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ABSTRACT

In this thesis, the researcher investigates thdich@and other motivations for
Saudi outbound tourism. The Saudi Arabian outbodadrism market is
recognised as one of the biggest tourism expemditespite this, research
relating to the motivations for Saudi outbound tenw, especially the implicit
motives is sparse. It is in response to this thatrésearcher carried out this study
and additionally, examined the influence of Saudiwe, demographic variables

and tourists motivations on destination selection.

This study employs a model entitled “Integration ddbof Explicit and Implicit

Motives” of Push and Pull Factors developed by rémearcher to examine the
explicit and implicit motives of Saudi outbound tmm. Data was collected from
486 Saudi outbound tourists (81% of the total sanplho travelled to three
destinations (Bahrain, Egypt and France). Factalyaes were conducted to
identify tourism motivation and cultural factors @&audi society. Pearson
correlation was used to find the relationship betwvg@ush and pull factors of
tourism motivation (explicit and implicit) and thelationship between Saudi

culture and push and pull factors of tourism mdtora(explicit and implicit).

A series of ANOVA and T-tests were employed to exermthe influence of
demographic variables on tourism motivations. Libgisregression and
multinomial logistic regression were used to fingt ehe influence of tourism

motivations, cultural factors and demographic P@daa on destination selection.

The results of the factor analyses of explicit mediin this study identified seven
push factors and four pull factors. The six pusitdis (intrinsic desire) extracted
were:'escape’, 'prestige’, 'social and sport', 'expegi@mel excitement', 'enjoying
natural resourcesknowledge' andrelaxation'. The four pull factors (attributes of
destination) identified as underlying dimensionsravéexpenditure', outdoor

activities', 'natural and historical' and 'weataed environment'. In relation to the
implicit motives, the factor analysis identified dwpush factors and three pull
factors. The push factors were 'alcohol and sexreesand 'fun and freedom



desires'. On the other hand, the pull factors waliemhol and sex attractions’,
'drugs attraction' and 'fun and freedom attractions

The factor analysis of cultural items resulted @ven underlying domains, that
include 'uncertainty avoidance’, 'individualisrdifferences of groups in society
(power distancé) 'social interdependence (collectivism)', ‘helpinghens
(collectivism), ‘'inequalities and hierarchy (power distancgnd ‘family
relationship(collectivism)'. The Pearson's correlation analyses found sigmific
correlations between the majority of push and gimlensions in both explicit and
implicit motives in all destinations. Moreover, tRearson's correlation revealed a
significant correlation between tourism motivatiofmish and pull factors), in
both explicit and implicit motives, with culturahdtors in all destinations under

study (Bahrain, Egypt and France).

The results of ANOVA and T-tests indicate signifitalifferences in tourist's
motivations according to the differences in dempgravariables of tourists (age,
income education, gender and martial statues)tHeravords, the demographic
variables have an influence on tourism motivatiohke findings of logistic

regression and multinomial logistic regression catk that the tourism
motivations, cultural factors and demographic M@da have an influence on

destination selection.

Moreover, the researcher carried out 25 intervesnvEhis was in order to validate
the results that were obtained from the quantiasigproach regarding to tourism
motivation of Saudi outbound tourists (explicit anplicit), cultural factors that

describe the Saudi society, and to confirm theulise$s of using the third person
technigue to investigate sensitive issues. Thdteesbtained from the interviews
are similar to the results obtained from the qoesiaires (quantitative approach).
In relation to the usefulness of using the thirdspa technique in investigating
sensitive issues, the result of the interviews atce that the third person
technigue has proved as one of the acceptableiteehto get information about
sensitive issues especially with countries thatehaslues grounded on their

religious heritage.
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Chapter One: Introduction

CHAPTER ONE: INTRODUCTION

1.1 Background and Research Problem

Tourism basically concerns many people travelliregrf one place to another for
pleasure or relaxation. It is no easy task to findeneral definition of tourism,
mainly because of the various facets of tourisnt tjemerate different points of
view (Bogari, 2002). This task has been an impértard ongoing problem for
tourism analysts (Lickorish and Jenkins, 1997).id&ébns have been formulated
by different scholars in keeping with their backgrds and area of study or
research. Among the academic disciplines which haxgendered various
definitions are sociology, anthropology, economaecgl geography. In addition,
current research recognizes tourism as a separafe @ study. Tourism
information which can be employed in internatiooatiomestic contexts has been
offered by a number of technical organisationstfer purposes of statistics or

legislation.

International organisations such as the World Traaed Tourism Council
(WTTC), the Organisation of Economic Co-operation ®evelopment (OECD),
and the World Tourism Organisation (WTO) have folated practical statistical
definitions comprising both the supply and demasykats of tourism. The World
Tourism Organisation (WTO, 1995, p.21) defines iwur as fravelling for
leisure, business and other purposes for not muaea bne yedr Thus, according
to the WTQO'’s definition people travelling for mattean a year cannot be counted
as tourists. The WTO further specifies that peaplenot be considered tourists if
they are travelling for purposes other than pleasureisure, for instance, if they
are travelling to take up work as a tour guide omdstic help, if they are

refugees, or if they travelling illegally.

The definition of tourism has been split into diffet dimensions that include
international tourism (sometimes referred to avound), and national tourism

(sometimes referred to as domestic tourism).
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International tourism is defined ath& movement of masses across international
borders for pleasure/leisure purposes, possibly doshort duratiofi (Yavas,
1987, p.57). International tourism (Yavas, 1987 haen a specifically twentieth
century phenomenon. The concept of internationalris;m can help in
comprehending the concept of outbound tourism wimeolves people moving
out of their country of origin to a particular caon This is what will be discussed
in this research. National tourism, on the otherdhahat involves the movement
of people within their own borders for the purpo$eleasure or leisure. Inbound
tourism involves tourism by non-resident visitorghm the country of reference.
Others have attempted to restrict the definitioh®orism to the number of miles
away from home, overnight stays in paid accommodatior travel for the

purpose of pleasure or leisure (Lowry, 1994).

Hunt and Layne (1991) point out that the difficedtiof defining tourism are far

from recent. ‘Travel’ was the standard term usedrgo 1987, but this has been
supplanted by the term ‘tourism’. The industry whitas developed as a reaction
to people travelling away from home for pleasurdéeure has therefore become

known as the tourism industry.

The tourism industry intersects traditional econosectors and needs economic,
social, cultural and environmental inputs. It enbe not easily described, as it
does not possess the habitual usual formal pramudtinction, nor does can its
output be measured in physical terms (Lickorish dedkins, 1997). However,
although tourism has often been categorised asvacsendustry which involves
looking after people who are away from home, therao common framework
which represents the industry. For instance, imties such as Italy and France,
the attractions for tourists are the shopping awaurants on offer, as these are
facilities are considered different and often sigreto those found in other
countries. Relatively inexpensive privately-rurdlzand breakfast accommodation
is available in Britain and Ireland, whereas sucbhommodation is not to be

found in most other countries (Lickorish and Jeskit997).

