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Abstract 
      The present study aims at exploring the relationship between the three main variables, namely; 
the overall quality, marketing mix and outstanding performance. This is from the employees' views 
who are working in Department of Religious Tourism at the Holy Abbas Shrine in Karbala. The 
paper adopts descriptive and analytical method. In order to   achieve the research objectives, (60) 
questionnaires have been distributed to a sample of employees of the Department of Religious 
Tourism - Holy Abbas Shrine in Karbala. The paper tries to validate three hypotheses what are the 
relation between total quality and tourist marketing mix , total quality and outstanding 
performance and the effect of   tourist marketing mix  on outstanding performance. After analyzing 
the results, it is confirmed that there is a positive correlation between these three axes of the study.   

Keywords: Total Quality - Marketing Mix - Outstanding Performance.  

Introduction 
      Today, tourism is considered a trade and industry all around the world.  Business organizations 
should focus on the application of total quality to the products and services provided that are able to 
satisfy all customers, depending on their components in (focusing on customer satisfaction, 
continuous improvement, human element, change management, employee participation and 
development, strategic planning, management objectives). This can be attained by creating a tourist 
marketing mix (product, price, location, promotion, service personnel, processing, and tourist 
satisfaction)  so as to achieve a competitive advantage among the competitive business environment 
that gives it added value in the target markets to meet the needs of customers and achieve their 
satisfaction through  a set of fundamentals that represent the main requirements necessary to 
provide outstanding performance (strategic construction, customer orientation, customer focus) to 
ensure the continuity, survival and development of these organizations. 
      Despite differences concerning the size of the institutions and the quality of the product or the 
type of external environment of the organizations, the fundamental values of the overall quality 
dimensions that all organizations seek to achieve enter into the process of designing the marketing 
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mix, which is an important and influential factors in the decision of consumer purchase, and 
customer satisfaction. Thus all organizations seek to achieve excellence in all their administrative 
and productive work. 
 

Methodology of the Study 

   1.1 The Problem     

         The study attempts to answer the following questions : 

  1 - Is the overall quality management and tourist marketing mix  have an effect and importance in 
achieving outstanding performance? 
 2-Does the research sample realize the importance of total quality management and tourist 
marketing mix in achieving outstanding performance? 
 3 - What is the importance of the study variables (total quality management, tourism marketing 
mix, outstanding performance of the research sample)? 
 1.2. The Value 

 1 . The importance of research comes from the interest of the sample concerning the importance of 
total quality management and tourist marketing mix in achieving outstanding performance. 
 2 . The possibility of contributing in the development of some solutions of the problems faced by the 
sample under investigation and thus increase its efficiency in providing tourist services through 
achieving outstanding performance. 
 3 . Seeking to link the research variables (total quality management and tourism marketing mix in 
achieving outstanding performance). 
1. 3. Aims of the Study 
 1.Highlighting the theoretical background in relation to the research variables (total quality 
management and tourist marketing mix in achieving outstanding performance). 
 2. Assessing the correlation and impact between the overall quality and outstanding performance. 
 3. Testing the correlation and effect between the tourist marketing mix and outstanding 
performance 
 4. Examining the contact and impact between the overall quality, tourist marketing mix and 
outstanding performance 
 1. 4. Scheme of the Study  
      In the light of the problem and its objectives of the study and to fulfill the research requirements, 
theoretical and practical framework have been designed a hypothetical model which refers to the 
logical relations between the research variables and as shown in Figure (1), and the diagram refers 
to two types of variables: 
 Independent variable: It is the components of total quality (focus on the customer - continuous 
improvement - culture and change management - the human element - employee participation and 
development - strategic planning - management objectives). 
 The dependent variable (1): the elements of the tourist marketing mix (product - price - place - 
promotion - service staff - processing - satisfaction of tourists). 
 The dependent variable (2): represented by the foundations of outstanding performance 
(strategic construction - customer orientation - operations - human resources development - 
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customer focus). 
1.5. The Hypotheses 
      It is hypothesized that: 

1.  There is a close correlation between tourism marketing mix and outstanding performance. 
2.  It is expected that there is a significant connection and impact between total quality management 
and the tourism marketing mix in a society in the outstanding performance.  

