
communications related to museum marketing. (Matthes & Wonneberger, 2014).
D.Museum distribution

Museum marketing channels, are a group of independent organizations
involved in the process of making a product, service, or idea available for use.
Tourism organizations also produce value to the public, while some information-
based tourism products may now distribute digital rather than physical products,
and these are now available globally. The material distribution activities are still
necessary activities in the tourist market, which requires optimal planning of
resources in the field of incoming, outgoing and back-up logistics in the museum
field. ((Pomering, 2017) The factors associated with the external environment of
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tourism organizations are defined as multilateral trade agreements, museum
market capabilities, and access to all markets.
E.Museum physical guide

The concept of museum physical evidence is defined to the public as a set of
perceptions that each person has for himself), and this self-identity plays an
important role in the psychological functioning of all individuals, and the concept
of museum physical evidence indicates a multi-dimensional meaning, which
includes nervous and may be psychological elements, in some Sometimes. A
distinction is made between the concept of self, which one thinks of himself, and
self-esteem, which is a positive or negative evaluation of the self (ie, how does
one feel?). (Vandenbussche, 2017) A more credible model of material evidence,
the hierarchical multi-dimensional model, which was developed by (Shavelson,
Hubner and Stanton (1976), then expanded by other researchers such as
(Richards, Johnson, Roche, & Termayne, 1994).
F.Tourist process
The process is the delivery and operating systems of the procedures, mechanisms,
and flow of activities through which the service is provided, that is, the provision
of services and operating systems such as the process of publishing a news story,
advertisement, or funded TV program that differs greatly from the unfunded,
because the services are the performance or procedures that are implemented with
the public, It usually involves a series of steps and activities, and the combination
of these steps constitutes the tourism service process that is evaluated by the
public .
G.The audience

The public is an essential component, and it is the seventh element of the
museum marketing mix in providing tourism services, therefore it is through them
that a competitive advantage can be created. This factor refers to all individuals
who contribute or participate in developing or providing tourism service. It can
affect the quality of the service provided and the public’s perception, and be
relevant to what the public feels about having benefited from that service.
Although many economists and businessmen constantly search and claim that
efficiency is at all levels, and they often replace human capital with technology,
individuals are still considered the heart of museum work, and the great progress
in technology has pushed the human factor one way or another outside the
production equation.
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2.5. International tourism

International tourism refers to tourism that crosses national borders. The
globalization of tourism has made tourism a wonderful global leisure activity. The
World Tourism Organization defines tourists as "traveling to places outside their
usual environment and living in them for no more than one consecutive year for
the purposes of entertainment, business, etc." (World Tourism Organization, 2010)
As a result of the stagnation that occurred in the late 2000s, the international
demand suftered Travel from a strong slowdown from the second half of 2008 to
the end of 2009. This negative trend has intensified during 2009, exacerbated in
some countries which led to a global decline of 4.2% in 2009 to 880 million
international tourists, and a decrease of 5.7% in International tourism receipts in
2010, international tourism reached 919 million US $ t, an increase of 6.5% over
2009, an increase of 4.7%. In 2010, there were more than 940 million
international tourists worldwide (World Tourism Organization, 2013). The tourism
sector and tourism research community mainly focus on International cooperation,
foreign tourism volumes and expenditures, and statistics on international tourism,
as reported by the World Tourism Organization, are consistent, comprehensive and
up-to-date, and certainly the number of arrivals in domestic tourism is many times
greater than international tourism. Most of the American tourists did not leave
their country and their numbers are much larger than the Germans for example.
The number of domestic tourists inside China exceeds the number of international
tourists and also shows more growth, however, consistent data on domestic
tourism all over the world is not readily available. As an example, the last measure
of global tourism set by the World Tourism Organization in 2008 relates to
international and external tourism development forecasts without reference to the
components of domestic tourism and while it is difficult to measure international
tourism movements. (Piket, et al, 2008). Globalization has opened new
opportunities for developments in the tourism field. Globalization has facilitated
growth in tourism through developments in the field of electronic technology,
communications and transportation. This has affected suppliers around the world
and information systems, which are becoming more flexible and cost-effective;
lower costs of plane travel; and offer easy access to destinations. The rapid spread
of information technology has improved the efficiency of industry and operations,
as well as the quality of services provided to consumers. This has also increased
the demand for new travel services such as hotel reservations, car reservations,
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online reservation services, teleconferencing, video brochures, smart cards, and
electronic money transfer. The increased use of the Internet in destination
marketing, direct sales and reservations has given rise to e-tourism markets. The
development of sophisticated websites has enabled the direct dissemination of
travel information to potential customers. (Reisinger, 2009)

