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Abstract

Tourism acts as a vital economic sector, though, revenues generatimmbsgtic tourism in Egypt are far below
expected levelsThis paper aims to profile the Egyptian pleasure traveler based on travel atithdehavior. The
paper also investigates travel-related characteristics in the Egyptian pleasefrenieket. A survey was conducted
among the Egyptian pleasure travel market to identify the importandecidion factors for domestic tours and the
most important perceived reasons for selecting a domestic holitiés/.paper reports on initial findings of a more
comprehensive research on the psychographic background of Eglyptiaters. This research explores the different
factors affecting domestic tourism in Egypt, also its trends antwés. Implications required to increase numbers and
expenditures of domestic tourists were suggested.
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Introduction:

It is crucial for a tourism manager to research and understand thenwahyich consumers make decisions and the
factors that motivate and encourage tourists to make particular purchasmswhén analyzing a tourist's consumer
behavior must take into consideration: the needs and habits of the constansusner preferences and requirements
and motivational factors. The issue of decision making is more wieare or when to travel. Actually it is a
complicated decision making process with humerous variables involvied ifhe consumption process of tourism
holiday choice, or travel decision making, is influenced by a nuweibfctors such as personal characteristics, desires
and attitudes as factors that affect the vacation decision making process. Moc@iswoner behavioltthas been
adapted to describe tourism holiday choice process.

When compared with the purchasing of tangible goods, consumer behawolved in the purchase of
tourism products has the following characteristics: high involvemenhénpurchase decision and high consumer
commitment; high levels of insecurity linked to intangibility; considerabtetenal significance; strongly influenced
by other people; the decision has long-term consequence; and a higH lef@inoation search (Starbrooke & Horner,
2007). The decision to spend non-refundable money on traveus/gpurchasing tangible products involves
psychological determinants. The most important variables are demographiddeatytes among others that are
prestige, escape, sexual opportunity, education, social interaction, faanbing, relaxation, and self-discovery
(Kotler et al. 2006)

However, researchers often see consumers’ decision making as a sequential process, which involves several
steps from need recognition, information search, evaluation and coompafigproducts, and then to final purchase
decision (Kotler, 1997, Schiffman &anuk, 1997; Solomon, 1996). In the context of tourism, tourists’ destination
choice is also a sorting out process, which contains a series of st#pding obtaining passive information, initial
choice considering situational constraints, evaluation of an evoked set, aftitfreaition searching and the final
destination selection (Um & Crompton, 1990). This sorting out psocesld be influenced by a number of various
internal (motivations, attitudes, needs, etc.) and external factorsngmtion, price, spare time, etc.) (Woodside &
Lyonski, 1989; Um & Crompton, 1990; Crompton & Ankomah, 1993).

The decision-making process involves a number of decisions thit$dusve to make. It is not just selecting
the destination, but includes decisions about date of travel, travel gempers, budget, length of stay in destination
activities, etc. Tay et.al (199froposed a model for recreation trip that comprised five interrelatetiastdd decisions
including choice of destination, duration and frequency of trips, travelemand trip timing Other researchers
(Jenkins, 1978; Mountinho, 1987) suggested that the trip decisi@rs an even greater number of sub-decisions, such
as: extent and nature of information seakghether or not to take children, length of trip, date/timing of yeamataekr
mode of transportation, travel budget, activities, accommodation andafiests. Later, researchers looked at the sub-
decisions in more detail. According to Fesenmaier & Jeng‘s (2000), there are three basic levels of decisions: (1) core
decisions, which are planned in detail well in advance of the trip includingapridestination, date/length of trip
travel party/members, accommodation, travel route, overall travel budgsed@)dary decisions, which appear to be
considered prior to the trip but also considered lardklyiblel to accommodate the possibility of change such as



secondary destinations, activitiegtractions; and (3) en route decisions, which are not considered entibtiellers
are actually en route such as rest stops on the road, restaurarststppsng places, items to purchase, budget for gifts
and souvenirs etc.

Decisions factors of holiday choice

Holiday-related decision-making and methods being employed to anhbze thoices are prominent areas of study
within the tourism fields, because this type of travel plays sueftal role in the world economy. The literature
focusing on holiday destination choice decisions and its relation with fact®s: tourist behavior, the tourist profile,
holidays'characteristics. Deciding factors in buying a holiday include, besidesatfiiamnal criteria of price, service
quality, facilities, etc., an increasing concern for the quality of the @mwient (Swarbrooke, 2009). Therefore, the
tourist profile, personal characteristics, including: age, occupation, lewstame, living conditions, social category,
level of education, residential environment, attitude, system of values, ethewdflected in the motivation to travel.
At the same time, the features of the destination, including diyensit quality of attractions, distance, price, facilities,
quality of service, will define a certain image thereof. Harmonization ofwthecategories of features, the motivation
and the destination image with the expectations of the tourist will result in the latter’s option for a certain product, i.e.
destination, followed by purchase and consumptiothe actual spending of a holiday (figure no. 1). From the
perspective of modern tourism, apart from these defining elementmsfimer behavior, an increasing role is played
by the results,, the experience gained at the visited location is appreciatag@efetels: personal satisfaction, the
needs of the host communities and the quality of the environmewe(Band Clarke, 2009).
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Figure (1) Conceptual scheme of the modern tourist’s behavior

Source: Bowen, D., & Clarke, J., (2009pntemporary tourist behaviour: Yourself and others as tourists. London,
UK: Oxford Brookes.

Holiday destination studies typically focus on three main types of émdimt variables and their interaction effects:
personal characteristics, destination characteristics, and trip characteristics. alPehnaoacteristics include factors
such as age, education, household composition, income, and place of regBlelocgu and McCleary,1999;
Bargeman and Poel, 2006; Eugenio-Martin, 2008). Destination charactenstiedei attributes such as climate, the
presence of different kinds of activities, the presence and extent of coagtiatiedy and range of accommodations,
degree of development and destination area size, costs related to dosdptt, and accommodations, and exchange
rates (Johnson and Ashworth, 1990; Baloglu and McCleary,1999)chaifacteristics include travel distances, costs,
travel times, and vacation purpose (Bargeman and Poel, 2006; Edgnio; 2008). In tourism research, much
attention has been paid to understanding the factors contributing to destttadioa, intention, and the extent of
multi-destination tour. These efforts generally include both supgé/and demand-side factors. Supply-side factors
indicate the opportunity to visit distinct destinations based on location-spattiflautes, while demand-side factors,
such as individual tourist characteristics, reflect tourists’ desire to visit more than one destination based on the need to
participate in a complete tourist experience (Wu & Carson, 2008). From tiendeside, a large number of studies
have examined the determinants of multi-destination tourism, concludingitiggé- and multi-destination tourists
differ in terms of demographic profiles, trip types, motivations and tiotesy service quality assessments, and their
propensities to participate in cultural activities (McKercher & Wong, 2004).

