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Abstract

Attracting a varied array of tourists through adagiconvenient marketing tools is considered an
effective way to achieve success for the tourismhugtry. Generation Z is one of the most important
categories of tourists at the present time anchénforthcoming years. This research seeks to
comprehend factors influencing the digital tourisrarketing of Generation Z tourists "applied to
the Egyptian tourist destination”. The researcheddpd on primary data through addressing a
questionnaire form to a number of (435) Generafidourists; from April, 2023 to November,
2023. The research also depended on utilisingrdiftesources of secondary data related to its
subject. The findings have revealed that Generafiotourists depend regularly on modern
technological applications of tourism e.g. onlinevel agencies, tourism social media platforms
and websites, and they are fond of new technolbgieads in tourism e.g. virtual tourism.
However, the digital tourism marketing practicesBgypt face some challenges and it is not
perfectly implemented to target younger generatafieurists e.g. Generation Z. Therefore, the
research recommends enhancing and increasing tpti@a of digital marketing practices in the
Egyptian Ministry of Tourism and Antiquities, ashhas in Egyptian travel agencies to effectively
market the Egyptian tourist destination for GernieraZ tourists.

Keywords: Generation Z, Digital Marketing, Egypt, Tourist$@ation.
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Introduction

The tourism industry is one of the leading indestin Egypt, which plays a significant role in the
Egyptian economy as well as in the entire Egyptamelopment process (Elnagar & Derbali,
2020). The Egyptian tourist destination is chamdstel by its unique civilisations, distinguished
heritage (Abdel Hafez et al., 2020), varied touri@sources, services and products, which cater
for different categories of tourists (Mohammad let 2020). The tourism industry's success is
highly dependent on a set of factors including@sessful marketing process suiting and targeting
each category of tourists (Avdia, 2020). The manieprocess of Generation Z is one of the
effective ways that helps industries to be succépsbvided that characteristics of this generation
are comprehended (Muralidhar & Raja, 2020; FromniRé&ad, 2018). The tourism marketing
process of Generation Z depends fundamentally ®@usk of digital techniques that can stimulate
this category of young tourists to visit a certdigstination (Cagkan, 2021). According to the
findings of an exploratory study, the core problefthis research is represented in the poor
understanding of Generation Z tourists, their negabkrequirements, which is negatively reflected
on the process of digital tourism marketing tardetethem for the Egyptian tourist destination.
The importance of this research investigates intdetstanding Generation Z tourists and factors
affecting on the success of their digital tourisrarketing. The research aims at casting light on
the concept of Generation Z, clarifying their cleégaistics in general and as tourists in partigular
and identifying items they essentially need inrtlgital marketing process so that they can be
effectively attracted to the Egyptian tourist deation.

Regarding the significant role of comprehendingluetial factors on the digital tourism
marketing of Generation Z tourists for the Egyptianrist destination, this research begs the
following questions:

a- What is meant by Generation Z?,

b- What are the general characteristics that shappealsonality of Generation Z?,

c- What are the key characteristics that shape trsopality of Generation Z tourists?,

d- What are the factors that affect on the digitalimm marketing of Generation Z "applied to the
Egyptian tourist destination"?,

e- What is Generation Z tourists' perception of tiggtal tourism marketing in Egypt?

Limitations of this research are divided into:

a- Time limitations, which lasted for seven months; from April 2023Nlovember 2023. This
period included the time of gathering theoreticaiadand carrying out the practical study.

b- Human limitations, which included targeting questionnaire forms edradom sample of (435)
Generation Z tourists.

c- Place limitations,which included targeting an online questionnaire forma aumber of (310)
Generation Z tourists through travel agencies'ci@fiwebsites, official Facebook tourism and
travel pages, in addition to tourism and traveated websites. Moreover, paper questionnaire
forms were targeted directly at a number of (128h&ation Z tourists.

Literature Review

1- The Concept of Generation Z

The word "generation" indicates to a demographotigrof people who share age and same events
of life (Chapisa & Khumalo, 2023). The term GeneratZ, which is often contracts to Gen Z
refers to that demographic cohort that was borthénperiod between 1996 and 2012 (Bhore &
Tapas, 2023). Generation Z who are also known asZ&es (Vacalares et al., 2023) are those
individuals who were born in the era that witnesdéterent bad and good occurrences (Le &
Arcodia, 2021) e.g. economic, environmental anditipal problems, increased rates of
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joblessness, as well as the emergence of modeurdsaof technology e.g. internet and mobile
phones (Ngoc et al., 2022). They constitute theggmy of youthful students, clerks, co-workers,
tourists, consumers and entrepreneurs (Bhalla.e@21) who represent the future of service
industry and human resources (Stylos et al., 20@2Mis context, it is noteworthy that Generation
Z is preceded by other generations representegt ithhe Greatest Generation or G.I. i.e. people
who were born in the period from 1901 to 1927 (8ataal., 2022)b- the Silent Generation i.e.
people who were born in the period from 1928 to51@¥allenfeldt, 2023), the- Baby Boomers
l.e. people who were born in the period from 1948964 (Sarac et al., 2022}, Generation X
i.e. people who were born in the period from 1963980 (Karmakar & Chandola, 2023), ad
Millennials; in other words, Generation Y or Gen.¥. people who were born in the period from
1981 to 1995 (Kaushik & Gaur, 2023). GenerationiZlve followed by Generation Aplha i.e. the
recently born in the period between 2013 and 202mpani & Vasireddy, 2020).