According to Mcintosh and Goeldner (1986, p.ix)rtsmn can be defined ashe

science, art, and business of attracting and tramspg visitors, accommodating
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them, and graciously catering for their needs arahts. The service nature of
tourism is emphasised in this definition, with tieéationship between tourists the
communities and governments of host countries reyisrom the process of
attracting and offering hospitality to these totsisTourism can also be used as a
means of linking international cultures, and sooemaging peace between nations
(Dann, 1988). From such a perspective, tourism thectomes a service to the
community and to the world service which can lead tbetter and more global

world for the human race to live in.

In recent years, tourism has been one of the mgsbritant and consistent growth
industries worldwide, and is currently held to beeoof the major service
industries (Bansal and Eiselt 2004; Zat@l, 2004). Tourism has been a crucial
factor in the economic development strategy of memoyntries (Lea, 1998). As
tourism can bring in income, employment, tax rewerand foreign exchange
earnings, many countries have joined in the cortipetiof attracting foreign
tourists. For instance, in almost all the Meditee@n countries, tourism has now

become one of the main sources of income (How208Q).

Tables 1-1 and 1-2 below show some statistics ef wlorlds leading tourist
destinations and receipts. Table 1-1 shows thedisoten leading destinations
according to arrivals in 2006. France and Spaiettogy account for over 11% of

all international arrivals and thus are squarelghmlead.

Table 1-1The World's Top 10 Destinations by Arrivals

Rank Country International Tourist Arrivals
(million)
1 France 79.1
2 Spain 58.5
3 United States 51.1
4 China 49.6
5 Italy 41.1
6 United Kingdom 30.7
7 Canada 23.6
8 Mexico 21.4
9 Austria 20.3
10 Germany 20.2

Source: World Tourism Organization (2007).

According to the World Tourism Organization (2007), 2006 receipts from
international tourism worldwide came to US$ 733idmil from the expenditure of

846 million international tourists. The projectaduire for the year 2020 is 1.56

3
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billion international tourists (WTO, 2007). The Wsd States remains the
uncontested leader among the world’s earners wii$ 86 billion in receipts

from the tourism sector, despite the crisis andfdloce that receipts have fallen by
nearly almost 20% since 2000 (WTO, 2007 ). Next e@pain, France and Italy
with receipts of between US$ 51 and 38 billion eatable 1-2 illustrates the
world's ten leading destinations by receipts.

Tablel-2 : International Tourism Receipts

International Tourism Receipts (billion)

1 United States 85.7
2 Spain 51.1
3 France 42.9
4 Italy 38.1
5 China 33.9
6 United Kingdom 33.7
7 Germany 32.8
8 Australia 17.8
9 Turkey 16.9
10 Austria 16.7

Source: World Tourism Organization (2007).

The share of the Middel East counties in the irggomal receipts from tourism
was US$ 27.3 billion from the spending of almost d@llion international
tourists; the number of international tourists xpected to reach 69 million by
2020 (WTO, 2007).

It is estimated that the world's travel and tourisrdustry contributed 3.6%
(US$1,851.2 billion) to Gross Domestic Product (GDR 2007, with an

anticipated rise to (US$3,121.7 billion) by 201 T@oyment from world travel

and tourism economy employment is estimated at222]1000 jobs in 2007, 8.3%
of total employment, meaning 1 in every 12.0 jdbss predicted that by 2016,
there will be 262,639,000 jobs, 8.3% of total enyptent, or 1 in every 12.0 jobs
(World Travel and Tourism Council, 2007). It isiesited that world travel and
tourism generated 12.2% of total exports (US$1B4ilion) in 2007, and it is

predicted that this will rise to US$3,806.4 billigh0.6% of total) in 2017. The
capital investment in world travel and tourism fa007 was estimated at
US$1,155,427.0 billion, or 9.5% of total investmewith the projected figure for
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2017 being US$2,392,765.0 billion or 9.9% of tatelestment (World Travel and
Tourism Council, 2007).

Despite the fact that the tourism sector has aroitapt role in the economic
development of many countries in the world, the M/dFravel and Tourism

Council statistical report in 2006 demonstrate$ tharism in Saudi Arabia has a
limited contribution to the national income. Theo#d indicates that the travel
and tourism demand in Saudi Arabia is expecteddw dpy 1.4% in 2006 and by
5.1% per annum, in real terms, between 2007 and.2RQ06 total demand
represents 0.5% of world market share (World Treaetdl Tourism Council,

2006Db).

It is also expected that travel and tourism wilhtdute only 2.0% to the Gross
Domestic Product (GDP) in 2006 (US$6.8 billionsimg in nominal terms to
US$10.0 billion (2.3% of total) by 2016. Furtherrapthe report indicates that
Saudi Arabian travel and tourism economy employmemstimated at 284,000
jobs in 2006, (8.7% of total employment or 1 inmgv&l.4 jobs). By 2016, this
should total 426,000 jobs (10.4% of total employtmenl in every 9.6 jobs).
Moreover, Saudi Arabian travel and tourism capital investmisnestimated at
US$3.5 hillion or 6.6% of total investment in theay 2006. By 2016, this should
reachUS$6.6billion or 7.5% of totaWorld Travel and Tourism Council, 2006b).

The question that arises here is why does thesimusiector in Saudi Arabia have
a limited contribution to the national income? Timited contribution of the
Saudi tourism sector was attributed by previougassh to the increasing desire
of outbound tourism among Saudi tourists. A sumayby The Saudi Council of
Commercial and Industrial Chambers indicates ti686 Of Saudi tourists spend
their holidays abroad, whereas 24% prefer to speeid holidays in Saudi Arabia
(Fegeeh, 2001). The International Tourism Consulttaroup (IPK) has also
revealed that Saudi tourists made more than 5.28ominternational tourism
trips in 2001. This represents a 10.3% growth ¢rer4.8 million tourism trips in
2000 (WTO, 2003 b).
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Moreover, the average expenditure of Saudi toudstgternational tourism was
estimated at 50% more than their counterparts bérohationalities (Hashim,
1997). For example, the expenditure of Saudi ttaios international tourism in
1992 was estimated at SR.18 billion (Trade Magazl®®3). This expenditure
rose to RS 31 billion in 1998 (Al-Fasial, 2000)dan SR 54 billion in 2000 (the
Supreme Commission for Tourism, 2001). In comparisith the expenditure of
foreign tourists in Saudi Arabia, which was estiataat S.R. 5 billion in 1998
(Figeeh, 2001) and S.R. 6.75 billion in 2000 (SopreCommission for Tourism,
2001), the payment balance of tourism indicated tteere was a deficit in these
two years of S.R. 25 billion and S.R. 47.25 billioaspectively. The Supreme
Commission for Tourism in Saudi Arabia (2001) adspects that spending, (30%
of the total expenditure of international tourisie.( S.R. 54 billion)) would
benefit the Saudi economy by about SR16.2 billiamgd contribute to creating
about 164,000 new jobs in different sectors; (tha#1, 000 in the housing sector,
33,000 in the transportation sector, 25,000 inrdstaurant sector, and 65,000 in

other sectors).

Despite the similarity between Saudi Arabia andrBahin terms of weather and
geography, around 75% of visitors to Bahrain aredbaationals. They are
attracted by the fact that the Bahraini tourism ketarallows consumption of
alcohol and offers a more liberal atmosphere (BassnMiddle East, 2001). El-
Gawhary (1995) also asserts that nearly a millibmab tourists, mostly from
Saudi Arabia, visited Cairo in 1994. During theime in Cairo, they visited
nightclubs, Arab pubs, Arab pop shows, and evenglairaround with Arab
prostitutes. Metwally (2004) confirmed that Bahraimd Dubai try to attract Saudi
tourists by offering many entertaining goods andvises and a social lifestyle
unavailable in Saudi Arabia for cultural and redigs reasons.

