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Abstract

The study aims at investigating the extent to which marketing expenses
(advertising and publicity, promotional discounts, and participation in exhibitions)
affect hotel revenue in the city of Petra, while exploring the relationship between

marketing expenses and revenue in the hotel sector due to demographic variables.

The research employed the analytical descriptive method on twenty-three
hotels in Petra. A questionnaire was used for a data collection tool. The entire
population sampling method was used and a total of ninety-five administrators
(general managers, financial managers, reservation managers, and financial

auditors) were surveyed. Data was analyzed using the SPSS software.



The research results reveal that there is a significant statistical effect of
marketing expenses on revenue in the hotel sector, while there is no significant

statistical effect of the hotel classification in this context.

The study recommends that there is a need for an accounting system for
expenses and revenue in the hotel sector to facilitate financial comparisons.
Moreover, it is recommended to allocate an annual budget to cover the promotional
discounts and the expenses of participation in the exhibitions. It is also
recommended to encourage an annual exhibition for Petra hotels to enhance the
marketing of each hotel. Recommendations for further research include a wider and
more comprehensive research on hotel expenses in general and marketing expenses

in particular due to the need for such studies this field.