3.  Comprehensively,  it is anticipated that there is a contact and effect between total quality 
management and the tourism marketing mix in the outstanding performance. 

 
 

 1.7 Statistical Methods 
      A set of statistical tools have been used in the analysis of the questionnaire and they include the 
following: (Arithmetic mean - standard deviation - correlation coefficient Pearson - statistical 
program SPSS). 

Total Quality Management 

 2.1 The Concept of Total Quality Management 

     All business organizations have an interest concerning leading brand companies and service 
delivery organizations in order to continuously improving quality, maximizing competitiveness and 
ensuring the delivery of goods. Total Quality Management (TQM) and its abbreviation (TQM) can 
be defined as the continuous effort of both management and staff in the organization, to ensure the 
loyalty and satisfaction of customers for an extended period of time (1). It is based on the following 
words: Management means planning, organizing, directing and controlling all activities related to 
the implementation of quality, as well as supporting quality activities and providing the necessary 
resources (2). 
      The American National Standards Institute deals with it as a set of features and characteristics of 
a product or service that makes it able to meet certain needs (3).  Jablonsky remarks that it is “a 
collaborative form of doing business by mobilizing the talents and abilities of both employees and 
management to continuously improve productivity and quality, using teams.” (4) John Oakland says 
that it is the means by which an organization is managed to develop its efficiency, resilience and 
competitive position across the business as a whole (5). 
     TQM collects and integrates the processes utilizing the use of basic management techniques, 
current efforts to improve and develop, and various technical tools within a structured approach to 
achieving the organizations objectives and developing them (6).Depending on the foregoing 
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discussion, TQM can be defined as a cooperative effort of both senior management as well as 
enterprise staff to formulate effective strategies and policies to deliver high quality products and 
services, increase market share and improve relationship with suppliers. 

 2.2 The Importance of Total Quality  

      Quality is a standard of perfection that is controlled by knowing whether one has done what is 
intended to provide on time and how one has determined that it meets the needs of the customers 
for goods or services and the way in which one provides that service or work one can say that one 
has achieved quality objectives (7). People often deal with the term quality when they are talking about 
the performance of institutions and commercial companies. Every successful company seeks to 
develop and excel works to apply the concept of quality to achieve success in its work (8). 
 

 

 

Figure (2) - Components of total quality - prepared by researchers 
formulation 

 TQM significance lies in the following: (9) 

 1. Increase productivity and reduce cost. 
 2. Achieve customer satisfaction and provide the best products to the customer. 
 3. Strengthen the reputation of the organization through the quality of its products (10). 
 4.  The ability to attain global competitiveness. 

5- increase the marketing of the institution through preparing high quality products. 

6- Improving the reputation of the institution (11). 

7- Changing the employee's behavior who are working in the of the institution. 

     Integrated quality management has a philosophy and set of principles that are the basis for 
continuous improvement of the organization.  This system encompasses and affects all people in the 
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organization, in a TQM-client environment, its satisfaction is at the heart of the organization's focus, 
customer focus, continuous improvement. Added to that, the partnership relies on three 
fundamental principles of total quality management.  These three principles are in (leadership, 
education, and structure) (12).   

 2.3 Benefits of Applying Total Quality Management  

     The use and application of certain administrative principles and the interest of senior 
management in the application and use of those principles have certain benefits, the most important 
ones are as follows: (13).    

 1- Improving the quality of services and goods produced.  

 2 - Raising the level of employees’ performance in the institution.  

 3. Reducing service and operating costs.  

 4 - Working to improve and develop methods and methods of work (14).    

 5 - Increasing loyalty and belonging to employees of the institution.  

