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Abstract- The present study aimed to identity the effect / impact of marketing factors in attracting tourism marketing in 
Jordan .Several independent variables were adopted for the present study in order to measure the effect of marketing factors 
represented by prices of tourism service ;skills of human resources in tourism sites , infrastructure  availability, supporting 
services provided to tourists and security and stability of Jordan. On the other hand , the dependent factor was the attraction 
to tourism marketing in Jordan . To achieve the goal of the present study ;the researcher designed a questionnaire  as a tool 
to collect the data ,and was self distributed to a purposed random sample of tourists visiting tourist places in Jordan .500 
questionnaire were distributed to the sample of the study; out of which 40 questionnaires  were not returned ,  and 15 
questionnaires  were not usable for statistical analysis ,as a result of which a total of 445 usable  questionnaires for statistical 
analysis  ,with a response rate of 89% . The results of the present study shows that all the independent variable represented 
by marketing factors have statistically significant  impact /effect in attracting tourism marketing in Jordan .The results shows 
that each variable have a specific contortion with the highest one  goes for stability and security in Jordan Based on the 
results of the present study ,the research recommended  that Government  of Jordan should enhance the promotional  
activities to encourage  foreign tourists to visit Jordan as well as giving good   training  programs  for the workers in the 
tourism sector through which they can gain skills and competencies to motivate and give good  reputation   to tourism 
industry in Jordan.  Further studies should be conducted by different researchers    in different fields and with different 
dimensions. 
 
Key words- Marketing factors, Price, Tourism Marketing , Supporting Services, Jordan . 
 
I. INTRODUCTION 
 
Tourism marketing is considered to be one of the 
most important  source of financing modern 
economies in modern days; where all economies are 
looking for new sources of money because it 
contributes to develop economic trends in any 
country specially those countries that have tourism 
places which attract tourists from all over the world . 
In addition to this many marketing factors should be 
considered by countries which have tourism places in 
order to attract tourist s from all over the world such 
as  prices of tourism service ;skills of human 
resources in tourism sites , infrastructure  availability, 
supporting services provided to tourists and security 
and stability of that country .  Jordan have many 
tourism places which can be an effective factor for 
Jordanian economy specially with the fact that in the 
year  2017 tourism sector contributed  in 13% of the 
GDP , and  provided  more  than  40000 job 
opportunities to Jordanian labor force (www.mot, 
2017). 
Tourists are travelling for different reasons such as 
medical treatment ; religious tourism  and 
entertainment tourism . Jordan can be considered as 
one of the countries that have combined all the sites 
for these travelers ; where tourist come to Jordan foe 
medical treatment , for entertainment and for visiting 
religious places .  
It is to be noted that many marketing  factors that are 
responsible for attracting tourism marketing in Jordan 
out of which Dead Sea place , Nippo mountain ,Gulf 
of Aqaba , Motah castle , Ajlon Castel , and many 

other beautiful places . Jordan is considered to be one 
of the most important places in the world for 
treatment for many diseases because it has many 
mineral sources in The Dead Sea . In addition to this 
Jordan's' location is an attractive issue for tourist ti 
visit Jordan . Jordan is categorized five in rank in 
meddetterianan countries in 
tourism(www.jordanzad.com .2017). 
The present study is an attempt to to identity the 
effect / impact of marketing factors in attracting 
tourism marketing  in Jordan .Several independent 
variables were adopted for the present study in order 
to measure the effect of marketing factors represented 
by prices of tourism service ;skills of human 
resources in tourism sites , infrastructure  availability, 
supporting services provided to tourists and security 
and stability of Jordan. On the other hand , the 
dependent factor was the attraction to tourism 
marketing in Jordan . 
 
