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Abstract:

In the contemporary digital landscape, the voice of the tourist has become a pivotal force in shaping
destination image and fostering brand allegiance. This study investigates the synergistic relationship between
Tourist-Created Content (TCC) and the utilization of Digital Tourist Advocacy Tools (DTAT), and its
subsequent impact on Brand Fidelity toward tourist destinations in the Republic of Iraq. While the influence
of Tourist-Created Content is well-documented, the interactive effect of the digital platforms that facilitate its
dissemination remains a less explored area, particularly within the context of emerging or post-conflict
tourism markets.

This research adopts a quantitative approach, utilizing a structured questionnaire administered to a sample of
412 domestic and international visitors at prominent historical, religious, and cultural attractions across Iraq.
The survey instrument measured key constructs including the nature and frequency of TCC generation (e.g.,
reviews, photos, videos), the use of Digital Tourist Advocacy Tools (e.g., social media sharing, hashtags,
location tagging), and the dimensions of Brand Fidelity (e.g., emotional attachment, repurchase intention,
positive word-of-mouth). Data were analyzed using descriptive statistics, correlation analysis, and Structural
Equation Modeling (SEM) to test the proposed hypotheses.

The findings reveal that both Tourist-Created Content and the use of Digital Tourist Advocacy Tools
independently exert a significant positive influence on Brand Fidelity. More importantly, the results confirm a
powerful synergistic effect: the impact of Tourist-Created Content on Brand Fidelity is significantly amplified
when mediated by the active use of Digital Tourist Advocacy Tools. Tourists who not only create content but
also actively share it through dedicated digital channels exhibit the highest levels of fidelity. The study
concludes that for a destination like Iraq, which is actively working to reshape its global narrative, fostering an
ecosystem that encourages both content creation and its digital amplification is critical. The practical

implications suggest that destination marketers should not only inspire tourists to share their experiences but
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must also provide and promote accessible, user-friendly digital tools to transform passive visitors into active,
loyal brand advocates.
Keywords: Brand Fidelity, Tourist-Created Content (TCC), Digital Advocacy, User-Generated Content (UGC),

Destination Branding, Tourism Marketing, Iraq.
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