 6. Efficiency of the process leading to improve profits for each product or service (15).    

 2.4 Components of Total Quality Management  

      The basic values of TQM components are represented as follows: (16)    

 1. Focus on customer's satisfaction.  

 2. Continuous improvement.  

 3 - Culture and change management.  

 4. The human element.  

 5. Staff participation and development (17).    

 6. Strategic Planning (18).    
 7. Management by objectives. 
 2.5 Dimensions of Total Quality  
    Depending on the size of the organization, the type of product manufactured and the external 
environment of the organization, the dimensions of quality may vary and they are as follows: (19)    
 1. Performance  
 2 - Appearance  
 3. Conformity  
 4. Reliability  
 5. Durability  
 6. Serviceability  
 7. Aesthetic  
 8. Response  

Table (1) dimensions of quality 
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Tourist Marketing Mix 
 3.1 The Concept of Marketing Mix 
      Marketing mix is the process of designing and integrating different elements of marketing in a 
way that ensures the achievement of the objectives of the organization. It consists of seven elements 
which are as follows: 
 1 - Product: concerned with the value added by the product to the user and the overall shape and 
packaging properly and conveniently (20).    
 2. Price: which can be defined as the value paid by the consumer to the seller of the good or service 
for the purpose of obtaining it (21).    
     Price is also seen as the amount of material and moral sacrifice that an individual incurs for.  
Pricing is the process by which an enterprise determines access to a good or service for the price of 
a good or service. 
3 - Place: means the where the customer gets the product, or is the process of distribution of the 
product where the place must be convenient for the customer, i.e.(availability of the product in the 
place and time and the right quality, taking into account the acceptable cost level where the delivery 
of the product is one of the most important criteria  selection of processors (22).    
 4 - Promotion: is all the methods used to inform customers about services or goods, and the means 
used to sell them, and various companies are keen to try many ways in order to promote their 
services and products, and whatever method of promotion used in the work environment must be 
careful to develop sales, offers, and strategies used in advertising (23).    
 5. Personnel: staff are the keys to deliver service to customers.  In addition, this factor refers to 
service personnel who produce and deliver the service, for a long time, services involve personal 
interactions between customers and site staff and have the power to influence the customer's 
perception of the quality of the service or services provided (24).    
 6. Process: effective management of service processes increases the level of customer satisfaction 
and leads to repetition of purchases and service performance that is similar to the production of 
goods.  However, the service works and the process is running at time consumed by the customer 
thus making it an essential part of the production process (25).    
 7- Tourists' Satisfaction: in tourism, satisfaction is an emotional state of mind for a tourist after an 
experience.  Actually, it is not based on attribute as it is in experimental case and emotions may 

The basic product characteristics such as color clarity for images. performance 
Secondary product characteristics and represent the qualities added to the 
product as a remote control. 

        features 

as per required specifications or industry standards.         Conformity 
The probability that the product will continue to function efficiently without 
disruption over a certain period of time. 

 Reliability(20) 

Durability of product life expectancy.         Durability 
extent of the possibility of repairing the product in terms of 
difficulty and high cost and the length of time required for repair. 

 Serviceability 

is a personal dimension towards clothing and luxury goods. (21) Aesthetics 
ability   of the organization to provide the appropriate service and at the speed 
to achieve the benefit of that service. 

 Response  
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interfere or act as an intermediary between them in performance and satisfaction. There is a positive 
relationship between perceived value and satisfaction in tourist context (26). 
 3.1 The Value of Tourist Marketing Mix 
     The marketing mix is one of the direct factors affecting the consumer purchase decision, since the 
latter goes behind several stages before making a purchasing decision. The institution must be aware 
of the factors affecting it, and must take advantage of the opportunity to attract this consumer 
towards them and make a positive decision to acquire the product in ultimately focusing on 
achieving consumer satisfaction and not stopping at the point of sale only (27). 
      The importance of tourism marketing is highlighted in providing the best tourist services through 
tourism promotion channels to achieve psychological satisfaction and pleasure for tourists so as to 
create desire and motivation to consume the tourist product. 
      It also outlined the value of tourist marketing through the adoption of a traditional or electronic 
marketing strategy through advertising channels to promote tourist products or services to attract 
applicants of that service or product (28). 
     Tourist marketing has a great impact on social levels, because it is an opportunity to exchange 
knowledge and build relationships. It is also due to the mixing of tourists with all cultural levels and 
through the achievement of intellectual development and raise the standard of living. 
 
