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Abstract

The youth tourism market is a highly lucrative
market with tremendous effects on the tourism
industry worldwide. Many studies examined
the motivations of young tourists. However,
the research on the relationship between youth
travel motivations and tourism experience
value is scarce and no previous studies were
reported in Egypt. This study extends the
research carried out in the field of tourism
motivation and youth tourism. A sample of
young Egyptian tourists was collected, and
their tourism motivation and evaluation of
tourism experience value were examined.
Using cluster analysis, four clusters were
identified. Differences among clusters were
examined using ANOVA. The four clusters
varied in their motivational strength. Clusters
also varied in the tourism experience value
ratings.

Keywords:  youth tourism, youth travel
motivation, tourism  experience  value,
Egyptian youth tourists

Introduction

Youth tourism is not a new phenomenon, but
the needs of youth tourists were for a long
time inaccurately estimated as they can be
satisfied with services of lower quality (Carr,
2003). According to the World Tourism
Organization UNWTO and WYSE Travel
Confederation (2011), 23 percent of world
tourism is from the youth student. The share
of youth travelers has not only increased but it
also became diversified due to the growing
numbers of young travelers from emerging
markets (UNWTO and WYSETC, 2011).

In general, youth have a significant social and
economic impact not only on the present but
also on the future of the tourism industry
(Cavegnano and Staffiere, 2015).
Economically the total value of international
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youth travel was estimated as almost three
times more than an average tourist (Richard,
2011).

To provide the young traveler with a travel
experience that matches his needs and choice,
it is important to understand the traveler’s
motives (Staffieri et al, 2017). Such
understanding is not easy because youth
motivations are complex as youth travelers
have high levels of mobility and are eager to
reach remote destinations seeking for lesser-
known destinations (UNWTO and WYSETC,
2011). Furthermore, youth do not constitute a
homogenous group; their motivation and
demographic profiles widely vary. They
participate in tourism activities for several
purposes such as education and contact with
other cultures to make new friends (Du Cros
and Jingya, 2013). Besides, they look for
greater freedom, activities, facilities and the
desire to learn more about other cultures and
to develop self-interest (Boukas, 2013).

Existing research on youth tourism is
relatively underdeveloped; its heterogeneity in
motivation and behavior remains relatively
unexplored (Li et al., 2015; Shaffieri, et al.
2017). Studies examining youth tourism
motivations focus on differences between
youth and other motivations (e.g., Richards
and Wilson, 2003), cross-cultural differences
in youth motivation (e.g., Kim & Jogaratnam,
2007; Xu et al., 2009), factors which might
affect youth tourism motivation such as
demographics and travel characteristics
(Prayag et al., 2015), personality traits and
travel styles (Lepp & Gipson, 2008) and
previous tourism experience (Xu et al., 2009).

Other studies examined the consequences of
youth tourism motivation variables such as
travel interest (Mohsin et al., 2017), future
travel intentions (Ying and Krishnapillai,
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2018) and satisfaction
Cavagnaro, 2018).

(Staffieri  and

There is some insufficiency of research on the
relationship between tourist motivation and
tourism experience value (Prebensen et al.,
2013) especially for young tourists. Thus, this
research tries to fill a gap in the youth tourism
motivation literature by examining the
relationship between youth motivation and
tourism experience value.

This research contributes to academia and
practitioners in various ways. First, it adds to
the scarce research in the field of youth
tourism. Second, it examines the under-
investigated relationship  between youth
tourism motives and tourism experience
value. For practitioners, this research provides
DMOs with an understanding of youth
tourism motives and the type of values they
would like to obtain from their tourism
experiences. Although the research is
conducted in Egypt, yet, its findings can
contribute to understanding the travel motives
of young tourists from other similar cultures.

