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Abstract

The present study was conducted with the aim of identifying a typology of consumers (engaged users) of the Facebook social
network in Iraq’s tourism sector, based on their level of participation. The research method is classified as descriptive—
survey. The statistical population included participants of the Facebook social network in the field of tourism in Iraq, with a
total number of 4,000 individuals. Using Morgan’s table, the sample size was determined as 382. Data collection was carried
out through library resources, articles, and so forth, as well as through interviews in the qualitative phase and questionnaire
distribution in the quantitative phase. The reliability of the questionnaire components was tested using Cronbach’s alpha,
which yielded values higher than 0.70. The results of the study identified 17 consumer types along with their characteristics.
These include: ordinary consumers, passive (silent) consumers, enthusiasts, fans, devotees, sub-producers, active
participants, critics, digital explorers, digital innovators, analysts, UX/UI specialists, digital marketers, content managers,
thought leaders, cybersecurity specialists, video content specialists, and social media managers.

Keywords: consumers, participation, social networks, Facebook, tourism

Submit Date: 20 January 2025
Revise Date: 01 May 2025
Accept Date: 08 May 2025
Publish Date: 20 June 2025


http://creativecommons.org/licenses/by-nc/4.0
http://creativecommons.org/licenses/by-nc/4.0

AL drwgi § Sty (b 3g0T

FPRV-PY

(bl Sassl (6 75 JS& )3 sualS yolie 51 (o @ omdy (nl &S Cwlond corge 3l sloans jo elotal slaaSid (40 g ol
6y 43 AL Wigd oo Dguama 38l ylee (LI Il s & eloiz] (glaaSiil 05950l 00 5 Joy (6,800 5 sl )lis; 5 (Koo )8 S s
a5 )5 5 5l (S Glgie 4 Sg s (Hudson et al., 2014) wloas o 5 eloix! 5 (Kin s goladl wlalas sl
Sl o)l g (6 K805 Slils (S aledil )3 (i pe (Ble el byt slayeiS 0 ohga g Gl o sl
Wlgs oo b1 oS lie slagSl g Las ol E0isS G s slaaisS colis wlol ol » (Loisa et al., 2023) s,ls FauSs pae
2590 pald Jluzus bl 5 6,580 5 slacudlad ]IS ol )l 6l aied )l sl

slasl ol 5 0398 lgioms oolus G yme 51 31,5 45 ol gimsiz pogie s oloizl glaaSiss jo o8 Lis a5 Wlosls Las sasie clelllas
Sge5 ygme IS (slaizee ogi 5 a5l ks «SOY &,k 5l olal ol (Mollen & Wilson, 2010) sgi oo (5,18, 5 able ( o5Ls
sl ey (Santos Sara & Ferreira, 2023) oS Wl Sla (i 0,15 g baip ol Sl Lulg, -l 0 aules oo g 9l oo
bl B anT;d 0 AVl & jp0a aSh wituns Jaite oS el ,0 ls)*‘ 3 Lab ol 5 GFALS S pae a8 wilos S wSTs 55 w0
Ahmadnia et al., ) cul 38,356 LT 6, K53,5 wate GBSl § 0,5 Slowaas ol (pl 5 0S5 lie lgime adgisb g
(2024

Syl 3985 po Al sz (e oS 5 el oad diz s 5l Gl Gl 985 50 (eleiz ] SlaaSit Coeal K08 (g
QS oolaiwl 095 Sim 3 g cloix] OMelai sl St 5l (Blye lg,0d 5l Slodas (idn aF Wlowds o S0 S o
Slids Lol JUI glge a4 cloax! sloaSs a5 1> coosl svalice LB 505 5,500,5 iduw 0 3ig, ol (Lee et al., 2024)
@ Glye (6, 508,8 Cao Jl> ol L (Kilipiri et al., 2023) 0SS o Joe | K80 ,5 o 5 g loasdls b yme 5,500 ,5 sloduaie
Coronil et al., ) 548 axeo e JolS JSi a0 cad b cpl 5 anadles LIS cabn 45505 3 S0 iz oz ool Lo
231 ol B 3lhe )0 Caio al dxg sl (8] 48E Wl oo ()R8, 0557 50 Sgrpd Ol Sl (g el (2023
25 Sy s bl a4 slazel e o sloiz] glo il 10,8 (sloo Sl gmmen cilie Jolse a5 was oo Lis siaghy ool
wldaisS g, opl 5l (Dehdashti & Bahiar, 2018) «)ls g8 clax! sloaSis jo0 olp)l5 8l mhaw (puns 50
Slione Bpn 5 o0 ,5 pos JLi3 4 B po S (S 335 e Sglite (5,8, (slagIl oLl & wlgi oo L2 () po S S pan
5 x> ol )] Ban b g oog lgize (5,081 il 4y g 05 a0 sieaddle [ Sos S (Mahdizadeh, 2012) aue S
5 olal slaoy Sl b o)l )15 51 29,5 « blie ,o (Talebi Delir & Akbari, 2013) oS oo o8, Lie Lad opl j0 (58,8 Cuga
6,8, g4 ol (Khajehian et al., 2019) wigd o ylawe 3,ly celozzl 6 38 50 b lgizs Ca e o Jlizms b5k b glad >
4 T 28 e s 5 FAS e chlihe (glaisS by (6,500,555 elain] sloeSed (25 355 g (sl 45 b3 e i
g gy g B