 3.2 Characteristics of Tourist Marketing  
 1- Identifying the tourist groups expected to be contacted through the tourist offices located in the 
areas to be marketed, and estimating the different demand among the members of these groups (29). 
 2 - Continuous communication with customers and stay informed and full understanding of their 
needs, desires and preferences, and try to provide goods and services that suit them (30). 
 3- Building a comprehensive marketing strategy related to the tourist product, price, promotion and 
distribution, taking into consideration the target market, marketing objectives and current and 
expected environmental variables (31).    
 4 - Satisfying the needs and desires of the tourist consumer of services. It requires the creation of 
an effective marketing mix different from the marketing mix of goods and its basic elements (32). 
 
Outstanding Performance 
 4.1 The Concept of Outstanding Performance 
     All organizations seek to achieve excellence in all administrative and productive work. Thus, there 
is an urgent need for taking effective steps in the improvement through the quality of work and 
production, in order to apply for a competitive position to put the organizations in the best location 
for excellence.  An alternative to attain this success is to work and identify different goals in 
managing a modern strategy that identifies weaknesses and analyzes the strengths of the 
organization (33). 
      Excellence is a state of creativity and organizational excellence, which achieves extraordinary 
levels of performance and implementation of the production, marketing, financial and other 
processes in the organization, resulting in achievements that exceed those of competitors, and 
customer satisfaction (34). Excellence is the practice in managing, organizing and delivering results 
based on key concepts which include: results orientation, customer focus, leadership and processes 
and proof of facts, engaging people, continuous improvement and innovation (35). 
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      Excellence can be defined as the result of high performance that can be achieved by the 
organization and providing products and services of high quality and creativity so as to achieve 
customer satisfaction and sound financial performance and a high degree of adaptation (36).  The 
adoption of excellence management organizations is now an indispensable necessity. It is not 
optional for any organization to seek to implement excellence management if it is keen on its 
continuity and progress. It must respond to the developments that support excellence as it is able to 
bring the organization to safety in light of intense competition (37). Excellence means creativity, 
excellence and innovation and achieve a competitive advantage through the organizational climate 
in directing the renewed thought to accomplish in the work of new things and put forward creative 
ideas of all what is developed and new. 
  4.2 The Importance of Outstanding Performance 
      Outstanding performance is what helps business organizations in achieving their strategic 
objectives through competitive advantage in applying the principles of total quality to increase the 
market share of the organization through the following: 
 1. Outstanding performance helps the organization to set the standards necessary to develop its 
mission (38). 
 2. Lead to the detection of efficient elements and put them in the appropriate locations as well as 
identify the elements that need support and development to improve their performance (39). 
 3 - Excellence depends on the availability of skills and abilities of a high level of leaders. They have 
the ability to innovate in a way that allows them to achieve excellence in performance (40). 
 4. Excellence is the ability of an organization to achieve its objectives through the use of available 
resources in an efficient and effective manner. 
4.2 Foundations of Excellence Management  
      There are a set of foundations that represent the main requirements to provide excellent 
management. 
1- Strategic Building: It reflects the Foundations directions and future directions; it also includes 
several elements to be adopted which are (strategy - mission - values - vision - mission - plans) (41). 
 2. Customer orientation: The customer is the main driver of the institution's activities or its demise 