To accomplish these objectives, the article is
structured into six sections. After this
introduction, a literature review on tourism
motivation in general and youth tourism
motivation is presented. The various
conceptualizations of tourism experience
value and the studies which examined its
relationship to tourism motivations are also
investigated. Next, the research methodology,
including data collection, analysis methods,
and findings are presented. Discussion,
academic and practical implications will
follow. Research limitations and
recommendations for future researches are
established in the last section.
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Literature Review

Consumer Perceived Value Defined

Customer value generally includes customer
comparison of what he receives and gives
when he buys the good or service (Zeithaml,
1988). Intangible, intrinsic, and emotional
aspects are also included in customer value
judgments (Sanchez-Fernandez and Iniesta-
Bonillo, 2007). Sheth et al. (1991) had
identified five consumption values that
influence consumer choice; functional value,
emotional value, social value, epistemic value
and conditional value. In the field of tourism,
Gallarza and Saura (2006) emphasized the
importance of affective dimensions of the
perceived value of destinations. Prebensen
and Rosengren (2016) examined experience
value in four different services in tourism.
They reported the existence of hedonic and
utilitarian benefits in these services. Hedonic
benefits generally reflect sensual and
symbolic benefits while utiltarian benefits
reflect functional benefits. Sanchez et al.,
(2007) reported that perceived value of the
purchase of a tourism product (including both
consumption and  purchase) included
functional, emotional and social values.
Empirical support for the existence of
multiple values was supported in many
studies (e.g., Sweeney and Soutar, 2001;
Rageh et al., 2013).

Youth Travel Motivations

Motivation was defined as the sum of
biological and cultural forces that control
travel behavior leading to destination
selection (Pearce, 2011). In examining the
influence of travel motivation, the push-pull
model was used based on the intrinsic and
extrinsic motivations (Tangeland et al., 2012).
Horner and Swarbrooke (1996) debated the
push factors as inner forces to tourists
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including individual motives, behavior,
disposable income, health, family obligations,
work commitments, experience, interests,
lifestyle attitudes, feelings, and perceptions.
On the other hand, pull factors were
developed based on a destination’s
attractiveness as perceived by individuals.
They embraced tangible resources and
travelers’ perceptions such as uniqueness,
benefit expectation, and the promoted image
of the destination (Baloglu and Usyal, 1996).
Kim (2008) and Kelonsky (2002) disclosed
that the two factors are not independent but
related to each other working together to
create a motive to travel. These motives
cooperate in an energetic and developing
context in addition tourist motivation is
realized as a driver to describe tourist travel
decisions. (Correia, 2000).

Another theory was “the leisure motivation
theory”, stated that different motives may act
independently or collectively as driving forces
for an individual to travel, summing
motivation to take part in vacations into 4
components as follows (Rayan and Glenden,
1998; Klevien, 2005):

The intellectual component: the extent to
which individuals desire opportunities for
learning, creating, exploring, discovering or
imaging; The social component: the need for
the respect of others and the need for
friendships and social relationships; The
competence mastery component: the need to
accomplish, lead, challenge, and compete;

The stimulus/avoidance component: the need
to escape from a tensed normal environment
to break and relax.

Furthermore, the Travel Career Pattern (TCP),
that was developed by Pearce and Lee (2005),
added that patterns and combinations of
multiple motives are affected by previous
travel experience and age. Huang and Hsu
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(2009) proved that past visit experiences can
influence decision-making, both positively
and negatively. Another research
demonstrated that past visit experience boosts
(Kidwell and Jewel, 2008). This goes with
Pearce findings (1988) on travel experience
assuring that travel motivation changes when
travel experience changes. Academic interest
in examining Yyouth tourism motivation
included different streams. The first stream
examined the nature of youth tourism
motivation and how different it is from the
travel motivation of other traveler segments.
For example, Lepp and Gibson (2008) noted
that youth tourists tend to have lower
perceptions of risk, to pursue novelty,
stimulation, and adventure on their travels.
UNWTO and WYSETC (2016) stated that
young travelers want to try a different