Recently, however, researchers have begun looking past these stacttzngiinto more insightful measures
of traveler preferences and motivations. This is in response to thehfdctourists are becoming increasingly
demanding and selective about their holiday travel, which, in turn, i;éeéal an increasingly competitive tourism
market. Preference data provides details beyond personal characteristicporpoges, such as what a traveler looks
for on a trip, their motivations for taking a trip, and prior expectataon experiences. These methods attempt t
capture the part of a traveler’s personality that Beerli et al. describe as the “inherent desires for leisure travel that
control where and how often an individual will travel”. Researchers and practitioners are incorporating such
preferences into their studies on tourism demand in various waysding by considering stated motivation factors,
prior travel experiences, and ranking preference scales (Beerli et 3l.208F most common method to consider
traveler preferences is to incorporate stated motivation factors fronmyswwéterviews into models and comparative
studies (Papatheodorou, 2001). These factors highlight what traeeperst to accomplish on their trip or the personal
benefits they hope to gain from taking a holiday (Baloglu and &g, 1999). Many studies interpret these factors as



a ‘level of appreciation’, i.e. how much a traveler appreciates such activities as nature gazing, cultural heritage
awareness improvement, shopping and dining, and outdoor recreation (Lehto et al, 2004). Others describe it as a ‘level

of interest’. Nicolau and Mas used this latter definition in their review of interest in new placdsnaw cultures
(Nicolau and Mas, 2005). Motivation factors have also been used tdibeesow travelers perceive their destinations.
Baloglu and McClearly evaluated how various destinations were perceived dradsalv well they would allow
travelers to relax, have excitement, gain knowledge, be social, and attain presfigglu(Bind McCleary,1999).
Research in tourist decision-making process is needed for statistical pobfitegists: age, gender, stage in a family
life cycle, places of residence, occupation, income etc. This data is gatheradowus scales: talking about the whole
country, region or just some single tourist attraction. Secondlyst&tati data on tourist behavior is needed: the
popularity of different destinations, preferable time of vacationsuémecy and duration of vacations. (Keegan & Green
2008, 197-198.) Thirdly, the process of making decisionmmrtant, especially concerning vacations, the roles of
family and group members in it, conditions and time when the psity decisions are made. The next issue to
research is perceptions of tourists as regards destinations, types of hatidags of transport, different services etc.

Visitor Profile

Nowadays, tourist consumption is characterized by internal differentiatidiversification due to multiple factors. As

a result, increasingly greater attention has been paid to tourist typoldggsifications and segmentations in analyses
of tourist behavior. The tourism literature is full with typologies tivaup tourists by common characteristics to better
understand and to predict behavior (Cohen, 1972 & PlI6@4. Numerous studies developed typologies based on
segmentation variables including demographics, psychographics, persone$ \aid lifestyle, benefits sought,
behaviors, motivations, experiences and emotional response.

Clearly, the habits of tourists are heavily influenced by their sociageaphic contexts, i.e., education level,
age, economic activity, environment and lifestyle, with the largest meige of tourists who travel being those with a
higher level of education and employment positions that include greatensésliies and salaries.

Socio-demographic and travel behavior variables are generally used imtoesisarch in order to identify the
characteristics of tourists. The socio-demographic variables mostly inelgele gender, income, marital status,
occupation, education, and nationality. There are also studies that exempéfiedintteptualization of tourist profile
construct. For instance, Franch, Martini, Inverardi, and Bufa (2006) identified tourists’ profile of the Dolimite area of
Italy using two dimensions: socio-demographic characteristics amafghaization of the holiday. Kozak et al. (2004)
also characterized tourist profile as an amalgam of socio-demographic variabkeddition to travel behavior
variables. In Chun’s study (2009), the tourist profile included demographic features of guests visiting international
tourist hotels in Taiwan. Variables measured were age, gender, purpwge oEcupancy, and education. The study
also revealed that different segments of international tourist marketshmidentified in terms of demographics and
characteristic features of the tourists. Castano, Moreno, and Cre@d) (@damined the profile of tourists visiting
Spain; and they identified eight types of tourist profile includinggssibnal, urban, holiday, holiday-sun-and-beach-
active population, holiday-sun-and-beach-active population, holiday-rural;sun-and-beach, and active-rural. Their
study conceptualized the tourist profile construct into two dimensions:-deniegraphic characteristics and travel
patterns.Kattiyapornpong and Miller (2007) posits that age, income angdite will have less of an effect on travel
preferences and a greater effect on travel intention and travel choice theeapplication of the leisure constraints
model (Samdahl & Jekubovich, 1997). Therefore these sociogtapttc variables are hypothesized to inhibit or
constrain travel rather than to determine preferences. It is expected ehabh@gne and life stage will not impact
strongly on travel preference. Mieczkowski (1990) quoted tourist & one of the most important demographic
dimensions which influence holiday demand. Romsa and Blenma®)(%88&lied the vacation patterns of the elderly
Germans using the environmental motivational model. They found th@&bemental, socioeconomic, and aging
effects prevented seniors from joining more fully in the touristew@lso, income has been shown to be significantly
related to holiday taking behaviour (Mergoupis & Steuer, 2003). Me&dWurphy and Uysal (1996) investigated the
Australian international pleasure travel market. They found that Australian wamdemen are motivated differently in
their pleasure travel experience.

Visitor behavior

The theory of planned behaviour (TPB) is an established theoretical modrplaining the relationship between
consumers’ beliefs, attitudes, intentions, and behaviours (Ajzen, 1991, 2001). TPB has been applied in a vafiety o
studies on social behaviour, including studies on the decisiossudénts completing high school (Davis, Ajzen,
Saunders & Williams, 2002), consumer choices of transportation maalab@g, Ajzen & Schmidt, 2003), the
influence of negative wordf-mouth on Chinese consumers’ intention of choosing restaurants to dine at (Cheng, Lam

& Hsu, 2006) and, attitudes toward wine tourism (Sparks, 2007). Simild?B has been applied to assist in explaining
consumers’ complex travel decision-making process (Lam & Hsu, 2006). For example, Hsu, KanigLam (2006)
examined reference groups’ influences on Chinese travellers travel intentions, and Lam and Hst) @f@iflied TPB to
study intentions of Taiwanese travellers choosing Hong Kong as a diestadation. Lam and Hsu (2006) found that
TPB provided a good model fit for potential Taiwamesavellers to Hong Kong. Their research emphasized the
importance that factors like social influence and perceived behaviourablquiaty for this group.
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Figure (2) The Theory of Planned Behavior

Source: Ajzen, . (1991), The Theory of Planned Behawoganizational Behavior and Human Decision Processes,
50, 179211.

Consumer behavior research in tourism has lots of weaknesses, vetkiehtrifficult to analyze the data and
empirical material. There is lack of research which describes changes in tourist bekerittme and a lot of data is
outdated or based on small samples of tourists. Little research is also donstadbgng the links between preferences
of tourists and the products they purchase and on tourist motivatiwindeterminants of their behavior (Swarbooke &
Horner 2007).

Information search behavior Research on tourist behavior has to begin with information searah.oOthe most
influential factors in the purchase of a tourist product (destination) asniation about tourist goods and services.
Moreover, tourists differ in the information sources they use befialéng a decision (Moutinho, 1987As for many
consumer product decisions, information acquisition is necessaselferting a destination and for onsite decisions
such as selecting accommodations, transportation, activities, and todre¢s@nd Murray 1998; Gursoy and Chen
2000; Snepenger, Meged, Snelling and Worrall 1990). Information seardie aefined as "the motivated activation of
knowledge stored in memory or acquisition of information frometindronment” (Engel et al 1995). As the definition
suggests, a search can be either internal or external. Internal search isiabkedretrieval of knowledge from
memory, while the other consists of collecting information fronmtheketplace (Engel et al 1995).