2- Characteristics of Generation Z

Generation Z are those aspiring go-getting indialduvho have a strong wish to be successful and
always look forward to making progress, developnagt betterment in life (Jayanthi & Mathews,
2023). They are that gregarious sort of personshéve an extrovert personality that appreciates
human relations and social bonds (Zahari & Put€22® They share some characteristics in
common e.g. self-confidence, which means that thedieve in their own abilities, they are not
influenced or controlled by others and they are ablmake their decisions on their own (Said et
al., 2020). Generation Z have an outstanding glidiget knowledge, develop their potentials and
advance at work, in addition to their increasednoigin than other preceding generations (Bhore
& Tapas, 2023; Borg et al. 2023). They are sushdlity inclined and are keen on practising
activities that aim at protecting the environmeldtagolea et al., 2023). The most important
characteristic of Generation Z is their fondnesgascent technological applications and internet
of things (Dobre et al., 2021). They are well-acgtead with the cutting-edge technology and are
completely interested in all means of social nekivay sites (Missier, 2022). The majority of
Generation Z depends on internet websites andetlifferent forms of social media on a regular
basis (Olipas, 2022). They spend many of their im@siting websites, chatting with their peers,
sharing photographs and videos, watching films soap operas, listening to songs and music,
doing their homework, making many of their buyirecigions, looking up any information they
need, exchanging information and giving their thaggon different topics and aspects of life
(Uysal, 2022). In their process of surfing interneebsites, they can coincidentally find
advertisements, and if these advertisements aohycand cater for their needs, they become
immersed in visiting them frequently (Khadar, 202@preover, Generation Z have a preference
for using colloquial words and informal linguisterminologies, particularly when they converse
with their counterparts through their favourite isbenedia applications (Linuwih & Handayani,
2022). They are also very interested in fashionkskaands, pay attention to follow trends (Bjerre,
2022) and are affected by internet influencers egldbrities (Patel & Mehta, 2021). It is noted
that both of Generation Z and Generation Y haveestaatures in common e.g. assertiveness and
penchant for technology (Dwidienawati et al., 202@8)wever, each generation of them does act
in a different way according to the circumstandes affected on each one of them (Ngoc et al.,
2022).

3- Generation Z in the Tourism Industry's Context

The majority of Generation Z tourists favours tiéimg to domestic or international tourist
destinations that are characterised by their nithistorical, cultural and recreational features
(Aina & Ezeuduji, 2023. In these destinations, they look forward to hgvimore new
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experiences, enjoying their time, interacting, aodalising with the host community's inhabitants
(Slivar et al., 2019). Generation Z tourists arerken choosing reasonable accommodation on
their holidays (Aina & Ezeuduji, 2091 They are highly dependent on technology, trusted
tourism-related social media platforms and eledtravebsites to get the latest information about
tourism, make decisions of travel and exchangermmébion about it (Bafiska & Jaska, 2022;
Buwono, 2021).Furthermore, Generation Z tourists are highly esézd in modern adopted
techniques in tourism e.g. virtual reality and aegied reality (Buhalis & Karatay, 2022). When
the Covid-19 Pandemic broke out, Generation Z steifivere the chief beneficiaries who visited
tourist destinations through websites that offeitesl virtual tourism experience (Bikka et al.,
2023).

According to Chang et al. (2023), Agustina & Asi@022), Damanik et al. (2022), and Baltescu
(2019), the chief factors that stimulate Genera#idourists to travel to a certain destination are:
a- The availability of tourism-related electronic veéles and social media platforms to look up
information about tourism, travel and holidays, reh&xperiences of travel and holidays,
ameliorate the visited destinations' repute, prapadacts about destinations, obtain and give
thoughts on destinations.

b- The availability of internet websites and onlinavel agencies instead of traditional methods
for making holiday reservations.

c- The availability of affordable flights and budgeicommodation.

d- The availability of safety, security and healthtéas at the visited destination.

e- The availability of travelling in small groups.

4- Digital Marketing in Tourism

Tourism marketing refers to that process of margagind organising tourism services and
products' profitably through directing them to taeget tourists (Palupi & Slavov, 2020). It aims
at maximising tourism revenues by urging tourigsiricrease their visits to the destination
(Samatovich, 2021). Furthermore, it is responsilole looking for new target markets and
understanding tourists' needs and travel motivat{®anasiuk, 2021). The tourism marketing mix
is a set of items that can be utilised to influennethe person's reaction to the offered products
and services (Rathnayake et al., 2022). These jt@hesh are represented in product, price place,
promotion, people, process and physical evidencasghl & Fakhrul Islam, 2020) help in
constituting the mechanism of the marketing pro¢Bsschal & Bhavsar, 2022). In the tourism
marketing mix, a '‘product’ is anything that meéts target market's needs and requirements and
helps in satisfying them, 'place’ is the point vehgoods or services are transferred to the target
market (Osifo & Adekunle, 2020), 'price’ referstt@ paid money for acquiring a product or
service, and 'promotion’ refers to these succesgiyk that are used to communicate with the
target market so that they can be aware of theeaffproducts and services (Zhu, 2021). On the
other hand, 'people’ refers to personnel who maaageregulate the transfer of products and
services, 'process' refers to the set of actiodsnays of transferring services to the target marke
(Warganegara & Nurya, 2023), and finally comesphgsical evidence', which is the environment
where products or services are delivered (Ho, et2822). Digital technology has created an
unprecedented progress in tourism marketing whdabkshments of tourism, travel and
hospitality became more dependent on digital margdbols to attract tourists and enhance their
services (Sharma et al., 2020). Digital marketiagthat marketing process, which depends
basically on digital technology to create, commatecand convey values to the target market
(Rakhmadani & Arum, 2022). It offers a broad ramjeslectronic services and provides many
choices to its users (Qian et al., 2023), whiclp lkelincreasing the proportion of customers and
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enhancing the expansion of business (Zhezha & Ka3). Digital tourism marketing, which is
an aspect of the digital transformation in tourigtepends on advanced online applications that
facilitate the travel process for tourists and grtout privileges for the entire tourism industry
terms of communication and all related transact{imgcan, 2023; Musliha & Adinugraha, 2022).
It is the process of promoting tourist destinati@ml sites of attractions depending on the
communication technology and electronic media elgctronic websites and social media
platforms (Chauhan, 2023). Channels of digital immarmarketing include for instance, internet
websites, promotional videos, tourism and travegb] tourism and travel related online platforms
and many electronic applications (Halkiopoulos let2023). These channels aim to create and
distribute a content characterised by its valuksvesmce and consistence for appealing a large
number of tourists in a profitable way, which isokm as content marketing (Bu et al., 2020;
Gurjar et al., 2019). Furthermore, there are sdifiimte marketing tools that the digital marketing
process depends on eag.mobile phone marketing i.e. conveying promotianalssages through
multimedia messaging services and short messagee®to customers' mobile phonbspnline
advertising i.e. promoting products and servicesugh internet advertisements (Dhankhar et al.,
2023),c- social media marketing i.e. utilising social megjggplications for promoting services and
products (Nagarjuna et al., 2022), aha-mail marketing i.e. promoting products and saviby
conveying promotional messages to customers' etactmails (Velentza & Metaxas, 2023). One
of the most important characteristics of digitarkeding is its ability to manage relationships with
the current and potential target market by perssingl promotional campaigns and conveying
them to it (Belostecinic & Jomir, 2023). In Egyfitere are many efforts to adopt digital marketing
and attain a genuine digital transformation irsalttors including the tourism sector (Abo El Nile,
2022; Kamel, 2021). When it comes to the Egypt@urism sector, digital marketing has been
successfully adopted for displaying and marketenyises and products of the National Museum
of Egyptian Civilisation (Gaber & Fahim, 2023). Netheless, travel agencies in Egypt depend
merely on some social media platforms and eleatrambsites, whereas only one travel agency
has adopted mobile phone marketing to manage @satpns (Briez et al., 2021). Generation Z
creates the biggest transformation amongst genagtwhich has resulted in radical changes at
the work's organisational policies (Lev, 2021). fefiere, understanding motivations and
behaviours of this generation is a pivotal factmr énhancing their tourism marketing process
(Khadar, 2020). Conventional marketing methods Wexe successful for preceding generations
have become antiquated and unsuitable for GenarZtidue to the disparate personality of this
generation (Wadlewski, 2022). As mentioned befGeneration Z are fond of technology and its
different applications, and as a result they prédeto online shopping and buy services through
internet websites more than the direct contact whbp assistants (Kim et al., 2022). Thus,
adopting digital marketing for Generation Z towsis one of the suitable marketing methods that
can meet the expectations of this generation (Som&nShyamilee, 2019).