Table (1) Studies examining youth travel motivation
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the stimulus of attitude on tourist future
behavior and enhances the personal norms and
behavior control on communicative intentions

lifestyle, live new experiences, visit new
places, and to acquire new knowledge. Youth
traveling can be both self-enhancing and self-
transcending; self-enhancing allows them to
escape the routines and experience uniqueness
while self-transcending embraces the need of
interacting with other people and nature
(Cavagnaro and Staffieri, 2015). Moreover, A
study done by Monaco (2018) indicated that
youth may seek escape from daily routine or
leisure time, but they are an instrument
associated with culture, discovery and the
construction of identity. Table (1) summarizes
studies examining youth travel motivation.

Study

Youth tourism motivation

Country

Physical and Mental relaxation (European students)
Visiting friends and relatives (US students)

Richards and Wilson

(2004) students)

Relaxation (Latin American students)

Challenging one’s abilities and building friendships (African

Eight countries

Interaction with other travelers (Australia and New Zealand)

Novelty seeking
Relaxing
visiting new places

Heung and Leong
(2006)

Knowledge
Kim et al., (2007) ?:%‘iﬂlr;ture
novelty,
stimulation

Lepp and Gibson (2008) adventure

Hong Kong

USA

USA

Chinese students: learning about other cultures and history

Xu et al., (2009) British students: fun, socialization

Chabra (2010)
For heritage tourism

Authenticity
Novelty

Bicikova (2014) natural and cultural appeal

Prayag and Hosany
(2014)

Curiosity
Novelty

China and UK

USA

UK

UAE
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Enjoy time with family and friends

Relaxation and rest
Socializing with other people
Experiencing a different lifestyle

Self-development
Escape

Novelty
Knowledge
Entertainment
Relaxation

Lietal., (2015)

Socialization

Learning and discovery
Self-fulfillment
Relaxation

Prayag et al., (2015

discovery of new cultures

Buffa (2015) discovery of new landscapes

Knowledge;
Challenge
Escape
Novelty

Eusébio and Carneiro
(2015)

Motivational factors were obtained from the site trip advisor. They
included encounters with people, sociability, relaxation and safety.

Cakar, Seyitoglu &
Sayar (2016)
For backpackers

cultural experience
Mohsin et al. (2017) ;g?/r:ﬁt:j/ra;ues
Eco-sustainable motivation
‘Fun and escaping’
Vogue’
Independence

Staffieri & Cavagnaro
(2018)

Relaxation
Widening knowledge
Self-actualization

Ying and Krishnapillai
(2018)

contact with local community, contact with nature’

China

China

Portugal

Portugal

Australia, the United
Kingdom and the United
States,

New Zealand, Germany,
Slovakia, Argentina,
Indonesia, Spain, Ireland,
Poland, South Korea,
Thailand, Jordan, The
Netherlands, South
Africa and Austria.

Thailand

Netherlands

Malaysia

The second stream of research examines
cultural  differences in  youth  tourism
motivations. Kim and Lee (2000) in their study
on youth university students found that
American and Japanese students are different in

their motivations to seek prestige, family
intimacy, and novelty.

They proved that differences in culture and
values lead to a variety of travel preferences
and experience value among university youth
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students. A study conducted by Li et al., (2015)
comparing  international and  domestic
Australian students’ groups revealed that
International students who travel to study, had a
lower desire to escape, were more curious and
more intellectually motivated, as they were
more likely to be engaged in activities that offer
an opportunity to learn.

Other studies examined the effect of
demographics and travel characteristics on
youth motivation (e.g., Prayag et al., 2013). The
relationship between personality traits and
travel styles on one hand and youth travel
motivation was also examined (Lepp and
Gipson, 2008). Finally, travel interest (Mohsin
et al., 2017), future travel intentions (Ying and
Krishnapillai, 2018), and satisfaction (Staffieri
and Cavagnaro, 2018) were examined as
consequences of youth travel motivation.