Whenever tourists realize that they need to make a decision, inforrsatoch is likely to take place, and
almost always initially takes place internally such as when previousrierpes and knowledge are used as the basis
for planning a repeat visit (Chen and Gursoy 2000; Fodness an@yMLB97; Vogt and Fesenmaier 1998). Internal
sources include personal experiences, either with the specific destinatiath @ similar one, and the knowledge
accumulated through an ongoing search (Schul and Crompton {¥6§8and Fesenmaier,1998). When the internal
search provides sufficient information for making a trip decision, exteg@ath is obviously unnecessary (Beatty and
Smith 1987). However, if the internal search proves insufficientistsuare likely to also use external sources.

When the internal information search proves inadequate, the travelgrden@le to collect additional
information from external sources. Travelers tend to use four broenakinformation sources when planning their
trips. These are (1) family and friends, (2) destination $§ipediterature, (3) media, and (4) travel consultants
(Snepenger & Snepenger, 1993). Uysal et al. (1990) studied the inforsadiain behavior of German, French, British
and Japanese travelers who travel to the United States. They found that tfawaledgfferent countries were more
inclined to utilize different types of information with varying freqognBritish travelers tended to use travel agents as
the main source of external information source followed by famitiyfaands, brochures and pamphlets, and magazine
and newspaper articles. "Family and friemlfound to be the most important external information sourc&érman
travelers followed by travel agents, brochures and pamphlets, akd bod library materials. Like German travelers,
“family and friendsis found to be the most important external information source for Frieaghlers, followed by
travel agents, brochures and pamphlets, airlines, and articles in magamneswspapers. Japanese travelers are more
likely to use books and other library materials first, then broctamdgamphlets, family and friends, and travel agents.

According to Goossens (2000), "a combination of push and pioifniation and hedonic responses will
motivate tourists to plan a trip". Within this framework, assessingthe experience will feel is an important part in
deciding between various leisure services. This may involve daydraaatgning and emotions.



Destination choice decision is a function of information available from diffesources (Gartner 1993). As a
form of protective behavior, travelers can alter their destination choice#fyrttuoslr travel behavior; or if they decide
to continue with their travel plans, they acquire information. Accordiritophy et al 2007), travelers that love risk
and want adventure did not seek a lot of information. But thosefedned risk not only gathered information but also
considered particular vacations and lodging facilities. (Maser and Weiermai) $B6#&ed that the higher the
perceived risk, the more information search occurs, and the moreatatemision-making becomes.

Travel motivation Motives are the starting points that launch the decision process (Cro&pdcKay, 1997).
Although motivation is only one variable which explains tourist behayib is considered one of the more critical
variables as it is the impelling and compelling force behind all behaviour (Balogls&l, 1996; Crompton, 1979).

Motivation is one of the important parts of travel consumers’ behaviours. Motivation refers synonymously to
concepts such as reason, cause, propelling force and purpose d¢oirmavcertain direction. In selecting a final
destination, tourists pursue one or several reasons (Dann, 1981ai@dysal, 2005). Given that a temporal stay has
associated time and financial limitations, visitors are careful in matchémgctioices and needs with preferences they
are likely to find at a destination. This selective process forms reésa@ttin fresh insights and experiences that
cannot be found in tourists’ usual environments. This behavior motivates escape from established roles and routines to
new environments, and for search of new insights in atbatexts and cultures. Understanding what motivates an
individual’s travel behavior and destination choice is vital in predicting their travel decisions and future travel patterns
(Jang and Wu, 2006) and it can be used to develop more appropéetagiss to attract them. Page and Connell (R006
stated that motivation as a subject is an integral part of the study efheenbehaviour in tourism. Mountinho (1987),
as cited in Page (2009), definambtivation as a “state of need, a condition that exerts a push on the individual towards
certain types of action that are seen as likely to bring satisfaction”. It indicates the intrinsic reasons why the individual
is embarking on a particularigr Weaver and Lawton, 2002). This psychological concept refers tstoand the
reasons why they embark on a particular trip. It is too, diréo#ted to the demand for tourism, which can affected by
a range of factors, and to consumer/tourist behaviour, whichnddesly affect the initial purchase but also the tourist
experience as well as future decisions (Lomine and Edmunds). 2007

Travel Constraints A number of researchers have noticed the impact of constraints in tisewlenaking process.
They argue that motivation is only one of many variables which exfaitists' preference as to destinations. Other
variables such as travellers' perceived inhibitors and situational constraints iddtision making should also be
considered when destination marketers determine marketing strategies (Baldgialk1996; Oh et. al, 1995; Pyo et.
al, 1989). The constraints research started from early barriers stuaibgch questions about barriers to participation
began to be asked explicitly. Then it developed a change of terminology. Tihe'denstraints" is preferred to
"barriers", because the latter fails to capture the entire range lahatipns of constrained leisure behaviour (Jackson,
1988). Moreover, the word —barrierl tends to direct researchers' attention toward only one type of constraints, that
which intervenes between preference and participation (Crawford & GAdB&)y, Meanwhile, researchers shifted the
focus of their attention to constraints which are not only physical atetnek to the individual (e.g., facility and
resource), but also internal (e.g., psychological and economic) and sociam@ital, family and other interpersonal
relations).

The TPB predicts that there is a range of factors that can potentiallgriofiLor constrain travel intentions.
More specifically, what others think or do (often referred to as subjewtivas) as well as constraints or barriers, and
the control over constraints or barriers (Ajzen, 1991) have the potenimapsmt travel intentions. First, intentions to
travel are likely to be influenced by what others, who form a refergrag for the consumer, think or do in regard to
the target behaviour. It is also recognized that there may be a rangetcdintsthat impede or prevent someone from
travelling. For Chinese tourists, factors such as language, abistaost or Government control (e.g. obtaining a visa)
might be some such impediments. Overcoming such constraintsiog lzafeeling of a sense of perceived control over
the target behaviour is also likely to be important in determining travettioien Ajzen (1991) has pointed out that
control beliefs can obstruct or make possible a particular behaviour. A consumer’s perceptions of having or not having
the resources (e.g. time or money) to engage in specific travel behailldmpact travel intentions. Perceived control
has been identified as an important construct for predicting intentioisitoavtourist destination (see, Lam & Hsu,
2006; Sparks, 2007).Similarly, leisure researchers have identified stluoturiers such as time, financial resources,
season, climate or family life cycle that can inhibit participation in cegeiivities (Crawford, Jackson & Godbey,
1991). For Chinese tourists, key constraints could include thermyr exchange rate of the Yuan, cost of travel,
perceptions of safety in travel, length of travel time and Governnetestrictions.

Holiday characteristics

Holiday characteristics constituteariables such as decision-making time taken to select a destinatoe| tr
companion, past travel experience, length of stay, holiday organizatide, riype of accommodation used, type of
transport, budget of travel arditivities undertaken on holiday. This kind of information is frequentgd in tourism
research in order to identify the travel behavior characteristics of touisihs Uysal, & McCleary, 2006; Kozak et al.,
2004).



Holiday travel characteristics can also be extracted from prior travel experi@esd & Martin, 2004).
Lehto et al, (2004) determined that prior travel experience, in thedbtypes of holidays, activities pursued during
holidays, frequencies of holidays, lengths of holidays, and intenacacross these factors, was a significant predictor
of future holiday activity participation and expenditures.

