
Academia Open 

Vol. 11 No. 1 (2026): June 

DOI: 10.21070/acopen.11.2026.13839 

ISSN 2714-7444 (online), https://acopen.umsida.ac.id, published by Universitas Muhammadiyah Sidoarjo 

Copyright © Author(s). This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY). 

1/26 

 

 

 

 

https://portal.issn.org/resource/ISSN/2714-7444
https://doi.org/10.21070/acopen
https://umsida.ac.id/


Academia Open 

Vol. 11 No. 1 (2026): June 

DOI: 10.21070/acopen.11.2026.13839 

ISSN 2714-7444 (online), https://acopen.umsida.ac.id, published by Universitas Muhammadiyah Sidoarjo 

Copyright © Author(s). This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY). 

2/26 

 

 

Table Of Contents 

Journal Cover ............................................................................................ 1 

Author[s] Statement .................................................................................. 3 

Editorial Team .......................................................................................... 4 

Article information .................................................................................... 5 

Check this article update (crossmark) ..................................................................... 5 

Check this article impact ..................................................................................... 5 

Cite this article ................................................................................................... 5 

Title page .................................................................................................. 6 

Article Title ....................................................................................................... 6 

Author information ............................................................................................. 6 

Abstract ........................................................................................................... 6 

Article content .......................................................................................... 7 

https://portal.issn.org/resource/ISSN/2714-7444
https://doi.org/10.21070/acopen
https://umsida.ac.id/


Academia Open 

Vol. 11 No. 1 (2026): June 

DOI: 10.21070/acopen.11.2026.13839 

ISSN 2714-7444 (online), https://acopen.umsida.ac.id, published by Universitas Muhammadiyah Sidoarjo 

Copyright © Author(s). This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY). 

3/26 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Originality Statement 

The author[s] declare that this article is their own work and to the best of their 

knowledge it contains no materials previously published or written by another person, or 

substantial proportions of material which have been accepted for the published of any 

other published materials, except where due acknowledgement is made in the article. 

Any contribution made to the research by others, with whom author[s] have work, is 

explicitly acknowledged in the article. 

 

 

Conflict of Interest Statement 

The author[s] declare that this article was conducted in the absence of any commercial 

or financial relationships that could be construed as a potential conflict of interest. 

 

 

Copyright Statement 

Copyright © Author(s). This article is published under the Creative Commons Attribution 

(CC BY 4.0) licence. Anyone may reproduce, distribute, translate and create derivative 

works of this article (for both commercial and non-commercial purposes), subject to full 

attribution to the original publication and authors. The full terms of this licence may be 

seen at http://creativecommons.org/licences/by/4.0/legalcode 

https://portal.issn.org/resource/ISSN/2714-7444
https://doi.org/10.21070/acopen
https://umsida.ac.id/
http://creativecommons.org/licences/by/4.0/legalcode


Academia Open 

Vol. 11 No. 1 (2026): June 

DOI: 10.21070/acopen.11.2026.13839 

ISSN 2714-7444 (online), https://acopen.umsida.ac.id, published by Universitas Muhammadiyah Sidoarjo 

Copyright © Author(s). This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY). 

4/26 

 

 

EDITORIAL TEAM 

Editor in Chief 
 

Mochammad Tanzil Multazam, Universitas Muhammadiyah Sidoarjo, Indonesia 

 

Managing Editor 

Bobur Sobirov, Samarkand Institute of Economics and Service, Uzbekistan 

 

Editors 

Fika Megawati, Universitas Muhammadiyah Sidoarjo, Indonesia 

 
Mahardika Darmawan Kusuma Wardana, Universitas Muhammadiyah Sidoarjo, Indonesia 

Wiwit Wahyu Wijayanti, Universitas Muhammadiyah Sidoarjo, Indonesia 

Farkhod Abdurakhmonov, Silk Road International Tourism University, Uzbekistan 

Dr. Hindarto, Universitas Muhammadiyah Sidoarjo, Indonesia 

Evi Rinata, Universitas Muhammadiyah Sidoarjo, Indonesia 

 
M Faisal Amir, Universitas Muhammadiyah Sidoarjo, Indonesia 

 
Dr. Hana Catur Wahyuni, Universitas Muhammadiyah Sidoarjo, Indonesia 

 
 

 
Complete list of editorial team (link) 

 
Complete list of indexing services for this journal (link) 

How to submit to this journal (link) 

https://portal.issn.org/resource/ISSN/2714-7444
https://doi.org/10.21070/acopen
https://umsida.ac.id/
https://acopen.umsida.ac.id/index.php/acopen/about/editorialTeam
https://acopen.umsida.ac.id/index.php/acopen/indexingservices
https://acopen.umsida.ac.id/index.php/acopen/about/submissions


Academia Open 

Vol. 11 No. 1 (2026): June 

DOI: 10.21070/acopen.11.2026.13839 

ISSN 2714-7444 (online), https://acopen.umsida.ac.id, published by Universitas Muhammadiyah Sidoarjo 

Copyright © Author(s). This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY). 

5/26 

 

 

Article information 

 
Check this article update (crossmark) 

 

 

 
 

Check this article impact (*) 
 

 

 

 

 
Save this article to Mendeley 

 
 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
(*) Time for indexing process is various, depends on indexing database platform 

https://portal.issn.org/resource/ISSN/2714-7444
https://doi.org/10.21070/acopen
https://umsida.ac.id/
https://crossmark.crossref.org/dialog/?doi=10.21070/acopen.11.2026.13839&domain=pdf&date_stamp=2026-03-06
https://app.dimensions.ai/discover/publication?search_text=10.21070/acopen.11.2026.13839
https://www.lens.org/lens/search/scholar/list?q=citation_id%3A10.21070/acopen.11.2026.13839
https://www.semanticscholar.org/search?q=The%20Role%20of%20Tourism%20Public%20Relations%20in%20Business%20Continuity%20Management%3A%20An%20Exploratory%20Study%20of%20a%20Sample%20of%20Employees%20at%20the%20Iraqi%20Tourism%20Authority
https://www.scilit.net/articles/search?q=10.21070/acopen.11.2026.13839
https://scite.ai/search?q=%2210.21070/acopen.11.2026.13839%22
https://scholar.google.co.id/scholar?q=10.21070/acopen.11.2026.13839
https://www.wizdom.ai/publication/10.21070/acopen.11.2026.13839
https://www.mendeley.com/import/?doi=10.21070/acopen.11.2026.13839


Academia Open 

Vol. 11 No. 1 (2026): June 

DOI: 10.21070/acopen.11.2026.13839 

ISSN 2714-7444 (online), https://acopen.umsida.ac.id, published by Universitas Muhammadiyah Sidoarjo 

Copyright © Author(s). This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY). 

6/26 

 

 

 
 

The Role of Tourism Public Relations in Business Continuity 

Management: An Exploratory Study of a Sample of Employees at the 

Iraqi Tourism Authority 

 
Dr. Suha Aziz Jaaz, sahaa.eaziz@uomustansiriyah.edu.iq (*) 

Mustansiriya University / College of Tourism Sciences, Iraq 

 
(*) Corresponding author 

 

 

Abstract 

 
General Background The tourism sector often faces instability caused by political conditions, 

security challenges, and fluctuating international perceptions, making organizational resilience and 

continuity strategies essential for sustainable tourism governance. Specific Background In Iraq, the 

tourism industry has experienced prolonged structural and reputational challenges that require 

coordinated communication strategies and institutional preparedness, particularly within the Iraqi 

Tourism Authority responsible for tourism development and public engagement. Knowledge Gap 

Despitethe recognized strategic value of communication management, limited empirical research has 

examined how tourism public relations practices support business continuity management in public 

tourism institutions operating in crisis-prone environments. Aims This study investigates the role of 

tourism public relations mechanisms in supporting business continuity management within the Iraqi 

Tourism Authority through an exploratory analysis of employees’ perspectives. Results Using an 

analytical survey approach with structured questionnaires distributed to employees of the Authority, 

the findings indicate that organized public relations activities contribute to strengthening 

communication with target audiences, improving the national tourism image, and supporting 

institutional preparedness in maintaining tourism operations during challenging conditions. Novelty 

The study offers empirical evidence from a governmental tourism body in Iraq, highlighting the 

strategic integration of tourism communication practices with continuity management within a post- 

crisis tourism environment. Implications The findings suggest that tourism institutions should 

develop integrated public relations strategies and strengthen cooperation with media, local 

communities, and tourism stakeholders to supportsustainable tourism governance and organizational 

resilience. 