(42). 
 3. Operations: Manage all activities produced within the organization and review the working 
methods continuously and work to modify them for continuous improvement and development to 
reach excellence (43). 
 4. Human resources: Provide a sophisticated system of human resources management, between the 
rules and mechanisms for planning, attracting and training of human resources, development and 
guidance performance (44). 
 5. Customer Focus: Through customer loyalty and retention, good reputation, employee motivation, 
competitive advantage (45). 
Data Analysis  
This section includes the following axes: 
5.1-  Characteristics of the individual sample research 
       The researchers distribute 60 questionnaires forms which include a sample of employees in the 
Department of Religious Tourism - the Abbas holy shrine, where all the distributed forms are 
retrieved and after reviewing, the forms have been found valid for the purposes of statistical analysis, 
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i.e. they meet all the basic elements of the analysis.  The tables below describe the characteristics of 
the study sample. 
1 – Gender 
 Table (2) shows the gender of the individual sample 
 

Percentage Number  Gender 
75% 45 Male 

25% 15 Female 

100% 60 Total 

 
  It is clear from Table (2) that the questionnaires have been retrieved including (45) males (75%) 
and (15) females (25%). The number of males is higher than the number of females, which indicates 
the importance of this gender and its impact in society. 
 
2-Age  

Table (3) the age of sample population 
 

Percentage Number  Age 
32% 19 Less than 20 

45% 27 21-30 

18% 11 31-40 

5% 3 41-50 

- - 50-60 

- - More than 60 

100% 60 Total 

     Table (3) displays the individuals of the sample age that forms the highest percentage in the 
research population is from the share of ages (21-30) years of 45%, and the percentage that ranked 
second is the age group ranging (less than -20) where the proportion was 32 %. 
3- Academic achievement 
      Table (3) - the educational achievement of the sample  
 

Percentage Number  Academic 
achievement 

40% 24 Preparatory 
11% 7 Diploma 
49% 29 Bachelor 

- - Master 
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- - PHD 

100% 60 Total 

      It is clear from Table (4) that the highest percentage in the research community, which includes 
educational attainment is from the share of the category (Bachelor) by 49%, and the percentage that 
ranked second is the category (preparatory), where they are (40) 
 
5.2 Diagnosis and Description of the Research Tool 
       After the questionnaire is distributed on the members of the research sample, they are explained 
to them in order to obtain accurate answers on all their paragraphs. After they are filled out, the 
questionnaires are collected and analyzed, and the percentage, standard deviations and 
computations are calculated and the results of the sample are calculated according to the following 
table: 
     Table (5) is an estimated balance according to the five-year Likert scale, showing its conversion 
into periods 
 
     
 
 
 
 
 
 
 
 
 
 
 
 The table above will be relied on to be used in measuring the weighted average of Employee’s 
answers of the Abbas shrine in the Religious Tourism Department to the questionnaires using the 
five (Likert) scale because the responses are out of five options for the purpose of knowing the 
direction of the respondents' opinions.  
Figure (3) shows the results of the questionnaire test 

Level Time Spend arithmetic 
media 

Response 

Low 0,79 1-1.79 Do not agree 
strongly   

0,79 1,80-2,59 Do not agree 

Medium 0,79 2,60-3,39 Neutral 
 

High 0,79 3,40-4,19 Agree 
0,80 4,20-5,00 Agree strongly 

 

   
Cronbach's 

Alpha 
 if Item 
Deleted 

Corrected 
Item 

-Total 
Correlation 

   Scale 
Variance if     

Item 
Deleted 

Scale Mean if 
Item Deleted 

 

0.993 
0.994 
0.994 

0.992 

991.0 
0.991 

4.852 
4.839 
5.123 

7.1238 
7.0571 
6.7048 

-Total 
Quality 

-Marketing 
Mix 
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  Table (6) shows the values of the validity and consistency of the questionnaire questions for the 
research axes – the researchers' formulation: 
 

Percentage Alfa 
Kronbach 

factor 

Axes of the 
study 

No. 