(e sian (en 5l esliul el (5, 550,5 Sl 5 Gb)hl laanl B b sl lags,glid pleol (Jluzms pae Y50 i iete 5 S0
Khana, 2023; Zhang et ) col asle Jgoie |, o, %80,5 Ol Jisbe (o138 ,56 5 e oblib 5 oM slaosls Julos
e ST B gy o ol n)l5 ple bags oads g slgiome Elpms 4 i (6l (555 el 3l G 390l OIS0 )5 (@l 2022
il o ds y9me )5 (Slgima 4 ABO o yLid 00 L pae 3, cpl (Yaqub et al., 2022) auS S (5,558,5 auolie o)l 0 Blg g

(Tarute et al., 2017) o ls b o (b (6,505,5 ar,55 o5 ) g (5,loldg gy wlaiel sll 4o g ol gt Slds 5l 5,138 31




AL drwgi § Sty (b 3g0T

5 Sl 03,53 0 (Koo b g sloizl slaaie) boojlyen slaile) Brae o)l Jlgl 8 Coeal i (Koo b slul 4 axgi (ol Gl o
50 S lie b Ul 50 Gle o (Ghaffarl, 2001) auS o iy yaisl 1) 055 ez 5 (63,8 Cagn daaile, 5l 550 b oyl 0,8
sh(Loisa et al., 2023) aite Sl aml> 4 Gl s ol g o sy, Jols o Soo 8 slesl Jlis a4 cloix! slaaSs
gy S &2 ) R8T & Bl Blrea e g St b el sl 5 selaiz] (sloeSt e o

Clasls o paw jo slaal Codginn 5 SN Jaol Cule ) Coonl 1o jidghy (o digd 428,8 oayol wls 50 o5 Lie IS ol
Lo, aSL HEAES G e 513, 4 L5 45 Wlgs oo Sga pad o 00 yitio sloxme (Jalilian et al., 2021) wlos 5 05T clozs!
ollasMe 4y 095 slagilyiwl (g o Wb (6,580,5 (Ylad g claiz| slaaSils ol paw gy cpl 5l asl A8 51 claza! gla s 4
(Shafiee Sabat & Herati Nia, 2019) axil aiils o a>g5 cloix! s pdscalgins 5 SIS

@Yo Ol sl b ol )8 T G,k 5 aS el bt aolo yor 51 IS5 olgs o |, elotix (sloaSiiss jo o8 Lie ( IS j5b &
3 3l Seuid loixl aSil (B aisd 1.5 ,0) (BauS G ae owlidaiss a5 cul QT & o pol> Gieghs wal ol mT Gy b

Boled (s &5 i s el o 1y (6,500 5 035>

wlbwvg
0j> 0 Sor b (slainl ad B e )lie il yimg ()bl drals il o dslow — hnog Gimgh 0ye) )3 pol> Jingl

o w9l (boodld .cuwl ouds (645 01l YAY dliwi diges w48 590 Jgio 5l oolaiiwl b aS” il o ya5 5 ¥ olawi b lye (6,00 )8
o o kS i g (oS daask bl (o Ylie) glalbuls mlo ¢ guivs Slooly o)l o aiej ) SleMbl (gy5ls 5
5 40l oy c90)] cdnlias wsalio 3y 5l adsl clbosls 5l ond oalisil (25 jiine ale (slolSil 5l G4 5 baye SV
Sy o 5 selainl 68 05 (IS o3 1 5 VF b Bl 5o ainlic (5 55 sk sl g 3] 390 (63513)5 olid 5 5l
il b 5l8 oMbl g g5 iged Lasl oy )3 ab ad (S Ui Jolbo o (dlaslidinyy )b 5l o8 i )3 sl e
Slohd ao > ¢ Slglyd aogi bl o )b 5l a8 .asb e (SPSS22) (o kbl Ysles 38l p 5 5l ookl b yimgd aodly Judoo &350

Cawl 045 4&1.))4 l.Cb).«M O M WX 9 L;.L..g‘b ULoLC Ju.bo‘_,’.w)).’9 It WX gid‘)fyo.) dl.lb)uwo
sl

L 6L®g;))5 9 lbb}f J.AL..; as ;0.»5 e " ‘.?9)? 9 A5 G dwd ulf.\.».»s J)..a.o Gml.»...u 4395 W) [°L7L" Lngdu}LAA wLw‘)_\
:c,wlﬁ)'Jja?Cﬁ@duiwogﬁyu@gwl&ﬁzpuj)‘lé