 
Highlights: 

• Structured Communication Practices Strengthen Engagement With Media, Communities, and 

Tourism Stakeholders. 

• Survey Evidence From Institutional Staff Indicates Strong Links Between Communication Strategy 

and Operational Resilience. 

• Reputation Recovery and Coordinated Messaging Support Stable Tourism Governance in a Crisis- 

Affected Environment. 

 
Keywords: Tourism Public Relations, Business Continuity Management, Iraqi Tourism Sector, 

Organizational Communication, Crisis Image Recovery. 
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Introduction 

Iraq's tourism industry is undergoing a remarkable transformation, as the tourism sector seeks to overcome the challenges 

posed by political, economic, and social conditions over the years. The importance of tourism public relations as a strategic 

tool that supports business continuity management and enhances the position of the Iraqi Tourism Authority on the regional 

and international stage. 

 
Tourism Public Relations (TPR) can be defined as a structured set of strategic activities designed to promote and reinforce a  

favorable perception of tourist destinations. It focuses on strengthening communication channels with the public, investors, 

and various stakeholders. Such efforts play a vital role in positioning Iraq as an attractive tourism destination, contributing 

to increased tourist inflows and enhancing awareness of the country’s distinctive tourism assets and competitive 

advantages. 

 
Business continuity management in tourism requires an effective integration of various tourism PR strategies, including 

crisis management, building relationships with the media, and promoting community engagement. Through these efforts, 

the Iraqi Tourism Authority is able to strengthen the sustainability of tourism services, enhance visitor satisfaction, and 

contribute to the advancement of local economic development. This study seeks to emphasize the strategic significance of 

tourism public relations as a core mechanism for sustaining tourism activities, as well as to examine its role in improving the 

Authority’s performance and its capacity to accomplish institutional objectives within dynamic and evolving environments.  

 
In addition, crisis management is an integral part of a tourism PR strategy, as tourism requires the ability to recover quickly 

from crises and challenges that may arise. Hence, the impact that tourism PR plays in effective communication and crisis 

management becomes crucial. Having a quick and effective crisis response enhances public confidence and emphasizes the 

ability of the tourism authority to deal with sudden circumstances. 

 

First Topic - General Framework of Research 

First Theme - Research Methodology 

First: The Research Problem 

Iraqi tourism faces multiple challenges that hinder its development, including the negative repercussions of previous crises, 

such as security and political crises, and the imbalance in the public image of Iraq in the media. In light of this, the impact of 

tourism public relations is more important than ever, as it includes activities and strategies aimed at improving the public 

image and enhancing communication with the public, thus contributing to managing business continuity in the Iraqi tourism 

sector. 

 
In light of the above, the research problem was diagnosed with the following questions: 

 
1.  How effective is the current tourism public relations adopted by the Iraqi Tourism Authority in enhancing business 

continuity in tourism? 

2.  What is the impact of tourism public relations on the management of crises and risks facing the tourism sector in 

Iraq? 

3.  How do tourism public relations influence the enhancement of business continuity within the Iraqi tourism 

industry? 

 
Second: The Importance of Research 

 
This research contributes to the development of knowledge about the impact of tourism public relations and its importance 

in business continuity management in tourism, as follows: 

 
1.  The research reinforces the importance of the role of the local community in the success of the tourism sector, 

which contributes to achieving sustainable development in tourist areas. 

2.  It provides actionable results that can positively influence the tourism policies and strategies adopted by the Iraqi 

Tourism Authority. 

3.  The research can contribute to identifying opportunities for collaboration between the Tourism Authority and 

private companies in the field of marketing and public relations. 

4.  Research contributes to identifying how to strengthen international and local partnerships, contributing to the 

exchange of knowledge, resources, and experiences in tourism development. 

5.  Through the research results, DEWA employees are able to improve their skills and knowledge in the field of public 

relations, which increases their efficiency and ability to deal with variables. 

 
Third: Research Objectives 

 
This study seeks to examine the influence of tourism public relations on business continuity management within the Iraqi 

Tourism Authority, as outlined below: 

 
1. To determine the public relations mechanisms implemented by the Iraqi Tourism Authority to ensure the 

sustainability and continuity of tourism-related activities. 
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2.  To assess the effect of tourism public relations practices on the level of business continuity performance within the 

Authority. 

3.  To explore the challenges encountered by the Iraqi Tourism Authority in utilizing the various dimensions of tourism 

public relations to reinforce business continuity management. 

4.  To propose practical recommendations aimed at strengthening the role of tourism public relations in improving 

business continuity management at the Iraqi Tourism Authority. 

5.  To enhance employees’ awareness and provide appropriate training regarding the strategic importance of tourism 

public relations as a tool for sustaining business continuity and promoting sustainable development within the 

tourism sector. 

 
Fourth: Research Methodology 

 
The researcher adopted the analytical survey approach in this study by using structured questionnaire forms administered 

to the staff members of the Iraqi Tourism Authority, and subsequently performed statistical analysis on the respondents’ 

answers in order to test the research hypotheses. 

 
Fifth: Research Population and Sample 

 
1.  Research Community: The (Iraqi Tourism Authority) was selected as the site for the research application, the Tourism 

Authority is considered one of the important departments in Iraq and it is the sectoral department responsible for 

managing the tourism industry in the country. Through it, the role of tourism is organized, developed, promoted and 

strengthened , continuous participation in the private sector, encouraging the role of tourism investment, and paying 

attention to the tourism sector in all its aspects. History of the establishment of the Tourism Authority Since its 

establishment, the Tourism Authority has gone through several structural stages before reaching its current structure 

and has become. The first official body responsible for the tourism sector in Iraq. 

2.  Research Sample: (Employees of the Iraqi Tourism Authority) headquarters were selected as the research sample, 

where (130) questionnaires were distributed and (127) questionnaires were retrieved, while the number of 

questionnaire forms valid for measurement and analysis reached (119) forms. 

 
Sixth: Tools for collecting and analyzing research data 

 
The researcher relied on collecting the data of the research variables through the following: 

 
1.  Theoretical Aspect of the Research: It includes foreign references, researches published in reputable journals, some 

Arabic researches published as well , as well as master's theses to cover the theoretical aspect. 

2.  The Practical Aspect of the Research: By employing statistical techniques represented in (survey instruments, 

reliability coefficients, weighted averages, measures of dispersion, regression analysis, and correlation coefficients), 

as well as the five-point Likert scale used to determine the respondents’ attitudes toward the research items 

(strongly agree, agree, neutral, disagree, strongly disagree). 

 
Table (1) Five-point Liker Scale 

Totally OK OK Neutral Disagree Totally disagree 

Scale Weight 

5 4 3 2 1 

 
Source: Prepared by the researcher. 

 
Seventh: The hypothetical outline of the research 

 
The proposed conceptual framework of the study was constructed to clarify the mechanism for implementing the applied 

dimension of the research variables, which encompasses the components of tourism public relations (tourism media, tourism 

advertising, tourism promotion, and tourism marketing) as an independent variable, in addition to the components of 

business continuity management (top management support, risk evaluation and mitigation, business impact assessment, 

awareness and training) as a dependent variable. 
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Figure (1) The hypothetical outline of the research 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 
Source: Researcher preparation based on the research scale ( Bouchiha , Bulkhwa , 2024, 48-49). 

