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ABSTRACT 

 

The current study aimed at highlighting the extent to which information technology 

(henceforth, IT) contributes to the promotion of the concept of market segmentation (henceforth, 

MS) on a sample of hotel managers in the Kurdistan region. In this study, IT was used as an 

independent variable, while MS as a dependent variable. Based on this point, the problem of the 

study was identified by the following question: Does IT affect the promotion of MS in the hotels 

in question? To answer this question, hypotheses were developed and a questionnaire was 

designed to measure that purpose. As for the study community, it consisted of 500 participants, 

with a purposeful sample that included 217 participants of the directors of senior, middle and 

supervisory management in four- and five-star hotels in the Kurdistan region. Hence, 12 forms 

of questionnaire were excluded as being useless for analysis. Thus, the number of responses was 

205 forms. In addition, statistical methods were employed to analyze the data including SPSS 

and AMOS. The study found a set of results, the most important of which is the presence of a 

direct and significant effect of IT on MS. Moreover, the study showed the presence of a direct 

and significant effect for each dimension of IT (hardware and equipment, software, 

communication networks, applications, and human resources) on MS. The study also provided 

recommendations including increasing the interest of hotels in IT through its components of 

hardware, equipment, software, applications, communication networks and human resources in 

all hotel operations that take place in hotels in order to facilitate access to the customer, and to 

bring the distance between the hotel and the customer. Additionally, the study recommended the 

necessity for paying attention to the process of MS through geographical, demographic, 

behavioral and psychological considerations to make it easier for hotels to divide customers and 

know their needs and requirements. 
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INTRODUCTION 

 

Information and Communication Technologies (ICT) have changed the field of global 

tourism by the emergence of a wide range of tools and services that changed the way tourism 

companies operate as well as the way customers search for information and experience with 

tourist destinations. One of these technology tools is the Internet, which is a valuable tool for the 

consumer and processor. The use of Internet has increased in the field of communication, e-

purchasing and dissemination of information. This is clear from the increase in the rate of 

electronic transactions through the Internet and the number of users. MS is a basic marketing 

concept whereby the market is segmented into subgroups of customers who behave the same 

behavior or have the same needs. The idea behind MS is to diagnose the group of customers 

similar in some considerations, such as their behavior while traveling or their motivations to 

travel. The development of this concept has contributed to the significant progress in IT that 
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helps organizations of all kinds to reach the active MS that enables the organization to achieve 

its competitive advantage. The current research included five sections. The first section presents 

the methodology of the study, while the second deals with the theoretical framework. As for the 

third section, it shows the field framework and the fourth section discusses the results. Finally, 

the fifth section provides conclusions and recommendations. 

 

RESEARCH METHODOLOGY 

 

Research Problem 

 

Based on researchers' survey and field visits to hotels in the Kurdistan region as well as 

reviewing the literature on the study title, dimensions and variables, there is an increase in the 

number of tourism organizations (hotels). However, these hotels did not pay sufficient attention 

to the special basics, standards and considerations in the field of active MS of customers. 

Accordingly, this requires employing technology developments in the field of hotel work. This, 

in turn, requires those organizations to focus on IT in order to promote the concept of MS. Thus, 

research problem is reflected in the following questions: 

 
1. How much does IT contribute to promoting the concept of MS?  

2. What is the nature of the relationships between IT and the promotion of the concept of MS? 

 

RESEARCH OBJECTIVES 

 

The current research seeks to achieve the following objectives:  

 
1. Identifying the way of coordination and effective work between IT used in hotels on the one hand and the 

different MSs on the other, which reflects positively on customer satisfaction.  

2. Developing a diagnostic framework for IT dimensions in the researched organization and their contribution 

to promoting the concept of MS.  

3. Determining the extent to which each IT dimension is applied to MS. 

 

The Theoretical Research Chart 

 

 
 

FIGURE 1 

THE THEORETICAL RESEARCH CHART 

 

           Refers to Correlation 

            Refers to Effect 

 

Research Hypotheses 

 
H1 There is no statistical significant correlation between IT dimensions and MS in the researched 

organization. 
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The sub-hypothesis derived from this main hypothesis is: There is no statistical 

significant correlation between each IT dimension individually and MS in the researched 

organization.  

 
H2 There is no significant effect of IT dimensions on MS in the researched organization. 

 

The sub-hypothesis derived from this main hypothesis is: There is no significant effect 

for each of IT dimensions individually on MS in the researched organization. 