AL drwgi § Sty (b 3g0T

S pud elosia] aSlils (FaioS O pan ouls bl raigs ) Jgoo

oS b ras sbaaiss sla S loaigs a8 rae o sl S loaiss
sfhie 4 aBdle 9)50 laaie; 4 bl JEezs oS58 Sls oz Glhggizme Jaiwgs  oanS Bpas
Se5 Lyils yial58l sole
2GS g addlae col (i allys; Sy0 Gros 9 Yok el 515 o
A gy & g ptne lie Jlio 4 el loiz] glaaSid o S gas ol Sl glej (ol
@lp bz (T slemyes 5 S o 5 Sra st 5 obsS Gy Loy psla 1Sy
S sl e Angd 0SS o
2 obRe bk Jols g con 4 bl Sl 5 g oole slag gz (laly>
Gl sl woz slacs sld 55,50 2 55 oS Jbezs olsls o> o9 (o e (o s
Ol & waz ol e g Sl o Gssine 4 il
o) 5 bgysld ny js, 4l eolatul dladie Dygo 4 Sledbl il o FaiS B yas
e 5 §)lme Sl ((hgel>) Jriie
Ss3dssS )3 H9lS 5 655 4 wie aBe lyiome 395 b leion o JUd o810 4 addle puoe
b
S sleosls 5 Sledol Jdos 58 e ObS Jeles lyione B pas (39 (paid g (Pu)i A
o @b il bl Dbl 4 oliws iy 1S 5)0 &yge 4y Dbl gl
oo slaosls (s
5 Ls)lS Sjse 4 basdly ()5 1,24 sselogs O g 4y 955 (ails Gl Jlis &
Yl
Gy S Sl il dng Bas UX/UI olaascs Iyio by Jolss g5 51 mly 5 oslos iy a3 )| Shmeddle
Jlzms DYgame
G e ALk sy sl ole B G & lgacte 4 (2 ) g oS )5 s 0l
¥ ol olbls)
3 ahgly g oz Glagsll 4 ob s b e Ve 5 obsS slagmaus 65,5 &
sla~lb
550] Glaals IS 5 lajlins jo oS 8 293 oalgils g yliwgs b wleMbl STsl 4y fles
T b3k slacsl il 2 35 e Jbezms oLLIL o5y 5 bl S G Jols 2 5 503
S 5o Fge Slsed 4 993 Wiy (19,5 (B Gros Sl 2 5 lgliwls b Igiome 4y wie aBdle oblasb
osls (owyp g Sl SlereS Jolow P g slole lad 2 S 4y Jiles
38 kes o9 s
s ,95 5k pgle (o) 2 SIS 8 sl Slwls slaging 5 oai pslas b lgiome 45l
bl p 5 Gres
iS4 )5 STy 655 o5l o &l )| slgime ogat ;0 Job g SE 4 Jles
s Jolos slo Il b Slls
Sibe e 9 Sopde deie ag Jote S5z Glpde ST s Jlad oaisS Bras S plyie 4 Sullad co b
lap it ) lgione G585
sy daeln b 60,5 5 Clix slgize oll Sl (5,51 poz 50 (s pudews
&y ool 5] g
2 Gy g Gl (6,38 STal p S e abadil glee, e )8 550 55 Bres 5 B8 DMLl L slgime JLis 4 Ak

axel>

Gub 5l Sy il )i Sl
Ve g o Slyise o yligg

-9 22,0

sé..aﬁ,oi 6“’5—1'-‘-15 ‘Lgl.QjLa).\.z.? 5‘5:-7“ )'l GXe 00
LS 3l g b jlons




AL drwgi § Sty (b 3g0T

saass Gbcuis g b ulas o collled

UMb EEINS 33,

slaased Gk sl L Ll sl
(e sbpgyd g yug)sl 4> clazl

31 a8 s <&l gl a0 gloelEays b lsims (s
GBS

Slegoge Groe S0 sl azgs J ol Lolais]

J):.w.o d))l& uuL.»l » ‘55.420 6&05; » wJLv.B

Spis g bosls 5l cbli> gl

5 il Gob i i s 5 alST el

el Sils g ol Sl
S besls 5l cblis b, Sal, &) 355 Sl el yy il Slyime oi g 3500 eSS
sl Sl 3y
ol odls Gl sy a9 650k Sl g SYlgs (DLl 55k 5l bl b pedtinss Jols
s
.la....nji X djl)l ‘S.m GL‘“)S‘) B J)M alises wL..a B u.:.]l:_‘) L}wl.c J)Lu..a
L e ozl Jus Eas
S SLSESS 5 baylnl 59, 095 L8 slapyith )3 605 25Uy oS lhe Coeal n 3 e
cloiz!
P 5 Shisel lagng Wdg » S Spdg g plaasie  elSl5 5 ajliey aile by slalyize el 0,87 JLis
ey, ;0 Guios Cyz ol sy Bre Ol g ol 6,108 STl gl go,d o 5l eolail
PP Ryes
BN RV p S W S ST (Y BRCIN PL I cloizl sbals, olpas VI PRGN SPUI RN i B PV E P TN Oladie

eleiz ] Glise sl yaily

okl b lolies bbb 2al33l Gus

scleizl sbails, sloa g o5 Jlss

ey g @Ylis glate gy g el

oaile slood B s 355 ol Yl wl )

