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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.
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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 Irag. 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).

Irag represents a particularly interesting case due to its unique demographic and socio-political characteristics.
With a population that is predominantly young, Irag 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 lraqi 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 Irag 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 lIraq 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 Irag. 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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