Methodology

A mixed methodology was used through incorporaboth of primary and secondary data. The
primary data were gathered and presented aftegttagga questionnaire form at a random sample
of (435) Generation Z tourists in the period fromprin2023 to November 2023. It included (310)
questionnaire forms depended on the online didiabuhrough Google Form, whilst (125) paper
guestionnaire forms were targeted directly to Gatiem Z tourists. Due to the importance of
Generation Z as an important category of touriststlie present time and for the forthcoming
years, (Corbisiero et al., 2022), they were chaserdentify factors influencing their digital
marketing process; applied to the Egyptian toutestination. The questionnaire forms consisted
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of three sections. The first section has been dedigo obtain demographic data of respondents
e.g. gender, age, nationality, educational levelpleyment status and monthly income in US
dollar. The second section included (5) questianged at analysing digital characteristics of
Generation Z tourists. The third section has bessd wo analyse the digital marketing process of
the Egyptian tourist destination from the perspectif Generation Z tourists. It depended basically
on posing (42) statements representing attribute=ach item of the digital marketing mix i.e.
product, price, place, promotion, people, procesispnysical evidence. This section was designed
by posing five-point Likert-type scale questionstrongly agree = 5, agree = 4, neutral = 3,
disagree = 2 and strongly disagree = 1", in ordeddtermine levels of agreement with the
investigated statements. The range of each levadj@ement was calculated as follow:
5-1/5=0.8
Strongly disagree = from 1 to 1.80
Disagree = 1.81 to 2.60
Neutral = from 2.61 to 3.40
Agree = from 3.41 to 4.20
o Strongly agree =from4.21t05
A pre-test was carried out to test wording, layat completion time. After the forms had been
adjusted, they were eventually carried out in thmamths; from April 2023 to November 2023.
Results were statistically analysed by using thBSBrogramme; version 26. The analysed data
helped in revealing some important facts concertivegsubject of study, and were presented in
tables.
As indicated in the following Table (1), the questaire's reliability and validity of this study
were measured depending on Cronbach's Alpha cieeific
Table 1: Reliability Analysis
Number of Items Cronbach's Alpr
42 0.89¢
Table (1) demonstrates that the Cronbagipda Coefficient of the questionnaire's dimensions
was 0.896, which is higher than 0.70 (Pallant, 20IBis finding proves the reliability and validity
of the questionnaire used in the study.

Results and Discussion

Section One: Demographic Data
Question No. 1 Gender

O O OO

Table 2: Respondents' Gender

As indicated in table (2), the data state that maee more than females; as 66.7% of all

Attributes | Frequenc | Percer

Males 29C 66.7

Females 14E 33.c
Total 43¢ 10C

respondents were males compared to 33.3% females.

Question No. 2 Age

Table 3: Respondents' Age

Attributes Frequenc | Percer
From 11 years old to 16 years 29 6.7
From 17 years old to 22 years 12C 27.¢
From 23 years old to 27 years 28€ 65.7
Total 43¢ 10C
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As indicated in table (3), the data state thataadpnts whose age group is from 23 years old to
27 years old constituted the highest percentageesenting 65.7%, followed by others whose age
group is from 17 years old to 22 years old; représg 27.6% and finally came those whose age
group is from 11 years old to 16 years old; reprasg 6.7%.
Question No. 3 Nationality

Table 4: Respondents' Nationality

Attributes | Frequenc | Percer

Egyptians 255 58.2

Foreigners 182 41.¢
Total 43¢ 10C

As indicated in table (4), the data state that Egyg constituted the highest percentage; as 58.2%
of respondents were Egyptians in comparison wittB¥%lwho were foreigners. Foreigners'
nationality was identified, and it included Spanialians, Australians, British, Chinese, Syrians,
Iragi and Libyans.
Question No. 4 Educational Level