2.6. International tourism

Today, tourism development in all areas, at the international and national levels,
has aroused the interest of decision makers in both the public and private sectors
of decision makers. With regard to this fact, many countries are seeking to find a
way to improve their economic conditions. Tourism is seen by many countries as
a major source of income; employment; private sector growth and economic
development within structures. Awareness of this issue is that the tourism industry
provides significant returns from foreign exchange to the economy of any country
that causes tourism to have broad dimensions in various economic, social and
cultural aspects and become the generator of industrial income for the economy of
each country. As developing countries face problems such as high unemployment
rates, restrictions on foreign exchange resources, and the only productive
economy, interest in the tourism industry is of particular importance. (Rafsanjani,
etal, 2013).

Since the economy of Iraq relies heavily on oil export revenues, fluctuations in
global oil prices over time have affected macroeconomic variables such as
national output, gross investment, employment, and foreign exchange earnings.
Therefore, in order to diversify the sources of economic growth, foreign exchange
earnings and employment opportunities in various countries, the development of
the tourism industry has aroused more interest. Given these conditions, and
considering that Iraq, according to the World Tourism Organization, is ranked fifth
of natural and ten monuments and historical monuments, as well as an increase in
the number of young people, high unemployment rates, the need to increase
foreign exchange earnings and foreign investment, and more, interest in this area
It can achieve full employment, increase foreign exchange earnings, introduce
Iraqi civilization and culture to the world, broad and constructive engagement
with the world, and provide demarcation borders and ethnic minorities. In
addition to the expensive and inexpensive methods, but also fruitful, followed by
to attract tourists in most industrialized countries. On the other hand, because one
of the reasons for the success of all major companies is their interest in museum
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marketing research in all aspects, and it cannot be ignored, so it seems necessary
to use museum marketing in tourist attractions. Several studies have been
conducted on the impact of tourism on economic growth, but so far at least in
Iraq, no study has been done on the impact of museum marketing and the
adoption of marketing strategies on tourism growth. Therefore, this study through
an analytical descriptive study examines the role of museum marketing and the
adoption of appropriate marketing strategies in tourism progress and development.

3. Impact correlation and influence hypothesis testing

1-Test the correlations of hypotheses for the main research variables:

This part of the research specializes in a statistical presentation through
which testing and analyzing correlations between the two search variables
(museum marketing and international tourism) is conducted according to
the following assumptions:

The first main hypothesis: There is a significant correlation between
museum marketing and international tourism

After linking the paragraphs that relate to the two variables, and through the
application of the Cyber man correlation coefficient, the following
indicators appeared, as in Table (1):
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Table N°1:Cyberman correlation matrix between the main search
variables of the research sample.

Variables | audience | operation | Guide | distribution | Promotion price | product

the product 0,138 0,123 0,160 0,165 0,177 | 0,034 1| 0.529**
price 0,249 1 0.562**
Promotion 1 0.557**
distribution 1 0.552**
Guide 1 0.551**
the operation 1 0.547**
The audience 1 0.542**
International 1
tourismr

Source : electronic calculator results, (Spss, ver.16)

Through the data of Table (1), it is evident that there were (8) correlations, (4) a
strong correlation relationship, as it achieved more than (0.50) while (4) a weak
correlation relationship, as it achieved less than (0.50). It is clear from the results
that the correlation relationship is positive between the main variables, as it
reached (0.520) with a significant level of (0.95). In order to verify the
significance of the relationship between these two variables, the significance of
the correlation coefficient (Cyberman) was measured with a scale (t) and the
results shown in Table (3) As follows:

Table N°2:t-test correlation between the variables.