Despite the availability of many kinds of tourism $audi Arabia (See Chapter
Two), the second question that arises here is, ddhpaudi tourists go abroad?
Similarly, researchers and practitioners have |dr&pn searching for the
fundamental answer to the question, why do peopleel? To answer these
questions, we should identify the various needsrantves that force travellers

to seek out specific leisure activities and expeés (Leeet al, 2002). According
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to Statt (1997), we should mainly study their mations. Yuan and McDonald
(1990) further state that as countries struggléntoease their share of foreign
visitors, it becomes necessary to understand wioplpetravel and why they

choose a specific destination for internationatitou.

Understanding the motives of tourism is therefaesidered an important factor
in developing the tourism sector of any country.céwing to Jefrri (2001),
understanding peoples’ motives is important in prong tourism, since it
provides a better explanation of the motives behimgrists’ behaviour, and
enables tourism planners to predict tourists’ agtidn fact, there has been a great
effort in the existing literature of tourism thagals with the motives and desires
of tourists to suggest different motives and dssii®aloglu and Uysal, 1996;
Bansal and Eiselt, 2004, Chat al, 1995; Mannel and lao-Ahola, 1987,
Moutinho, 1987; Liping, 2002).

Mansfeld (1992) proposes that the ways in whichpfeeset objectives for their
choice of destination and how these objectivestlaea reflected in their choice
and travel behaviour can be revealed through atysasaof the motivational
stage. It can also offer tour operators, tourisanpérs, and other tourist-related
institutions a deeper understanding of the realeetgtions, requirements and
objectives of the tourist, thus enabling them tdfilfdhese expectations and
requirements more effectively. In addition, it ssential for tourism marketers to
be able to measure the motives in operation reggrdertain kinds of type of
travel behaviour including the destination choiod #éhe activities to be pursued
in the holiday destinations (Leet al, 2002). Similarly, the study of motivations
based on the concept of push (internal desire) @anld(destination attributes)
factors has met with general acceptance in extamisim research (Crompton,
1979; Baloglu and Uysal, 1996; Jang and Cai, 20@2rozy and Uysal, 1994;
Kim and Lee, 2002)

By reviewing the literature, it has been found thdémographic variables and
cultural factors significantly influence touristeiotives in general (Bansal and
Eiselt, 2004; Baloglu and Uysal, 1996; Bogatial, 2003; Chaet al, 1995;

Gilbert and Terrata, 2001; Hangin and Lam, 1999M¢us and Benett 2000; Jang

7
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and Cai, 2002; Jamrozy and Uysal, 1994; Kim and, 286€0; Kozak, 2002;
Metwally, 2004; Mok and Amostrong, 1995; @hal, 1995; Youet al, 2000
Zhanget al,, 2004) and their decision to choose a particdéatination (Caet al,
1996; Iverson, 1997; McClellan and Foushee, 19@8iwally 2004; Muller
(1989, 1991); Oum and Lemire 1991; Richardson arampton, 1988; Sheldon
and Mak 1987). Muller (1989, 1991) argued that wmalt values determine a
consumer's choice of holiday destination and ogtenomic behaviour related to
foreign travel for pleasure. He concluded that nleo to make a particular
destination more attractive, marketers must developrism products (i.e.
attributes) and promotional themes that fulfill asdognize the segment’s values.

In order to understand the effect of demographitatées and cultural factors on
tourism motivations and on destination selectiorbaudi Arabia, it is therefore
essential to gain some understanding of demograydniables and the Saudi
Arabian culture. Saudi Arabia’s culture by its vergture can be described as
religious. That is, Islam plays a central role gfiding the culture, and acts as a
major force in determining the social norms, patertraditions, obligations,
privileges and practices of Saudi society. Thigspecially true as Islam in its
entirety is not only a religious ideology, but artlusive system which embraces

detailed instructions for a Moslem's entire wayifef (AIMunajjed, 1997).

According to (Yuan and McDonald, 1990) tourism naations might be different
for tourists from one country to anther. Despiter¢hhaving been a number of
studies in several countries which investigated tberism motivations of
outbound tourists using the push and pull theotya(€t al., 1995; Jamrozy and
Uysal, ,1994; Jang and Cai, 2002; Josgitnal., 1999; Kozak, 2002; Pyet al,
1989; Smeatowet al., 1998 and; Yuan and McDonald, 1990; Zhang agwaly]
1998) (all these studies had done in nun Arabidecd)) researchers have paid
scant attention to studying the motivations of $amtbound tourists, whose

expenditure is among the largest of all overseagtiers (Hashim, 1997).

Moreover, previous studies have tended to focusexgmticit motivations as being
the only motives for tourism (Baloglu and Uyss&9&; Bogariet al, 2003; Cha
et al, 1995; Creopton 1979; Hangin and lam, 1999; Jaynemd Uysal, 1994;

8
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Jang and Cai, 2002; Josianal.,1999; Kim and Lee, 2002; Kozak 2002; Rato
al, 1989; Smeatoet al, 1998; Turnbull and Usal, 1995; Usal and Jurows894;
Yoon and Uysal, 2005;Yoat al., 2002; Yuan and McDonald, 1990). However,
explicit motivations are not necessarily the onlgtives which drive tourists to
travel. There may be other (implicit) motives thairists do not wish to reveal for

various reasons.

Furthermore, previous researchers have studiedinfieence of demographic
variables and cultural factors on tourism motivasian various countries and
cultural contexts (Bansal and Eiselt, 2004; Balagid Uysal, 1996; Bogaet al.,
2003; Chaet al., 1995; Gilbert and Terrata, 2001; Hangin and La8991 Jang
and Cai, 2002; Jamrozy and Uysal, 1994; Kim and, [2880; Kozak, 2002;
Metwally, 2004; Mok and Armstrong, 1995; Oh et 41995; Youet al., 2000;
Zhanget al., 2004). but none have dealt with the influence wfhsvariables on
tourism motivations in the Arabic context espegiallin the Saudi Arabian

context.

In addition, the previous literatures investigatdte influence of tourism
motivations, cultural factors and demographic J@da on destination selection
separately (Caiet al, 1996; Iverson, 1997; McClellan and Foushee, 1983
Huybers and Benett 2000; Metwally 2004; Muller (298991); Oum and Lemire
1991; Richardson and Crompton, 1988; Sheldon arki1&87). The study of the
influence of a combination of all three of theseiatales (tourism motivations,
cultural factors and demographic variables) onidason selection is extremely

limited.