99% 0,993 -Total Quality 1 
99% 0,994 Marketing 

Mix 
2 

99% 0,994 Outstanding 
performance  

3 

 
     Figure (3) and Table (6) illustrate the values of the Kronbach coefficient, which are statistically 
acceptable. Since the percentage reaches to (99%).  
      Analysis of the axes of the study: The following analysis of the first axis of the study (total quality) 
from the sample's point of view as shown in table (7): 
 

-
Outstanding 
performance 
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     The above table shows the responses of the study members through the percentages on the first 
axis (total quality), which is related to the first paragraph (which provides the section has the ability 
to identify strengths and weaknesses as well as identifying opportunities and threats) with an 
arithmetic mean (4,43) and standard deviation  (0,88) with a total of strongly agreed and approved 
(54) respondents out of (60) followed by the second paragraph which states (the section has efficient 

N
o 

scale agree 
Strong

ly 

A
g
r
e
e 
 

 Neutr
al 

do not  
agree 

do 
not  

agree 
Stron

gly   

arit
hm
etic 
me
dia 

th
e 

sta
nd
ar
d 

de
via
tio
n 

Perc
enta

ge 
imp
orta
nce 

1 The Religious Tourism Section 
grants its employees the necessary 
authority to perform jobs and do 
only what is necessary 

18 30
% 

14 13
% 

14 23
% 

12 20
% 

8 13
% 

3,27 1,4
1 

65,4 

2 The department seeks to meet the 
requirements of its customers 
according to the changes in the 
market. 

2
0 

33
% 

10 23
% 

10 16
% 

14 23
% 

2 0
3
% 

3,6 1,2
5 

72 

3 The department has the ability to 
identify strengths and weaknesses 
as well as opportunities and 
threats 

3
6 

60
% 

4 30
% 

4 06
% 

0 0% 2 0
3
% 

4,43 0,8
8 

88,6 

4 The department has efficient 
leadership that helps guide and 
influence employees. 

14 23
% 

14 40
% 

14 23
% 

4 06
% 

4 0
6
% 

3,67 1,11 73,4 

5 The department relies on placing 
the customer at the core of 
designing and improving service 
quality 

8 13% 14 30
% 

14 23
% 

10 16
% 

10 16
% 

3,07 1,2
9 

61,4 

6 Have successful programs and 
plans to guide employees properly. 

2 03
% 

14 16
% 

14 23
% 

18 30
% 

16 2
6
% 

2,4 1,1
4 

48 

7 The department operates 
according to a strategic plan it sets 
out to do its work. 

4 06
% 

16 26
% 

16 26
% 

10 16
% 

14 2
6
% 

2,77 1,2
6 

55,4 

arithmetic media and  the 
standard deviation of the first 

axis 

 3,31
5 

0,1
69 
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leadership that helps guide and influence employees) where the mean value (3,67) and the value of 
standard deviation  (1,11) of the total strongly agreed and approved (28) respondents out of (60). 
      While the paragraph ( the department has successful programs and plans to guide workers 
properly) has ranked last with an arithmetic mean value (2,4) and the value of standard deviation 
(1.14), which corresponds to the degree (do not agree) in the Likert scale five shown in table No. (5) 
where the average value ranged from (1.80 to 2.59) where the total number of strongly disagreement 
and disapproval (34) out of (60) respondents and by (56%), more than half of the total sample of the 
study show that the Department of Religious Tourism at the Holy Abbas Shrine does not have 
successful programs and plans to properly guide staff. 
 it is concluded that the level of impartiality of the Department is considered to be average in quality 
for its services. 
      Table (8) shows the analysis and results of the sample responses of the second study axis (tourism 
marketing mix) from the sample's point of view  