Domestic tourism

Domestic tourism is the backbone of economic development for a countryndtance, domestic tourists support
small-scale enterprises and informal sectors in developing coungtaside they purchase more locally produced
goods and services (Scheyvens, 2007). Domestic tourism, particulagydloping countries, is critical for the tourism
industry to thrive. With a focus on the domestic tourism market, deardre able to diversify their tourism products
and appeal to a wider target audience (Mazimhaka, 2006). One of thebmagdits of domestic tourism is that while
domestic tourists often spend less money per visit, they travel mome afid bring greater economic growth
particularly to the local communities. Domestic tourists contribute more directlyeteervices offered by the local
population, thereby contributing to the informal tourism sector, maintthie strength of the industry, promoting pro-
poor tourism and as a result, aiding in the poverty alleviation effotteccountry. As previously shown, a survey of
literature on tourism in developing countries indicates that countries liké 3drica, Nigeria, Kenya, China and India
have realised the significant benefits of improving the domestic toumiarket, especially with regard to the growth of
this market (Ghimire and Li, 2001 in Mazimhaka, 2006). Undoubtetbsge efforts result in economic benefits for
local communities and a more sophisticated product for international consumers.

Another benefit of the development of a domestic tourism industihyaisdomestic tourists are not as often
deterred from travel based on political, social or economic problems in ibe eegare international tourists. Rao and
Suresh (2001, p.208) point out that "domestic tourism is noevaible to bad publicity, internal security problems and
poor infrastructure”. Yet, while the importance of domestic tourism lkas lbvidely acknowledged, significant
research and information on the current role of domestic tourism is still gadKiis is a major constraint to the growth
of domestic tourism, and this gap stems from the fact that mostiogévg countries view domestic tourism as
secondary to attracting the international market, which brings in lmedgled foreign currency (Mazimhaka, 2006).
Mazimhaka (2007) argued that, in Rwanda, a lack of variety of toyrsaucts offered to the local travellers has
caused a significant barrier to the development of Rwandan domest&robrrthermore, the costs of domestic travel
could be the cause of this concern. For instance, Sindiga (1996) aghatté&®nyans could not afford to pay for
domestic tourism facilities due to the high costs of travel in KenyailaBly, Wen (1997) has noticed that Chinese
domestic travellers tend to be frugal in spending because of relativelyraigh costs in China. Unfortunately, the
growth of domestic tourism is still lacking in many developing coemtoecause it continues to be viewed as a luxury
that many locals cannot afford. Developing countries faced with economicsigweill naturally have difficulty
generating a significant local tourist population, though in many gkteame countries, a sizeable middle-class exists
and has the potential to participate in and make use of their country’s tourist attractions (Mazimhaka, 2006).

Domestic tourism throughout the world is a predominant butibigiportion of total tourism activity. The
lack of commonly accepted and/or used definitions of domestic travetyadcivargely responsible for this ignorance.
Available domestic tourism data are mostly in the form of number of triplestinations beyond a certain minimum
distance from the normal place of residence, and involving at least onegbvestay. Other data include same-day
visitors. And in case no such data format is available researchers resihetothe number of registered guests in
hotels, etc. or the ratio between the number of overnight staytb@asterage length of stay (Bigaeioal. 2004). In the
past two decades, domestic tourism has been rather neglected in tourigsisatied most of the papers focusing on
international tourists, although the domestic tourism accounts more @8aroball tourist movements. Among the
studies that concern about domestic tourism we mention Massiddatand(2D12) who investigated the main
determinants of Italian domestic tourism demand as measured by rebilatalal tourism flows. However tourist
actual choices appear also to be influenced by past experiences and bgl rdiffierences in the quality of the wider
environment. Additionally it appears that, for Italian tourists, domestic iatetnational destinations behave as
substitutable goods. Unfortunately, the previous research has been ifrtexhavior and the needs of the residents
as potential tourists. Because the understanding of the domestic potentizt market remains inadequate and
knowing that influence factors of residents’ travel decision is crucial in predicting their future travel pattern, this paper
tries to pay attention about importance of profiling the needs of residerdteatigd domestic tourists.

Domestic tourism in Egypt

Despite the unrest in the country, domestic tourism witnessed improt/gersns 2012 especially to the top tier hotels
which were usually expensive to stay in. The growth comessjponse to the initiatives from hotels and Egypt Air that
offer reduced rates and packages to stimulate domestic toWéite the luxury domestic tourism increased, the
frequency of domestic tourism for touristic attractions or other citiesyptitpcreased, especially from the middle and
lower strata of society. This had to do with the high inflation ratehande lower disposable income. Furthermore, the
security conditions in some cities reduced the day trips to touristic attradliomestic tourism has increased by 3%
from 2012, to a total of 8.5 million trips compared to 8.3 million trips in 2012. It is predicted that if hotels’ offers
continue and security is restored, domestic trips will increase at a CAGR of\i%he forecast period, to almost 14



million trips in 2018 (Euromonitor International Report 2013). Dstigetravel spending generated 66.9% of direct
Travel & Tourism GDP in 2013 compared with 33.1% for visitor etgpéie foreign visitor spending or international
tourism receipts). Domestic travel spending raised to EGP93.9bn witicraase of 1.1% and is expected to grow to
EGP150.3bn with 4.8% pa by 2024. Domestic Travel & Tourism Spemelaued to 13.2JS$ bn) in 2013 according

to World Travel and Tourism Council Data, 20Number of Domestic Trips & Overnights reached to 16.6 million
according to Tourism Satellite Account Unit, Ministry of Tourism 2013.

Research Objectives and Framework

The research aims at finding answers to the following questions:
1- What are different factors affecting the decision of visitors to gooomedtic holidays in Egypt?
2- How are these factors affecting the decision of Egyptian domestic heffiday

The research aims to analyze Egyptian pleasure travellers and undegstasdor's profile, behaviour and their
decision-making will help to predict future travel patterns and undertdéetieé marketing campaign. The specific
objectives are:

1) To profile the local tourists and its influence on domestic destinatmnech
2) To examine the relationships that exists between travel behaviouestirhtion choice.

3) To determine the travel-related characteristics such as mode of transpotyaonf accommodation as well as
travel companions used to make travel decisions.

Lang, O’Leary and Morrison (1997) examine the destination choice of Taiwanese odtl@welers. They
find that the choice of Asia-Pacific destinations is affected by socio-deptugs, travel characteristics, and
psychographic attributes. All the demographic variables, except age and sext gigrgéoant differences between
‘within-Asia’ and ‘out-of-Asia’ travel; and the most important variables for differentiating within- and out of-Asia
travelers are education, income (socio-demographic variables), packadertgtlr,of trip, total cost of trip, trip party
size (triprelated variables), ‘safety net’, ‘cost and experience’, ‘budget travel’, and ‘value and lifestyle’ (benefit
factors).

The following framework of pleasure travel decision was proposedirg-ig) based on the literature. As the
figure shows, there are three determinant factors affecting the deofstmmestic tours: first, visitor profile which
includes demographic features of guests such as age, gender, piirpipseccupancy, and education. Second, visitor
behavior which is influenced by several variables: travel motivation, tcawnstraints and Information search behavior.
Third, Holiday characteristics which constitutgariables such as travel companion, length of stay, type of
accommodation used, mode of transport, Travel arrangement, travel tinastigities undertaken on holiday.