Thus, the current study aims to fill these gaps tancontribute to investigating
the motivations of Saudi tourists for outbound it®mr Its intent is also to
understand how and to what extent the motives ofiSaurists are influenced by
Saudi culture and demographic factors of touristre $tudy additionally aims to
discover the factors that have an influence onimksdbn selection, such as

tourists' motivations, cultural factors and demegia variables
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1.2 Research Objectives

As mentioned in the research problem, there arerabgtudies (Cai, L., 2002;
Chaet al.,1995; Hanqgin and Lam, 1999, Jamrozy and Uysal4198sianet al.,
1999; Kozak 2002; Pyet al 1989; Smeatoet al.,1998; Yuan and McDonald,
1990) which have examined the motivations of outimbdourism in several
countries, but there has been a lack of attentad Ipy researchers to the study of
the motivation of Saudi outbound tourism. Furthemepéhere has also been a lack
of attention given by researchers to the studyhefimplicit motives of outbound
tourism. Therefore, the main aim of this study asexplore the motivations
(explicit and implicit) of Saudi outbound tourisfhis broad aim consists of the

following subsidiary objectives:

1- To assess the 'push’ and 'pull' motivations (eixpdind implicit) that
drive Saudi tourists to go abroad.

2- To examine the nature of the relationship betwagh@nd pull factors
(explicit and implicit).

3- To examine the differences in motivations of tetgriaccording to their
demographic variables (age, gender, marital stataspme and
education).

4- To examine the relationship between Saudi culturel d@ourism
motivations (explicit and implicit).

5- To test the influence of Saudi culture on destoraselection.

6- To test the influence of demographic variables atid tourists on
destination selection.

7- Lastly, to test the influence of tourists’ motiegplicit and implicit) on
destination selection.

To achieve these aims and objectives, a quangtatiyproach will be used.
1.3 Importance and Significance of this Study
This research aims to investigate the motivatidnSawudi outbound tourism. The

Saudi Arabian outbound tourism market is recognasedne of the biggest in the

world in terms of the amount of Saudi expenditunesutbound tourism (Hashim,

10
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1997). However, little research has been conduotethe motives behind Saudi
outbound tourism, especially the implicit motiva@fie researcher therefore aims

to contribute in this area.

Firstly, it contributes to the literature of touriamotivations of outbound tourism,
using push and pull factors, by investigating théque context of Saudi Arabia.
Previous studies have investigated the tourismvatitins of outbound tourism in
nun-Muslim countries (e.g. Cha al., 1995; Hangin and Lam, 1999; Jamrozy and
Uysal, 1994; Jang and Cai, 2002; Josiaimal., 1999, Kozak, 2002, Yuan and
McDonald (1990). There has been a lack of attenéiomong the researchers to
investigate the motivations of outbound touristspéially implicit motives) in

Islamic country.

Secondly, one novelty for this research relatesitséostudy of the implicit
motivations for Saudi outbound tourism. Implicitréeelates to sex, alcohol and
other motivations for tourism. Previous studies ehaustomarily focused on
explicit motivations as the primary motives for tism (Baloglu and Uyssal,
1996; Bogariet al, 2003; Cheet al, 1995; Creopton 1979; Hangin and Lam,
1999; Jamrozy and Uysal, 1994; Jang and Cai, 20fxamet al.,1999; Kim and
Lee, 2002; Kozak 2002; Pyt al, 1989; Smeatoset al, 1998; Turnbull and Usal,
1995; Usal and Jurowshi, 1994; Yoon and Uysal, 2005 et al., 2002; Yuan
and McDonald, 1990). However, explicit motivaticar® not necessarily the only
motives that drive the tourist to travel. Possithigre are other motives (implicit)
that tourist does not want to reveal for varioussons. These reasons might be

cultural, traditional or personal.

In the Saudi context, studying the implicit motieats is very important for
several reasons. Though the motivations for stgdyimplicit drivers for
outbound tourism are diverse, the Islamic valueSaidi Arabia and destination
choices of a significant number of Saudi tourishssehmodelled the researcher's
reflection. Saudi Arabia is the seat of Islam watlvery strong Islamic tradition.
The kingdom is generally known for its religiousneervatism as it is central to
the Muslim world and is host to the two main holpsgues in Mecca and

Medina, and other historic sites for Moslems. Gitbase considerations, the

11
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researcher believed that Saudi outbound tourism lpeagiriven by unique traits
that have never been thought of by other reseachatditionally, Saudi's are
culturally compelled to respect the Islamic traditi Ironically, in the past two
decades, western and other values have been hawiggificant influence in the
cultural consciousness of Saudi's, leading to deshdar various services like
pubs, nightclubs, brothels, western cinema's, smdn that are traditionally
considered anti Islam. Therefore, providing a cehermicture of the various
motivations that influences outbound tourism frdma implicit and explicit point
of view might be realistic, especially from an tla context. It is in such vein
that this study attempts to investigate both thglictt and explicit motivations for
outbound tourism in Saudi Arabia. It is importaot riote that, at the time of
writing this dissertation, the researcher is not@wvof any research paper or
dissertation that discusses the implicit motivadiofor outbound tourism
especially in an Islamic setting.

Thirdly, pervious research has studied the infleenof demographic
characteristics on tourism motivation in differexuntries and cultural context
(see chapter 4) and there has been limited res@arehtigating the influence of
demographic characteristics on tourism motivatiomsnon-Muslim countries.
Therefore, this study will fill this gap and comuke to the literature of tourism
motivations by investigating the effect of Saudiuriets’ demographic

characteristics on their tourism motivations.

Fourthly, previous literature has investigated itifuence of cultural factors on
tourism motivations in different countries and auwdtl context (see chapter 4) and
there has been a lack of attention among the @s&@rto study the influence of
Islamic culture on tourism motivation. Thereforeiststudy will fill this gap and
contribute to the literature by investigating thfeet of Saudi culture on tourism

motivations.

Fifthly, previous literature has investigated thBuence of tourism motivations,
cultural factors and demographic characteristi@assply on destination selection
in different countries and cultural context (seamier 4) and there has been

limited research that looks on the influence ofstheariables (separately or

12
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combinational) in an Islamic context. Thereforas tiesearch will fill this gap and
contribute to the literature by investigating th8uence of Saudi cultural factors,
demographic characteristic of Saudi tourists angrigen motivation of Saudi

outbound tourists on destination selection (sephraind combinational).

Sixthly, in terms of methodology, in order to intigate the implicit motives the
researcher found that it was difficult to investegguch motives by using direct
questions. Therefore, the researcher employed hivd person technique to

investigate the implicit motivation for outbounditesm.

Finally, the study findings not only fill the idefitd gaps in relation to the
tourism motivations, but also provide practitionarsl policy-makers with a base
from which they can begin to work out an effectiseeategy to improve the
domestic tourism in Saudi Arabia. The discussioagarding the managerial

implications are based closely on the researchnigsd

1.4 Outline of the Thesis

This thesis has eleven chapters.

Chapter One provides an introduction to the thesis with afbigckground about
tourism in general and tourism in Saudi Arabia. #iddally, it discusses the
basic theories that drive the main research gapg mpecifically, the study of
implicit motivations for outbound tourism. Finally, describes the major and
subsidiary objectives of the thesis and outlinesies to be discussed in the

subsequent chapters.

Chapter Two discusses the case study. Specifically, it focuses its
geographical, legislative, economical, cultural argbcial environment.
Additionally, it discusses tourism type in SaudiaBia and a summary of
destinations and statistics of outbound tourisnSaudi Arabia. The reasons for
this choice are diverse from the point of view bfstresearch. It offers a
framework in which the researcher can provide aneotion between tourism as a

service sector, and other environmental variabkesdomestic tourism facilities,

13
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cultural, social, and legislative factors and thiemplications and influence on
outbound tourism. This will give the reader a clpature of the case study and

some factors that may influence outbound tourism.

