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Abstract:

The research aims to study the impact of each of the dimensions of smart tourism
experiences (aesthetics, VR/AR presence, usefulness, ease of use, hedonic
experience, trust, learning experience) and the impact of determinants of tourism
attractiveness dimensions (substantial aspect, social aspect, environmental aspect,
perceived aspect) on future purchasing intention in Egypt, in addition to
investigate the moderating effect of determinants of tourism attractiveness on the
relationship between smart tourism experiences and future purchasing intention
in Egypt, and to come up with a set of recommendations that help to support the
tourism sector in Egypt. The quantitative descriptive approach was adopted using
the survey method, where data on the research variables were collected from a
cross-sectional sample of 384 customers who use smart tourism platforms and
applications in Egypt. The research concluded with a set of results, including that
future purchasing intention is significantly affected by six dimensions of smart
tourism experiences: VR/AR presence, usefulness, hedonic experience, trust,
learning experience, and ease of use, while Future purchasing intention is also
significantly affected by two dimensions of determinants of tourism
attractiveness, namely the social aspect and the perceived aspect, and is
significantly affected inversely by the environmental aspect. It also became clear
that determinants of tourism attractiveness dimensions relatively modify the
relationship between smart tourism experiences and future purchasing intention.
The research then came up with a set of recommendations that help support
tourism and thus support the Egyptian economy, including supporting smart
tourism experiences by focusing on smart tourism platforms in terms of form and
content, and focusing on the determinants of tourism attractiveness in their
various aspects by focusing on the cultural heritage, natural resources of the
country, local festivals and good promotion of these determinants, in addition to
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providing high-quality consultations for tourists, and focusing on the friendly
atmosphere in which citizens deal with tourists. The research is considered an
attempt to enrich the Arab library in the field of tourism in general and smart
tourism in particular, given the scarcity of published Arab research in the field of
smart tourism, especially from an economic perspective, and the Egyptian state's
interest in supporting tourism. Therefore, the research presented a set of future
research opportunities when presenting the research limitations to complete
efforts to support the Egyptian economy.

Keywords: Smart tourism experiences; Future purchasing intention;

Determinants of tourism attractiveness; Egypt.
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