N
o 

scale agree 
Strong

ly 

A
g
r
e
e 
 

 Neutr
al 

do not  
agree 

do 
not  

agree 
Stron

gly   

arit
hm
etic 
me
dia 

th
e 

sta
nd
ar
d 

de
via
tio
n 

Perc
enta

ge 
imp
orta
nce 

1 Product quality is the basis of the 
department's work. 

8 13% 3
2 

53
% 

12 20
% 

4 0,
06
% 

8 13
% 

3,6 1,0
2 

72 

2 The prices set by the department 
for its services are reference prices 
for customers. 

6 10
% 

10 16
% 

18 3% 16 26
% 

2 0
3
% 

2,67 1,3 53,4 

3 The section relies on appropriate 
advertising strategies. 

8 13% 2
0 

33
% 

16 26
% 

8 13
% 

2 0
3
% 

3,2 1,2
2 

64 

4 The department can provide its 
services to its customers wherever 
they are. 

6 10
% 

18 3% 18 3% 4 0,
06
% 

4 0
6
% 

3,13 1,0
9 

62,6 

5 The department adopts successful 
training programs for its 
employees to enable them so as to 
develop continuously. 

2
2 

36
% 

16 26
% 

16 26
% 

2 0,
03 
% 

10 16
% 

3,87 1,0
9 

77,4 
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      The above table displays the responses of the study members through the percentages concerning 
the second axis (tourism marketing mix).  The  first is the paragraph, which states (the section tries 
to create good atmosphere for customers), with arithmetic mean (3,97) and standard deviation 
(1,17) with a total of strongly agreed (46) out of (60), followed by the second paragraph, which states 
(the section adopts successful training programs for employees to enable them to develop 
continuously), where the value of the mean (3.87) and the value of deviation, the standard (1.09) of 
the total strongly agree and the corresponding number (38) respondents out of (60).   
      While the section (the prices set by the department for its services are reference prices for 
customers.) ranked last with an average of arithmetic (2.67) and the value of standard deviation 
(1.3), which corresponds to the degree (neutral) in the scale of Likert pentagon shown in Table (5) 
where The average value ranged from (2.60 to 3.39) where the total number of disapproval and 
disagreement was (26) out of (60) respondents and (53%). 
      As shown in Table (6), the weighted average weights for the first axis (total quality) reached a 
value (3.387) with a standard deviation (0.122) which corresponds to a high level as shown in Table 
(5). 
     It is found that the Department of Religious Tourism in the Holy Abbas shrine is considered as a 
high level in the marketing of tourism services produced by it. 
 Table (9) shows the analysis and results of the sample response to the third study axis (outstanding 
performance) from the sample's point of view  

6 The department seeks to create a 
good atmosphere that helps 
customers enjoy the experience of 
visiting the department. 

2
4 

40
% 

2
2 

36
% 

6 10
% 

4 0,
06
% 

16 2
6
% 

3,97 1,17 79,4 

7 welcoming, is as a preferable and 
hospitable by employees in the 
department and it is a part of the 
production process and provide 
service. 

12 20
% 

2
0 

33
% 

10 16
% 

10 16
% 

14 2
6
% 

3,27 1,3
6 

65,4 

arithmetic media and  the 
standard deviation of the second 

axis 

 3,38
7 

0,1
22
6 

 

N
o 

scale agree 
Strong

ly 

A
g
r
e
e 
 

 Neutr
al 

do not  
agree 

do 
not  

agree 
Stron

gly   

arit
hm
etic 
me
dia 

th
e 

sta
nd
ar
d 

de
via
tio
n 

Perc
enta

ge 
imp
orta
nce 



 

Czech 

Journal of Multidisciplinary Innovations 

Volume 30, June 2024.                                           ISSN (E): 2788-0389 
Website: www.peerianjournal.com Email: editor@peerianjournal.com 

 
 

71 | P a g e 
 

 