Eighth: Research Hypotheses 

The research hypotheses are formulated according to the following: 

 
There is a significant impact of public relations tourism in business continuity management 

 
1. There is a significant impact among the tourism media in supporting the senior management. 

2. There is a significant effect among tourism advertising in the assessment and mitigation of risks. 

3. There is a significant effect between tourism advertising in the analysis of the impact of the business. 

4. There is a significant impact between tourism marketing in awareness and training. 

 

Theme II - Previous Studies 

First: Studies that dealt with the variable of tourism public relations 

1. A Study (Al-Ghazwani, Al-Jibani,2023) 

 
( Activating the Impact of Tourism Public Relations on the Activation of Domestic Tourism in Eastern Libya: A 
Field Study on Tourism Offices in the City of Derna and its Suburbs from the Perspective of Specialists ) 

 
This study sought to investigate the role of tourism public relations in strengthening tourist satisfaction. Through an 

examination of theoretical perspectives related to tourism public relations and tourist satisfaction, the study examines how 

tourism public relations contribute to improving visitor satisfaction and presents relevant implementation approaches. By 

selecting a particular tourist destination as a case study, the research carries out empirical investigation, gathers and 

analyzes data, and assesses the real impact of public relations strategies on enhancing tourist satisfaction. Ultimately, the 

study identifies a range of challenges facing tourism public relations in promoting tourist satisfaction and proposes 

appropriate strategies and practical recommendations to address these issues. The findings indicate that the effective 

execution of tourism public relations strategies can substantially improve tourist satisfaction, thereby offering solid support 

for the sustainable growth of tourist destinations. 

 

2. Study (Zhang & Jiang,2024) 
(A Study on the Application of Tourism Public Relations in Enhancing Tourist Satisfaction) 

A Study on the Application of Tourism Public Relations in Enhancing Tourist Satisfaction 

This study sought to determine the application of tourism public relations in tourist satisfaction. By making an in-depth 

review of the theories on which the public relations of tourism and tourist satisfaction are based, this study examines the 

mechanisms through which the public relations of tourism can enhance tourist satisfaction and proposes respective 
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application strategies. Employing a particular tourist destination as a case study, this study conducts an empirical research, 

data collection and analysis, and assessment of the real impact of tourism PR strategies on tourist satisfaction. Finally, the 

study comes to a conclusion. This study looks at a set of challenges facing tourism public relations in enhancing tourist 

satisfaction and propose strategies and suggestion to adapt to the challenges. The research results suggest that the tourism 

PR strategies should be implemented effectively, which can greatly improve the tourist's satisfaction, which provides the 

sustainable development of tourist destinations with a strong support. 

 
3. (2024 Study, Asohro) 

(Harnessing the Potentials of Tourism in Nigeria through Public Relations) 

Harnessing Nigeria's tourism potential through tourism public relations 

Nigeria is no doubt blessed with abundant, diverse and attractive tourism assets that, if appropriately managed and geared 

towards the public interest, could contribute substantially towards transforming the socio-economic sector in the country. 

However, in spite of the existence of these very extensive resources, Nigeria has not been able to fully exploit them; the 

federal, state and local governments have yet to accept tourism as a sustainable source of foreign exchange and catalyst for 

national development. During times in which there are great economic pressures, the most noticeable symptom of 

institutional weakness is the lack of strong frameworks or strategic policies that are necessary to drive the tourism industry. 

Nigeria is still being challenged with security-related issues in various parts of the country. In addition to security issues, 

issues such as corruption, kidnapping, terrorism and administrative inefficiencies hinder the development of a globally 

competitive tourism sector. This study examines how the well of formulated and effective tourism policy can improve socio- 

economic performance. It also identifies the major challenges facing the industry and shows how the tourism public 

relations practices can be made efficient, so that sufficient awareness of the industry related challenges and the available 

solutions can be developed. The study has shown that the biggest barriers to tourism development are due to the lack of 

support from the government in various dimensions. 

 
4. (Kihoro Study, 2024) 
(Impact of Public Relations Efforts on Tourism Industry Growth in Developing Countries) 

 
The Impact of Tourism PR Efforts on the Growth of the Tourism Industry in Developing Countries 

 
This research work is aimed at evaluating the impact of tourism public relations campaigns on the growth of the tourism 

sector in developing countries. The research used a desk-based method of methodology, relying on secondary sources of 

data. Essentially, this is a process of acquiring and synthesizing existing information that was previously collected for 

analytical reasons. The present investigation has used scholarly publications and institutional reports. 

 
The findings show that tourism public relations initiatives have positive impacts in strengthening the tourism PR framework 

by reinforcing the brand identity, and placing the cultural heritage in the forefront and increase global visibility, which can 

draw international visitors. These strategic practices of communication and communications help to have larger inflows of 

tourists and economic activities leading to job creations and growth in revenue. Moreover, tourism PR has been found to 

play an important role in improving destination perception in the global markets. 

On the whole, the strategic implementation of public relations programmes can go a long way in providing support for 

tourism sector development in emerging economies. The study concludes that tourism PR strategies may be a basic 

reference point for considering their impact in the developing context. It also emphasizes the need to use innovative 

communication channels and platforms to promote tourism policies that will facilitate the sustainable growth of the tourism 

sector. 

 
Second: Studies that dealt with the business continuity management variable 

 
1. (Păunescu and Argatu, 2020) 
(CRITICAL FUNCTIONS IN ENSURING EFFECTIVE BUSINESS CONTINUITY MANAGEMENT. EVIDENCE FROM 
ROMANIAN COMPANIES) 

 
Core functions in ensuring effective business continuity management. Evidence from Romanian Companies 

 
This study explores how business continuity management (BCM) is defined within the professional and academic 

communities that work in or research the field. It identifies the framework for the elements of the formation of business 

continuity management that arise and looks at how these different elements interact with each other to build sound business 

continuity management. This study also examines the core functions of an organization that ensure effective business 

continuity management. This study is based on a questionnaire-based questionnaire, with data collected through personal 

interviews with senior and mid-level managers from Romanian SMEs. Survey results in studying 119 involved companies 

highlighted the critical role of risk assessment in developing a business continuity framework of the organisation, and 

continuity response planning was found to be the most important factor in determining the overall performance of business 

continuity in the organisation. The novelty of the research consists in the fact that it is the first to present the key functions, 

which are vital to the organization to continue their core processes during disruptive events and improve institutional 

resilience. The subsequent research needs to focus on investigating the possibility of business continuity mechanisms and 

impact assessment processes affecting the business continuity framework because the already available empirical evidence 

has not proven such effects. 
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2. Study (Mošková & Buganová, 2023) 

 
(IMPROVING BUSINESS SUSTAINABILITY BY CONNECTING BUSINESS CONTINUITY MANAGEMENT AND 
RISK MANAGEMENT) 

 
Improve business sustainability by linking business continuity management and mucus management 

 
Business continuity management is an organized managerial framework that supports the creation of organizational 

sustainability by supporting efficient response capabilities and the interests of the primary stakeholders, as well as other 

value-creating activities within the enterprise. Disruptions to critical organizational functions can breed significant 

consequences beyond the institution's ability to manage without proper preparation, ultimately leading to severe financial 

distress or even organizational failure. A spectrum of internal and external environmental factors determine the overall 

progress of an organization depending on the way that change is dealt with and the extent to which an organization may 

have been prepared for it, assuring stability within the organization. 

 
The maintenance of business continuity is intrinsically associated to the assurance of uninterrupted execution of operations. 

Business continuity management is described as a systematic managerial process that is concerned with the identification of 

potential risks and evaluation of their implications for organizational operations. Accordingly, the study is aimed at 

highlighting the benefits of application of business continuity management within organizations, as it contributes to the 

consistent functioning of operational processes. When combined with risk management practices, organizations are able to 

achieve a more well-rounded understanding of their structures and activities that sustain the efficiency of workflows. 

 
The importance of integrating business continuity management and risk management arises mainly because it provides 

greater preparedness to an organization to deal with unexpected situations, with the appropriate choice of the methods, 

tools and procedures used to activate and implement a sustainable system of enterprise. Through the application of both 

business continuity management and risk management, the organizations can enhance the ability to respond to negative 

conditions, as well as enhance the overall process of operations associated with the organization performance. Business 

disruptions can result from a number of factors that impact upon the ability of the organization to function effectively under 

complex and uncertain conditions. Consequently, central accent is laid on prevention, preparedness, quick response to the 

changing environment and the ability to respond to it adaptively and alter organizational activities from various dimensions. 