Travel motivation and tourism experience
value

Only a limited number of studies have
examined the relationship between motivation
and experience value. Hsu et al., (2010) used
the two terms tourist motivation and tourist
benefits interchangeably. However, Pesonen
(2012) stressed that the difference between the
two concepts may not be clear. He used
motivation and benefits as two different
concepts to reflect push and pull factors
respectively. The rationale behind this
distinction is that motivation resides inside of
the individual regardless of the destination,
while benefits reflect the tourist evaluation of
destination-related attributes and thus, they are
destination bound. Similarly, Paker and Vural
(2016) used benefit segmentation to segment
yachting  tourists based on  yachters'
expectations from them. The corresponding
demographic and motivation profiles were
obtained. Prebensen et al., (2013) reported that
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motivation affects tourists to experience value
directly and indirectly through involvement.

On reviewing the literature on tourism
motivation in general and on youth travel
motivation, youth prioritize their tourism
motivation differently. It is expected that such a
difference in priorities is culturally bound and
that it has consequences on the type of
experience value they seek when they go on
vacations. This means that understanding youth
motivation requires examining it in different
cultural contexts.

Research Method

The purpose of this exploratory research is to
examine the relationship between youth tourism
motives and the different dimensions of the
tourism experience value. To do this, a survey
was developed and distributed, the reliability
and validity of the research constructs were
analyzed, and cluster analysis was performed
using SPSS version 16.

Questionnaire Design and Measurement of
Research Variables

The questionnaire used in this survey consisted
of three main sections; the travel needs section,
the tourism experience value section, and the
demographics and previous travel experience
section. The scale used is the Travel Needs
Scale by Tasci and Ko (2017) and the tourism
value experience scale by Prebensen and
Rosengren (2016) were used on a five-point
Likert scale. The items of each scale are shown
in tables (3) and (4). The demographics section
included questions that are related to age,
gender, income, education, and previous travel
experience outside Egypt. Respondents were
required to recall a destination they visited and
were satisfied with and then to answer the
questions based on experience with this
destination.
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Data Collection and Sampling

The Pilot Study was done before the survey
was distributed just to make sure that questions
were understandable and was modified
accordingly. The questionnaire was randomly
distributed and collected from students of two
universities in Alexandria, Egypt: Faculty of
Commerce, Alexandria University and College
of Management, Arab Academy of Science and
Technology. The study was conducted during
the period from October 2019 to December
2019 on both faculty sites.

A self-administered  questionnaire  was
distributed to students and collected back from
them instantly. The total number of
questionnaires distributed was 400 and the
number of questionnaires returned was 375.
The response rate was 93.75%. The returned

Table (2) Descriptive statistics
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questionnaires included missing questions
exceeding 10% of the total number of
questionnaire items and thus were deleted from
the analysis. Missing data in questionnaires
which included missing questions that did not
exceed 10% were replaced by sample means.
Thus, the final sample was 351.

Reliability Research

Variables

and Validity of

The convergent validity of the two research
constructs was examined using exploratory
factor analysis. The Extraction method used in
the factor analysis was Principal Component
Analysis and the rotation method was Varimax
with Kaiser Normalization. AVE for the travel
needs scale and tourism experience values were
42 % and 51 %, respectively.