 

Research Scope 

 

This research is limited to study the relationship between IT and MS in the four- and 

five- star hotels in the Kurdistan region including cities of Erbil, Dohuk and Sulaimaniyah, 

starting from 1/5/2021 to 20/7/2021. 

 

THEORETICAL BACKGROUND 

 

Information Technology (IT) 

 

a. The Concept of IT 

 

Al-Azzawi & Yehya (2008) indicate that IT refers to the sources used by the 

organization in the operations and management of its data. These sources include equipment, 

software and various communications. While John (2015) states that IT refers to the various 

forms of technology that work and are used with information, whether information systems or 

the automation of industrial processes, and in computer communications between two 

organizations or even personal use in arithmetic operations. IT means inventions, products, 

methods and standards that aim to produce information and it consists of software, data, 

equipment, human resources and applications (Damianidou, 2018). 

 

b. The Significance of IT 

 

Organizations have recently become increasingly interested in the concept of IT and the 

significant role it plays in their success in terms of carrying out organization-related functions, 

such as regulation, planning, decision-making and control. Therefore, the importance of IT is 

summarized as follows (Syahchari, 2020): 

 
1. It contributes to the organization's changes in business procedures, and hence work becomes shorter, time 

and space are reduced, providing continuity of knowledge availability and new form of business 

administration.  

2. It provides new strategic opportunities for the organization, identifies the evaluation and redefinition of the 

organization vision, goals, strategies and processes.  

3. It reduces a large number of jobs because they are not needed, as well as creating new job opportunities.  

4. It helps organizations make good decisions and use effective communication systems. 

 

c. IT Dimensions 

 

IT is not effective without its dimensions. When reviewing the literature, Artur (2020); 

Bujang, Naho & Awang (2019); Laudon & Laudon (2020) agree that IT dimensions are: 

 

Hardware and Equipment 

 

Laudon & Laudon (2020) indicate that hardware and equipment are the responsible part 
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used in input, output, storage, and follow-up and transmission process of data. They include 

active equipment and hardware in systems processes, such as computer and its accessories, 

copiers, display screens, control devices, routers and many other related devices. They (2020) 

consider the computer as the backbone that is required to operate other components, such as 

networks, applications and software. While Asongu & Odhiambo (2020) opine that the material 

components of all computer-related equipment approved in the process of input and processing 

of data to become valuable information are used in the decision-making process and they 

include computer and its accessories, such as router, printer, hard disks, etc. 

 

Software 

 

Laudon & Laudon (2020) demonstrate that software is the one that makes the computer 

and everything associated with it work, process and accomplish various applications. Software 

represents rules, models and instructions that help to do specific tasks and process data. 

Bannister & Grönlund (2017) argue that computers without software are metal and useless parts. 

Software refers to the visual instructions that make the computer capable of performing the tasks 

required from the user. Therefore, software is the one that gives effectiveness to IT. 

 

Communication Networks 

 

Ellul (2018) shows that communication networks transfer data from one location to 

another. The networks consist of software, hardware and equipment that connect various parts of 

the devices. Communication networks refers to the process of connecting more than one 

computer in one building or in one city or around the world to ensure the transfer of data in 

accordance with the controls and rules (Kuraesin & Suharman, 2021). 

 

Applications 

 

Muhammedrisaevna, Mubinovna & Kizi (2020) believe that the scientific aspect of IT is 

done through developing solutions by providing the application that include networks 

technology. It is not limited only to computer, but also involves data in the overall 

administrative processes, in addition to storage and processing of data. Ricci (2017) points out 

that applications refer to the executive aspect of software on hardware and equipment, whereby 

technology can reach its main objectives as they have a significant role in the application of 

different administrative processes. 

 

Human Resources 

 

Human resources are the most important link in the elements of ICT. They are 

responsible for the failure or success of the system (Tavani, 2013). Human resources are the 

business spirit of the organization whereby business organizations succeed and fail. When 

managed properly, they achieve the dream of each organization of growth, survival, continuity 

and vice versa. The same is applied to IT as the human element is primarily effective in its entire 

internal and external processes of storage, programming and processing (Schermerhorn, Golden, 

Krynitsky & Leimkuehler, 2005). 

 

Market Segmentation (MS) 

 

a. The Concept of MS 

 

Kotler (2018) define MS as working to divide the market into homogeneous subdivisions 
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of customers. It is chosen as an accessible target with a distinct marketing mix. It is a procedure 

dividing the market into inactive groups of customers. While Ernst and Dolnicar (2018) find that 

MS is the process of assembling or fragmenting customers. MS is a strategy that divides markets 

into homogeneous groups to give organizations the ability to target certain potential customers 

who represent the greatest opportunity for organizations to reach those (Chaubey & 

Subramanian, 2020). 