 

 

3. Study (CoicIu & MilItaru, 2024) 
Improvement of Cyber Resilience by Implementation of a Digital Business Continuity Management System: 
Evidence from Romania 

 
Improving Cyber Resilience through the Implementation of a Digital Business Continuity Management System: 

Evidence from Romania 

 
The present study endeavours to develop a model that is designed to augment organisational cyber resilience. In corporate 

settings where cyber-related threats have been cited as the most critical global risk for organisations for the third successive 

year, the proposed model proposes a structured approach to enhance cyber resilience through the adoption of a 

management system based on the Business Continuity Management Framework. This approach is supported through a 

dedicated software application for managing risk related data, conducting business impact assessments, managing 

contingency planning and recovery procedures and managing a cyber crisis situation. 

 
The implementation of a digital Business Continuity Management System in combination with cyber crisis management 

mechanisms is considered through the simulation of a cyber crisis that interrupts organisational operations, including a 

ransomware-based crisis scenario. The simulation is presented as an entire design and implementation model that can be 

applied within any organisation that has an established Business Continuity Management System and internal IT 

department. 

 
The results of the simulation show that the proposed approach is part of an effort to improve the organisation's level of 

cyber resilience. The novelty of the research is to combine theoretical concepts and practical tools with a unified model, 

through which the Business Continuity Management Framework is operationalised through a tailored software solution, 

advancing the digital transformation of management processes in order to strengthen both the organisational and cyber 

resilience. 

 

Second Topic - The Theoretical Framework of the Research 

The first axis – tourism public relations 

 
First: The Concept of Tourism Public Relations 

 
Tourism public relations, seeing as a fundamental function of modern organizational management, is based on 

understanding and joint efforts between enterprises and tourism related public through dissemination of information, 

coordinated relation and strategic image implementation. The ultimate goal is to achieve organizational goals. Within this 

domain, public relations practices go beyond the internal communication flows and the collaborative efforts between the 

members of the organization; they also involve active engagement with the external environment, which includes the media 

institutions, governmental agencies, local communities, customers, and potential stakeholder groups (Zhang & Jiang, 2024). 
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These public relations activities form the basic foundation of the success of those initiatives which are designed to 

rejuvenate the tourism sector in any country. The main function of tourism public relations in the development of tourism is 

to ensure its integration to the planning process from the very early stages. Accordingly, colliding with tourism specialists 

assembled by the governmental or planning authorities, brochures, magazines, and travel guides form an exceptionally 

effective instrument of public relations, as they contain comprehensive information to be provided to the tourists in relation 

to events, schedules, codes of conduct, and personal safety, maps, detailed description of tourist attractions, accommodation 

facilities, reference points and public amenities, and should be readily accessible to the visitors. From a human-centered 

perspective, communication with tour guides who are responsible for providing quality services and meeting the 

expectations of tourists must be done efficiently. Consequently, tourism public relations professionals not only bring people 

to visit various tourists but also play a very important role in ensuring that the expectations of visitors are met during their 

stay (Asohro, 2024, p. 27). 

 
Second: Characteristics of Tourism Public Relations 

 
The characteristics of tourism public relations are mainly embodied in the following aspects (85, Zhang & Jiang, 2024): 

 
1. Goal-oriented, tourism PR activities revolve around specific organizational objectives. 

2.  Two-way communication, with an emphasis on information exchange and feedback between organizations and the 

tourism public. 

3.  Engagement with the tourism public, Tourism PR focuses on interacting with the tourism public and meeting their 

needs and feedback to improve the visitor experience. 

4.  Collaborate with influencers, Tourism PR collaborates with influencers via social media to promote destinations and 

attract more tourists 

5.  The strategic role requires the use of scientific methods and technical means to disseminate information and 

manage long-term relationships, as the effectiveness of tourism public relations is often reflected in building the 

brand and shaping the image in the long term. 

 
Figure (2) Characteristics of Tourism Public Relations 

 

 

 

 

 

 

 

 

 

 
 

Source: Prepared by the researcher. 
 

 

 
 

Third: Tourism Public Relations Objectives 

 
Tourism Public Relations endeavors to reinforce the favorable perception of tourist destinations and promote the 

advancement of the tourism sector through the attainment of several principal objectives, including (Bashir, 2022, p. 702): 

 
1. Work to create diverse investment opportunities with the diversity of tourism activity, thus providing new job opportunities and diversifying 

the economy. 
2. Working to increase the state's savings  in the field of hard currency by imposing taxes and fees on various tourism activities.  
3. It works to gain the trust of the masses of local and foreign tourists by performing their work well and respecting them by meeting  the  basic 

and luxury needs of the tourist and raising the standard of living. 
4. Working to develop and promote environmental awareness of environmental issues among tourists, workers and the local community, for 

the important contribution that tourism can make to the environment and the economy. 
5. Managing tourism crises by dealing with crises that may affect the tourism sector, such as natural disasters or health crises, in a way that 

preserves the reputation of tourism. 
6. Strengthen partnerships through collaboration with other sectors such as hotels, airlines, and NGOs to strengthen the sector. 
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Fourth: Tourism Public Relations Department Jobs 

 
The Tourism Public Relations Department performs multiple functions aimed at supporting and developing the tourism 

sector, which are as follows (Hoda, 2006, 65): 

 
1.  Research and Development Function: It means conducting research and studies related to knowing the public 

trends, whether through surveying, media studies or analyzing newspaper clippings, which are considered as an 

indicator that helps to know the tendencies, desires and views of the masses, and these are of great importance in 

tourism. 

2.  Planning Function: It means drawing up tourism public relations policies for the tourism institution by setting goals, 

designing media programs in terms of timing, distributing competencies and determining the works according to the 

budget , planning comes after research, after identifying the desires of tourists, and after studying the problems of 

the audiences. 

3.  Coordination Function: It means unifying views by collecting information received from outside the institution, as 

well as unifying the views of the institution when it wants to express itself so that no conflict or contradiction occurs, 

in addition to coordination between the institution and the various bodies and interests in the society to achieve 

consensus in social interaction and coordination between the different departments in the institution to achieve 

compatibility between them and the internal and external public. 

4.  The function of the Department: It means providing services to all departments and helping them to perform their 

functions related to the public, it helps the Department of Personnel Affairs in contacting them and preparing what 

is necessary to educate them and raise their morale, and in this way, the Department of Tourism Public Relations 

can help the departments in the field of communication with audiences of tourists, agents, journalists and others. 

5.  Production Function: It means contacting a large number of important works related to communications, media and 

publishing, in addition to contacting the press, issuing reports and holding conferences, the Tourism Public 

Relations Department produces films, tapes, advertising publications, organizes parties, salons and festivals, while 

supervising the Department of Tourism Information, ensuring the up-to-date of its materials, and providing its 

prompt and accurate services to internal and external audiences. 

6.  Evaluation Function: It means the evaluation of the results of the plans and programs and their effectiveness in 

general, in addition to the degree of effectiveness of the methods and tools used in the rest of the functions. 

 
Figure (3) Tourism Public Relations Management Jobs 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Source: Prepared by the researcher. 
 

According to a study by Schmidt & Liam (2024), a comprehensive evaluation of tourism campaigns can increase the 

effectiveness of strategies by 30% by better responding to market needs and better allocating resources through the 

following (Schmidt & Liam, 2024, p. 89): 

 
1.  Key Performance Indicators (KPIs) Analysis: Evaluation is based on measuring key performance indicators such as 

traffic, social media engagement, and customer satisfaction. These indicators help assess the extent to which the 

strategic objectives of tourism campaigns have been achieved. 
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2.  Evaluation of the impact of media campaigns: Evaluation includes the analysis of the impact of media campaigns on 

the public's perception of the tourist destination. This is done by reviewing media coverage, newspaper reports, and 

content posted via social media. 

3.  Review of crisis management strategies: Evaluation also includes reviewing the crisis management strategies used 

during difficult times. Analyzing the effectiveness of these strategies helps improve the response to future crises. 