Tourist Profile Tourist behavior M_LS'_
characteristics

Age, Gender, Income, Motivations, Constrains

Education and Marital and Sources of Transport mode, Type of

status information accommodation,  Travel
times, Activities during
holiday, Length of stay,
Travel companion, and
Travel arrangement

Decision Factors for Domestic Tours

Figure (3) Research model

Source: The researcher



The research hypotheses in this study are selected on the basisesktirelr model, in order to analyze the influential
relationship among determinants affecting domestic travel decision-making

For the purpose of the study, the following hypotheses are:

H1: visitor profile is significantly affecting the decision of visitors toan domestic holidays

H2: visitor behavior is significantly affecting the decision of visitorgo on domestic holidays

H3: visitor travel-related characteristics is significantly affecting the decisiuisitdrs to go on domestic holidays
Methodology and Data Analysis

This exploratory, quantitative study on Egyptian domestic travalerather limited. A questionnaire was developed
for data collection purposes aadsurvey has been running on August-November 2Thé questionnaire consists of
three parts namely preferred travel-related characteristics, travel attitude and iehawiel planning and
demographic. A pilot study was also conducted to test the questionnairprelingnary test managed to secure 25
respondents and a more refined questionnaire was developed fromghstsung and comments from the respondents.
This paper reports on initial findings of the survey a total of respon@68tat major destinations in Egypt like Sharm-
Elsheik, Hurghada, Alexandria and North cost. Random samplingochetas employed for this study. The survey
employed self-administered questionnaire, distributed and monitored toaappdomestic tourists found at popular
spots like beaches, malls, Hotels and resorts

Descriptive analysis such as frequency, mean and standard deviation were conducted to examine respondents’
demographic profiles, purpose of travel and holiday choice relatedatbadstics, affected factors, decision-making,
attitudes to travel and destination choice. SPSS (Statistical Program for Social Soieaxélsg statistical analysis
package used to analyze findings.

Results and Discussion

Demographic profiles From Table 1, The findings revealed that 50.4% of respondents are fd@\&¥ are males,
58.5% of respondents aged between 18 to 29 years, 22.7% ohthdmetween 30 to 39 years, 18.8% of them are 40
years or above. 68.4% are studying at college level, 26.6% are poatgratiidents, while 51% of respondents are in
high school level of education. Most respondents are single (51.9%), arel9%arried and 10.1% have different
marital status. 85.7% of respondents have household income below 2E)08.1% have household income ranges
from L.E. 25000 to 34999 L.E., and 6.2 of respondents hausehold income exceeds L.E. 34999. It is clear that the
sample of the study include respondents with different age categaeieterg, education levels, marital status, and
household income.

Table (1). Statistics of respondents’ personal data

Age % Education % Household income %
18-29 58.5 postgraduate 26.6 Under L.E. 25,000 85.7
30-39 22.7 College 68.4 L.E.25,000- L.E.34,999 8.1
40-49 12.8 High school 5.1 L.E.35,000- L.E.49,999 2.7
50-59 1.5 L.E.50,000- L.E.74,999 1.8
60-69 4.5 Marital Status % L.E.75,000- L.E.99,999 1.5
Gender % Single 51.9 L.E.100,000 or more +.3
Male 49.6 Married 37.9

Female 50.4 Other 10.1

Behaviour and attitude to travel

Motivations. From Table 2, there are a number of reasons motivate respondentsdortedatic holidays, using mean
values of respondents’ opinions, it is found that respondents agree (mean value of 4.41) with ‘rest and relax’. The
second reasobased on mean values is ‘escaping from daily life/ routine/ pressure’ (4.22). Spending time with family
comes next with a mean value of 4.10. ‘Having fun/ maintaining friendships’ is the fourth reason of traveling on
domestic holidays (mean value=3.91isTis followed by ‘experiencing different climate, landscape and nature’ with a
mean value of 3.90. ‘Experiencing thrills/ excitement’ ranks the sixth reason of traveling (mean value of 3.52).
However, respondents have neutral opinions on 4 reasonsgrth&ining a new perspective on life’, ‘learning new
things’, ‘developing personal interests’ and ‘having other to know they are there’ with mean values of 3.23, 3.19. 3.19,
and 2.60 respectively.in total and based on the grand mean value ae3p@8)dents agree with the above mentioned
reasons to travel on domestic holidays. The results are reliable where Cronbach’s alpha is 0.773. Standard deviation
values are within limits.



Table (2) Motivations for travel on domestic holiday

Strong| Neither Strongl|
- rongly Disagree | Agree nor| Agree gy Std.
Motivations Disagree ! Agree Mean L
(%) Disagree (%) Deviation
(%) %) (%)
Escape from daily 6.9 4.5 4.2 29.0 55.5 4.22 1.16
life/routine/pressure
Rest and relax 2.7 2.1 1.8 38.2 55.2 4.41 0.85
Experience thrills/ 9.9 11.9 17.6 37.9 22.7 3.52 1.24
excitement
Have fun/ Maintain 4.5 4.2 119 | 546 | 248 3.91 0.97
friendship
Spend time with family 5.1 5.1 8.7 37.0 44.2 4.10 1.09
Learn new things 10.1 20.6 22.1 34.9 12.2 3.19 1.19
Develop my personal 8.7 20.3 257 34.0 11.3 3.19 1.15
interests
Gain a ”e"l‘?fgers"ec“"e o 113 10.1 35.2 31.0 12.2 3.23 1.14
Have others know thatl |, g 23.9 18.2 26.0 5.4 2.60 1.27
have been there
Experiencing different
climate, landscape and 2.7 8.4 6.3 61.5 21.2 3.90 0.92
nature
Grand Mean 3.63

Constrains: Table 3 shows the importance level of factafifecting respondents’ decision to go on domestic holidays.
Looking at mean values of opinions, it is concluded that respondents rank ‘Safety’ as the highest factor affecting the

decision of respondents to go on domestic holidays (mean valdg&4) Health issues come second in the list of
important factors with a mean value of 4.28. Political stability is hivel important factor affecting the decision of
taking holiday (mean value of 4.14). Shortage of money is thghfdactor (mean of 3.90), it is followed by lack of
time (3.89), destination (3.87), accommodation (3.80), losgagepty (3.78), value for money (3.70), and weather
(3.67). However, respondents have neutral opinions on 3 factors; tleesthar tourists (3.10), travel fatigue (3.05),

and cultural risk (2.96). The results are reliable where Cronbach’s alpha is 0.872. Standard deviation values are within

limits.
Table (3) Factors affecting decision of taking domestic holiday
5 % ;88 |Bg | _z
>5% | ts8s| £58% |sfg g std.
Factors 2 g—é £ g—é 3 2 £S |EST €3 | Mean | peyiation

= = “ g% B E £

=} > > c
Safety 11.3 .6 2.1 14.3 71.6 4.34 1.29
Health 9.3 2.7 2. 21.5 63.9 4.28 1.24
Political stability 3.6 6.0 14.9 24.2 51.3 4.14 1.10
Shortage of Money 6.3 8.7 16.1 27.2 41.8 3.90 1.22
Lack of time 9.0 5.7 9.9 38.2 37.3 3.89 1.22
Destination 5.1 14.0 8.1 34.6 38.2 3.87 1.21
Value for Money 6.6 7.2 26.9 28.7 30.7 3.70 1.17
Travel fatigue 9.9 254 23.0 334 8.4 3.05 1.15
Cultural risk 7.5 30.7 31.3 19.7 10.7 2.96 1.11
Weather 5.4 19.1 6.0 41.8 27.8 3.67 1.22
Loss of property (eg, 7.2 15.5 9.3 287 | 394 3.78 1.31
theft, loss of luggage)
Accommodation 4.8 10.4 15.8 37.9 31.0 3.80 1.13
Other tourists 7.2 245 31.0 25.7 11.6 3.10 1.12