II. RESEARCH PROBLEM 
 
Marketing factors are considered to be the most 
challenging factor that should be taken into 
consideration in the field of tourism marketing due to 
fast changing that are taking place in modern days. 
Specially with the changes that are happening in 
politically, economically, socially , technologically 
and financially which forced countries which have 
tourism places to take into confederation all 
marketing factors which mentioned above ; that are 
responsible in attracting tourists to its destination 
specially that such factors are changing and 
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uncontrollable.(Obidat ,2003). 
Tourism sector in Jordan are facing a lot of 
challenges which is approved by the  statistics of 
Ministry Of Tourism (MOT) in 2016 that tourists 
number in the year 2016 decreased by 20.2% 
compared to 2015 ; which results in decreasing 
income  of this secretor . In addition to this problem ,  
Jordan is bearing  a political and security burden due 
to the conflicts that are taking place in the region 
where Jordan is surrounded by Iraq. Syria , Palestine 
which are all a confecting areas and this affected 
tourism sector negatively (www.mot.2017). 
The present stud is an attempt to  identity the effect / 
impact of marketing factors in attracting tourism 
marketing  in Jordan  within the challenges that are 
facing tourism sector in Jordan .From the above brief 
discussion the main problem of the present study can 
be  expressed in the following main question : 
Is there an  Effect of Marketing Factors In Attracting 
Tourism Marketing in Jordan ? 
From the main question the following su questions 
were  derived: 
1- Are prices of tourism services as a  Marketing 
Factor has an effect on attracting  Tourism Marketing  
in Jordan? 
2- Are skills of human resources in tourism sites  as a  
Marketing Factor has an effect on attracting  Tourism 
Marketing  in Jordan? 
3- Are infrastructure  availability   as a  Marketing 
Factor has an effect on attracting  Tourism Marketing  
in Jordan? 
4- Are supporting services provided to tourists   as a  
Marketing Factor has an effect on attracting  Tourism 
Marketing  in Jordan? 
5- Are security and stability of Jordan    as a  
Marketing Factor has an effect on attracting  Tourism 
Marketing  in Jordan? 
1.3 Research Importance: 
The present study aims to identify the effect of 
marketing factors in attracting tourism marketing in 
Jordan through the following : 
1-Identifying the effect of prices of tourism services 
as a  Marketing Factor in attracting  Tourism 
Marketing  in Jordan? 
2- Identifying the effect of  human resources skills   
as a  Marketing Factor in attracting  Tourism 
Marketing  in Jordan? 
3- Identifying the effect of  infrastructure  availability     
as a  Marketing Factor in attracting  Tourism 
Marketing  in Jordan?  
4- Identifying the effect of   supporting services 
provided to tourists as a Marketing Factor in 
attracting  Tourism Marketing  in Jordan?  
5- Identifying the effect of security and stability of 
Jordan   as a  Marketing Factor in attracting  Tourism 
Marketing  in Jordan? 
 

III. RESEARCH OBJECTIVES 
 
The present study's main objectives are : 
1 - Knowing the effect of   marketing factors in 
attracting tourism marketing in Jordan. 
2-  Knowing the effect of prices of tourism services   
in attracting tourism marketing in Jordan. 
3- Knowing the effect of human resources skills     in 
attracting tourism marketing in Jordan. 
4- Knowing the effect of  supporting services 
provided to tourists       in attracting tourism 
marketing in Jordan. 
5- Knowing the effect of   security and stability of 
Jordan  in attracting tourism marketing in Jordan. 
1.5 Research Hypothesis  
Based on research problem , and objectives the 
researcher supposes the following main Hypothesis : 
H0: Statistically there is no effect ( a <  0.05)   of 
marketing factors in attracting tourism marketing in 
Jordan . 
From the main  hypothesis the following su- 
hypothesizes are supposed   
H01: Statistically there is no effect ( a <  0.05 )of  
prices of tourism services as a  Marketing Factor in   
attracting tourism marketing in Jordan . 
H02: Statistically there is no effect ( a <  0.05) of   
human resources skills   as a  Marketing Factor in as a  
Marketing Factor in   attracting tourism marketing in 
Jordan. 
H03: Statistically there is no effect ( a <  0.05) of  
infrastructure  availability  as a  Marketing Factor in 
as a  Marketing Factor in   attracting tourism 
marketing in Jordan . 
H04: Statistically there is no effect ( a <  0.05) of  
supporting services provided to tourists  as a  
Marketing Factor in as a  Marketing Factor in   
attracting tourism marketing in Jordan . 
H05: Statistically there is no effect ( a <  0.05) of  
security and stability of Jordan  as  a  Marketing 
Factor in as a  Marketing Factor in   attracting 
tourism marketing in Jordan  
 
IV. FRAME WORK OF STUDY 
 
 Based on the literature review and past studies the 
researcher designed the below  shown in  figure (1.1) 
as a research model which represent the independent 
variables(IV) and dependent variables (DV). The 
independent variables are shown on the left side of 
the figure (1.1)   which is marketing factors 
represented by prices of tourism service ;skills of 
human resources in tourism sites , infrastructure  
availability, supporting services provided to tourists 
and security and stability of Jordan  product package. 
On the right side of the figure (1.1)   the dependant 
variable is represented by attracting tourism 
marketing in Jordan . 
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This part  discusses the methodology of the study, 
population, sample, and selection mechanism of the 
samples, and how the researcher contacted the 
sample. It also shows the details of  the questionnaire 
and measurements of the reliability as well as the 
validity. 
 
 This case study is considered as a statistical 
analytical approach study where the researcher used a 
questionnaire to collect data, analyze the data and test 
the hypotheses by simple and multiple regression 
analysis. 
 