4.  Event Cost Analysis: Evaluation involves reviewing the cost of tourism activities and events against the resulting 

revenues. This helps improve budget allocation and increase spending efficiency. 

5.  Employee satisfaction survey: The assessment is not only about measuring the satisfaction of tourists, but also 

about the satisfaction of employees involved in PR campaigns. Employees who are satisfied with their work are 

better able to provide quality services. 

6.  Environmental and Social Assessment: The assessment also includes reviewing the environmental and social impact 

of tourism campaigns. This helps ensure that tourism activities are in line with sustainability principles and meet the 

needs of local communities. 

 
Second Pillar – Business Continuity Management 

 
First: The Concept of Business Continuity Management 

Business Continuity Management (BCM) is a comprehensive strategy that incorporates several concepts, strategies, and 

processes to identify potential risks, assess their impacts, and create robust plans to ensure business continuity. Risk 

assessment, business impact analysis, continuity plan preparation, testing, implementation, and continuous improvement are 

all standard components of the business continuity management lifecycle (Păunescu and Argatu, 2020).  

 
BCM stands for a formally orchestrated set of activities, purposed to maintain the consistency and stability of an 

organisation's operations. Realising business continuity with BCM is made possible with the assimilation of complementary 

disciplines such as risk management, tourism public relations, and crisis management. The basic building blocks - on which 

the entire process is built - are the conduct of a Business Impact Analysis (BIA) and the use of a risk appraisal as part of the 

larger concept of risk management. Derived from the result obtained from the BIA, temporal limits are defined that define 

the ability of the organisation to absorb disruptions; later, specific incidents and associated timeframes are matched with 

appropriate response strategies. Consequently, customized plans are developed to guide organisational actions in case of 

disruptive events (Mošková & Buganova, 2023, p. 41). 

 
The ISO 22301 standard, "Business Continuity Management System Requirements for Community Security", gives a 

structured approach to the implementation and maintenance of business continuity with a focus on increasing organisational 

capability to manage incidents and the response to tourism related crises. BCM is thus conceptualised as an organisational 

process geared towards the fortification of resilience and managerial preparedness for planning of possible disasters and 

disruptive occurrences which may trigger operational losses or unavailability of critical resources such as human capital and 

technological infrastructure. Through this approach, organisations will be able to design proper response measures on risk 

and crisis scenarios to restore operations in an efficient way and mitigate adverse impacts in addition to preparing the 

management and crisis response teams through systematic training (CoicIu & MilItaru, 2024). 

 
Second: Business Continuity Management Objectives 

 
Business Continuity Management (BCM) is an integral part of any strong organizational strategy, providing a roadmap for 

maintaining operations in the organization and aims to: 

 
1.  Insure the organization against potential disruptions, such as natural disasters, IT failures, supply chain 

interruptions, and human-related incidents, such as strikes or malicious acts. 

2.  Business Continuity Management (BCM) assesses risks or business impact analysis, identifying vulnerabilities and 

potential impacts of operational disruptions. 

3.  Business continuity through which organizations can predict and overcome disruptions, eliminate the risk of 

process retention, and keep operations running. 

4.  Business continuity also includes training and awareness programs to familiarize employees with their duties and 

responsibilities during outages. Testing and exercises are key elements of business continuity, identifying gaps and 

areas for improvement while enhancing the organization's preparedness for interruptions. 

 
Third: Business Continuity Management Life Cycle 

 
Business continuity management is a systematic process designed to identify potential threats and evaluate their implications 

for an organization’s operational and tourism-related activities. As follows (Khalil & Hammoud, 2019, pp. 155–157): 

 
Phase I: Program Management 

 
The focus at this stage will be on obtaining the support and commitment of senior management, allocating the necessary 

human and material resources for the establishment, implementation and development of the business continuity 

management program in the organization, and the nomination or appointment of one or more persons who will be 

responsible for the business continuity management and the preparation of appropriate training for them. 

 
Stage Two: Understanding the Organization 

 
Management should have a clear understanding of the objectives, priorities and what resources are required, identify the 

sources of each of these resources, identify the current suppliers, what are the alternatives for them, and what are the main 
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functions and services of the organization. In this stage, business impact analysis and risk assessment are at the core of the 

continuity problem because of the importance of studying the negative impacts on the underlying activities and resources  

that should be maintained. 

 
Phase Three: Defining a Business Continuity Strategy 

 
This phase involves identifying actions that can be taken during emergencies or disasters to maintain critical activities and 

resources that support the performance of the organization's functions and services after a downtime, as the outputs of the 

second phase use a list of the organization's critical business activities, the resources required, and the time period for 

resumption of work after an emergency, crisis or disaster. 

 
Phase IV Implementation and Development of the Business Continuity Response 

 
This stage develops plans and appropriate response options that ensure effective business continuity and the recovery of 

vital activities that support key tasks, as it is important at this stage to ensure that the plans for the continuity of the 

organization can be accessed and copies of them are kept, as there is no one plan that is suitable for all organizations, but  

other plans can be adapted to suit an organization, and in general, plans should include the purpose, policy, and scope of 

application of the plans.The person responsible for maintaining and maintaining plans, as well as roles, responsibilities, 

contact details, and incident management. 

 
Phase Five: Review and Review of Business Continuity Procedures 

 
This phase validates the procedures related to business continuity management in the organization through training and 

practice on how and when they will be used to verify their accuracy and completeness, with the establishment of 

conservation timelines and includes the following verification practices (testing, maintaining business continuity procedures, 

reviewing and evaluating business continuity procedures). 

 
Step Six: Integrate Business Continuity Management into the organization's culture 

 
In order to ensure success in business continuity it must become part of the culture of the organization. This can be 

achieved by combining awareness and training to ensure that all employees are aware of why business continuity is 

important to the organization and the role they are expected to play. 

 
In light of the above, the above six stages will help implement business continuity management in any organization. 

 
Figure (4) Business Continuity Management Lifecycle 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Prepared by the researcher based on (Hitoshi et al, 2014 ) (Khalil, Hammoud, 2019, 155). 
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Fourth: Dimensions of Business Continuity Management 

The requirements and dimensions of business continuity management include the points outlined below (Bouchiha, 

Bulkhoua, 2024,15-16): 

 
1.  Senior Management Support: Management support is essential for the success of business continuity in 

organizations, as this can be achieved by identifying a central group within the organization that is responsible for 

managing business continuity, exchanging experiences and knowledge, coordinating best practices and consulting , 

establishing a business continuity management system, as well as ensuring appropriate funding for business 

continuity management activities at the organization level, and thus Demonstrate the importance of business 

continuity management and its role in adding value to the organization's business and participate in business 

continuity management training courses. 

2.  Risk Assessment and Mitigation: This dimension includes the assessment and identification of risks that can lead to 

disruption of operations within the organization, and upon completion of the assessment, the potential and more 

serious threats that affect the operations of the departments are identified, while the risk mitigation aspect consists of 

those actions that can be taken to reduce the likelihood of a certain risk occurring or reduce the impact in the event 

of a risk. 

3.  Business Impact Analysis: A business impact analysis is done by identifying critical processes that need to be 

recovered after a particular crisis, and a business impact analysis may include an initial discussion of recovery 

solutions needed to resume critical operations. 

4.  Awareness and training: The awareness and training dimension is very important and necessary in order to prepare 

employees for the recovery phase, and the training should be at least annually to ensure that employees understand 

the roles of business continuity and emergency response activities. 

 
Third Topic - The Applied Aspect 

 
First: Consistency of the questionnaire 
1- Using Cronbach's alpha coefficient 

 
Consistency is one of the key concepts in the evaluation of the quality of measurement instruments, and is defined as the 

ability of the instrument to achieve consistent and similar results when reapplied to similar samples or conditions after a 

specific period of time. Cronbach's alpha coefficient is one of the most prominent criteria used to estimate stability, where a 

value of 0.70 or higher is an acceptable indicator of stability quality, according to the results shown in Table (2). ), all 

calculated values of Cronbach's alpha coefficient show that they exceed the acceptable minimum. These results reflect a 

high quality in the stability of the instruments used in the study, enhancing their reliability in data collection and analysis in 

subsequent steps. 