 

b. The Significance of MS 

 

The organization can gain many benefits by dividing the market if it is based on 

appropriate basics and criteria including (Kotler et al., 2018; Schneider & Jadczaková, 2016): 

 
1. It contributes and helps to satisfy needs in the best way. 

2. It provides the organization with useful information that contributes to product development, marketing 

research, evaluation of marketing activities and other beneficial aspects. 

3. It directs funds and efforts to the most profitable aspects. 

4. It achieves production of goods and services in accordance with the actual demands of consumers. 

5. It contributes and helps to achieve effective marketing policy. 

 

MS Dimensions 

 

Through reviewing the literature, Dolnicar, Grün & Leisch (2018); Kotler et al., (2018); 

Liu & Liao (2019) agree that MS dimensions are: 

 

a. Demographic Variables 

 

These variables constitute the largest share among other variables that are given the 

utmost importance when dividing the market in terms of age, gender, family size, monthly 

income, nature of work and other basic variables associated with customers. All of these 

elements are measurable (Kotler et al., 2018). 

 

b. Geographical Variables 

 

Within this concept, the market is divided into geographical units, such as State, region, 

city, and other divisions known locally and globally. According to its potential, the organization 

can operate in one or more regions simultaneously, or operate on a comprehensive scale locally 

or internationally, while responding to the different demands of customers from one region to 

another. This is achieved whether in relation to changing the characteristics of the products 

provided or the products are receiving the correct answer in the various segmented markets 

(Damijanić, 2021). 

 

c. Behavioral Variables 

 

Although this set of behavioral variables gives a deep understanding to the customer or 

consumer, many organizations do not succeed or fail to deal with them. Organizations divide 

customers purchasing the item or service into groups according to considerations of attitudes, 

tendencies, uses, or response to the commodity or service (Kotler et al., 2018). 

 

d. Psychological Variables 

 

These factors include lifestyle, the personality of the customer and the social class. 

Lifestyle varies between members of the same society. There is the rate of expenditure that 

depicts lifestyle, the tendency to saving or spending, and aspects on which expenditure is 
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increased or decreased. In addition to other factors that would represent lifestyle in the 

environment or one society (Alt & Iversen, 2017). 

 

FIELD WORK 

 

Description of the Study Community and Reasons for Selection 

 

The study community includes four- and five- star hotels in the three provinces of 

Kurdistan (Erbil, Dohuk, Sulaimaniyah). The number of five-star hotels in Kurdistan region is 

(27) hotels, and hence only (16) hotels representing (60%) are selected to be studied. While the 

number of four-star hotels is (56) hotels and only (22) hotels representing (40%) are selected to 

be studied. The most important reasons for selecting these organizations as a field of research 

are: 

 
1. Tourism is a broad and sensitive sector. This sector becomes a global industry for additional income for all 

developed as well as developing countries, especially if technology is applied to it.  

2. Hotels have an economic status and importance as they play an active role in increasing the economic 

growth of the Kurdistan region including labor employment and reducing unemployment.  

3. The demand for tourism in Kurdistan region is increasing day after day as customers from all Iraqi 

provinces as well as from outside Iraq visit hotels in all seasons, events and holidays. 

 

Description of Research Sample 

 

According to the data provided by participants through their answers to the first part 

(general information) of the questionnaire, the research sample is characterized as follows: 

 

a. Gender 

 

Figure (2) shows that the majority of research participants are male by nature of work 

represented by (66%), which is higher than (34%) represented by females in the field 

researched, reflecting the high proportion of male workers in hotels. 

 

 
 

FIGURE 2 

DISTRIBUTION OF PARTICIPANTS CONCERNED ACCORDING TO GENDER 

 

b. Qualification 

 

Figure (3) presents that the rate of participants with Bachelor degree and Diploma is 

(66%), representing the dominant group. Furthermore, the research field consists of higher 

degrees represented by (34%). Therefore, it is concluded that the research sample is well 
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experienced, competent and able to understand the questions of the study and answer them 

accurately. 