 The researcher has used two methods of  
data collection methods; Primary data and Secondary 
data as follows: 
Primary data: A questionnaire was used to collect 
data about the variables used in the study according 
to literature review and previous studies. The 
researcher distributed the questionnaire in person to 
the research sample.  
Secondary data: which are data collected from 
different resources in libraries and the review of 
literature and previous studies for the theoretical 
framework, which include: books , articles and 
previous studies related to marketing factors that 
affect tourism marketing in the world .  
The researcher designed a questionnaire based on 
literature review and previous studies. The 
questionnaire was reviewed and approved by 
professional in the field.  
 The questionnaire is divided into two parts as 
follows: 
 
Part 1: Includes demographic data about the 
respondents' Gender, Age, Marital status, Educational 
level, Nationality , number of times visited Jordan ,  

and Income. 
Part 2: Discusses the independent variables which are 
the elements of marketing factors  and their effect on 
the dependent variable which is the attracting tourism 
marketing to Jordan r.. 
A Likert Scale was used of five degrees of agreement 
to determine the importance for each question in the 
questionnaire. 
Likert Scale 

Import
ance 

Stron
gly 
Attrac
tive  

Attrac
tive  

Neut
ral 

Not 
Attr
activ
e   

Strongl
y Not 
Attract
ive   

Degree 1 2 3 4 5 
 
The study aims to explain the effect of marketing 
factors on attracting tourism marketing to Jordan . 
The study includes 5 independent variables (  by 
prices of tourism service ;skills of human resources in 
tourism sites , infrastructure  availability, supporting 
services provided to tourists and security and stability 
of Jordan. On the other hand , the dependent factor 
was the attraction to tourism marketing in Jordan .  ), 
which form one main hypothesis and five sub 
hypotheses. The researcher used the descriptive 
statistical analytical method for describing the 
phenomenon of the population, the researcher 
depended upon the questionnaire for collecting data 
to analyze and test the hypothesis and literature 
review was used for the theoretical part. 
 
V. RESEARCH POPULATION AND SAMPLE 
 
The research population in this research is all tourists 
visiting tourism places  all over Jordan concentrating 
mainly on Dead Sea Area , Maeen Area , Ajlon 
Castel Area and  Mootah  Castel Area  in Northern, 
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Southern, Eastern and Western Amman which are 
estimated to be more than 1 million in Amman 
City.Regarding to Sekaran table (Sekaran, 2003) the 
representatives sample shouldn’t be less than 384, for 
more accuracy and to avoid mistakes, the researcher 
distributed  500  questionnaires  to tourists in the 
above mentioned areas for the population in front of 
malls, supermarkets, universities and other places. 
About 40 were unreturned which represents 8% of all 
questionnaires.  After reviewing them15  
questionnaires out of 460 were refused due to some 
data and questions left blank, so 89 % of the total 
returned questionnaires were valid to be analyzed. 
The sample size is 445  respondents. The researcher 
depended upon random samples for distributing the 
questionnaires. 
 
RESULTS AND CONCLUSIONS 
 
Table (1-11) shows the dependent variable (attracting 
tourism marketing in Jordan ) and a set of 
independent variables (prices of tourism service 
;skills of human resources in tourism sites , 
infrastructure  availability, supporting services 

provided to tourists and security and stability of 
Jordan   ) are significant, because F significant (0.00) 
is less than (0.05) therefore we reject the null 
hypothesis and accept the alternative one which states 
that statistically there is significant effect (α ≤ 0.05) 
of marketing factors  elements in attracting tourism 
marketing in Jordan  . The relationship between the 
dependent and independent variables is strong. It is 
more than (0.5) (Cohen, 1988), R= 0.608. Also, the 
R2 = 0.369, which means that the independent 
variables contribution affects the dependent variable 
is about 36.9%. 
 
Since the value of the calculated   t   for the variables 
(prices of tourism service  4.928,    skills of human 
resources in tourism sites 6.337, infrastructure  
availability   12.33 , supporting services provided to 
tourists 14.55   and security and stability of Jordan 
11.78      ) is more than the t Table 1.96, this means 
that there is statically significant effect on the 
dependent variables as shown in table (1.1). 
And by this, the main question of the study –   Is 
there an  Effect  for  Marketing Factors In Attracting 
Tourism Marketing in Jordan ? is answered.  

 
Table (1-1) Results of Multiple Regressions 

Dependent 
Variable R R2 F DF SIG Independent 

Variable B T Sig 

Attracting 
Tourism 
Marketing 
in Jordan 

0.608 0.369 28.98 

5 

0.000 

prices of tourism 
service 0.179 4.928 0.031 

440 
skills of human 
resources in tourism 
sites 

0.336 6.337 0.021 

438 infrastructure  
availability 0.105 12.33 0.001 

 

supporting services 
provided to tourists 0.221 14.55 0.003 

security and 
stability of Jordan    0.167 11.78 0.000 
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