 
Table ( 2 ) Cronbach's alpha coefficient results 

Scale Name in English Symbol 
Number of 
paragraphs 

Cronbach's 
alpha coefficient 

Tourism Media Tourism Media TM 4 0.862 
Tourism Advertising  Tourist propaganda TP 4 0.850 
Tourism Advertising  Tourist advertisement TA 4 0.852 
Tourism Marketing Tourism marketing TMA 4 .8700 

Tourism Public 
Relations 

Tourism Public Relations TPR 16 0.890 

Senior Management 
Support 

Top Management Support TMS 4 0.889 

Risk Assessment and 
Mitigation 

Risk Assessment and Mitigation RAAM 4 0.889 

Business Impact 
Analysis 

Business Impact Analysis BIA 4 0.883 

Awareness and Training Awareness and Training AAT 4 .8910 

Business Continuity 
Management 

Business Continuity Management BCM 16 0.914 

 
Source: SPSS V.28 Output 

 
2. Internal consistency of the scale (half-segmentation) 

 
To ensure the stability of the scale used in the study, the researcher relied on the half-segmentation test usingthe 

Spearman-Brown and Guttman coefficients, where they reached (0.888) and (0.879) respectively. These high values 

indicate a high level of stability, which reflects the scale's ability to provide consistent and reliable results under different 

conditions, and enhances its reliability to achieve research objectives with confidence.As shown in Table (3) 
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Table ( 3 ) "Half-Hash Test" 
Cronbach's Alpha Part 1 Value 0.924 

N of Items 16 
Part 2 Value 0.954 

N of Items 16 
Total N of Items 32 

Correlation Between Forms 0.798 
Spearman-Brown Coefficient Equal Length 0.888 

Unequal Length 0.888 
Guttman Split-Half Coefficient 0.879 

 
Source: SPSS V.28 Output 

 

Second: Constructive Affirmative Honesty 

1 – Public Relations Tourism 

Figure (5) illustrates the tourism PR model, which consists of four main dimensions: tourism media, tourism advertising, 

tourism advertising, and tourism marketing, distributed over 16 questions. The extracted indicators showed their adherence 

to accepted standard standards, which reflects the quality and efficiency of the model in representing the basic dimensions, 

and enhances its reliability to conduct statistical analyses accurately and effectively. 

 
Figure (5) Tourism Public Relations Model  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: AMOS V.26 
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It is clear from Table (4) that the estimates of the answers to all the questionsof the tourism PR variable ranged between 

(0.842 - 0.492), which indicates that the values fall within an acceptable range and show a clear significant 

significance.Furthermore, the extracted critical values (CR) ranging from (9.711 - 4.977) all showed that they were 

higher than the critical value of (1.96), which enhances the statistical significance of these questions as these results 

indicate that the questions have high truthfulness, which is a positive indicator that reflects the quality of the construction of 

the tool used to measure the tourism PR variable, which is a strong support for its adoption in the collection of 

subsequent analyses. 

 
Table (4) Estimates of the dimensions of the public relations variable tourism 

Questions Path Dimensions Estimates C.R. P 

TM1 <--- 

Tourism Media  

.758   

TM2 <--- .552 5.808 *** 

TM3 <--- .790 8.537 *** 

TM4 <--- .761 8.205 *** 

TP1 <--- 

Tourism Advertising   

.694   

TP2 <--- .556 5.613 *** 

TP3 <--- .706 7.037 *** 

TP4 <--- .609 6.119 *** 

TA1 <--- 

Tourism Advertising   

.492   

TA2 <--- .579 4.977 *** 

TA3 <--- .842 5.406 *** 

TA4 <--- .804 5.315 *** 

TMA1 <--- 

Tourism Marketing  

.822   

TMA2 <--- .677 7.750 *** 

TMA3 <--- .686 7.735 *** 

TMA4 <--- .809 9.711 *** 

 
 Source: AMOS V.26 

 

1. Business Continuity Management 

 
Figure (6) shows the business continuity management model consisting of four basic dimensions: senior management 

support, risk assessment and mitigation, business impact analysis, awareness and training , with 16 questions, 

where it was found that all the extracted indicators fall within the accepted standard standards, which indicates the quality 

and efficiency of the model in representing the basic dimensions and enhances its reliability to conduct subsequent 

statistical analyses accurately and effectively. 

 
Figure (6) Business Continuity Management Model  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: AMOS V.26 
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It is clear from Table (5) that the estimates of the answers to all the questions of the Business Continuity 

Management variable ranged between (0.899-0.604), which indicates that the values fall within an acceptable range and 

show a clear significant significance.Furthermore, the extracted critical values (CR) ranging from (13.697 - 7.072) all 

showed that they were higher than the critical value specified in (1.96), which enhances the statistical significance of these 

questions as these results indicate that the questions have high truthfulness, which is a positive indicator that reflects the 

quality of the construction of the tool used to measure the business continuity management variable , which is a strong 

supporter of its adoption in the collection of subsequent analyses. 

 
Table (5) Estimates of the dimensions of the Business Continuity Management variable  

Questions Path Dimensions Estimates C.R. P 

TMS1 <--- 

Senior Management Support  

.815   

TMS2 <--- .798 9.695 *** 

TMS3 <--- .757 9.011 *** 

TMS4 <--- .836 10.350 *** 

RAAM1 <--- 

Risk Assessment and Mitigation  

.770   

RAAM2 <--- .787 8.940 *** 

RAAM3 <--- .850 9.777 *** 

RAAM4 <--- .801 9.118 *** 

BIA1 <--- 

Business Impact Analysis  

.879   

BIA2 <--- .763 10.246 *** 

BIA3 <--- .899 13.697 *** 

BIA4 <--- .878 12.737 *** 

AAT1 <--- 

Awareness and Training 

.869   

AAT2 <--- .805 10.644 *** 

AAT3 <--- .604 7.072 *** 

AAT4 <--- .655 7.881 *** 

 
Source: AMOS V.26 

Third: Descriptive Analysis of Research Variables 

1- Public Relations Tourism 

It is clear from Table (6) that the highest general arithmetic mean reached at the dimension of tourism advertising, 

obtained the highest general arithmetic mean of (3.695), which reflects the importance of this dimension in the relevant 

context, and shows a good level of performance or evaluation. Also, the standard deviation (0.729) and the coefficient of 

difference (19.74) indicate a relative consistency in opinions or evaluations. This indicates that the performance in this field 

is fairly homogeneous among the participants, with few differences between their answers to come in The first place in 

terms of relative importance, as "after tourism marketing" is considered the least rated as its arithmetic mean reached 

(3.534) but it is still at a good level. However, the high standard deviation (0.887) and the coefficient of difference (25.09) 

indicate that there is a greater difference in opinions or evaluations about this dimension, which means that this field 

mayrequire improvement or deeper examination to come in fourth place in terms of relative importance, and the general 

evaluation of the variable "Tourism Public Relations" with a total average of (3.633) indicates that it is at a good level, 

with a standard deviation (0.688) and a coefficient of difference (18.94). to come in first place in terms of relative 

importance 

 
2- Business Continuity Management 

 
Table (6) shows that the highest arithmetic average recorded was in the dimension of "awareness and training", where it 

reached (3.553) at a good level, and it was accompanied by a standard deviation of (0.827) and a coefficient of difference of  

(23.27), which positioned this dimension in the first rank in terms of relative importance. Conversely, the lowest mean value 

appeared in the dimension of "senior management support", recording (3.504) at a good level as well, accompanied by a 

standard deviation of (1.013) and a coefficient of variation of (28.90). This reflects a noticeable variation in respondents’ 

views regarding this dimension. In other words, some participants attribute greater significance to this aspect than others, 

indicating differences in perceptions or levels of awareness. Accordingly, this dimension ranked fourth in terms of relative 

importance. 

 
Overall, the "Business Continuity Management" variable recorded a mean score of (3.539) at a good level, with a standard 

deviation of (0.828) and a coefficient of variation of (23.38), placing it in the second position in terms of relative importance. 