Gender

Male

Female

Missing

Age

17-26

More than 26
Missing

Marital Status
Single

Divorced

Married

Missing

Monthly Income
Less than5000
From 5000-9999
From10000-14999
From15000-19999
From20000-24999
More than 25
Missing

Travel Abroad
Yes

No

Missing

Purpose of Travel
Study

Tourism

Work

165
182

333
14

w

N © W Ww
hy]

206
54
31
11

37

242
108

56
200
35
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Table (3) Factor Analysis and Alpha Coefficients of the Travel Needs Scale

Ave 42 %Component

Social skills
Alpha=70

Escape Self-actualization 62
57 remove remove
routine 70 travel 71

Novelty
53 remove with
family 58

To feel satisfied

To have self-actualization

To feel successful

To learn about other places

To learn about other people

To do and see new things

To be/spend time with family

To be/spend time with friends

To Improve my relationships

.563
718
785
.601
.500
.704
.554

To be around others similar to me

Become part of a group

To meet new people

To make new friends

To improve my social skills

To improve my social network

To feel excitement

To seek an adrenaline rush

501
793
.801
.614

472

To feel emotionally charged

To be away from my everyday life

To feel detached from mundane tasks

To feel disconnected from my regular
social circle
To move away from routine

534
142
797

718
433

As shown in tables (3), four dimensions
appeared, and the factor loadings were high
for the dimensions of the travel needs, and
no cross-loading appeared in the factor
analysis. The social skills factor included
four items and its alpha coefficient was 70%.
Self-actualization included four items and its
alpha coefficient was 62% and when the
item “to be around others similar to me” was
deleted, its alpha coefficient became 71%.
The escape dimension included five items
and its alpha coefficient was 57%. When the

item “to move away from routine” was
deleted, alpha became 70%. Novelty
included four items and its alpha coefficient
was 53%, when the item” to be/spend time
with family” was deleted, alpha was 58%.
For the tourism experience value, the
exploratory factor analysis revealed the
existence of four factors. As shown in table
(4), alpha coefficients were 68%, 73%, 64%
and 75% for the dimensions: emotional value,
functional value, social value and value for
money, respectively
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Table (4) Factor Analysis and Alpha Coefficients of the Tourism Experience Value

Emotional value Fu\r}ztlllj)enal Social value  Value for money
Alpha=.68 Alpha=.73 Alpha=.64 Alpha=.75
Value for money .786
Suitable price .851
Organized .823
Acceptable quality .875
Adventure feeling 491
Stable quality .588
Feel socially acceptable .661
Improve self-concept .596
Make others accept me .786
Genuine experience .613
Satisfies my curiosity .630
Impress others .654
Exciting place 427
Stimulates activity 744
Educational
Makes me happy .583

Cluster analysis

Cluster analysis (CA) is an exploratory data
analysis tool that organizes data through
forming clusters so that cases in each cluster
are similar to each other and (Burns and
Burns, 2008). Based on Hair et al., (1998), the
cluster variate is the set of variables
representing the characteristics used to
compare objects in the cluster analysis. The
four travel motives identified previously were
used as the cluster variate. Then, univariate
and multivariate outliers were detected.
Univariate outliers were identified by
obtaining the standardized coefficients and
eliminating values exceeding +_ 3. 13
univariate outliers were removed.
Mahalanobis test of distance was used to
detect multivariate outliers by evaluating the
position of each observation compared with
the center of all observations on a set of
variables (Hair et al.,, 1998, p.67). The
significance levels for D2 were calculated and
assorted ascendingly. No multivariate outliers

were obtained. Thus, the sample size reached
338.

Standardization was not used since all
variables were measured using the same scale
(5-point Likert scale). Distance measures
reflect similarity through the proximity of
observations to one another across the
variables in the cluster variate (Hair et al.,
1998). The squared Euclidean distance was
used. Based on Hair et al.,, (1998), two
assumptions underly cluster analysis, Sample
representativeness and absence of
multicollinearity which is the correlation
coefficients between variables are not
significantly high.