Chapters Three and Fourcontains the literature review. Chapter Three s
a general discussion and summary of the esseatisbin motivation (especially
the push and pull factors) that influences theisbutecision to travelTourism
motivation has customarily been the starting poinmnost tourism research. This
Is because most stakeholders have been interastawastigating why people

travel.

As the second part of the literature review, Chaptaur discusses in more detalil
the theory of push and pull factors and its refetfop to travel motivations.
Additionally, it explains the influence of demoghap variables and cultural
factors on travel motivations. Destination selattis also addressed, especially
how this is influenced by tourism motivation, demegghic variables and cultural
factors. From a review of the literature in Chapf€hree and Four, the researcher
obtained useful information as to what kind of aiccultural and demographic

variables influence tourism motivation

Chapter Five reviews the research design used in the thesisthéopurpose of

the summary, this chapter has been divided into digtinct sections. The first

part explains the details of the research approtieh,aims and objectives, the
hypothesis, the research population and sample amksampling procedure. The
second part of this chapter explains data collactithe design of the

questionnaire, and the variables and measuremanthtve been employed to
identify both implicit and explicit motivational viables and cultural factors. It
also discusses the measurement scale that hasibeénn the questionnaire and
how it has been developed (pilot study) and traedlathe difficulties in the

overall study and finally, the data analysis anatistical technique primarily

employed in the thesis.

Chapters Six, Seven, Eight and Nineoresent the findings of the research.

Chapter Six discusses explicit and implicit pushd gull factors. It further
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analyses the relationship between push and putbradn both explicit and

implicit motivations. Chapter Seven starts withiscdssion of the characteristics
of the sample (demographic variables). After thiagiscusses the relationship
between these demographic variables and explicd @mplicit tourism

motivations (push and pull) in all destinations endtudy. Chapter Eight looks at
Saudi cultural factors. It further studies the tielasship between these cultural
factors and explicit and implicit tourism motivat® (push and pull) in all

destinations. Finally, Chapter Nine discusses testidation selection and the
variables that have an influence on the selectibma aestination. It includes
tourism motivational factors, cultural factors ateimographic variables and how

these variables influence the selection of a dastin.

Chapter Ten presents the results of the interviews. It exgdime explicit and
implicit (push and pull) motivations for outbounoutism in Saudi Arabia. It is

also presents a description of the Saudi society.

Chapter Eleven presents the conclusion of the overall thesisumhmarizes the

main arguments and findings of each objective oflyt It further looks at some
of the novel contributions of the thesis, the iroalions of the study, and related
limitations, mostly from the basis of the reseancbthodology adopted and the
theoretical foundation of the hypothesis, and whe¢ds to be done in future

research in the area.
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CHAPTER TWO: THE CONTEXT OF SAUDI ARABIA

2.1 Introduction

Historically, Saudi Arabia was, and remains, ong¢hef earliest and most popular
destinations for pilgrimage tourism due to itssia heritage. In the past decades,
(primarily due to the economic development of tleirdry influenced by the
discovery of petroleum and other resources), dtivens of tourism (domestic and

outbound) have emerged to satisfy the growing dels\ahthe Saudi population.

This chapter aims to give the reader some infoonasibout general issues that
may be linked to tourism in Saudi Arabia, whichluttes the population of Saudi
Arabia, its geographical distribution, geographicahvironment, economic
environment, legal environment and legislaturejapand cultural environments

and so on.

2.2 The Population of Saudi Arabia and its GeographicaDistribution

There has been a significant increase in the ptpaolaf Saudi Arabia in the past
three decades. Saudi Arabia's population increfdsed 7,000,000 in 1974 to
17,000,000 in 1992 and to more than 22,600,0000042 With an estimated
increase of 223% from 1974 to 2004 (The Centraldbipent of Statistics, 2004),
present estimates suggest that the population ntagase to 30 million people in
2020 (Ministry of Planning, 2000). In terms of tipeographical distribution of the
population, the regions of AlRiyadh, Makkah Almuleanah and the Eastern
region contain 64.5% of the total population of @aArabia (Table 2.1).

The population is distributed as follows: 25.6% fdakkah Almukarramahand
Region, 24.1% for AlRiyadh Region and 14.8%, foe thastern Region. Asir
region has 7.4%, AlMadina Almunawarah region &3%, Gizan region has
5.2%, AlQassim region has 4.5%, Tabuk Region h&1%, Hail region has
2.3%, Najran region has 1.8%, Al Baha region ha%%J1 Al Jouf region has
1.6%, and finally, the northern borders region 1a2% (The Central Department
of Statistics. 2004).
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Table 2-1: The Distribution of Population in the Administrative Areas

1974 1992 2004

AlRiyadh 18.9 % 22.6% 24.1%
Makkah Almukarramah 26.1% 26.4% 25.6%
AlMadina Almunawarah 7.7% 6.4% 6.7%
AlQassim 4.7% 4.4% 4.5%
Eastern 11.4% 15.2% 14.8%
Asir 10.1% 7.9% 7.4%
Tabuk 2.9% 2.9% 3.1%
Hail 3.9% 2.4% 2.3%
The northern borders 1.9%% 1.3% 1.2%
Gizan 6.0% 5.1% 5.2%
Najran 2.2% 1.8% 1.8%
Al Baha 2.8% 2.0% 1.7%
Al Jouf 1.4% 1.6% 1.6%
Total 100 %0 100% 100%

Source: Central Department of Statistics, (2004) Rmlation and Housing Census for the year 1425 A H.

The most important information from the result loé general census of 2004 was
that those under the age of 20 had increased 184b8af the total population (The
Central Department of Statistics, 2004). Additibpathe percentage of Saudis
who live in urban regions increased to 74% of tbpypation. This situation led to
an increase in the demand for tourism servicesausscyoung people and other
urban dwellers that comprise a significant parth& population needed tourism
services (both outbound and domestic). This le@ ramatic development in
tourism to match rapid changes in the social lifeSaudis (Al-Kahtani, 2001).
Recent research has provided evidence to suppeffattt. For instance, Lickorish
and Jenkins (1997) maintained that those who liveirban areas experience a
greater degree of pressure to travel for tourisrnabse of their residential
environment, as they have more exposure to the apexisociations of tour
operators, transport centres, travel agents anfdrdo They are therefore more

likely to be interested in tourism than peoplertyin rural areas.

2.3 Site and Location

The geographical area has its effect on marketctyyity in determining the
distribution policy, transportation and selling ijg@s. The area of the kingdom is
2.240.000 K2. It represents 80% of the total are¢he Arabian Peninsula. This

vast area leads to diversity in the climate, thetbée the Saudi to have several
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kinds of tourism attractions that could meet theedsity of tourists need. The
Kingdom of Saudi Arabia is surrounded by the Red Bethe west, the Arabian
Gulf in the east. This unique location determirfeslevel of marketing activities,

and facilitates contact with other countries thifotrgding and commerce.