Table 5: Respondents' Educational Level

Attributes Frequenc | Percer
Average educatic 17 3.€
University educatio 34z 78.€
Postgraduate educat 76 17.5

Total 43¢ 100

As indicated in table (5), the data state thateadpnts who have a university education constituted
the highest percentage; representing 78.6%, folidvyethose who have a postgraduate education;
representing 17.5% and finally came respondents hidve an average education; representing
3.9%.
Question No. 5 Employment

Table 6: Respondents' Employment

Attributes Frequenc | Percer
Government employt 101 23.2
Freelance 15€ 36.5
Still a studer 17€ 40.5

Total 43t 10C

As indicated in table (6), the data state that aedpnts who are still students constituted the
highest percentage; representing 40.5%, followegbgondents who are freelancers; representing
36.3%, and finally came those who are governmemi@yees; representing 23.2%.
Question No. 6 Monthly Income

Table 7: Respondents' Monthly Income in Us Dollar

Attributes Frequenc | Percer
Less than $5( 297 68.3
From $500 to $10( 10C 23.C
More than $100 38 8.7

Total 43t 10C

As indicated in table (7), the data state thataedpnts whose monthly income is less than $500
constituted the highest percentage; representir@&dollowed by those whose monthly income
is from $500 to $1000; representing 23.0% and fimedme respondents whose monthly income
is more than $1000; representing 8.7%.
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Section Two: Analysing Digital Characteristics of @neration Z as Tourists
Question No. 7 Is surfing internet websites andasocedia platforms important to you?
Table 8: Importance of Internet Websites and Sddedia to Generation Z

Attributes Frequenc | Percer
Yes 37¢ 86.4
To some extel 49 11.5
No 10 2.3

Total 43¢ 10C

As indicated in table (8), the majority of answdesmonstrate that surfing internet websites and
social media platforms is important to Generatigrrepresenting 86.4%, whilst the minority of
answers disagreed on that question; representilyg208% and only 11.3% answered to some
extent. These findings are consistent with theysaidanurung & Monny (2021), which affirmed
that technology has a major importance to Generaiand influences on their personality and
mindset. On the other hand, the study of Benavigted, (2023) stated that Generation Z are highly
dependent on social media, which made social naattigctive to them.
Question No. 8 What is your favourite social meapplication?

Table 9: Favourite Social Media Application of Get®n Z

Attributes | Frequenc Percer
Faceboo 76 17.t
Snhapchi 35 8.C
Instagran 10¢ 25.1
Linkedin 42 9.7
Tiktok 62 14.2
Twitter 55 12.€
Youtube 56 12.¢

Total 43¢ 100%

Table (9) demonstrates that Generation Z favowsiteial media application is Instagram;
representing 25.1%, followed by Facebook; reprasgii7.5%, followed by TikTok; representing
14.2%, followed by Youtube; representing 12.9%]ofwed by Twitter; representing 12.6%,
followed by Linkedin; representing 9.7% and finattgme Snapchat; representing 8%. These
finding are consistent with the study of Herawdtiak (2022), which found that social media
application are inseparable part of GeneratiofieZ Tihe findings are also consistent with the study
of Agustin & Angeliga (2023), which revealed thastagram is the most utilised social media
application by Generation Z.
Question No. 9 What is your reliable source of die}i information?

Table 10: Generation Z Reliable Source of Holidafpimation

Attributes Frequenc | Percer

Family and friend 38 8.7
Online sel-searc 99 22.¢
Traditional travel agenci 4C 9.2
Online travel agencis 111 25.5
Printed tourism and travel brochu 21 4.8
Social media applicatio 12€ 29

Total 43t 10C
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Table (10) demonstrates that the majority of Gdimr& depends on social media applications as
a reliable source of holiday information; represent29%, followed by online travel agencies;
representing 25.5%, followed by online self searejpresenting 22.8%, followed by traditional
travel agencies; representing 9.2%, followed bympis of family and friends; representing 8.7%,
and finally came printed tourism and travel bro@surrepresenting 4.8%. These results are
consistent with the study of Thuy (2021) which maffs the role of social media applications as
reliable source of information for Generation Z.
Question No. 10 What is your preferable way of bogkyour holiday?

Table 11: Generation Z Preferable Way of HolidayBog

Attributes Frequenc | Percer
Tourism and travel related webs 117 26.¢
Traditional travel agenci 90 20.7
Online travel agencis 22¢ 52.4
Total 43¢ 100%

Table (11) demonstrates that the majority of GarmraZ prefer to book their holidays through
online travel agencies; representing 52.4%, wlaGB% of them prefer to book their holidays
through tourism and travel related websites; reprsg 26.9% and only 20.7% of them prefer to
book their holiday through traditional travel agesc These results are consistent with the study
of Wiastuti et al. (2020), which revealed that Gatien Z rely on online travel agents' more than
other methods to get information e.g. hotel infaiiorg as well as make a hotel reservation.
Question No. 11 How do you often share you trawnel laoliday experience?

Table 12: Sharing Travel and Holiday Experience§byeration Z

Attributes Frequenc | Percer
| verbally talk about my memorable/awful travel dradiday experience
; : 150 34.5
when | meet up with my friends and colleac
| share my memorable/awful travel and holiday eiqrere onlin 19t 44.¢
| never share my travel and holiday experiencerlyyraean 9C 20.7
Total 43¢ 10C

Table (12) demonstrates that, the majority of Gatiem Z like to share their travel and holiday
experience online if it is either memorable or dywfepresenting 44.8%, followed by 34.5% who
like to verbally talk about their travel and holdexperience if it is either memorable or awful
when they meet up with their friends and colleagung finally came 20.7% who never share their
travel and holiday experience by any mean. Thigifig is consistent with the study of Damanik
et al. (2022), which stated that Generation Z preteng web pages to share their experiences of
travel more than other generations.