S8 a5 Gl (6,5 Wiged ColaS 3l cunl paxli KMO ozl 048 oo ooliinl s )b Qj,cﬂ s KMO asls )l Lle Jdos sl
Fr S e il ly 75U Con o (slapuiie uiyly LT 4SS o attiie 5 OIS o gy |y Lo e (o (22 (Sased (092
i 5550 glaosly wil G a4 ooy asls Jlade FTols J13 SO U jho als o asli ol b el cwlel 5 Sles sle ke

&l il S 10 5l ads )b eyl SIB)sls (sre ST el oads ALl b piite o (Siaad s yilo plKin 4z a5 v lis

el 00 S, ‘)MJ"’J"L" OO oddy sl uo;QdS‘P S| WLA)L.}LMJ ngL.w

Sg pd closia] ailuy (FascS B pao ool  cwlbls g Siwod 9 sl ole Judoxi .Y Jgus

Gololins Jlake  orezs uil,ly doyo (KMO)diges culiS yge5] lo 4,65 o Jole
-IFA - /YO Y-) sole oariS b yas
-/F¥ -IY\ \Y-A (h9al3) Jmitie 00015 5 puae
-/f0 “IYY Y-y olaseaddle
-y ¥iZa YFA ol s b
/oY -1OYY TY-YY it
- [0 - [E¥Y FE-vY 5% 0aiiS ags
<IYA - [50Y YA-YO Jleé FosS oS ) Lie
-I8¥ “10AY F1-v4 Ol
A - 1OFY £-FY Jbazss o Sgls




AL drwgi § Sty (b 3g0T

<Y <IPYY fa-fv s olyslss
<18A IOy oY-0- L5 s
-10Y (IPYE 05-OY UXIUI laass
<I$0 105 £1-0V Jlms oLl lsk
oY CIENY SY-5Y lgie o) o
<100 -1oY¥ SA-5F atgnl olpes,
oY <IPYE YY-£4 Gyl el laasis
IS <[fOY Yo-V¥ Sy Gsime Hlaasie
<18A NG YA-V$ bzl slaails, oo

3 delss soles a5 ols lis Sgymed slaiz] aSl BaiS Gae sl olulis bbaiss  Swn ol shele Julos ol
@ g e diges ColaS e (o yidn ol 00gr puite + VAN B - FFY 0 Lo T KMO (g0l polie 5 ai)ls 95 5 comlin diges colas
Cizad ool Judos 6l ooty conlin uiS Sl a5 sl Cavs 40+ SOV L Jd o Fauses Lie - VO L sole ) BouS s a0
O auseS lie (Jlo olgie 4 a2 co s |) HBAS B pas L8, (6 pdy i 5l ciso Jele o aS ol lis ez il lg ws o
Ohygles e ilin 4o 0los,S e |y b yuiiie il ylg 5 oy PA o elaiz] gladiles, (e g oo PA 5 o sy YA Jlad
sdel Cuwd &y (5, lobme polie aled ailosls iigr |y (6 s s 51 (6 5eS ptws 20,0 OF L o8 BaiSulsi g oo, 0 YV L Jlusus
alisee sladiss aS ams co (lis s ( IS job 4 aies jloline o)kl s 5l e piite (o Laslg,y a5 sl ] Silo gongy sv v bl
olaiine (Jld Faus s lie o o 8 (BanSade o Kad ) lad b laiedddle (Jrais (gole (0S8 pas Jold (oSS pas
Casal laasiis @iodil s, deie ol poe (Jlusws bbb UXUL Glaasie o) ,5 Jdos (Jlusus olele (Jtusus o Sigls
Slore a5 allgs oo 5 W ls splaie g Jlobe ol Jole Juw o Sen clam! sladils) lpoe g oy leow Glaasis (s mle