Information search behavior looking at Table 4, respondents mentioned that word of mouth is thesdinsce of

information (75.5%) when they start their travel planning process.nbttetomes second (66.3%), 59.4% of
respondents obtain information from their previous visits. Travel ageatthe fourth source of information for 39.4%




of respondents. Next is attractions’ websites (23.9%), followed by brochures (23.6%), television advertising (22.4%),
newspaper advertising (17%), attractions newsletter (4.8%), and radestisidg (0.9%). In addition, 34% of
respondents have never used travel agent in travel planning, while f2@%pondents used them once, 20.6% used
travel agents some time, and 16.4% used them most of time.

Table (4) Descriptive statistics of travel Information search

Main sources of information while %
choosing your domestic holiday?

Word of mouth (friends, relatives) 75.5
Brochure 23.6
Newspaper advertising 17.0
Television advertising Yv.¢
Radio advertising <A
Attractions' website Yv.A
Internet Ly
Attractions newsletter £A
Travel agents va.¢
From previous visits od.¢

Holiday choice related characteristics
Travel times, length of stay, type of accommodation and mode of transportation

Looking at Table 5, it is depicted that 37.3% of respondents goes Qmeekaor more on a family outing within the
last year, 29.9% goes once a month, 17% goes once every 3 montbeep 14.4% goes once every less than a week.
As for taking domestic holidays as a family group within the last y&4 went on one holiday, 2-3 times for 31.6%
of respondents, and 9.6% of respondents went on 4 holidaysrer f percentage of 36.7% of respondents stays a
week on holiday, 32.5% stays 5 nights, and 30.8% of theynleta than 5 nights. Hotels or motels were the most
preferred acommodation type of respondents (48.1%), 24.2% of respondents’ preferred rented house/ flat, 19.1% of
respondents have their own holiday home, 8.7% of respondents stathein types of accommodation. 37% of
respondents use car to travel to destination, while 77% of them use aaiday.i28% of respondents prefer air as the
second means of travel to destination while 11.9% prefer coach on hindidaly

Table (5) Descriptive statistics of travel-related characteristics

Characteristics Attributes Frequency Percent
Everyday 2 0.6
Once 18 5.4
Approximately how often did you go | Once a fortnight 28 8.4
on a family outing within the last yea] Once a week or more 125 37.3
Once a month 100 29.9
Once every 3 months 35 10.4
Once every 6 months 22 6.6
None 5 1.5
Once a year 171 51.0
How many domestic family holidays ig :!mes 12%6 361(')6
did you take as a family group within———nes :
the last year? /10 times > L5
more than 10 times 7 2.1
None 26 7.8
How many nights do you expect to |2 nights 33 9.9
stay away from your usual place of |3 nights 70 20.9
residence during your domestic 5 nights 109 32.5
holiday? Week 123 36.7
Own Holiday Home 64 19.1
What type of accqmmodation do you :gzl or Motel 12 1 418.51
hmoc:isdtg/yitay in during your domestic Renteq House/Flat 81 24.2
Camping 6 1.8
Other 17 5.1

Mode of travel to the destination Car 124 37.0




Bus / Coach 85 25.4
Train 27 8.1
Air 95 28.4
Motor-bike 4 1.2
Car 258 77.0
Bus / Coach 40 11.9
Mode of travel on holiday Lr;aun 132 3;96
Boat 10 3.0
Motor-bike 12 3.6

Activities undertaken on holiday From Table 6 illustrates the importance level of activities practiced on holiddys an
how this contributes to enjoyment level of the holiday. Using mean values of respondents’ opinions, it is found that
respondents rank ‘coastal location’ as the first important activity contributes to level of enjoyment of holidays (mean
value of 4.14), ‘swimming/ sunbathing’ and ‘a warm, sunny climate’ occupy the second and third ranks of importance
(with mean values of 4.01). ‘Dine at cafe or restaurants’ comes next with a mean value of (3.88). ‘Sightseeing in cities’

and ‘Enjoying scenery’ are the fifth and sixth important activities on domestic holidays (mean value of 3.86). ‘Eating
seafood’ is the seventh important activity (mean value of 3.71) while ‘meeting people’ is the eighth important activity’
(with mean value of 3.70). Howeverspondents have neutral opinions on the importance level of ....activities, these

are shopping (mean value of 3.43), amusement/ theme parks (@4€) sports (3.28), visiting heritage/ historical sites
(3.26), museum/ gallery (3.24), snorkeling & scuba diving 58.dvisiting small towns and villages (2.92),
environmental/ ecological excursions (2.79), and disco/ night clubs (2.70). In addition, respondents think that ‘go
fishing’ is unimportant activity (mean value of 2.48). The results are reliable where Cronbach’s alpha is 0.826. Standard
deviation values are within limits.

Table (6) The importance of activities practiced on domestic holiday
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Shopping 18.8 14.3 8.1 31.9 26.9 v.eY V.20
Sightseeing in cities 3.3 15.2 9.3 36.7 35.5 3.86 1.70
Dine at cafe or restaurants 4.5 13.1 7.5 39.4 35.5 V.AA Y1
Swimming/ Sunbathing 4.2 9.0 14.0 27.2 45.7 £ VY
Amusement/ Theme Parks 5.7 17.3 23.0 39.4 14.6 Ve, R
Water Sports (diving) 15.5 19.1 12.8 26.9 25.7 Y.YA V.Y
Visiting heritage/ historical sites 16.4 16.7 10.7 36.4 19.7 \AR VYA
Disco/ Night clubs 29.6 23.6 8.7 23.3 14.9 \AE VeV
Environmental/Ecological 170 | 263 | 242 | 260 | 66 | v 104
excursions
Visiting small towns & villages 13.1 26.9 23.6 27.5 9.0 YAy Y4
Eat seafood 10.7 6.6 16.4 33.7 32.5 \RA VYA
Go Fishing 29.9 27.8 15.8 17.6 9.0 YA V7Y
Snorkelling & Scuba diving 18.8 17.6 16.1 24.5 23.0 ve V.&f
A warm, sunny climate 4.2 3.9 16.4 37.9 37.6 € AIER
Coastal location 1.8 8.1 11.0 32.2 46.9 )¢ V.ooX
Meet people 3.0 17.6 14.9 35.8 28.7 AR Ve
Museum/ Gallery 11.3 17.0 18.5 42.7 104 AR Y4
Enjoy scenery 6.0 11.0 104 35.8 36.7 ¥.A1 V.Y

Travel companion and travel arrangements

From Table 7, it is found that 50.4% of respondents travel with friendsth relatives, 43.6% of them travel with
spouse and children, 15.2% travel with spouse only, 3.9% travel aloth&,1% travel with children. Asking about the
method of booking holidays, respondents claimed that booking diidttheliday providers comes first (59.1% of
respondents), next is booking via travel agents (27.5%), and onlinengamkines last (with 13.4% of respondents).