Section Three: Analysis of the Digital Marketing Pocess of the Egyptian

Tourist Destination from the Perspective of Generabn Z Tourists
Table 13: Analysis of the Product

a- Product
No. Attributes Response Mean | Standard
1 2 3 4 5 Deviation

1 | Tourist Products and servicesreq | 31 96 | 23C | 53 25

of the Egyptian tourist %

destlnatl_on are available an 721 12211529 122 57 2.87 0.91

electronic websites and online

platforms
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2 | The online content of theFreq| 12 | 10C | 22C | 76 27
Egyptian tourist destination s % 3.01
organised and wedisplayet 281230506 175/ 6.2 0.87
3 | The online purchase process|d¢ireq | 1C | 174 | 15€ | 67 28
Egyptian tourism services and % 283 0093
holidays from social media 23 | 40.0| 359|154 | 6.4 ' '
platforms is availab
4 | The distribution of the EgyptianFreq | 12€ | 23Z | 16 33 24
tourism products and services %
amongst websites and online 29.7| 536| 3.7 | 76 | 55 | 2.05 1.06
platforms is satisfacto
5 | There is an availability ofFreq | 15€ | 15€ | 95 14 12
V|rtualltour|srr'| platforms'of the % 363|359 218 32 | 28 200 0.98
Egyptian tourist destinati
Average 2.5¢€ 0.9¢

According to the previous table (13) regarding thdine tourism product, it was found that

respondents disagreed on online tourism productsandces; representing a mean average of 2.56.

The majority of respondents were neutral aboutdhewing three statements, which are "The online

content of the Egyptian tourist destination is oigad and well-displayed"; representing a mean of
3.01, "Tourist Products and services of the Egypt@urist destination are available on electronic
websites and online platforms”; representing a nwar2.87, and "The online purchase process of
Egyptian tourism services and holidays from satiatlia platforms is available”; representing a mean

of 2.83. On the other hand respondents disagredteofollowing two statements, which are "The

distribution of the Egyptian tourism products aedvices amongst websites and online platforms is

satisfactory"; representing a mean of 2.05 and fd ean availability of virtual tourism platforna$
the Egyptian tourist destination”; representingeaamof 2.00.
Table (14): Analysis of the Price

b- Price
No. Attributes Response Mean| Standard
1 2 3 4 5 Deviation
1 | The purchase process of onlinereq | 2C 37 | 168 | 13€ | 77
tourism services save money % 3.51 1.03
and time 46 | 85 | 37.9| 31.3| 17.7
2 | The electronic website of theFreq | 10€ | 12C | 117 | 48 41
Egyptian Ministry of Tourism %
gnd Antiquities is .u.pdated gnd 2511 2761 269! 110| 9.4 2.52 1.24
include the sufficient price
information for tourist:
3 | The online payment of products-req | 19 24 98 | 19 | 101
and services of the Egyptian %
tourist destination includes 3.76 101
special offers more than 44 | 55 | 225|444 23.2| '
traditional payment channels

24




International Journal of Tourism, Archaeology, and Hospitality (IJTAH), January (2024), Vol.4, Issue 1

4 | Online products and services|dfreq | 1C 5C 21 | 23€ | 11t
the Egyptian tourist %
destinations are affordable jn 391| 0.98
comparison with other tourist 23 | 115 4.8 | 549 264
destination:

5 | Booking through onling Freq | 63 11 | 15C | 10 | 10¢
platforms and websites of the % 341 1.08
Egyptian tourist destination afe 145| 25 | 345| 23.7| 248 | ™ '
widespreac

6 | Booking through onling Freq | 11Z% | 135 | 62 89 36
platforms and websites of the % 254 1.99
Egyptian tourist destination afe 26.0| 31.0| 14.3| 20.5| 8.3 ' '
satisfactor

Average 3.2 1.14

According to the previous findings of table (14paeding the price, it was found that the general
perception of respondents towards it was neutepiesenting a mean average of 3.28. The majority
of respondents agreed on the following four statesjevhich are "Online products and services of
the Egyptian tourist destinations are not expengiveomparison with other tourist destinations”;
representing a mean of 3.91, "The online paymergroflucts and services of the Egyptian tourist
destination includes special offers more than tiaul payment channels "; representing a mean of
3.76, "The purchase process of online tourism sesvsave money and time"; representing a mean of
3.51 and "Booking through online platforms and wviteglssof the Egyptian tourist destination are
widespread"; representing a mean of 3.41. On therdtand respondents disagreed on the following
two statements, which are "Booking through onlitetfprms and websites of the Egyptian tourist
destination are satisfactory”; representing a noé@54, and "The electronic website of the Egyptia
Ministry of Tourism and Antiquities is updated amtlude the sufficient price information for
tourists"; representing a mean of 2.52.

Table (15): Analysis of the Place

c- Place
No. Attributes Response Mean | Standard
1 2 3 4 5 Deviation
1 | Buying online tourism servicesFreq | 3¢ 24 67 | 17% | 13z
are better than the use [0f% 3.77 1.19

traditional way 90 | 55 | 154 39.8| 30.3

2 | Online platforms and websitesreq | 24 3C 57 | 18¢€ | 13t 3.87 1.09
are easy to use and deal with| % 55 | 6.€ | 131|434 | 31.C| ™ '
3 | Online tourism and holidaylsFreq | 151 | 13€ | 54 27 65
booking platforms are not safe % 234 1.39
enough due to the danger |of 34.7| 31.7| 124 | 6.2 | 149 | ™ '
online piracy
4 | There is an availability ofFreq | 38 62 | 147 | 12z | 66
online platforms and websites %
with purchase features abqgut 3.96 1.14
the Egyptian tourist destinatign 8.7 | 143 | 33.8| 28.0| 15.2| )
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5 | There is an availability ofFreq| 27 | 11€ | 171 | 81 38
online platforms and websites %
with many languages of the 6.2 | 27.1| 39.3| 18.6| 87
Egyptian tourist destinatic
6 | Booking platforms andFreq | 76 | 14€ | 152 | 4C 21
websites of the Egyptian tourist % 2.50 1.03
destination are sect 175| 33.6| 349 | 9.2 | 4.8
7 | Social media platforms aboufreq | 13€ | 17€¢ | 71 35 15
selling services and booking %
holidays of the Egyptian tourist