2.4 The Climate

Factors like temperature, humidity, and the amadmtinfall have a great effect
in determining the kinds of commodities and sewiteat are habitually needed
by a society. The kingdom's climate varies from area to another; the western
region, for instance, is characterized by hot sursraed humidity with moderate

winter and little rain. The eastern region has tasonmer with high humidity.

The central region has very high and dry tempeeatur summer and a dry cold
in winter. The southern region is characterizedabynoderate climate in the
summer and severe cold in winter. This explains wiogt tourists tend to go to
moderate regions in the summer and leave the hotg®ns. They favour the
Asir and Al-Baha areas. Table 2.2 shows the rateraperatures in some regions

in the kingdom.

Table 2-2: Average Temperature, By Month and Meteorologial Station: 2005 (in degrees
Centigrade

Stations
< <

g 2 :

g 5 8 § 2

x = =3 5 o

< E <E <

< <

January 271 32 33.8 29.5 27 26 27.2 26.4 23.1 | 221
February 33 32.8 36.5 35 28 31 31 34 25.7 24
March 35 37 39.6 36 34 | 328 33 36 | 262 251
Apr” 40.4 40 42 40 39 34 37 40 29.1 | 275
May 43 44 45.6 41.6 44 35.8 38 43.7 29.8 28
June 45 45 46.8 46 46 384 41.4 45.7 325 | 295
July 47.6 44 44.8 49 47 39.5 42.4 47.8 33.8 | 30.2
August 454 44 45 47.4 47 38.8 44 46.6 326 | 30.1
Septembe 45.3 46 47.4 44 44 375 39 46.2 324 | 305
October 37.8 42 43 40.2 39 33.8 37 39.6 30 29.5
November 36.2 37 38.6 354 35 30.4 30 35 25.2 24
December 31 37 37.8 31 29 28.8 32 30.5 25.6 25
Source: Presidency of Meteorology & Environment, 208
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2.5 The Terrain

The kingdom is distinguished internationally withder deserts, high mountains,
hills, and plains, like Alrubel Khali desert, Aldué and Alnofooz. The highest
mountains are found all through the part of thegliom nearest to the western
coast, and hills are found on the eastern and soutioasts.

Plains are found on the western coast, in partictiie Tahama plains. The
geographic terrain has its effect on the climatewery region in the kingdom.
Besides the effect on the need for commoditieyjicEs, economic activities and
social life, the high mountains of Alsrouat havenaderate climate in summer

which attracts a great number of tourists.

2.6 Economic Environment

As far as trading and commerce are concerned, matfieters’ and customers’
decisions are influenced by the economic environniBibb et al., 2001). It is
vital for a marketing strategist to understanddhersity of economic factors that
go towards shaping marketing plans (Lancaster aadsMgham, 2001). These
factors include gross domestic product (GDP), enghaates, industrial output,
rates of inflation, interest rates, levels of dismlole income and the balance of
payments rate. These and other factors, can mfueosts, prices and demand

for products, and hence should be of great cortoemmarketing managers.

The Saudi economy underwent tHedevelopment plan in the period 2000-2004.
This comprised three important elements for thgnatient of national economic
strategies. The first element was an increase iR Gi3ulting from an increase in
oil production, and in other sources of income foe country. The second
element was the ongoing changes in the form ofettemomy by increasing the
diversity of economic activities contributing totimmal income. The third element
concerned the private sector’s contribution to@RP (Ministry of Economy and
Planning, 2005).
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Table 2.3 provides some performance measures afi @gonomic growth. The
measures have been divided into their aggregataumisioand by the different

economic sectors. The results can be summariziEdiass:

The value of Gross Domestic Product (proxy here tfwal local product)
increased from RS 606.3 billion in 1999, to SR B#kon in 2004. On average,
the actual growth amounts to 3.4% yearly increaBased on the"7development
plan, this average was more than the expected gvera3.16% and also more
than the 8 development plan average of 1.11%. As can be Beenthe table,
there are huge resources which can help to incris@s&DP in both the public
and private sectors, through improvements in privdtic This has been assisted
by the employment of modern techniques, the devedop of administration
methods and judicious utilization of the resources.

The 7" development plan has brought about some posithenges. These
comprise a significant average contribution frone thon-petroleum sectors as
well as a significant positive contribution frometipetroleum sector. Therefore,
these two sectors have made a significant conioibuo the gross domestic

product of the economy.

The additional value for the non-petroleum sectas heen increasing from year
to year. For the year 1999, the amount increasad B8R 433.2 billion to 525.3
billion in 2004 (see Table 2.3.) In terms of itgqentage contribution to the gross
domestic product, the non-petroleum sector sawnarease in contribution from
71.7% in 1999 to 73.5 % in 2004. The actual yegrowth rate in these sectors is
3.9%. It is relatively a good rate compared to ghewth rate desired by thé"7

development plan, which was 4.1%.
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Table 2-3: The Total Gross Domestic Product According tothe kind of Activity with
Consistent Prices in 1999 the 7th Developments Plan

The percentage of the

Annual
, . RS million Gross Domestic
Kind of activity growth
Product
rate
1999 2004 1999 2004
Non-petroleum sectors 433198 525267 3.9 71.7 78.5
Natural gas and raw ol
173102 196696 2.6 28.3 27.%

sector
Gross Domestic Product 606295 | 7219963 3.4 100.0 100}{0

Source: Ministry of Planning and Economy, 2005

The additional value of the petroleum sector inseglafrom SR 173.1 billion in
1999 to SR 196.1 billion in 2004 with an annualvgito rate of 2.6%. This value
was expected to increase by more than its primatjmation in the 7

development plan. This is because during this dertbere were significant
dynamics (the Iraq war, social tension in Nigetran, Venezuela, etc.) in the
international economy that led to significant irages in oil prices to the benefit

of oil producing nations.

The Saudi kingdom is committed to its economic @olof a free enterprise
economy according to the teachings of Shareeals dables corporations and
individuals in the private sector to participate esonomic activities without
restrictions or intervention in their operation$is objective has been facilitated
by regulatory dynamics that are geared towardsaiadundividual interest and
benefits like monopoly, dishonest competition, canecral cheating, selling of
commodities that are against the Islamic Shareedhciples which forbid

excessively high profit realization and the ex@bdn of consumers.

The economic policy in Saudi Arabia is one of ops towards world
economies without prohibitions or restrictions onports and exports, and the
exchange of foreign currency. According to the estants of the Ministry of
Economy and Planning in 2005, th& @evelopment plan has succeeded in
promoting foreign trade. For instance, internatiot@de in services and
commodities amounted to 58.3% of the gross domestiduct in 1999 and rose
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to 69.4 % in 2003. This portrays an average anguaith rate that can be
estimated at 5.7%. Imports of consumer goods dsede&rom 47% in 1999 to
43% in 2003. That reduction reflects an increasatignce on local products. This
can be considered as a significant improvementhm kingdom's ability to

compete with foreign products.

On the other hand, there was an increase in defoamdachine sets, equipment
and production commodities from 53% in 1999 to 5W062003. This was
considered to be a positive development in impdnat increase economic
efficiency and development. The development of ingpand exports led to a
tangible surplus value in commercial balance thhoube years of the "7
development plan. This commercial balance increasttdan average annual rate
that has been estimated at 30.18%. This represenénual average change of
SR 158.4 billion. Despite continuous pressures lom balance of payments
deficits through the years of th& development plan, the positive progress in the
commercial balance assisted in consolidating atigescurrent account in the

balance of payments of the kingdom.