Table (7) Descriptive statistics of the travel companions and booking methods

\With whom do you usually travel? % How do you usually book your holidays? %
Alone 3.9 Directly with the holiday providers 59.1
\With spouse 15.2 Online with travel websites 13.4
\With spouse and children 43.6 \With travel agencies 27.5
\With children 2.1

\With other friends or relatives 50.4

From table 8 34% of respondents have never used travel agent in travel plamilie@9% of respondents used them
once, 20.6% used travel agents some time, and 16.4% used them timst of

Table (8) Descriptive statistics of travel planning concerns

Who usually organize your travel %

arrangements?

Myself 1
Family Member(s) €44
Other (please specify) £y

How often do you use a travel
agent when planning a vacation
%

Most of the time V1.8
About half the time Yo
Once in a while Y4..
Never Ye

Asking respondents about the budget they could reduce when plaheindgolidays, Table 9 shows that 49% of
respondents said they can reduce the budget of cultural visit€6 3. Yespondents could reduce the budget of
transportation. Food comes next for 35.5%, followed by accommod@fio2% of respondents), and leisure activities
come last for 26% of respondents. In addition, asking respondenttetdthe booking in advance of their holiday
components, it is found that 36.9% of respondents prefer to bobbtilein advance, 31.9% of respondents book some
specific nights in advance, 28.4% of them rent a car in advah@?6 of them book train in advance, and 27.5% book
entertainment places ticket in advance, while 4.5% of respondents do natryoodkmponent in advance.

Table (9) Descriptive statistics on budget and booking holidays in advance

Which budget could you reduce to % What would you like to book in %
spend less for your holidays? advance for your holiday
Cultural visits 49.0 | Book the hotel 63.9
Transport AR Book specific nights (First/ last night) 31.9
Food Ye o | Rentacar YA€
Accommodation YV.Y | Train or boat tickets .Y
Leisure activities Y1+ | Tickets for entertainment places Yv.e
Nothing 0

Testing Hypothesis
H1: visitor profile is significantly affecting the decision of visitors to go on domesticdiidays

Test the first hypothesis of the study: visitor profile is significaatfgcting the decision of visitors to go on domestic
holidays. From Table 10 and using Chi-square test, it is found2tloat of 4 attributes are significantly affecting
visitors decisions of taking domestic tours, these factors areXfgé1, DF=2, and P<0.05), and genderf<£X7.1,
DF=2, and P<0.01). However, 2 attributes were found not significaffdgting the decision of taking domestic tours.
These attributes are: education levef4%5, DF=2, and P<0.01), and marital statu$=(X7, DF=2, and P>0.05).
Therefore, it can be concluded that the first hypothesis is supported.



Table (10) Chi-square statistics of visitor profile and taking domestic tours

Visitor profile Chi-Square DF Sig. Result

Age 11.005 4 .027 | Supported
Gender 17.071 1 .000 | Supported
Education 5.530 2 .063 | Not Supported
Marital Status .862 2 .650 | Not Supported

H2: visitor behavior is significantly affecting the decision of visitors to go on doastic holidays

From Table 11, and testing the second hypothesis of the study thatattleedifferent motives that affect visitor
decisions of taking domestic tours, using Chi-square of independenest the independence between factors, it is
revealed that 9 out of 10 motives affect visitor decisions to go preskic tours, these motives are: escape from daily
life/routine/pressure (363.8, DF=2, and P<0.01), rest and relaxX’<#8.5, DF=2, and P<0.01), having fun/
maintaining friendship (326, DF=2, and P<0.01), spending time with family£)25.9, DF=2, and P<0.01), learning
new things (X¥=13.5, DF=2, and P<0.01), developing personal interests3(X5, DF=2, and P<0.01), gaining a new
perspective on life (%52.5, DF=2, and P<0.01), having others know that | have been (&#&0.5, DF=2, and
P<0.01), and experiencing different climate, landscape and nattw&g8, DF=2, and P<0.01), while experiencing
thrills/ excitement found not significant 2.6, DF=2, and P>0.05). In sum, it can be concluded that the second
hypothesis is supported.

Table (11) Chi-square statistics of motives of travel and taking domestic tour

Motivations Chi-Square DF Sig. Result
Escape from daily life/routine/pressure 63.825 2 .000 | Supported
Rest and relax 48.425 2 .000 | Supported
Experience thrills/ excitement 2.622 2 .270 | Not Supported
Have fun/ Maintain friendship 26.005 2 .000 | Supported
Spend time with family 25.911 2 .000 | Supported
Learn new things 13.460 2 .001 | Supported
Develop my personal interests 31.536 2 .000 | Supported
Gain a new perspective on life 52.472 2 .000 | Supported
Have others know that | have been there 10.488 2 .005 | Supported
Experiencing different climate, landscape 18.263 2 .000 | Supported
and nature

Table 12 also provides statistics of Chi-square to test the second hypothéesstudy: there are different factors
affecting the decision of visitors to go on domestic holidays. UShigsquare test, it is found that 10 out of 13 factors
significantly affecting visitors decisions of taking domestic tothese factors are: safety 86, DF=2, and P<0.05),
health concerns (%19.5, DF=2, and P<0.01), political stability %@2.1, DF=2, and P<0.01), shortage of money
(X?=16.8, DF=2, and P<0.01), lack of time®2.5, DF=2, and P<0.01), destination’¥%5.1, DF=2, and P<0.01),
value for money (%7.6, DF=2, and P<0.05), weather’6%.8, DF=2, and P<0.05), loss of property£X.4, DF=2,

and P<0.05), and accommodation’X3.1, DF=2, and P<0.05). However, 3 factors were found notfisamiy
affecting the decision of taking domestic tours. These factors are: travelefgig=3.9, DF=2, and P>0.05), cultural
risk (X?=5.2, DF=2, and P>0.05), and other tourist§=X6, DF=2, and P>0.05). Therefore, it can be concluded that
again the second hypothesis is supported.

Table (12) Chi-square statistics of factors affecting the decision to take domestic tours

Factors Chi-Square DF Sig. Result

Safety 6.034 2 .049 | Supported
Health 19.491 2 .000 | Supported
Political stability 22.051 2 .000 | Supported
Shortage of Money 16.719 2 .000 | Supported
Lack of time 12.485 2 .002 | Supported
Destination 35.149 2 .000 | Supported
Value for Money 7.599 2 .022 | Supported
Travel fatigue 3.952 2 .139 | Not Supported
Cultural risk 5.171 2 .075 | Not Supported
Weather 7.770 2 .021 | Supported
Loss of property (eg, theft, loss of luggage) 7.394 2 .025 | Supported
Accommodation 13.108 2 .001 | Supported
Other tourists 5.562 2 .062 | Not Supported




H3: visitor travel-related characteristics is significantly affecting the decision of vitors to go on domestic
holidays

Testing the third hypothesis of the study: the activities contrigputinenjoyment of holidays and taking domestic
holidays, and using Chi-square test, it is found that 9 ol @fctivities significantly affecting visitors taking domestic
tours as shown in Table 13, these activities are: shoppife8< DF=2, and P<0.01), sightseeing in citie$=(26.3,
DF=2, and P<0.01), swimming/ sunbathing?¥%7.3, DF=2, and P<0.01), amusement/ theme parks1(1, DF=2,
and P<0.01), disco/ night clubs %42.6, DF=2, and P<0.01), visiting small towns & villages<X9, DF=2, and
P<0.05), coastal location {%22, DF=2, and P<0.01), museum/ gallery£&.1, DF=2, and P<0.05), and enjoying
scenery (X=21.9, DF=2, and P<0.01). However, 9 activities were found not &igntfy affecting the decision of
taking domestic tours. These activities are: dining at cafe or restaurgmts.§XDF=2, and P>0.05), water sports
(X?=1.2, DF=2, and P>0.05), visiting heritage/ historical sités46, DF=2, and P>0.05), environmental/ ecological
excursions (X¥=1, DF=2, and P>0.05), eating seafood<X 3, DF=2, and P>0.05), going fishing?62.1, DF=2, and
P>0.05), snorkeling & scuba diving £0.5, DF=2, and P>0.05), a warm, sunny climat&=0<8, DF=2, and P>0.05)
and meeting people @¢1, DF=2, and P>0.05). Therefore, it can be concluded that the thpathegis is partially
supported.