 
     The above table also explains the responses of the study members through the percentages on the 
second axis (outstanding performance) convergence in the values of its averages where the first two 
paragraphs, which read as follows (the section has two workers with skills and experience 
commensurate with the nature of work - the department is keen to  Quality programs in 
performance), with an arithmetic mean (4.17) and a standard deviation (0.77 and 0.82) that 
corresponds to the "agree" trend in the balance estimate of the Likert scale as shown in Table 5. 
      While the item (the section seeks to increase the returns achieved by the diversity of services 
provided to customers), has ranked last with an average of arithmetic average (3.17) and the value 
of standard deviation (1.39), which corresponds to the degree (neutral) in the scale Likert five shown 
in the above table where, the average value ranged from (2.60 to 3.39) and the total number of 
strongly disapproved and disapproved (20) out of (60) respondents (63%). 
      As shown in table (9), the weighted average of the first axis (outstanding performance) is (3.74) 
with a standard deviation (0.263) which corresponds to a high level as shown in table (5).  The Holy 
Abbas shrine is considered to be of high standard in the axis of outstanding performance of tourism 
services produced by it. 
      Figure (4) shows the results of the correlation coefficient Pearson for the study axes ((overall 
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     Table (10) reflects the results of the correlation between the axes of the study ((overall quality, 
marketing mix and outstanding performance)) -  Source: (the researchers' formulation) 
 
 
 
 
 
 
 
 
 
 

 
 

((**: statistically significant at 0.01 level)) 

5.3 Discussion of the Findings 
     Figure (4) and Table (10) demonstrates the results of the correlation coefficient ((Pearson)) where 
it is statistically significant at the level of significance 0.01 among all axes of the study as the 
following: 
1) The overall quality axis is the result of its association with the two axes of the study ((marketing 
mix, outstanding performance)), ** 0.989. This indicates a strong correlation between these axes. 
 2) The marketing mix axis is the result of its correlation with the two axes of the study ((total quality 
= ** 0.989)) and ((outstanding performance = ** 0.987)) also reveals a strong correlation between 
these axes. 
 3) The axis of outstanding performance is the result of its correlation with the two axes of the study 
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((total quality = ** 0.989)) and ((marketing mix = ** 0.987)) also indicates a positive correlation 
between those axes 
   It is clear that the hypothesis has been confirmed. Actually, it is found that there is a relationship 
among the above-mentioned study axes and be a strong relationship as shown in the figure and the 
table above with the presence of two stars showing the strength of the relationship between those 
axes and positive results, which illustrates the existence of a positive correlation and positive impact 
among the three research axes. 
-  Source: (the researchers' formulation) 
 
 Conclusions 
 1- The findings of the paper reveals that the overall quality has a strong interaction with the 
marketing mix, outstanding performance. 
 2 - The results of this study pinpoints that tourism marketing mix has a positive and significant 
impact on the components of total quality. 
 3 - This research measures the relations between the marketing mix strategy, as a variable for the 
overall quality as well as the relationship between the overall quality and outstanding performance 
in line with the work of the Holy Abbas shrine. 
 4 - Department of Religious Tourism in the Abbas shrine strives for perfection so as to create a good 
atmosphere which helps customers to enjoy the programs and plans of tourism offered to them. 
 5. The results displays that religious tourism department in the Holy Abbas shrine does not have 
successful programs and plans to guide the employees properly in line with services provided. 
 
Recommendations 
 1 – It is recommended to pay attention to total quality management and make a strategic goal for 
all sections of the Abbas shrine, which seeks to achieve the competitive advantage of products and 
services provided to customers. 
 2 – It is suggested that there is a need to spread the concepts and application of the principles of 
total quality at all levels of management or productivity through the preparation of educational 
training programs and all workers in the Holy Abbas shrine. 
 3 – It is also recommended to increased interest by departments and institutions in achieving 
outstanding performance of employees. 
 4 - Review the prices set by the section for its services is a way prepared so that they are not reference 
prices for customers. 
 5 - Development of leadership capabilities in the management of the section in line with the 
guidance of workers is preferable to provide the best services. 
 6. It is proposed to develop renewable tourism marketing programs that are in line with the 
requirements of the global tourism industry. 
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