 

 
 

FIGURE 3 

DISTRIBUTION OF PARTICIPANTS CONCERNED ACCORDING TO 

QUALIFICATION 

 

c. Years of Experience 

 

Figure (4) demonstrates that the rate of participants with job experience (less than 4 

years) is (39%), representing the largest rate among participants concerned, followed by (5-10 

years) by (25%). While the lowest percentage (18%) is for (more than 16 years). This reflects 

the diversity of participants' skills in their field so that they can accomplish the tasks assigned to 

them efficiently and effectively. 

 

 
 

FIGURE 4 

DISTRIBUTION OF PARTICIPANTS CONCERNED ACCORDING TO YEARS OF 

EXPERIENCE 

 

MEASURING THE CORRELATION BETWEEN IT AND MS IN ORGANIZATIONS 

CONCERNED 

 

Measuring the Correlation between All IT Dimensions and MS 

 

Table (1) shows that there is a direct correlation between IT and MS by the value of 

correlation coefficient that is equal to (0.658). This correlation is significant based on the 

probability value (P-value) that is equal to (0.000) and is less than (0.05). Accordingly, the first 

main hypothesis is rejected and its alternative hypothesis, which provides for a significant 

correlation between IT and MS in organizations concerned, is accepted. 
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Table 1 

VALUES OF CORRELATION COEFFICIENTS BETWEEN IT AND MS 

Correlations 

MS     

0.658** Pearson Correlation 

IT 0 P-value 

205 N 

 

Measuring the Correlation between Each IT Dimension and MS in Organizations 

Concerned 

 

Table (2) presents a direct significant correlation between each IT dimension and MS by 

the value of correlation coefficient, that all of which are positive. These correlations are also 

significant based on the probability value (P-value), that all of which are equal to (0.000) and are 

less than (0.05). The sub-hypothesis of the first main hypothesis is therefore rejected and its 

alternative hypothesis, which provides for a significant correlation between each IT dimension 

and MS, is accepted. 

 
Table 2 

VALUES OF CORRELATION COEFFICIENTS BETWEEN EACH IT DIMENSION AND MS 

Correlations 

Hardware  Software  
Telecommunication and 

networking 

Application

s 

Human 

resources 
    

0.614** 0.587** 0.544** 0.270** 0.680** 
Pearson 

Correlation 

M

S 

0 0 0 0 0 P-value   

205 205 205 205 205 N   

 

MEASURING THE EFFECT OF IT ON MS IN ORGANIZATIONS CONCERNED 

 

Measuring the Effect of all IT Dimensions on MS in Organizations Concerned 

 

Figure (5) indicates the significance of the model designed by the values of high 

saturations. The results of statistical analysis in table (3) show a direct and significant effect of 

IT on MS by the value of the regression factor of (1.169). This indicates that the more IT, the 

more segmented the market. This significant effect is shown by the probability value (P-value) 

(0.011), which is less than (0.05). The same result confirms the similarity of the upper and lower 

bounds of confidence interval (95%) of the model. Consequently, the second main hypothesis is 

rejected and its alternative, which provides for the effect of all IT dimensions on MS, is 

accepted. 

 

 
FIGURE 5 

MODELLING THE STRUCTURAL EQUATION OF THE EFFECT OF IT ON MS 
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Table 3 

REGRESSION ANALYSIS OF THE EFFECT OF IT ON MS 

Independent 

variable 

Direct of the 

effect 

Dependent 

variable Estimate SRW 

(95%) Confidence 

interval P-value 

IT 
 

MS .09.0 101.9 Lower Bound .0.91 .0.11 

     

Upper Bound 108.1 

  

Measuring the Effect of Each IT Dimension on MS in Organizations Concerned 

 

Figure (6) and Table (4) demonstrate the results of statistical analysis of each IT 

dimension on MS, as follows: 

 
a. There is a direct and significant effect of hardware on MS by the value of the regression factor (0.943). 

This indicates that the more hardware and equipment, the more segmented the market. This effect is 

significant by (P-value) (0.005), which is less than (0.05). The same result confirms the similarity of the 

upper and lower bounds of confidence interval (95%) of the model. 

b. There is a direct and significant effect of software on MS by the value of the regression factor (0.787). This 

indicates that the more software, the more segmented the market. This effect is significant by (P-value) 

(0.015), which is less than (0.05). The same result confirms the similarity of the upper and lower bounds of 

confidence interval (95%) of the model. 

c. There is a direct and significant effect of communication networks on MS by the value of the regression 

factor (0.934). This indicates that the more communication networks, the more segmented the market. This 

effect is significant by (P-value) (0.012), which is less than (0.05). The same result confirms the similarity 

of the upper and lower bounds of confidence interval (95%) of the model. 

d. There is a direct and significant effect of applications on MS by the value of the regression factor (1.091). 