Calculated T Degree of

T value
value freedom

1.68 224

Source : electronic calculator results, (Spss, ver.16)

It is clear from the data in Table (2) that the calculated value (t) is greater than its
tabular value with a significant level (0.05) and with confidence limits (0.95), and
this confirms the strength of the relationship between the two variables at the level
of this research, and according to these results and the results shown in Table (1)
accept the hypothesis President shown above.
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3.1 Test hypotheses of influence relationships between the main
research variables:

The research hypothesized that there are significant influence
relationships between the explanatory research variable (museum
marketing) and its response variable (international tourism). So a major
hypothesis has been developed, and it will be tested.

Table N°3:Relationship factors between search variables.

Sample ® ®) (B)Point siglg_r?i\fliecla?ce

Constant 8.96 6.09 0.000
the product 3.36 0.225 0.058 0.035
price 6.22 0.217 0.180 0.027
Promotion 5.38 0.268 0.247 0.021
distribution 0.187 0.189 0.170 0.023
Guide 0.190 0.234 0,200 0.034
the operation 0,198 0,210 0,230 0.35
The audience 0,199 0,300 0,134 0.38
International tourism 10.89 0.558 0.344 0.001

Source: Electronic Calculator Results, (Spss, vev.16) n =163

The second main hypothesis: The impact of museum marketing on
international tourism exists at the macro level. According to the data of Table 3,
the intangible value (X) is shown according to the test (t), where the value of (t)
calculated at the level of the research sample is (10.89) greater than its tabular
value (1.68). In the light of the regression equation, the constant indicates (344.) is
the amount achieved by marketing according to the opinions of the research
sample when museum marketing (X) has a value of zero, the value of
international tourism (Y) (344.). As for the value of the marginal slope at the level
of the research sample, it reached (55. B =) and accompanying (X), it indicates
that a change of (1) in museum marketing leads to a change in international
tourism of (55.), and on the basis of these results it is accepted This hypothesis
rejects the alternative hypothesis according to which there is no statistically

significant effect among the variables of the study as a whole.
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4. CONCLUSION

This topic presents the most important conclusions and
recommendations reached in this study and in both theoretical and practical
aspects through the results of the results of the questionnaire and statistical
analysis of the study data. The study reached the following conclusions:

1.The study showed an increased interest in museum marketing due to
the increasing complexity of the environment, the high intensity of
competition at the local and international levels, so that it became the
necessary means for the survival, continuity and growth of service
organizations and the decrease in museum marketing indicators.

2.The results of the research showed, through statistical analysis, that
there is a significant correlation between the two study variables marketing

3.The results of the research showed through statistical analysis that
there are significant influence relationships between the explanatory
research variable (museum marketing) and its response variable
(international tourism). So a major hypothesis was developed

4.The results proved that there is a museum marketing impact on the
international tourist at the macro level. The intangible value (X) is shown
according to the test (t), where the value of (t) calculated at the level of the
research sample is (10.89) greater than its tabular value (1.68). In the light
of the regression equation, the constant indicates (344 = a) is the amount
achieved by the international tourist according to the opinions of the
research sample when the distribution (X) has a value of zero, then the
value of the international tourist (Y) (344.).

Based on the above results of the study, the researcher proposes a
number of recommendations, the most important of which are:

1.Attention to museum marketing operations because it plays a large
and influential role in raising tourism indicators

2.The necessity of emphasizing the interpretation of the concept of
museum marketing more accurately, because differences still exist
regarding its concept of attracting tourists.

3.The necessity of supporting the provision of modern information

with speed and high efficiency and ensuring its use in all aspects of tourism
life.

100



5.

Museum marketing skills and how to use them to attract international

tourists

references:

1.