5 18 osliiul 8590 (6 8K83 )5 09> 58 Srmed Ol S S 50 e slagSl
25 4% g

el 5l Gl (6,5K80,5 0j5> ;0 Sgpd sloix] all (Bans s lin 5 BoiS B pas a5 ol lis o> iegh sbbadl
OBt o ylyl08 b ¢ ylaseddle  Jriie qgole HEALS S pas alos 1 it slaaiss LB o ) o] g e g ALS co Cund £gike
dgizme ol poe UX/UL flaass (Jluzms (bbb (o5 Jdos (Jlazs olysls o o8 B oS adss (o (Jd (Bouses e
eoldaiss b o8 ganainb eloizl slaails; (lpse 5 pfns Sl plaaxie smle Col plaasis @nail Gy,
sible (3l maba 5 s cids aSL Cancs SawolisS g oraw Cudlad S LS & S pead 50 Sl a5 el T sazas LS
pothe o (shlme SLAS )0 0alSBran (625,50 WS oo Ol &5 Col (Liaghy DLadl b geed lazes iz S o0 0 1) LS,

(Mollen & Wilson, 2010) sy, oo ;1,8 25l 5 Slus slbacs jl g oop Gomas
S e 4z ST oy )5 (pl el S d slad o Jraio 5 gole BauS G ae (il (o e 5 gk ol pee @l 3l S
O (6 ,X00,5 slaply zug S g seges 8l A 20 IS 10 giore 00 2T g et Brae S 4 Lol i i Tgiome adgr o (glaiilad
Gk 5l aiiled co wgasme oS Jlie 3929 b o Jaiine 1S wilools lis aS o ls Slem e iy Sldllas gl b azdl cplaijls ol

e (moes (Hudson et al., 2014) w135 50 6, 588,5 sba,kd, 5 51,508 5 610 295! 5 pakies o 5255k codnline




AL drwgi § Sty (b 3g0T

csloiz] sl la o b sy, audsiil 5o sy S5 s 5 il Jlab jd (Lble o oS wilos S wuSTr _Kim )3 G5 yme e 4o
.(Mahdizadeh, 2012; Talebi Delir & Akbari, 2013) & lo j2i

la. Lbojjf L)"‘ .A....Ssa LQ.)‘ 3).“.....; 9 u3Lﬂ.~o LSA-M-Q—’ d.mau\.u‘ U‘)"’b) 9 uli..o...w cu‘)‘...\ﬁ).'a sJL:B ulfd.uSus)LM J...'a.v @L&Oj)f cJJLM o
s Wed has Gl silre 6, X50,5 slad o suls L5050 4 wilally bioy Colae g peiiias Jolas dgios jLacil g adgs
Lo (o iyt b ail cnl i ls 5,555,5 aolie g lawsy Cugn (a3JSS Wg) 1y 5l (it laog 5 el a8 ol las gy
9 Slozel u.1:> PRI ul.:...l.u A Condd )-A-A-A.H—) cdlsl 9 )LH.C| J..J.) “ (UGC) u‘).')‘s Ja..uy 03 J..Jg.' LS‘}-*-’“‘ MQGA QLA.MJ aS el
4 WS o 0l 6,500 ladllas o pimen (Santos Sara & Ferreira, 2023) coul jhe jboas o FoiS e pae 13, 4y 20 S
Tarute ) seles a5 g 1,5K50,5 ylee Saeails ol olow] 5 008 pae 4y x slas | 4 Wlgs o aYed (glgime adsi g 5o Dalses
(et al., 2017

aS e oo Hlis eloix! sladils, ol pow gl ol pae (Jlezes oLL L UX/UL laasis wile olbais jgam K0 sgm )
15 e 5 oolazdl Glaal L a8 wits (glad > (o, K8 aSl s0iiS'hpae S & (6,550,5 0355 45 345 gt Oyl 3l oSy
el 55 sloes 5l 51 ooliiul aiiS o ol 45 ool Ll yo Lo o ligiod gl b ol ipgsy slaamily oS o colles Lad oyl
Khana, 2023; Zhang ) ai)ls (,1,550,5 cols ) 5 Jluzes &8 lie gl 25, 10 godS (b o5 0,5 ar,28 >k 9 5,5 sleesls
Ol A Wlgh co Wog )3 (] laws Tgiome diedud o pae g Jlizws bk slasilwl 6,55 4 (yuren (eL al., 2022
Ahmadnia et al., 2024; Khajehian et al., ) oS S ladhaie 5L ,0 o] s pdcold, o)l 5 6,K50,5 aolie abodss
(2019

9 @)Ua.) ua.ﬂ.‘ GC}: L 9> g0 ‘5‘9...?:;7 J.J.?u 9 @L))‘ L: Lbajjf &J‘J‘ ! W‘ )3[.‘> ]-'-’ U‘;J"“lm 9 Q‘M L .]os.:).e LSLKML.BL)
gl oo o505 slazel o3l g laime coaS olay ) cely conijle sl o556 &S1H1 L ooy WS oo Ll Sledbl L > 5 Solae
ail 05rtr 9 GBS B yae 428 kS S )0 WB g 0935l Cesl p aF Cel e ey Glajiagh @l b LB ez
Slale, 6 pdcdsias 5 DB 56 aie) o b iags moes (Dehdashti & Bahiar, 2018) wlatsls oSt 6 o8 pwoas
WS g s glad o 1) elazzl g BIS] clo byl Wlgise ShnlS 3,555k o 0k a5 Wlesls s HEALS G pas L5,
(Jalilian et al., 2021; Shafiee Sabat & Herati Nia, 2019)