 
Table (6) Descriptive statistics of research variables  

Dimensions of Research 
Variables 

M S CV 
Relative 

importance 

Tourism Media 3.637 0.769 21.16 2 

Tourism Advertising  3.695 0.729 19.74 1 

Tourism Advertising  3.666 0.781 21.31 3 

Tourism Marketing 3.534 0.887 25.09 4 

Tourism Public Relations 3.633 0.688 18.94 First 

https://portal.issn.org/resource/ISSN/2714-7444
https://doi.org/10.21070/acopen
https://umsida.ac.id/


Academia Open 

Vol. 11 No. 1 (2026): June 

DOI: 10.21070/acopen.11.2026.13839 

ISSN 2714-7444 (online), https://acopen.umsida.ac.id, published by Universitas Muhammadiyah Sidoarjo 

Copyright © Author(s). This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY). 

20/26 

 

 

Senior Management 
Support 

3.504 1.013 
28.90 

4 

Risk Assessment and 
Mitigation 

3.559 0.882 
24.77 

2 

Business Impact Analysis 3.542 0.981 27.71 3 

Awareness and Training 3.553 0.827 23.27 1 

Business Continuity 
Management 

3.539 0.828 
23.38 

The second 

 
Fourth : Testing Research Hypotheses 

1. Testing correlation hypotheses 

A. The First Main Hypothesis 

 
(There is a significant correlation between public relations, tourism, and business continuity management) 

 
Table (7) and Figure (7) show that the value of the correlation coefficient between tourism public relations and business 

continuity management reached (0.798**) at the significance level of (0.000), which is less than the significance level (0.05), 

This demonstrates the presence of a statistically significant and strong positive relationship between tourism public 

relations and business continuity management. Accordingly, this finding leads to rejecting the null hypothesis and accepting 

the alternative hypothesis, which confirms the existence of a significant correlation between tourism public relations and 

business continuity management.. 

 
Table ( 7 ) The Correlation Coefficients between Tourism Public Relations and Business Continuity 

Management 

Dependent 
variable 

Independent 
variable 

R 
Significa

nce 
Sig Decision 

Sample 
size 

Business 
Continuity 

Management 

Tourism Public 
Relations 

0.798** Moral 0.000 

Acceptance 
of the 

Alternative 
Hypothesis 

119 

 
Source: SPSS V.28 Output 

 
Figure ( 7 ) Values of the Correlation between Public Relations, Tourism and Business Continuity Management  

 

 

 

 

 

 

 

 

Source: Amos v.26 Output 

B. Testing the sub-hypotheses of the dimensions of public relations, tourism and business continuity 
management, as it is clear from Table (8) that the following: 

 
As indicated in Table (8), the correlation coefficient (R) values reached (0.611**, 0.605**, 0.705**, 0.828**) at a significance 

level of (0.000), which is below the threshold of (0.05). This confirms the existence of statistically significant relationships 

between the dimensions of tourism public relations and business continuity management. The relationship ranged from 

medium to strong, which indicates that there is a strong correlation between the different dimensionsof public relations, 

tourism, and business continuity management . The results show that tourism public relations directly affects business 

continuity management, with a difference in the levels of relationship between the different dimensions, as the results show 

that there is a strong and statistically significant relationship between the dimensions of tourism public relations and 

business continuity management, which means that tourism public relations plays a crucial role in the development and 

management of business continuity. One of the most prominent of these results is that tourism marketing has proven to be 

the factor. The largest relationship is related to business continuity management, where the highest correlation value was 

recorded (0.828**), on the other hand, although tourism advertising achieved the lowest correlation value (0.605**), it still 

represents a relationship with significant significance, and the table shows the summary of the decisions taken on the 
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assumptions of correlation (9). 

 
Table (8) Correlation values between the dimensions of public relations of tourism and business continuity 

management 

Dependent 
variable 

Dimension
s of the 

independen
t variable 

Tourism 
Media 

Tourism 
Advertising 

Tourism 
Advertising 

Tourism 
Marketing 

Size of the 
ape = 119 

Business 
Continuity 

Management 

R 0.611** 0.605** 0.705** 0.828** 

SIG 0.000 0.000 0.000 0.000 

 
Table (9) Hypothesis Testing the Sub-Correlation between the Dimensions of Public Relations Tourism and 

Business Continuity Management 

Hypothesis code Correlation hypotheses 

H11 
There is a significant correlation between the dimension of tourism media and business continuity 

management. 

H12 
There is a significant correlation between the tourism advertising dimension and business continuity 

management 

H13 
There is a significant correlation between the dimension of tourism advertising and business continuity 

management. 

H14 
There is a significant correlation between the tourism marketing dimension and business continuity 

management 

Interpretation of the results: Acceptance of alternative hypotheses, i.e. the existence of a significant 
correlation between the dimensions of public relations, tourism, and business continuity management. 

 
Source: Prepared by the researcher 

2. Testing Impact Hypotheses 

 
A. Test the second main hypothesis 

 
(There is a significant impact of public relations and tourism in business continuity management) 

 
Table (10) and Figure (8) show the value of (F) extracted betweenPublic Relations and Tourism in Business Continuity 
Management, as it was recorded (205.041). It is (greater) than the tabular (F) of (3.94) at the significance level of (0.05) 

and this result provides sufficient support for the acceptance of the alternative hypothesis that T( here is a significant 
effect of public relations tourism in business continuity management ), which indicates that there is a significant 

effect of public relations tourism in business continuity management , as public relations tourism was able to 

explain (63%) of the variables that occur in business continuity management. The value of (t) extracted for the variable 

was also recorded Public Relations Tourism (14.319). It is greater than the tabular (t) value of (1.984) at the 

significancevalue of (0.05) and this indicates the stability of the significance of (β) for the tourism public relationsvariable, 
as it is clear through the value of (β) that increasing tourism public relations by one unit will lead to an increase in 

Business Continuity Management (96%). 

 
Table ( 10 ) Analysis of the Impact between Public Relations and Tourism in Business Continuity Management  

Independent variable (R2) 
(R2) 
Adj 

(F) (t) Sig 
Dependent 

variable 

Tourism 
Public 

Relations 

(α) 0.052 

0.637 0.634 205.041 14.319 0.000 
Business 

Continuity 
Management (β) 0.960 

Source: SPSS V.28 Output 

Figure ( 8 ) Impact Analysis between Public Relations and Tourism in Business Continuity Management  

 

 

 

 

Source: Amos v.26 Output 
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B. Testing the sub-hypotheses of the dimensions of public relations tourism in business 
continuity management . 

 
Table (12) Hypotheses Testing the Sub-Impact between the Dimensions of Public Relations, Tourism and 

Business Continuity Management 

Hypothesis code Impact hypotheses 

H21 There is a significant impact between the dimension of tourism media in business continuity management. 

H22 There is a significant effect between the tourism advertising dimension in business continuity management 

H23 
 There is a significant effect between the dimension of tourism advertising in business continuity 

management 

H24  There is a significant impact between the tourism marketing dimension in business continuity management 

Interpretation of the results: Acceptance of alternative hypotheses, i.e. the existence of a significant effect of the dimensions of 
public relations and tourism in business continuity management. 

 
Source: Prepared by the researcher 

 
  Table (11) shows the results of the impact analysis between the dimensions of public relations and tourism in 

business continuity management, as the extracted value of (F) achieved a value of (69.555, 67.515, 115.419, and 

255.521) respectively, indicating that there is a significant effect between (dimensions of public relations and 
tourism in Business Continuity Management) In light of this result, we accept the alternative hypotheses as 
shown in Table (12). 

  The adjusted coefficient of determination (Adj. R²) recorded values of (0.367, 0.360, 0.492, 0.683), indicating 

variation in the explanatory power of the dimensions of tourism public relations with respect to the business 

continuity management variable. It was observed that the highest explanatory ratio was associated with the 

dimension of tourism marketing, which accounted for approximately (68%) of the variance in the business continuity 

management variable. In contrast, the lowest explanatory ratio was related to the dimension of tourism advertising, 

which explained nearly (36%) of the variance in the business continuity management variable. 