10.

11.

Christin Moeller Greg A. Chung-Yan, , ( 2015) , Effects of social
support on professors’ work stress, International Journal of
Educational Management, Vol. 27 Iss 3 pp. 188 — 202 Permanent
link to this document:
http://dx.doi.org/10.1108/09513541311306431,2015.

UNWTO World Tourism Barometer. ( 2010), World Tourism
Organization . August. Archived from the original) PDF (on 2013-
10-17. Retrieved 17 November 2011.

.UNWTO World Tourism Barometer.( 2011), World Tourism
Organization .June .Retrieved 3 August 2009

UNWTO World Tourism Highlights.(2011), UNWTOA rchived
fromthe original) PDF (on 13 January 2012 . Retrieved 9
January 2012

Brenning Katrijn, (2016 ), Antecedents of provided autonomy
support and psychological control within close friendships: The role
of evaluative concerns perfectionism and basic psychological needs,
Personality and Individual Differences 108 (2017) 149-153,2016

. Black,( 2004) , The Perils and Promise of Online Schmoozing.
Business Week.Retrieved from http://www.businessweek.com2004
Altman, T. C .( 2000), social penetration theory. journal of business
ethics, 39-49.2000.

Allain Ollivier,(2017),Marketing Internationale puf, que sait-je,
press universitaire de France, Paris.

American Marketing (2016), Association
https://www.ama.org/resources/ pages/dictionary.aspx?
dLetter=P#product+positioning. (Accessed 17 December 2016

Dart, R.( 2004), The legitimacy of social enterprise, Nonprofit
Management Leadership, VVol. 14No. 4, pp. 411-424.

Griffin, E. A., Ledbetter, A., & Sparks, G. G. (2015). A First Look
at Communication Theory (9th ed.). New York: McGraw-Hill
Education

101


http://dx.doi.org/10.1108/09513541311306431,2015
https://translate.googleusercontent.com/translate_c?anno=2&depth=1&hl=ar&rurl=translate.google.iq&sl=en&sp=nmt4&tl=ar&u=https://en.wikipedia.org/wiki/World_Tourism_Organization&usg=ALkJrhiCZMLFoBDFWCW1kr0A9Ff1ezqlwA
https://translate.googleusercontent.com/translate_c?anno=2&depth=1&hl=ar&rurl=translate.google.iq&sl=en&sp=nmt4&tl=ar&u=https://en.wikipedia.org/wiki/World_Tourism_Organization&usg=ALkJrhiCZMLFoBDFWCW1kr0A9Ff1ezqlwA
https://translate.googleusercontent.com/translate_c?anno=2&depth=1&hl=ar&rurl=translate.google.iq&sl=en&sp=nmt4&tl=ar&u=https://en.wikipedia.org/wiki/World_Tourism_Organization&usg=ALkJrhiCZMLFoBDFWCW1kr0A9Ff1ezqlwA
https://translate.googleusercontent.com/translate_c?anno=2&depth=1&hl=ar&rurl=translate.google.iq&sl=en&sp=nmt4&tl=ar&u=http://www.unwto.org/facts/eng/pdf/barometer/UNWTO_Barom10_update_august_en.pdf&usg=ALkJrhgEejbjt3a0W5uUyDej5cuGFpplVw
https://translate.googleusercontent.com/translate_c?anno=2&depth=1&hl=ar&rurl=translate.google.iq&sl=en&sp=nmt4&tl=ar&u=http://www.unwto.org/facts/eng/pdf/barometer/UNWTO_Barom10_update_august_en.pdf&usg=ALkJrhgEejbjt3a0W5uUyDej5cuGFpplVw
https://translate.googleusercontent.com/translate_c?anno=2&depth=1&hl=ar&rurl=translate.google.iq&sl=en&sp=nmt4&tl=ar&u=http://mkt.unwto.org/sites/all/files/docpdf/unwtohighlights11enlr.pdf&usg=ALkJrhh-L8_qLAwHv9NRB9m0sPjmtc4hQQ
https://translate.googleusercontent.com/translate_c?anno=2&depth=1&hl=ar&rurl=translate.google.iq&sl=en&sp=nmt4&tl=ar&u=http://mkt.unwto.org/sites/all/files/docpdf/unwtohighlights11enlr.pdf&usg=ALkJrhh-L8_qLAwHv9NRB9m0sPjmtc4hQQ
http://www.businessweek.com2004/