slr Gl Olgie algoe Shphlad b 5 Glaeddle ohg 4 Glie ;0 S Gl (a5 Blo GliS gy @l (Saa s
‘sclA.A}‘ ‘_ngAJl.w) MO‘.SA uLw) aS Cowl G,me.m”; ‘_gLQc\.._‘!L: l.’ G ).A‘ Q"‘ "\")jk.'z" 0 ybe U;CLQ.\}‘ waﬁb 9 Lmu.;))l ‘&,.m)s ‘sﬁLAJ)Li
2l e o (Loisaetal, 2023) w5l oo ool o> Jus lio slaiz! slo iy, Jols 5 (doe lacKon b 3 ,n0 5l (6 yimn
3 5558 pgal &) 0 Wi oo 5 wboe Coel iy Sl G (S50,8 B Gl eiesge eSS (Ul | Comex ) (S i oS
(Lee etal., 2024) sl j5e ) K0 5 Gz 5 Madloo mlaw

Ol & ood o Jb 50 sl Sl plaasiis 5 Jluzms Glslss aiile (pols (slaaiss aS ol (i eizran sl Cows 4y s
sl 25 03938 Cundly 5 (g3lme Cuadly wiile (ngh Sl b 5l sxSo e b Jlezes Glsly s e (6,550,5 lad s
Laidl ol o co mal38l 1, 08 slazel daosls ol ‘_}ML L grmbo conl laase § wuS oo 3l ) X805 6l s
sl b ey g aums sl ], G1KE0 5 4 o0 mhaw wiles o cpei slas,glid Wleols Hlis aS cenl Sla iegh b guen
(Coronil et al., 2023; Yaqub et al., 2022) cul glad,> <o pow aiejls Lad ool jo ool



AL drwgi § Sty (b 3g0T

Sy aay) plise Wi oo 3 58 Sgrerd GEALS S pan cwliditisS o5 8l 0 ST WSS pl 2 il Ghbgh @l (S b 4
oozl glaasit 2 a5 coul Slalllas b Ll oo Loazdly cul ol (6,885,565 )20l 2 5 lgmizme Cu oo o 2,15k lags 35Tl (2905
Ahmadnia et al., 2024; Shafiee Sabat &) wles,S atus 5 1, JBaLS G pas S liw <)) 5 6, 500,5 loub anwgs jo
21y Gl 6,X00,5 Cato drwg e Kl o Spimd 10 55 6,ls, slagsl 5l e Sy oopl b (Heratl Nia, 2019

el et el 5055 (g0nie gobatl 5 ol itol (sl tlla b 5555l o Slaly
SAN50,5 0357 )3 Samd )l 4 dgame (s lel ansler aSST s el placadgazes Sls w55 sl il sgzs b (lesh 0!
3 O30 Nl (6,553,5 bylk 5o (sloanld (kS 45 ST b Caais ol Sl ozman (eloizl sloaSlis plo 505 3lie

Lsf‘bﬁ*""‘” B wojm 9 LQC..»L’ 59 6).59.“ 39 u&a‘ aS OS¢ =L._>L4:A 9 ML....M).» » Lsa.....o aools 6)510; )‘).a‘ 5‘530 ...\....3)1 )‘)3

Bgs QAT B pae 1) ;0 Sdesils Sl (owjp 4 B o3 (bl Coale s 4 ol agh e o)l olen 4 ) bl
b asliS st mls cds  cul (Sae 3lhe 50 bosls 3 4y wyTws Cudgame 5 el sl il (puizan

b 0,8 plovl el dslio s 05T b elaznl lodSds ol 1o BTG e wlisidisS a5 09 o olgiiin o1 Sliios (ol
GloaSed Ll wuile aid iy oS5 laghy, Sl eslitul (pizren 00,5 (atie )5 8, o slaizl s (Ko s slasls
Crly s jlome Copadly el g5 (slasglid 8l gua 2 22 W1 IS el Sl (55580 g Wi oo I (g5l a0l 5 elai
Slalllas ol 2 opdle 050 ool 8 0anyT slojiagh slp iz ae dilgi o 525 olp)5 <5l lagSl  (egian Shgn g 03938l
by polo gl JoSe wilgi o oy )35 50 GEALS S pan 18, Sl (o) 2 12 Job

b lr @leal; plpie @ )l (oulidaiss 5l LISl 5 5005 lude 95d 0 drog (iagh @S 4 axg L
5 sl 5 I Jgol cale; Byl sl olazel Cogili 0g 5 50 L celite lgie sboml S ()10 5000 Lz b1k slags 3y
izmen WS Wl (2B g (Al K85 Dl )0 (555 A Wlgi e (6,K80,5 4y <)) sln g slacs sl 58 4
IS i |y U1 Seaily 5 Lie Wi e 3ime 5 ool sbao el sl b 5l lgime EaiSads g Jbb oL, 5l Colom

u@M “? CJ)I.&»