This indicates that the more applications, the more segmented the market. This effect is significant by (P-

value) (0.007), which is less than (0.05). The same result confirms the similarity of the upper and lower 

bounds of confidence interval (95%) of the model. 

e. There is a direct and significant effect of human resources on MS by the value of the regression factor 

(1.097). This indicates that the more human resources, the more segmented the market. This effect is 

significant by (P-value) (0.019), which is less than (0.05). The same result confirms the similarity of the 

upper and lower bounds of confidence interval (95%) of the model. 

 

Based on the above, the second sub-hypothesis is rejected and its alternative, which 

provides for a significant effect of each IT dimension on MS in organizations concerned, is 

accepted. 

 

 
FIGURE 6 

MODELING THE STRUCTURAL EQUATION OF THE EFFECT OF EACH IT 

DIMENSION ON MS 
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Table 4 

ANALYSIS OF THE EFFECT OF EACH IT DIMENSION ON MS 

Independent variable 
Direct of the 

effect 

Dependent 

variable 
Estimate SRW 

(95%) Confidence 

interval 
P-value 

Hardware    

MS 

.09.1 .0.10 
Lower Bound .0.1 

.0..0 
Upper Bound 10..1 

Software   .0181 .0101 
Lower Bound .009 

.0.10 
Upper Bound 10... 

Telecommunication and 

networking 
  .091. .08.. 

Lower Bound .0100 
.0.10 

Upper Bound 101.. 

Applications   10.91 .08.1 
Lower Bound .081. 

.0..1 
Upper Bound 10.91 

Human resources   10.91 .0811 
Lower Bound .08.9 

.0.19 
Upper Bound 1010 

 

DISCUSSION OF RESULTS 

 

The results of the current study are consistent with results of Buhalis & Jun (2011) where 

they opine that the development of ICT has made significant progress in MS. For example, 

many electronic construction systems, such as cooperative filtering systems have emerged that 

contribute to accurate analysis of customer characteristics. The companies can therefore collect 

and analyze a lot of information and data electronically. This indicates an increase in the 

potentials provided by ICT in segmenting the tourism market and changing this segmentation 

method and the great role that IT plays. 

The current results also agree with those found by Pesonen (2013) that the benefits of IT 

and its contribution to MS are significant, as the most aspects of MS affected by Internet 

technology and ICT are data collection. Most studies on MS use direct electronic questionnaires 

or e-mail in data collection and use websites to analyze sources of information and divide 

customers according to this information or by the rate of expenditure. Moreover, Global 

Positioning Systems (GPS) are used to collect temporal and spatial data about visitors to tourist 

sites to divide tourists on the basis of such data. 

 

CONCLUSIONS 

 

The study concludes the following results: 

 
1. There is a direct and significant correlation between IT variable and MS variable in researched 

organizations concerned. 

2. There is a direct and significant correlation between each IT dimension with MS by the value of the 

correlation factors, as all of them are positive. This indicates that IT contributes significantly to the 

promotion of the effective MS of the hotels researched. 

3. At the overall level of research organizations, IT positively affects the promotion of MS. 

4. There is a direct and significant effect for each IT dimension (hardware and equipment, software, 

communication networks, applications, and human resources) on MS variable. This shows that the more 

technology is used in the hotels researched, the more the process of effective MS of customers, reflecting 

positively on the researched organization. 

 

RECOMMENDATIONS 

 

The study suggests the followings recommendations: 

 
1. Hotels have to increase the interest in IT through their components of hardware, equipment, software, 

applications, communication networks and human resources in all hotel operations that take place within 
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hotels in order to facilitate access to the customer, bring the distance between the hotel and the customer, 

and to achieve competitive advantage, excellence and expansion of competitors.  

2. Hotels should create IT sections for following up and keeping up with all the new rapid progress in IT and 

keeping up with all that is modern and constantly applied, reflecting positively on the hotel and customer. 

3. Hotel management should pay attention to the process of MS through geographical, demographic, 

behavioral and psychological considerations, which makes it easier for hotels to segment customers and 

know their needs and requirements. 

4. The process of MS of customers should be based on IT, as the development in ICT has made significant 

progress in MS that hotels can collect and analyze a lot of information and data about customers 

electronically. This means that there is an increase in the potentials provided by IT in segmenting the 

tourism market and changing the way it is segmented. 
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