The sample representativeness assumption
was violated due to the small sample size, but
the research can be described as exploratory.
For multicollinearity, VIF was used (Myers et
al., 2006) and the VIFs of the eight variables
included in the cluster variate were less than
10 indicating the absence of multicollinearity
(Norusis, 1990).
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The hierarchical cluster analysis was used as a
clustering algorithm due to the small size of
the sample (Norusis, 1990). Ward's method
was used since it measures the distance
between two clusters as the sum of squares
between the two clusters summed over all
variables (Hair et al., 1998). To determine
how many clusters should be formed, Hair et
al., (1998) argue that it would be best to
compute some cluster solutions and then
select one alternative solutions based a priori
criteria, practical judgment, common sense,
and theoretical foundations. Three solutions
were examined, a two, three, and four cluster
solution. A four-cluster solution was selected.
ANOVA, Scheffe test, and a comparison of

Table (5) Results of ANOVA
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means were performed (Table 5). A cross-
tabulation of demographic variables and the
four clusters was also performed (Table 5).

The ANOVA table shows that there are
significant differences among the four clusters
with respect to the four tourism motives (self-
actualization, novelty, escape and social
needs) and two of the tourism experience
value dimensions (social and emotional
values). All results were significant at
(p<.000).

Table (6) shows descriptive statistics of
research variables for the four clusters.
Shceffe’s post hoc test was also conducted
and the results are shown on table (7).

Sum of Squares df Mean Square F Sig.
Self-actualization Between Groups 107.579 3 35.860 105.913 .000
Within Groups 113.085 334 339
Total 220.665 337
Nowelty Between Groups 15.644 3 5.215 22356 .000
Within Groups 77.906 334 233
Total 93.550 337
Social needs Between Groups 63.673 3 21.892 98.698 .000
Within Groups 74.082 334 222
Total 139.757 337
Escape Between Groups 95.025 3 31675 127 826 000
Within Groups 82.764 334 248
Total 177.789 337
Value for money Between Groups 1.306 3 435 19 507
Within Groups 186.802 334 539
Total 188.109 337
Functional value Between Groups 771 3 257 662 376
Within Groups 129673 334 388
Total 130.444 337
Emotional value Between Groups 6452 3 2151 7411 000
Within Groups 96.927 334 290
Total 103.379 337
Social value Between Groups 19 844 3 6.615 12.278 000
Within Groups 179931 334 339
Total 199.775 337
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Table (6) shows descriptive statistics of research variables for the four clusters.

. Value _ . . Foreign _
Self- Social Functional [ Emotional| Social Marital
Cluster Mowvelty escape| for Travel Gender Age
actualization needs wvalue Walue wvalue status
money experience|
1 N=137 S5=128
F=B6 17-26=134
Mean 3.5635 4.4666 | 4.0684 [4.1369 | 3.8228 4.0438 41482 3.5894 MN=896 D=1
M=70 »26=2
MR=7
Std. dew L
. . Missing
60643 50721 | 42025 | 47740 | 70319 62468 54594 70255 Missing=1] Missing =1 ;
2 N=73 5=72
F=38 17-26=68
Mean 4.6301 48311 | 42363 |4.6359 3.8630 | 4.1249 4.2598 3.8827 MN=4TF D=1
M=35 =26=5
Std dev 42150 .25533 | .63859 | 37406 | 84413 69314 57087 78693
3 N=37 F=20 S=37
MN=28 17-26=37
Mean 3.2523 4.3333 | 3.9818 |2.7005 | 3.7297 | 4.1892 4.0325 3.2740 M=17
Std dev 59528 56656 | 37425 | _32006| .82995 60625 58224 | 72608
4 MN=91 S=87
F=30 17-26=87
Mean 3.0686 4.2255 | 3.1266 | 3.9120 3.7064 | 4.0700 3.8867 | 3.2359 MN=42 D=1
MM=38 »26=2
MR=1
Std.dev 64561 54435 | 41712 | 64983 | 69484 | 56548 47985 73967 Missing=2] Missing=2
Total S5=324
F=174 17-26=321
Mean 3.6266 4.4658 | 3.8416 |4.0269 | 3.7899 4.0843 4.0892 3.5230 M=233 D=3
M=160 =26=14
M=338 MR=8
Std. Dev Missing
80919 52687 | 64398 | .T2634 | 74712 62215 55386 76994 1
Table (7) Scheffe’s post hoc test
. (I) Ward B . ,
Dependent Variable Method (T} Ward Method Mean Difference (I-T) Std. Error Sig.
1 2 -1.06666" 08432 000
3 311227 10781 041
Self-actualization 4 49484 07869 000
2
- 3 1.37788" 11743 .000
3 4 1.56151° 05143 000
1 2 -.36440° 06998 Relelv}
3 13332 (08548 529
4 241187 06531 004
Novelty
2 3 497727 09746 000
3 4 60558 07588 000
4 10786 05417 726
1 2 -.16788 06825 111
3 08660 08726 805
. 4 04186 06369 000
SrerlaeEit R 3 25448 09504 069
4 1.10974 07400 000
3
4 85526 09183 000
1 2 -.49901" 07213 _000
3 1.43635° 09223 000
Escape 4 22487 06732 012
2 3 1.93537° 10046 000
3 4 .723807 07821 000
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2 -04023 10837 987
! 3 09302 13856 929
4 11637 10114 724