Dr. Ali Abboodi.N. Al-Jubouri

12.Hussain Akhtar, ( 2014) , Adoption of Web 2.0 in library
associations in the presence of social media, The current issue and
full text archive of this journal is available on Emerald Insight at:
www.emeraldinsight.com/0033-0337.htm,2014

13. Kotler, P. and Scheff, J. (2004), Marketing de las artes escénicas,
Fundacion Autor, Madrid

14.Kotler, P., Burton, S., Deans, K.R., Brown, L., Armstrong, G.,
(2012). Marketing, ninth ed. Pearson Australia, Melbourne.

15. Kumar, P.,( 2016). State of green marketing research over 25 years
(1990-2014):

16.195. Lefebvre, R.C. (2012), “Transformative social marketing: co-
creating the social marketing discipline and brand”, Journal of
Social Marketing, Vol. 2 No. 2, pp. 118-129

17.01V, International Organisation of Vine and Wine (2015). Report
on the world vitivinicultural situation. Retrieved from:
http://www.oiv.int/oiv/files/Report_Mainz_Congress_2015 OIV
EN.pdf

18. Jurgensen Nathan,(2014), Coming Home to Friends: Third Culture
Kids’ Relational Development through the Lens of Social
Penetration Theory, Presented to the Faculty Liberty University
School of Communication and Creative Arts.

19. Pomering Alan,(2017), Marketing for sustainability: Extending the
conceptualisation of the nmarketing mix to drive value for
individuals and society at large, Contents lists available at
ScienceDirect Australasian Marketing Journal journal homepage:
www.elsevier.com/locate/amj

20.246. Rafferty Karissa, Social Media & Social Penetration Theory,
Management Science, 1-18. Retrieved fro
http://pubsonline.informs.org.mutex.gmu.edu/doi/pdf/10.1287/mns
€.2014.1954

21.Rhodes Jessica L., Loneliness (2014), How Superficial
Relationships, Identity Gaps, and Social Support Contribute to
Feelings of Loneliness at Pepperdine University, Pepperdine
Journal of Communication Research

102


http://www.emeraldinsight.com/0033-0337.htm,2014
http://pubsonline.informs.org.mutex.gmu.edu/doi/pdf/10.1287/mnsc.2014.1954
http://pubsonline.informs.org.mutex.gmu.edu/doi/pdf/10.1287/mnsc.2014.1954

Museum marketing skills and how to use them to attract international
tourists

22.Taylor, D. & Altman, 1.(1987), Communication in interpersonal
relationships:  Social penetration  processes. Interpersonal
processes: New directions in communication research

23.Vandenbussche, (2017), Self-concept and physical self-concept in
psychiatric children and adolescents, Contents lists available at
SciVerse Science Direct ,Research in Developmental Disabilities.

24.Warren, C, Becken, S, Coghlan, A., (2016). Using persuasive
communication to co-create behavioural change — engaging with
guests to save resources at tourist accommodation facilities. J.
Sustain. Tourism

http://dx.doi.org/10.1080/ 09669582.2016.1247849

25.Piket, Eke Eijgelaar, Paul Peeters, Research in Progress Paper

presented at the International Conference “Ever the twain shall

meet - relating international and domestic tourism” of Research
Committee RC50 International Tourism, International Sociological
Association Jaipur, Rajasthan, India, Domestic and International
Tourism in a Globalized World,2008.

26. Rafsanjani, Mehdi Shirafkan lamsool, Masoumeh
Niroomand,(2013), The Role of Marketing on Tourism Industry,
International Research Journal of Applied and Basic Sciences
Available online at www.irjabs.com ISSN 2251-838X / Vol, 4 (1):
73-80 Science Explorer Publications.