W,S Ll Sl i B g soled dllie ol 3,15 50
&lo ol

2,100 0929 28l ol S « ol dslllas ploxil yo
SR (g0

el oy, Ealey B Jpol 5 cnilye oolas i cal el 5o

Losts cudlai

A ..\.Q‘? JLMJ)‘ w‘) AS'S Jj-“" WLC) u,o.o 9 Jg.i.m.n o..\.........:j.v )‘ w|9:>)o SHge yo ].ol> U’“'st ..\>Lc 9 aools



AL drwgi § Sty (b 3g0T

Sb s
ool 4l I ol gl ol

Extended Abstract

Introduction

The rapid expansion of social media platforms has fundamentally transformed the way individuals interact
with information, engage with cultural content, and participate in socio-economic activities, particularly in the
tourism sector. Among the different platforms, Facebook remains one of the most dominant social networks
globally and continues to play a critical role in shaping consumer behavior, especially in developing contexts
such as Iraq. In this regard, the typology of consumers, or engaged users, on Facebook can offer crucial insights
into how varying levels of participation influence tourism-related activities. Understanding these patterns is
essential not only for academics but also for practitioners and policymakers striving to revitalize Iraq’s tourism
industry in an environment marked by instability and underdevelopment (Hudson et al., 2014; Loisa et al.,
2023).

Consumer engagement in online environments is no longer limited to passive reception of content. Rather, it
encompasses multidimensional interactions involving cognitive, emotional, and behavioral dimensions
(Mollen & Wilson, 2010; Tarute et al., 2017). Scholars have noted that consumers engage through a wide
spectrum of activities such as liking, commenting, sharing, and producing user-generated content, each of
which has a different impact on brand loyalty, consumer trust, and tourism development (Santos Sara &
Ferreira, 2023). In tourism contexts, this engagement is especially significant because potential travelers
increasingly rely on social media content to shape their perceptions of destinations and inform their decision-
making processes (Ahmadnia et al., 2024).

Iraq represents a particularly interesting case due to its unique demographic and socio-political characteristics.
With a population that is predominantly young, Iraq has witnessed rapid increases in the use of social media
platforms, especially Facebook, which serves as a central space for communication, information exchange,
and cultural expression (Lee et al., 2024). Reports indicate that the number of social media users in Iraq
surpassed 25 million in recent years, constituting over 60% of the national population, and this figure continues
to grow at a rapid pace. Such penetration highlights the potential of Facebook as an engine for tourism
marketing and public engagement (Kilipiri et al., 2023). However, the Iraqi tourism sector remains
underdeveloped due to structural issues such as war, terrorism, political instability, and insufficient
government investment (Coronil et al., 2023). This discrepancy between social media penetration and tourism
development underscores the necessity of examining how users of Facebook in Iraq engage with tourism-
related content and how they can be typologized according to their levels of participation.

Prior studies on social media and tourism engagement have emphasized several aspects that are relevant to this
research. For example, user-generated content has been recognized as one of the most trusted and influential
sources of information for tourists (Yaqub et al., 2022; Zhang et al., 2022). Moreover, engagement through
social media has been shown to shape brand-consumer relationships, enhance trust, and foster sustainable
tourism practices (Shafiee Sabat & Herati Nia, 2019). Additionally, scholars have noted the critical
importance of ethics, trust, and responsibility in moderating consumer behavior within social media
environments (Jalilian et al., 2021). In Iraq, where cultural identity and social belonging remain central,
Facebook provides an arena where individuals, especially the youth, express themselves, construct identities,
and engage with global tourism narratives (Mahdizadeh, 2012; Talebi Delir & Akbari, 2013).
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Thus, this study contributes to the literature by providing a typology of consumers (engaged users) of Facebook
in Iraq’s tourism sector based on their levels of participation. By identifying seventeen distinct consumer types
ranging from passive consumers to thought leaders and digital innovators, the study sheds light on the
complexity and heterogeneity of engagement in this context. Such typology can inform both academic
theorization and practical strategies for harnessing the power of social media in revitalizing tourism in Iraq
(Ardakani & Azgharkiya, 2011; Dehdashti & Bahiar, 2018; Khajehian et al., 2019).

Methods and Materials

This study employed a descriptive—survey design to classify Facebook consumers in Iraq’s tourism sector
based on their level of engagement. The statistical population included approximately 4,000 users of Facebook
who interacted with tourism-related content. Using Morgan’s table, a sample size of 382 was selected to ensure
representativeness.