Value for money
2 3 _13325 150682 B34
4 15660 11751 621
3 4 02333 (14581 999
1 2 -.08112 09029 848
3 -.14539 11544 663
Functional value 4 -.02624 08426 992
2 3 - 06428 12574 967
3 4 05488 09750 957
1 2 -11161 07806 564
3 11563 09981 719
Emotional value 4 261517 07285 0035
2 3 22725 (10871 226
3 4 373127 .08464 000
1 2 -29337 10636 057
3 31541 13569 (148
Social value 4 353427 05526 006
2 3 60878 (14812 001
3 4 646807 11532 000

* The mean differenceis significant at the 0.05 level.
Cluster 1, the balancers n= 139, the means for Cluster 3, the realists n=37, the most

this cluster are very close to the sample
means, they are slightly lower than the
enthusiasts. This cluster includes 96 students
who had foreign travel experience, 66 females
and 70males, 134 students were between the
age of 17 and 26, 128 were single, one
divorced and 7 were married.

Cluster 2, The enthusiasts (n=137), the mean
values for self-actualization, novelty and
escape were significantly higher than those of
the other three clusters (p<.000). The means
for social needs and value for money were
also higher than the three other clusters but
not significant. The means were also
significantly higher than the cluster 3 and 4
for the social values(p<.000) and higher than
cluster 4 for the emotional value. The mean
for value for money was the highest among
the four clusters, but it was insignificant. The
number of students with foreign travel
experience in this cluster was 37, number of
females was 38 and number of males was 35,
they were mostly between the age of 17 to 26
and mostly single.

important finding for this group is their low
ratings for the need for escape 2.7 and they
had the highest mean for functional value but
both differences were not significant. Their
mean for social needs was significantly higher
than Cluster 4 in social needs. They were also
higher than cluster 4 in self-actualization and
novelty, but the differences were not
significant. This cluster included 28 students
who had foreign travel experience, 2 females
and 17 males. All of them were between the
age of 17 and 26 and they were all single.

Cluster 4, the non-socials (n=91), the means
for this cluster are significantly lower than the
other clusters in self-actualization and social
needs. The means for this group were also
significantly lower than those of clusters 1
and 2 in novelty, escape, emotional value and
social value. Besides, this cluster had the
lowest mean for the value for money, but it
was not significant. This cluster included 42
students who had foreign travel experience,
50 females and 38 males; most of them were
between the ages of 18 to 26 and were mostly
single.
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Discussion

The purpose of this research is to examine the
various travel motivations among young
Egyptians. The relationship between these
motivations and tourism experience values
was also examined. A sample of young
Egyptians was collected from two universities
in the city of Alexandria, Egypt. A cluster
analysis was conducted to group respondents
based on their travel motivations. The
differences among the resulting clusters were
then analyzed using ANOVA and Scheffes’s
post hoc test.