Table (13) Chi-square statistics of activities contributing to enjoyment level and takgndomestic tours

Activities Chi-Square DF Sig. Result
Shopping 23.033 2 .000 | Supported
Sightseeing in cities 15.296 2 .000 | Supported
Dine at cafe or restaurants 1.438 2 487 | Not Supported
Swimming/ Sunbathing 37.310 2 .000 | Supported
Amusement/ Theme Parks 13.062 2 .001 | Supported
Water Sports (diving &rafting) 1.184 2 .553 | Not Supported
Visiting heritage/ historical sites 4.535 2 .104 | Not Supported
Disco/ Night clubs 12.621 2 .002 | Supported
Environmental/Ecological excursions 1.033 2 .597 | Not Supported
Visiting small towns & villages 7.906 2 .019 | Supported

Eat seafood 4.246 2 .120 | Not Supported
Go Fishing 2.111 2 .348 | Not Supported
Snorkelling & Scuba diving 498 2 779 | Not Supported
A warm, sunny climate .839 2 .657 | Not Supported
Coastal location 22.043 2 .000 | Supported
Meet people 1.012 2 .603 | Not Supported
Museum/ Gallery 6.119 2 .047 | Supported
Enjoy scenery 21.862 2 .000 | Supported

Conclusion and Recommendations

This study aimed at to better understanding travel motivation, consteaidtdecision making in the context of Egypt
pleasure travelers to domestic tours. Data were collected from 353 visitors at Sslaeik;Eurghada, Alexandria and
North cost during summer 2014. It is found that, in the sureeypke, 50.4% of respondents are female, 58.5% of
respondents aged between 18 to 29 years, 68.4% are studyitigge tevel. Most respondents are single (51.9%) and
85.7% of respondents have household income below 25000 Lissfolind that 2 out of 4 attributes are significantly
affecting visitors decisions of taking domestic tours, these factersage and gender. However, 2 attributes were
found not significantly education level and marital stattigs also revealed that 9 out of 10 motives affect visitor
decisions to go on domestic tours, these motives are: escape from dadytiifefipressure, rest and relax, having fun/
maintaining friendship, spending time with family, learning newgsjrdeveloping personal interests, gaining a new
perspective on life, having others know that | have been there, andeexpay different climate, landscape and nature
while experiencing thrills/ excitement found not significant. The eyrvevealed thatl0 out of 13 constraints
significantly affecting visitors decisions of taking domestic tothisse factors are: safety, health concerns, political
stability, shortage of money, lack of time, destination, valuenfoney, weather, loss of property, and accommodation.
However, 3 factors were found not significantly, travel fatigudtucal risk and other tourists. Respondents mentioned
that word of mouth is the first source of information (75.5%gmvthey start their travel planning process.

Characteristics of Egyptians Travellers: Tourism is a seasonal activity, occurring mainly duriniday periods as
well as weekends. As for taking domestic holidays as a familypgnathin the last year, 51% went on one holidAy.
percentage of 36.7% of respondents stays a week on holiday. Hotetdéeds were the most preferred accommodation
type of respondents (48.1%), 24.2% of respondents’ preferred rented house/ flat, 19.1% of respondents have their own
holiday home. 77% of respondents use car on holiday while, 28%spbndents prefer air as the second means of
travel to destination. It is found that 9 out of 18 activities significarffigcting visitors taking domestic tours, these
activities are: shopping, sightseeing in cities, swimming/ sunbathingseanent/ theme parks, disco/ night clubs,



visiting small towns & villages, coastal location, museum/ gallery, and/iegjscenery. However, 9 activities were
found not significantly: dining at cafe or restaurants, watertspuisiting heritage/ historical sites, environmental/
ecological excursions, eating seafood, going fishing, snorkelisgu®a diving, a warm, sunny climate, and meeting
people. It is found that 50.4% of respondents travel with frienegtbrrelatives, 43.6% of them travel with spouse and
children, respondents claimed that booking direct with holiday providengesdirst (59.1% of respondents), next is
booking via travel agents (27.5%). Asking respondents about thgebtidey could reduce when planning their
holidays, 49% of respondents said they can reduce the budget oélculsits, 36.1% of respondents could reduce the
budget of transportation. Food followed by accommodation and leisuvitiastare the most important items in their
travel budget that Egyptians could not redus.a matter of fact, majority of Egyptians are still unable to pay for
leisure visits to tourist destinations since nearly 40 % of Egypt populdtdow the poverty line. Under such
circumstance, the special packages for residents such as relatively cheap hatetatation which are encouraged
during low seasons when hotel occupancies are low will never be a panamedhough they should remain as
motivation to the minority who can afford. On the other hand, ekiese in position to afford the packages still
perceive the rates high for domestic tours.

Apparently, both government and tour operators’ efforts have been biased towards supporting/encouragg
international tourism. To this end, efforts by all stakeholders to blooséstic tourism and the overall tourism industry
should go hand in hand with national strategy towards expandingstic so long daily income is a bottleneck.
However, the study illustrates some recommendations for encouragnestiotourism:

1- longterm plans and strategies must be considered to make the domestic touripatecanith international
tourism.

2- Diversification of tourism products is critically important so as to sribus categories of domestic visitors by
political/economic status and income, age and sex, and encourage yedraoeihd

3-Create special activities for less visited areas and low season.
4-Enhance and implement levels of domestic tourism marketing.
5-Researcbsshould be focus on areas where there is high potential for domesisertguowth.

6- Urgent need of an affordable, safe and convenient access ambtramedes to tourism destinations and
products.

7- Use of combination of approaches towards improving domestitsno of since various constraints of varying
weights have been reported to affect domestic tourism.

Limitations and Suggestions for Future Research

First, the study was conducted in the summer, and thus findingdiméesl to summer travelers. Tourists who travel
in different seasons may form different opinions of a destinatiotur& study would be implemented to examine the
satisfaction of domestic tourists. Comparisons can also be made beteeawm tmarkets (international and domestic)
for the development through tourism policy. Additionally, th@udation of the study was also limited to visitors of a
sun and sea tourist destination. Therefore, the results from the studyoinbg generalized beyond this population.
Replicating similar studies in other tourist destinations would be imperativecfeasing the generalizability of these
findings. Finally, while this study focused on leisure travel of four days ordpnig is important to recognize that
shorter duration leisure trips have very different characteristics and needtiadied as well.
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