The research adopted a mixed-methods approach. In the qualitative phase, structured interviews were
conducted with 14 experts in social media and tourism in Iraq to explore potential categories of consumer
types. The findings from this stage informed the development of a questionnaire for the quantitative phase.
The questionnaire measured different dimensions of engagement, including behavioral, cognitive, and
emotional aspects. Reliability was tested through Cronbach’s alpha, which showed values above 0.70,
indicating acceptable internal consistency.

Data analysis was conducted using SPSS 22 software. Descriptive statistics were used to analyze demographic
characteristics, while confirmatory factor analysis was employed to validate the typology of consumer
categories. In addition, correlation tests were conducted to examine relationships between the identified types
and their engagement characteristics.

Findings

The results revealed the existence of seventeen distinct types of Facebook consumers in Iraq’s tourism sector.
These included: ordinary consumers, passive (silent) consumers, enthusiasts, fans, devotees, sub-producers,
active participants, critics, digital explorers, digital innovators, analysts, UX/UI specialists, digital marketers,
content managers, thought leaders, cybersecurity specialists, video content specialists, and social media
managers.

Ordinary consumers were identified as those who consumed content in a straightforward and unchallenging
manner, with limited interaction. Passive consumers were characterized by their tendency to absorb
information without actively commenting or producing content. In contrast, enthusiasts and fans demonstrated
higher levels of emotional engagement, often sharing stories and expressing loyalty toward specific tourism
experiences. Devotees took this further by seeking in-depth information and demonstrating sustained
commitment to content.

Active participants and sub-producers played a more interactive role by commenting, sharing, and occasionally
producing supplementary content. Critics and analysts, meanwhile, engaged by evaluating the accuracy and
effectiveness of content, thereby contributing to quality improvement. Digital explorers and innovators were
distinguished by their reliance on new technologies, such as virtual reality and artificial intelligence, to explore
and enrich tourism experiences.

Other professional roles also emerged within the typology. UX/UI specialists and digital marketers applied
professional expertise to improve user experiences and marketing effectiveness. Content managers and social
media managers demonstrated strategic engagement by curating and managing digital presence. Thought
leaders engaged by disseminating knowledge, leading discussions, and contributing to professional debates.
Cybersecurity specialists provided a protective function by addressing concerns of privacy and data protection.
Finally, video content specialists were found to engage primarily through producing and sharing multimedia
tourism-related content.
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Confirmatory factor analysis supported the validity of these seventeen types, with KMO values ranging from
0.44 to 0.75, all above the threshold for sampling adequacy. Bartlett’s test of sphericity was significant,
indicating sufficient correlation among variables. Each consumer type explained between 37% and 78% of the
variance in engagement, demonstrating their distinct contribution to the broader typology.

Discussion and Conclusion

The findings of this study underscore the heterogeneous nature of consumer engagement on Facebook in Iraq’s
tourism sector. The identification of seventeen consumer types illustrates the complexity of participation,
which ranges from passive consumption to professional content management and thought leadership.
Importantly, this diversity highlights that engagement should not be understood as a single construct but rather
as a multidimensional phenomenon shaped by cultural, technological, and motivational factors.

The prominence of ordinary and passive consumers confirms that a large proportion of users remain on the
periphery of active participation. Nonetheless, their role should not be underestimated, as their silent
consumption and indirect influence can amplify content and shape broader perceptions of tourism. On the other
hand, enthusiasts, fans, and active participants demonstrate the emotional and cognitive dimensions of
engagement that are critical for sustaining vibrant tourism communities online. The presence of innovators and
explorers highlights the potential of integrating advanced technologies to provide immersive tourism
experiences. Similarly, the identification of cybersecurity specialists indicates growing concerns about data
protection and trust in digital environments.

From a theoretical perspective, this typology aligns with prior research emphasizing the multidimensionality
of engagement (Mollen & Wilson, 2010; Tarute et al., 2017). It also reinforces the importance of user-
generated content as a credible and influential driver of consumer behavior (Santos Sara & Ferreira, 2023).
Moreover, it resonates with studies emphasizing the cultural and ethical dimensions of social media
engagement, where consumer behavior is intertwined with identity, responsibility, and trust (Jalilian et al.,
2021; Shafiee Sabat & Herati Nia, 2019).

Practically, these findings offer valuable guidance for tourism stakeholders in Iraq. Recognizing and tailoring
strategies for different consumer types can enhance marketing effectiveness, improve user experiences, and
foster sustainable tourism development. For instance, engaging passive consumers may require simplified
content and greater accessibility, while motivating innovators and thought leaders may involve creating
opportunities for advanced collaboration and knowledge exchange.

In conclusion, this study demonstrates that consumer engagement on Facebook in Iraq’s tourism sector is
highly diverse and multifaceted. By classifying users into seventeen distinct types, the research provides a
nuanced framework for understanding participation in social media tourism contexts. This typology not only
contributes to academic discourse on engagement but also offers practical insights for revitalizing Iraq’s
tourism industry through strategic use of social media.
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