2.96 1.02

destination e.g. Facebook Sg|op 31.7| 405| 16.3| 8.0 | 3.4 211 1.05
and Owned channels are
available
8 | The online market place of thd-req | 164 | 205 | 28 18 22
Egyptian tourist destination s % 1.92 1.02
satisfactory 37.7| 46.7| 64 | 41 | 51
Average 2.85 1.12

According to the previous findings of table (15yaeding the place, it was found that respondents
were neutral of it; representing a mean average8#. Respondents agreed on two statements, which
are "Online platforms and websites are easy toangedeal with"; representing a mean of 3.87 and
"Buying online tourism services are better thanube of other traditional ways"; representing amea
of 3.77. They were neutral about the following tstatements, which are "There is an availability of
online platforms and websites with purchase featumbout the Egyptian tourist destination";
representing a mean of 3.26 and "There is an dikyaof online platforms and websites with many
languages about the Egyptian tourist destinatiptesenting a mean of 2.96. They disagreed on the
following four statements, which are "Booking ptaths and websites of the Egyptian tourist
destination are secure"; representing a mean 6f 2Cnline tourism and holiday's booking platforms
are not safe enough due to the danger of onlirse iy representing a mean of 2.34, "Social media
platforms about selling services and booking hgdaf the Egyptian tourist destination e.g. Facé&boo
Shop and owned channels are available"; repregeatmean of 2.11 and "The online market place of
the Egyptian tourist destination is satisfactorgpresenting a mean of 1.92.

Table 16: Analysis of the Promotion

d- Promotion
No. Attributes Response Mean | Standard
1 2 3 4 5 Deviation
1 | Online information about theFreq | 22 4C 97 | 151 | 12t
Egyptian tourist destination s % 3.72 1.12

available and satisfactor 511 9.2 ) 223|347 287
2 | All online tourism and holidays'Freq | 53 | 16€ | 15C | 41 22
information is true and % 256 | 0.99
trustworthy 1221389 | 345| 94 | 5.1
3 | Online information aboutFreq | 23 2C 85 | 18C | 127
holidays and booking of the %
Egyptian tourist destination afe 3.84 1.05
easily found on search engines 53 | 46 11951416/ 29.0
e.g. Google
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4 | The online content marketing=req | 4C | 10€ | 183 | 35 68

of the Egyptian tourist % 295 1.15
destination is available and 9.2 | 251|421 80 | 156 '
satisfactory

5 | The online advertising of theFreq | 49 31 61 | 162 | 131
Egyptian tourist destination % 3.68 128
through social media platforms 11.3| 7.1 | 140| 37.5| 30.1| ™ '

is available and satisfactc
6 | E-mail marketing about theFreq| 2C | 13€ | 13C | 86 6C
Egyptian tourist destination s % 3.06 1.11
available 46 | 32.0| 29.9| 19.8| 13.8
7 | Online public relations aboutFreq | 11z | 18S | 41 27 66

: : L
the Egyptian tourist destinatign % o571 434| 94 | 62 | 152 2.41 1.34

are available
8 | There is a difficulty aboutFreq | 17€ | 154 | 49 4C 16
getting online information % 200 110
about the Egyptian tourist 40.5| 354 | 11.3| 9.2 | 3.7 ' '
destinatior
Average 3.03 1.14

According to the previous findings of table (16yaeding the promotion, it was found that the geinera
perception of respondents of it was neutral; regorsg a mean average of 3.03. Respondents agreed
on the following three statements, which are "Gmimformation about holidays and booking of the
Egyptian tourist destination are easily found oarcle engines e.g. Google"; representing a mean of
3.84, "Online information about the Egyptian tourdestination is available and satisfactory";
representing a mean of 3.72, and "The online adusgtof the Egyptian tourist destination through
social media platforms is available and satisfaCtaepresenting a mean of 3.68. They were neutral
about the following two statements, which are "Btmarketing about the Egyptian tourist destination
is available"; representing a mean of 3.06 and "Gilene content marketing of the Egyptian tourist
destination is available and satisfactory”; repmésg a mean of 2.95. They disagreed on the folgwi
three statements, which are "All online tourism &atidays' information is true and trustworthy";
representing a mean of 2.56, "Online public retadi@bout the Egyptian tourist destination are
available"; representing a mean of 2.41, and "Tle difficulty about getting online information
about the Egyptian tourist destination"; represgnd mean of 2.00.

Table 17: Analysis of the People

e- People
No. Attributes Response Mean | Standard
1 2 3 4 5 Deviation
1 | Online personnel are availablé&req | 12z | 175 | 8C 3C 28
enough on platforms and % 2 93 1.12
websites of the Egyptian tourist 28.0| 40.2| 184 | 69 | 6.4 ' '

destinatior
2 | Online customer support |greq| 42 | 10€ | 16z | 84 39
available on platforms and %

websites of the Egyptian tourist 293 1.08
destination 9.7 | 24.8| 37.2| 19.3| 9.0

2]
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3 | Online personnel are availahlé&req | 165 | 12€ | 7C 41 31

twenty four hours a day, seveén % 379|294 16.1| 94 | 71 2.18 1.23

days a wee

4 | Requests and enquiries arBreq | 134 | 152z | 22 48 79
quickly dealt with in platforms % 250 1.47
and websites of the Egyptian 30.8| 349| 5.1 | 11.0| 18.2| '

tourist destinatio
5 | Online complaints are quicklyFreq | 151 | 175 | 73 25 11
handled on platforms and % 201! 0.98
websites of the Egyptian 34.7| 40.2| 16.8| 57 | 25 ' '
tourism destinatic
6 | Electronic word of mouth ofFreq | 12C | 77 | 211 7 2C
tourists is considered in % 237 1.04
platforms and websites of the 276 | 17.7| 485| 16 | 4.6 ' '
Egyptian tourist destinatit