2.7 The Legislative and Legal Environment

All the fundamental measures and governmental rideshe organization of
business activities are to be found in the legistadnd legal environment. This
environment is significant in that it represents thases which should be taken

into account when organizing marketing policy.

Among the most important of these bases are cudtdies and the restrictions on
the import of certain types of commodities. Thene also laws on the
compulsory pricing of certain strategic goods ammmmodities, and laws
governing the working hours, the employment of woraad children, etc. These
laws, and several others, have a significant effecthe marketing strategy of all
Saudi organizations (Abdelhameed, 2002).

The legislative environment in Saudi Arabia is grded in the Islamic Shareeah.
Accordingly, companies commit themselves to payaZand never deal with
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commodities that are not in harmony with the Isa®hareeah, such as pig meat

and alcohol, besides avoiding their use.

2.8 The Cultural and Social Environment

Various cultural and social relations, forces andial regulations have an effect
on the marketing strategies, especially in relationproduct prices, ways of
distribution and advertising (Abdelhameed, 2002prébver, these cultural and

social values have an impact on tourism and relatgslities (Hosian, 1993).

The social and cultural environment consists ofesalvelements. The most
important elements are religion, language, custanustraditions. Nonetheless, in
the discussion that follows, emphasis has beeneglamly on religion and

language, as these were found to be the factorsmglesant to this research.

2.8.1 Religion

Previous studies have argued that ethical and ralilualues have their basis in
religious beliefs such as Judaism, Christianity taim. Legislation in countries
dominated by a particular religion includes to sategree or another values and
ethics of that religion (Morrignd Dabbagh, 2004). As far is Islam is concerned,
there is the belief that the law comes from God thnglis can be seen in religious
beliefs, teachings and practices (Abdalati, 199®). instance, In Saudi Arabia,
legislation and religion are united within Islamdathe Qur'an is the principal
source for religious and legislative practices. Témsembly which has the
government’s legislative authority makes rules &orchulates regulations within
the range and sphere of the Qur'an and the Sunhéted’rophet Mohammed
(PBUH). These rules further constitute the ShafiMabrris and Dabbagh, 2004).

According to Bjerke (2000) it believed in the Muslworld that a true Muslim
must follow many rules in order to gain accessitond reality. Religion is an
integral part of the life of all every Muslims, aadvisitor to the Arab world who
shows respect for Islam religion will be well-recsil almost everywhere. Bjerke
(2000) gives some examples of this respect, suctoadrinking alcohol socially

and not showing images such as religious symbatgues and so forth. In
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addition, as women seldom participate in the eaitament scene in the Muslim
Arab world, visitors, whether businessmen or tdsrisvil encounter a male-

dominated society.

Most Arab countries strive to avoid their societiesng too heavily influenced by
the western world; therefore the majority of sunfiuences are condemned. In
1974, the late King Faisal of Saudi Arabia declatet he wished his country to
achieve economic growth and modernization withawmhgromising the traditions

of Islam and Arab culture (Muna, 1980). The wishkieep both Arabic and

Islamic identity is notable not only in among Arabliticians, academics and
business people. Business people in Arab counbtiée® the difficult task of

situation of introducing changes made through mwodeethods, and adapting
them to their traditional work and lifestyles. Busss deals in the Arab and
Muslim world involving injustice, dishonesty, detem or exploitation is strictly

forbidden, and can be legally annulled, even dftey are concluded (Morris and
Dabbagh, 2004).

In this section, the researcher discusses somleeopractices that are habitually
prohibited by Islam. Considering the fact that tisisnerely a doctoral thesis, the
researcher cannot discuss all the issues thatratebgied by Islam. Following
previous research, the researcher neverthelesassdess those that could be related
to implicit motivations for tourism. The basic ptiaes prohibited by Islam

include:

2.8.1.1 Fornication

Every Muslim is supposed to be aware of the praioiis on fornication and
adultery in the Qu'ran. In standard British Englishlawful sexual intercourse by
an unmarried person is called fornication, whiléauriul sexual intercourse by a
married person is called adultery (Loughran, 198@th of them are prohibited
by Islamic law. Nonetheless, the Arabic languagscdbes both sins using one
word, Zina. It is regarded as one of the gravedllomajor sins in the world (Al-

Qaradawi, 1999). Fornication has been prohibiteth@my verses in the Qu'ran for
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example And come not near unto adultery. Lo! it is an abwmation and an evil
way' (Qu'ran: 17.32).

The punishment of a person who has committed fatioic must be in accordance
with his or her marital status (i.e. flogging wighhundred lashes and sent into
exile for one year for those who are unmarried, stathing to death those who

have tasted married life if they commit adulteryl{Bukhari, 1997).

The reasons why Zina is forbidden by Islam are m&ay example, it leads to
confusion, child abuse, the breaking up of famidied relationships, the spread of
venereal diseases, general laxity in morals; itlead to a flood of lust and self-
gratification (Al-Qaradawi, 1999). In fact, it indts much harm on individuals
and society. Al-Gar Allah (1990) listed about thirtliseases caused by

fornication, including AIDS.

2.8.1.2 Alcohol

Alcohol consumption, especially heavy consumptibas several physiological
effects (Mukamakt al., 2006). The effects of heavy alcohol consumptiorthen
central and peripheral nervous systems, gastroimésorgans, liver, pancreas,
and immune system have been well documented (UeBaiment of Health and
Human Services, 2000). Other researchers haveestude economic effects of
alcohol abuse from several different perspectitéanfood, 2000; Ricest al.,
1990).

In brief, these studies have highlighted the hesafitbcts of alcohol abuse through
a cost-of-illness approach, that calculates theodppity costs attributable to
health care expenditure (due directly to alcohalsgband its associated health
consequences, and indirectly because of extendepithb stays for related
conditions), lost productivity, and other lossesstuciety (such as damage to
property in car crashes) (Mukanwtlal.,2006). Harwood (2000), using a cost-of-
illness approach as an illustration, estimated thate than $184 billion in costs

in the U.S. in 1998 were due to alcohol abuse. tHeahre and related
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expenditures accounted for more than $26 billiotheke costs, and lost earnings

because of illness accounted for over $87 billion.

Because alcohol is the cause of many problems fagedociety, it has been
prohibited in the Qu'ran, for exampl® '‘ye who believe! Strong drink and games
of chance and idols and dividing arrows are onlyiafamy, Satan's handiwork.

Leave them aside in order that ye may suct@@dran: 5.90).

Alcohol is prohibited in the Hadith. The Prophetlsiam, Muhammad (peace be
upon him) said: Alcohol is the mother of all evils and it is thesnhehameful of
evils." (Ibn Majah, 2004). He also saitlAnything which intoxicates in a large
quantity is prohibited even in a small quantity(Thus there is no excuse even for

a small sip of alcohol.) (Ibon Majah, 2004).