27.Yvette Reisinger,(2009), International Tourism: Cultures and
Behavior, Butterworth-Heinemann is an imprint of Elsevier
Linacre House, Jordan Hill, Oxford OX2 8DP, UK Corporate
Drive, Suite 400, Burlington, MA 01803, USA Copyright © 2009,
Elsevier Ltd. All rights reserved

28. Al-Jubouri, Ali Abboodi Neamah. The formal framework and
strategic approach to HRM during the crisis: An applied research
in Al-Najaf Al-Ashraf Clothes Factory.

29. Al-Jubouri, Ali Abboodi Neamah, M. Alabassi, and Jasim
Mohammed. "Role of Organizational Accountability in the

103


http://dx.doi.org/10.1080/
http://www.irjabs.com/

Dr. Ali Abboodi.N. Al-Jubouri

Reduction of Social Loafing Behavior in the workplace: An
Empirical Study in Al-Sadr General Hospital."

30. Al Jabouri, Ali Aboudi Nehme. Ethical marketing and its role in
achieving cyber security for Zain Iraq Telecom employees through
self-disclosure.

104



	( Corresponding author
	ملخص :
	تستكشف هذه الدراسة البحثية دور أقسام التسويق بالمتاحف أثناء تطوير وفائدة جذب السياح الدوليين. كما تشير الأبحاث السابقة إلى اتجاه أقسام التسويق بالمتحف ، والتي تشارك بشكل متزايد في عملية تطوير الصورة المستقبلية للسائح ،والتي تُبرز المقابلات مع...
	1. INTRODUCTION
	Fig N  1: Museum Marketing Mix (7p), prepared by the researcher
	The researcher believes that there will be an analytical ability for marketing managers to determine the size of the basic components of the museum marketing mix and be able to continue the audience and through museum marketing operations take a valua...
	A.The museum product
	A museum product can be defined as (a set of characteristics (features, functions, features, and uses) capable of exchange or use, usually a mixture of tangible and intangible forms) ((American Marketing Association, 2016) Products can be produced...
	B.Museum price
	Museum price and the elements of the museum mix are all a tool for influencing demand and identifying key sites in museum marketing, which affects how the product, or brand, is perceived by the audience in relation to competitors. Among the diffe...
	C.Museum Promotion
	Museum promotion is a means by which tourism organizations try to inform, persuade and remind the public, directly or indirectly, of museum products and brands that they sell. Marketing communications also represent the brand's voice and allow ...
	D.Museum distribution
	Museum marketing channels, are a group of independent organizations involved in the process of making a product, service, or idea available for use. Tourism organizations also produce value to the public, while some information-based tourism produ...
	E.Museum physical guide
	The concept of museum physical evidence is defined to the public as a set of perceptions that each person has for himself), and this self-identity plays an important role in the psychological functioning of all individuals, and the concept of muse...
	F.Tourist process
	The process is the delivery and operating systems of the procedures, mechanisms, and flow of activities through which the service is provided, that is, the provision of services and operating systems such as the process of publishing a news story, adv...
	G.The audience
	The public is an essential component, and it is the seventh element of the museum marketing mix in providing tourism services, therefore it is through them that a competitive advantage can be created. This factor refers to all individuals who cont...
	2.5. International tourism
	International tourism refers to tourism that crosses national borders. The globalization of tourism has made tourism a wonderful global leisure activity. The World Tourism Organization defines tourists as "traveling to places outside their usual envi...
	2.6. International tourism
	Today, tourism development in all areas, at the international and national levels, has aroused the interest of decision makers in both the public and private sectors of decision makers. With regard to this fact, many countries are seeking to find a wa...
	Since the economy of Iraq relies heavily on oil export revenues, fluctuations in global oil prices over time have affected macroeconomic variables such as national output, gross investment, employment, and foreign exchange earnings. Therefore, in orde...
	4. CONCLUSION