Average 2.3 1.1¢
According to the previous findings of table (17)ncerning people, it appears that respondents
disagreed on it; representing a mean average @f R8spondents’ answers were neutral about the
following statement, which is "Online customer sogips available on platforms and websites of the
Egyptian tourist destination’; representing a me&r2.93. They disagreed on the following five
statements, which are "Requests and enquiriesugckly dealt with in platforms and websites of the
Egyptian tourist destination”; representing a meta.50, "Electronic word of mouth of tourists is
considered on platforms and websites of the Egygptiarist destination”; representing a mean of 2.37
"Online personnel are available enough on platfantswebsites of the Egyptian tourist destination”;
representing a mean of 2.23, "Online personnebaadable twenty four hours a day, seven days a
week"; representing a mean of 2.18 and "Online damis are quickly handled on platforms and
websites of the Egyptian tourism destination"; espnting a mean of 2.01.

Table 18: Analysis of the Process

f- Process
No. Attributes Response Mean| Standard
1 2 3 4 5 Deviation
1 | Online platforms and websitedreq | 127 | 14€ | 51 69 4C
of the Egyptian tourist % 241 130
destination are convenient fo 29.2| 34.0| 11.7| 159 | 9.2 ' '

their purpose
2 | Online platforms and websitesreq | 81 | 12€ | 144 | 61 23
of the Egyptian tourist % 258 110
destination are always updated 18.6| 29.0| 33.1| 14.0| 5.3 ' )
with all recent informatiol
3 | Online platforms and website$req | 46 | 165 | 13€ | 54 31
of the Egyptian tourist %
destination are supported by

videos, podcasts, chatbots, 2.67| 1.05
vlogs and vloggers 10.6| 37.9| 320 124 | 7.1
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4 | Online platforms and website$req | 171 | 105 | 88 41 3C
of the Egyptian tourist %
destination are enhanced with 2.20 1.24
the cutting-edge technological 39.3| 24.11 20.2) 9.4 | 6.9
applications
Average 2.4 1.17

According to the previous findings of table (18)ncerning process, it appears that respondents
disagreed on it; representing a mean average @f Rdspondents' answers were neutral about the
following statement, which is "Online platforms awebsites of the Egyptian tourist destination are
supported by videos, podcasts, chatbots, vlogsvémghers"; representing a mean of 2.67. They
disagreed on the following three statements, waret'Online platforms and websites of the Egyptian
tourist destination are always updated with allergcinformation” representing a mean of 2.58,
"Online platforms and websites of the Egyptian istulestination are convenient to their purpose”;
representing a mean of 2.41, and "Online platfoamd websites of the Egyptian tourist destination

are enhanced with the cutting-edge technologicaliegtions”; representing a mean of 2.20.
Table 19: Analysis of the Physical Evidence

e- Physical evidence

No. Attributes Response Mean | Standard
1 2 3 4 5 Deviation
1 | Online platforms and websitedreq | 22 79 | 17C | 10€ | 58
of the Egyptian tourist % 3.22 1.05
destination have a good des 511 18.2)39.1) 2441 133
2 | Online platforms and websitegreq | 5C 48 | 13€ | 10C | 9¢S
of the Egyptian tourist % 3.34 1.26
destination are e-catchy 11.5| 11.0| 31.7| 23.0| 22.8
3 | Online platforms and websites-req | 12z | 157 | 6C 59 37
of the Egyptian tourist % 238 1.5
destination have a good display 28.0| 36.1| 13.8| 13.6| 85 ' '
of icons and clickable buttol
4 | Online platforms and websitesreq | 31 35 | 101 | 14€ | 12C
of the Egyptian tourist % 3.66 1.16
destination use suitable colot 711 8012321340276
5 | Online platforms and websites-req | 12€ | 21& | 32 36 21
of the Egyptian tourist %
destination have quick 2.08 1.06
streaming and downloading for 2941501 74 ) 83 48
their videos and podcas
Average 2.94 1.16

According to the previous findings of table (19ncerning the physical evidence, it was found
that the general perception of respondents of & meutral; representing a mean average of 2.94.

Respondents agreed on the following statement,miBi€Online platforms and websites of the

Egyptian tourist destination use suitable colourspresenting a mean of 3.66. Respondents were

neutral about the following two statements, which &nline platforms and websites of the

Egyptian tourist destination are eye-catchy"; repnting a mean of 3.34, and "Online platforms
and websites of the Egyptian tourist destinatiorereagood design”; representing a mean of 3.22.
They disagreed on the following two statementsciaire "Online platforms and websites of the
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Egyptian tourist destination have a good displaycohs and clickable buttons"”; representing a
mean of 2.38 and "Online platforms and websitethefEgyptian tourist destination have quick
streaming and downloading of their videos and psid¢arepresenting a mean of 2.08.

SWOT Analysis of the Egyptian Tourist Destination'sDigital Marketing

regarding Generation Z Tourists
Strengths Weaknesses

- The paramount importance of travel and - The implementation of traditiona
holidays to Generation Z tourist. marketing practices.
- The uniqueness of the Egyptian tourist - The insufficient official social media
destination. platforms dedicated to the Egyptian tourist
- The existence of some digital practices in destination.
some tourism establishments. - The lack of some important tourism data
- The affordability of the existed online in the official website of the Egyptian
prices related to the Egyptian tourist Ministry of Tourism and Antiquities.
destination. - The poor digital infrastructure of officia
Egyptian tourism-related websites e.g.
lack of updated data, low bandwidth and
insufficient online human resources.
- The unsatisfactory advanced digital
tourism applications of Egyptian tourism-
related websites e.g. smart chatbots and
virtual tourism.
- The unsatisfactory digital content
concerning the  Egyptian  tourist
destination.
- The unsatisfactory online transactions in
Egyptian tourism-related websites e.g.
handling complaints and quick responses
to tourists' requests.
- The frustration that Generation Z get
when they encounter these problemg in
official websites of the Egyptian tourist

destinations

[

Opportunities Threats
- Bolstering the development of digital tourismm The competition from other tourist
marketing in Egypt. destination that adopt advanced digjtal

- Leveraging from the digital transformation |adipplications and digital tourism marketing.
Egypt's vision 2030 is an opportunity to attraet The high cost of advanced technological
Generation Z tourists by increasing practices @plications required for digital tourism
digital marketing in tourism. marketing.