Several insights can be identified from the
findings. First, the existence of multiple
tourism motivations was supported by several
studies. Pearce and Lee’s (2005) Travel
Career Approach supported the existence of
multiple travel motives that are affected by
previous travel experience and age. Bond and
Falk (2013) also noted that contrary to short
visits, in tourism decisions individuals seek to
satisfy multiple identity- related needs and in
some cases, they are incorporated into a single
experience. For tourists from low-income
countries, travel represents an experience that
satisfies multiple motives, unlike tourists
from high- income countries who might
find satisfaction in non-travel related
experiences. This effect is intensified in
countries which have faced tremendous
economic and social changes such as Egypt.

Second, when the hierarchical cluster
analysis was conducted, the clusters did not
vary for the type of travel motive, they varied
for the strength of the motive. Four clusters
were identified in the cluster analysis and
significant differences were reported among
clusters for the four travel motivations and
social and emotional values (p<.000).
Conversely, there were no significant
differences reported among the four clusters
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for the two tourism value dimensions of value
for money and functional value.

The first cluster, the enthusiasts (n=137),
includes young tourists with significantly
higher ratings than other groups for self-
actualization, novelty and escape. They also
had significantly higher ratings for social
values than two other clusters. This group was
balanced in terms of the number of males and
females; they were between 17 and 26 years
of old and were mostly single.

The second cluster, the non-socials (n=91)
had significantly lower means for self-
actualization and social needs. Besides, this
cluster had the lowest mean for the value for
money, but it was not significant. This cluster
was slightly female-biased (50 females and 38
males), mostly single and between the age of
17 to 26.

The third cluster, the balancers, (n=139), the
means for this cluster are slightly lower than
the enthusiasts. This cluster was balanced in
terms of gender distribution (66 females and
70 males. Most students were between the age
of 17 and 26, it also included one divorced
and seven married respondents.

The fourth cluster, the realists (n=37),
reported low ratings for the need for escape
(2.7) and they had the highest mean for
functional value but both differences were not
significant. This cluster included 20 females
and 17 males. All of them were between the
age of 17 and 26 and they were all single.

Third, the findings provide support to the
relationship between travel motivation and
tourism experience value previously reported
by Prebensen et al., (2013). Enthusiasts had
higher ratings for self-actualization, novelty,
escape and social values. For the Balancers,
the means for tourism motivation and tourism
experience value dimensions are slightly
lower than the enthusiasts. Conversely, the
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non-socials had significantly lower means for
self-actualization and social needs. Finally,
the realists (n=37), reported low ratings for
the need for escape and they had the highest
mean for functional value but both differences
were not significant.

The relationship between travel motivation
and tourism experience value is similar to the
finding of Prebensen et al.,, (2013). The
findings also support Pearce and Lee’s (2005)
Travel Career Pattern, where combinations of
multiple motives are affected by previous
travel experience and age. In the case of
young tourists, motives were acting
collectively to affect their tourism experience
value.

Academic and Practical Implications

This research entails several implications for
academics and practitioners. First, it is
important for academics to examine the
tourism motivations of young tourists as a
distinct segment with different travel
motivations and different perceptions of
tourism experience value. Taking into
consideration the increasing importance of
this segment, understanding their tourism
needs and requirements of tourism experience
value warrants further attention from
academics. Second, no gender differences
were identified in this segment with respect to
their tourism motivations and tourism
experience value dimensions. Second, the
combination of travel motivations may be
culturally bound, that is the motivations of
young tourists may vary from one country to
another emphasizing the effect of cultural and
socioeconomic variables in the formation of
tourism motivations. Third, for practitioners,
the youth segment represents a distinct
segment with different tourism needs.
Tailoring marketing programs that satisfy
their needs is a must taking into consideration
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the percentage of young people in the

Egyptian society.
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