  The calculated (t) values for the partial regression coefficients between the dimensions of tourism public relations 

and business continuity management were (8.340, 8.217, 10.743, and 15.985), respectively. These values exceed the 

tabulated (t) value of (1.984) at a significance level of (0.05), confirming the statistical significance of the partial 

regression coefficients for the tourism public relations dimensions represented by (Tourism Media, Tourism 

Advertising, Tourism Advertising, and Tourism Marketing). 

  The values of the regression coefficient (β) for the different dimensions (0.657, 0.686, 0.746, 0.773) indicate that 
there is a difference in the power of the influence of the dimensions of public relations tourism on the variable of 

business continuity management, as these values show the extent of the impact of each dimension of public 

relations tourism on business continuity management, as the results showed that the highest impact force was 

for the dimension of tourism marketing, where the value of (β) was 0.773, which means that increasing this 

dimension by one unit will lead to an increase in business continuity management by 77%, while the least impact was 

for the tourism media dimension, where the value of (β) was 0.657, which means that increasing this dimension 

by one unit will lead to an increase in business continuity management by 65%. 

 
Table ( 11 ) Impact Analysis of the Dimensions of Public Relations Tourism in Business Continuity 

Management 

Hypothesis code Impact hypotheses 

H21 There is a significant impact between the dimension of tourism media in business continuity management. 

H22 There is a significant effect between the tourism advertising dimension in business continuity management 

H23 
 There is a significant effect between the dimension of tourism advertising in business continuity 

management 

H24  There is a significant impact between the tourism marketing dimension in business continuity management 

Interpretation of the results: Acceptance of alternative hypotheses, i.e. the existence of a significant effect of the dimensions of 
public relations and tourism in business continuity management. 

 
Source: SPSS V.28 Output 

 

Conclusions and Recommendations 

First: Conclusions 

 
1. The results of the research confirmed that tourism public relations plays a pivotal role in improving Iraq's tourism 

image and enhancing communication with the targets, which contributes to business continuity in the sector. 

2.  The lack of training in the field of tourism public relations among the Authority's employees has been identified , 

which affects their ability to adequately and professionally manage tourism interactions and benefits. 

3.  The results indicated that there is a significant opportunity to use social media and modern technology as part of 

public relations strategies, but it is not adequately exploited. 

4.  Crisis management proved to be a major challenge, with many employees demonstrating a lack of clear direction 

and an integrated plan to deal with crises when they occurred. 

5.  Opinions indicated that there is a lack of effective communication channels between the Tourism Authority and the 

public, which negatively affects the ability to promote tourist destinations and gain the trust of others. 
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Second: Recommendations 

 
1.  The Iraqi Tourism Authority should develop integrated public relations strategies that include enhanced 

communication with the public, the media, and the local community. 

2.  The sector requires a comprehensive crisis management plan that includes proactive strategies to deal with any 

crises that may affect tourism, and fosters the capacity for rapid recovery. 

3.  It is essential to promote the effective use of social media as an essential blend in tourism marketing and PR 

strategies, increasing the reach of tourism messages to a larger audience. 

4.  The Authority should collaborate with the private sector and civil society organizations to enhance tourism public 

relations efforts and increase support for tourist destinations. 

5.  Periodic evaluations of tourism PR strategies should be conducted to determine their effectiveness, and plans 

should be adjusted according to changes in the tourism environment and market demands. 
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Appendices 

 
M/Questionnaire Form 

 

Peace be upon you and God's mercy and blessings  

Greetings  

 The researcher conducts a  study entitled "The Impact of Tourism Public Relations on Business Continuity Management / An 
Exploratory Study of the Opinions of a Sample of Iraqi Tourism Authority Employees" 

It is part of the requirements of graduation projects for undergraduate primary studies, and since the subject  belongs to the  work of the Iraqi 
Tourism Authority, the success of this research depends on the extent of your contribution in reading it accurately and then answering its 

paragraphs by putting a check (√ ) in the box that agrees with your opinion.  

Please note that the information contained in the questionnaire will be used  exclusively for scientific research  purposes and will be treated with 
strict confidentiality.  

 

... With sincere thanks and appreciation 
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The first variable : tourism public relations 

t Questionnaire Themes  Totally 
OK 

OK Neutral Disagree Totally 
disagree 

5 4 3 2 1 

➢ Tourism Media 

1 How do you assess the quality of the information provided by the 
Commission on tourism in Iraq? 

     

2 How efficient is the media used by the Authority in promoting tourism in 
Iraq? 

     

3 To what extent do you think the current media materials accurately reflect 
the culture and history of Iraq? 

     

4 To what extent do you think media efforts are affecting the increase in the 
rate of visitors to Iraq? 

     

➢ Tourism Advertising 

5 How do you evaluate the effectiveness of the advertising campaigns 
carried out by the Iraqi Tourism Authority? 

     

6 How attractive are tourism advertising campaigns to domestic and foreign 
travelers? 

     

7 To what extent does tourism advertising contribute to enhancing 
knowledge of Iraqi tourist destinations? 

     

8 How do you assess the quality of the content produced by DEWA in 
advertising campaigns (e.g., images, videos, information)? 

     

➢ Tourism Advertising 

9 How do you evaluate the effectiveness of tourism advertisements 
implemented by the Iraqi Tourism Authority? 

     

10 To what extent do you think that tourist 
advertisements contribute to raising awareness of 
Iraqi tourist destinations? 

     

11 To what extent do you find social media effective in 
the tourism advertising carried out by the Authority? 

     

12 To what extent do you think cooperation with local 
and international advertising agencies improves the 
effectiveness of tourism advertising? 

     

➢ Tourism Marketing  

13 To what extent do marketing strategies contribute to 
increasing the percentage of visitors coming to Iraq? 

     

14 To what extent do you find social media effective in 
the tourism marketing strategies adopted by the 
Authority? 

     

15 How much impact do marketing campaigns have on 
increasing awareness of Iraqi tourist destinations 
among local and international audiences? 

     

16 How do you evaluate the effectiveness of the tourism 
marketing strategies implemented by the Iraqi 
Tourism Authority? 

     

The second variable : Business continuity management 

t Questionnaire Themes  Totally 
OK 

OK Neutral Disagree Totally 
disagree 

5 4 3 2 1 

➢ Senior Management Support 
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17 It feels that the senior management of the Tourism 
Authority is effectively supporting business 
continuity strategies 

     

18 With the support of the senior management of the 
Tourism Authority, the Foundation allocates 
sufficient resources to implement and maintain 
contingency plans. 

     

19 The senior management of the Tourism Authority 
has clear directions and a vision for the future to 
enhance business continuity. 

     

20 The senior management at the Tourism Authority 
encourages innovation and the adoption of modern 
technologies to ensure business continuity. 

     

➢ Risk Assessment and Mitigation 

21 The potential risks  in Iraqi tourism that may face 
the Tourism Authority are identified and 
categorized. 

     

22 The potential impact of all potential risks on the 
activities and operations of the Tourism Authority is 
assessed. 

     

23 The Tourism Authority allocates the necessary 
resources to implement and manage risk mitigation 
plans. 

     

24 The Tourism Authority conducts training and 
awareness for employees on how to manage risks 
and reduce their impact.  

     

➢ Business Impact Analysis 

25  The Tourism Authority conducts a comprehensive 
analysis of the impact of the business on various 
aspects. 

     

26 Key processes, resources, and systems that may be 
significantly affected in the event of an unexpected 
event are identified. 

     

27 The financial impact of operations disruption, 
loss of resources, or loss of revenue as a result 
of unforeseen events is estimated. 

     

28 The impact of the business on the reputation of 
the tourism authority and its relationships with 
customers and tourism partners is analyzed. 

     

➢ Awareness and Training 

29 Have the necessary training been provided to 
employees on business continuity concepts? 

     

30 Awareness is provided on a regular basis to staff 
about the potential risks that may face the Tourism 
Authority and how to deal with them. 

     

31 Hands-on training sessions are organized for 
employees to implement contingency plans and 
safety practices. 

     

32 Training on risk analysis, assessment, and mitigation 
strategies is provided to the concerned personnel. 
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