- The lack of financial support required.
- The danger of online piracy.

Conclusion
This paper has presented an investigation intafadhfluencing the digital tourism marketing of
Generation Z "applied to the Egyptian tourist degtion". According to the findings of the study, it
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was found out that Generation Z tourists constitatéarge proportion of the tourism market.
Generation Z tourists are fond of travelling antidaying in tourism destinations that adopt staddar
of sustainability and green practices. Technologystitutes a crucial factor for Generation Z'sdail
life, for instance they like to surf the web antisg social media applications on a regular baafisen

it comes to tourism, Generation Z likes to utilsseial media applications, particularly Instagram t
share and exchange photographs of their travehahdays. They depend on the internet to look for
tourism and travel information, book their holidaya online travel agencies, and express their siew
on the visited tourist destination on their faveaionline blogs. Furthermore, they are more agdact
to tourism-related websites that include cuttingeedechnological applications e.g. virtual tourism
and smart chatbots. They also like to listen tonigmis of trusted tourism and travel celebrities,
bloggers and influencers, and they like to shaeg thavel and holiday experience online. However,
after analysing the digital marketing process ef Hgyptian tourist destination from the perspective
of Generation Z tourists, many weak spots were doout. For instance, there is a lack of important
tourism data in Egyptian tourism-related websitgs the official website of the Egyptian Ministry o
Tourism and Antiquities. They are also insuffi¢cienline transactions on Egyptian travel agencies'
websites e.g. handling tourists' complaints andaeding to their queries. Furthermore, the majority
of data in Egyptian tourism-related websites arteupdated with recent information and data, they ar
not provided with qualified online human resour@esl do not include modern technological
applications e.g. smart chatbots and virtual toori$hus, it can be inferred that considering these
factors is a step towards enhancing the digitatisou marketing of Generation Z "applied to the
Egyptian tourist destination”.

Recommendations Addressed to the Egyptian Ministrgf Tourism and Antiquities

- Eradicating any bureaucratic procedures that hiadgrdigital practices for the Egyptian tourist
destination.

- Providing the financial support required for cregta digital tourism marketing process for the
Egyptian tourist destination.

- Renewing the official website of the Egyptian Mimysof Tourism and Antiquities by providing
it with modern technological applications that méet needs, requirements and expectations of
Generation Z tourists e.g. electronic cataloguab®Egyptian tourist destination, virtual tourism
options and smart chatbots.

- Doing periodical researches concerning the efficatyhe digitally advanced website of the
Egyptian Ministry of Tourism and Antiquities' toadtify any weak spots that may be found.

- Increasing the number of official Egyptian virtualurism platforms for their crucial role in
increasing the tourist base of Generation Z, paldity in times of crises.

- Hiring qualified personnel and digital marketers afficial Egyptian tourism platforms and
websites who are acquainted with modern digitalkeiamg techniques to oversee the smooth
running of the digital marketing process targetgetHically at younger generations of tourists e.g.
Generation Z.

- Increasing the co-operation amongst the Egyptianistty of Tourism and Antiquities, digital
marketing agencies and digital marketing professi®om order to benefit from experiences and
skills in the digital marketing realm.

- Doing periodical digital marketing researches tniify different new trends in digital marketing
and adopt them for marketing the Egyptian touresttishation and attracting Generation Z tourists
in an effective way.

- Establishing a database of tourists' ages in thgtiam Ministry of Tourism and Antiquities so
that the digital marketing message can be easilyeyed to Generation Z tourists.
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Paying attention to online celebrities and trustecial media influencers to be included as tourism
marketers in website of the Egyptian Ministry ofufism and Antiquities as well as the official
Egyptian tourism and travel platforms targeted ah @ tourists.

Recommendations Addressed to the Egyptian Travel Aacies

Paying attention to cutting-edge technological ejapibns and adopting them in Egyptian travel
agencies for attracting younger generations ofistaie.g. Generation Z.

Offering a digital working environment in Egyptidravel agencies that attracts Generation Z
tourists to be dependent on the existence of priomaitvideos, promotional podcasts, video logs
and video loggers.

Creating an official technologically advanced wé&b$or Egyptian travel agencies that adopt the
current technological applications appealing to&ation Z tourists e.g. virtual tourism, electronic
booking and electronic payment.

Ensuring the existence of smart chatbots on Egyptavel agencies’ websites that can provide
any information to tourists at any time.

Adopting more than one form of digital tourism metikg in Egyptian travel agencies e.g. content
marketing, social media marketing, smart phone etar§ and e-mail marketing.

Creating an official social media page for Egyptieavel agencies on the preferable social media
platforms of Generation Z, particularly Instagram.

Paying attention to the existence of electronicakylled personnel in Egyptian travel agencies
who have the ability to perform and monitor electcotransactions and the digital marketing
process.

Assuring factors of safety, security and data aenftiality in all electronic transactions on the
official websites of Egyptian travel agencies.

Ensuring the continuous update of information aathan the technologically advanced official
websites of Egyptian travel agencies.

Taking into consideration the good design of thesites of Egyptian travel agencies by providing
it with convenient design, consistent colours aaslyeclickable icons to use.

Offering cost-effective tourism programmes targetgdGeneration Z tourists depending on
appealing tourism patterns to Generation Z e.geegional tourism, sports tourism, rural tourism
and food tourism.

Offering tourism programmes targeted at Generafidourists, which adopt the environmental
sustainability concept, green practices and ensigresafety and security standards.
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