Not only are those who drink alcohol cursed, buisth who deal with them
directly or indirectly are also cursed by Allah, Rlkophet Muhammad (peace be
upon him) said*God’s curse falls on ten groups of people who aa#t alcohol.
The one who distills it, the one for whom it hasrbdistilled, the one who drinks
it, the one who transports it, the one to whomai$ lbeen brought, the one who
serves it, the one who sells it, the one who aslimoney from it, the one who

buys it and the one who buys it for someone e(#a1"Majah, 2004)

2.8.2 Language

Language affects marketing, particularly in the snaedia. The language used in
manufacturing countries affects certain marketioghmodities, and hence it is
not easy to market such commaodities in countriesrevla different same language
Is spoken. For example, the system of writing tmabfc language is a “right-to-
left” one, and this necessitates altering compuieyboards and books that

conform to this system.
The Arabic language is the basic language in SAwahia and all governmental

institutions and individuals are committed to ieuThe English language is the

second language due to the presence of many fooeignpanies and individuals
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who are non-Arabic speakers. In the field of tantisnany Saudi tourists prefer
the Arab countries for easy communication (the \Worburism Organisation
2003b; Lubbe, 1998).

2.9 Tourism in Saudi Arabia

Traditionally, the Kingdom of Saudi Arabia has beeell-known for only one

kind of tourism, religious tourism, that is, pilgrages to Islamic holy places such
as Mecca and Medina. However, over last ten ydamethas been a growth in
popularity of other forms of tourism, such as nattourism, economic tourism,

cultural tourism and recreational tourism.

Until recently, the aims of the tourism sector @au8i Arabia were to restrict the
outflow of national income to foreign countriesabigh too much Saudi outbound
tourism, and also to protect the Islamic valuesSatidis from the influence of
foreign culture (Ministry of Planning, 1990). Nohetess, these aims have altered
slightly in recent years, as the Saudi governmastbbecome concerned about the
contribution of the tourism sector to the natioriatome (The Supreme

Commission for Tourism, 2002).

2.9.1 Domestic Tourism in Saudi Arabia

The World Tourism Organisation (1995, p.14) dedimedomestic tourist asatly
person residing within a country, irrespective atianality, travelling to a place
within a country other than his usual residence doperiod of not less than 24
hour, or one night, for a purpose other than thereise of remunerated activity
in the place visited"

According to the Supreme Commission for TourismO@Q domestic tourism
relates to Saudis travelling outside their usualirenment for a period of not

more than one consecutive year for leisure, busiaed other purposes.

In terms of the geography, Saudi Arabia itself $@®e unique characteristics and
climatic conditions. The terrain comprises coalighlands, and deserts and this
makes the Saudi climate diverse. In the Sorat aigld, for example, the
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temperature is moderate in summer and cold in wimtkile the internal valleys
are hotter in summer and warm in winter. This wgrgd climates has combined

to make Saudi Arabia attractive to many tourists.

Below are descriptions of the most important typedomestic tourism in Saudi

Arabia, according to the motivation criterion.

2.9.1.1 Religious Tourism

Religious tourism has been recognized by previ@searchers as the "greatest
single tourism in the world" (see Swarbrooke andrnigg 1999). It is the
temporary travelling of individuals for visits teligious sites. It satisfies religious
emotions and greatly motivates tourists (BogariZdDin 1989). For example,
millions of Muslims visit Saudi Arabia every year fpilgrimage and "Omra" and
also to visit the Almasjed Alnabuwa Alshureef andl\HShrine of the Prophet
Mohammed (peace and blessings be upon him). Acuprth The Supreme
Commission for Tourism (20040% of all domestic tourism trips and 58% of all
inbound tourism trips were for religious purposadditionally, the expenditure
of tourists travelling for religious purpose wag tlargest, 33% of all domestic
tourism expenditure; on the other hand, religimugism accounted for 71% of all

inbound tourism expenditure.

2.9.1.2 Cultural Tourism

The aim of cultural tourism is to enable tourisisatquaint themselves with the
various ways of life of different people and gath@brmation about the history
and civilization of these people. In the contextSafudi Arabia, cultural tourists
have been interested in understanding issues pi@gdaio the Islamic traditions,
values and civilizations from ancient times to thesent day. This includes
visiting ancient places and holy sites like theiamicsite of "Madain Salih". Other
cities include some the northern district of thermoy, Alfao south of the Dawasir
valley, and other historical places. Tourists cio dave the chance to see the
Janadriya festival which includes many cultural dotkloric activities. The
number of visitors to this festival, for exampleasn345,000 between 24/2/2005 to
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9/3/2005 (The Supreme Commission for Tourism, 2009)ere are also 69
museums in the Kingdom, with 28 of them focusingooiture and traditions.
There are a further 23 museums with a historicainin, and 15 based on science
(The Supreme Commission for Tourism, 2005). Theeeaa estimated 7,902 key
cultural heritage locations in the Kingdom. Morearthone quarter (28%) were
categorized as architectural heritage, with a &rtlguarter (26%) being
categorized as sites of traditional customs andeg(The Supreme Commission
for Tourism, 2005). The following table illustratdsstribution of cultural heritage

sites by province.

Table 2-4 : Distribution of Cultural Heritage Sites by Province

| %

Asir 22025 26%
Al Baha 938 12%
Al Jouf 101 1%
AlMadina Almunawarah 518 7%
AlQassim 577 7%
AlRiyadh 498 6%
Asir 2,025 26%
Eastren 704 9%
Hail 360 5%
Jasan 273 35%
Makkah Almukarramah 748 9%
Najran 223 3%
Northern Borders 137 2%
Tabuk 800 10%
Total 7,902 100%
Source: The Supreme Commission for Tourism, (2005)

2.9.1.3 Medical Tourism

Medical tourism is considered to be one of the naimist attractions for those in
the developed countries. The kingdom of Saudi Arglmssesses a great deal of
potential in the form of manpower and equipmentnttke it a leading country in
this respect. There are over 315 hospitals andhdr8,600 medical centres with a
total inventory of more than 46,000 beds, Patiemts cared for by more than
100,000 doctors and nurses (The Supreme Commigsidrourism, 2005). There
are also places famous for mineral water recomntefatecuring diseases such as

chest complaints and rheumatism. Some of theseplkae® found in Alahsaa and
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Tuhama. According to the Bahrain Tribune (2003 dbaArabia attracts several
thousand visitors annually through medical touridoe to its state-of-the-art

medical treatment.

2.9.1.4 Nature Tourism

This is available in places famous for their ndtls@auty and moderate climate
such as Asir, Al Baha and Taif. There are a furttighteen national parks in the
Kingdom, with the largest being Asir National Pawich covers 450,000 ha,
followed by Taif National Park covering 5,100 hdl the other national parks are
under 2,000 ha (The Supreme Commission for Tourd®3). The following

table illustrates the National Parks in Saudi Aaakheir location and size

Table 2-5: National Parks in Saudi Arabia and location ad size

|

Asir National park Asir province 450,000
Taif Nation park in Saysad Taif city 5,100
Alzulfi National park 240 km from Riyadh 1,600
Al Sudah park 25 km from Abha 883
Hail National park in Masher Hail province 800
Suwaidra park Part if al hasa National park| 500
Al Dalghan park 27 km south—west of Abha | 440
Al Gar'an park 4 km from Dalghan 420
S| Shaybani park Near Akeer port Al Hasa 350
Saad National park 110 km of Riyadh 300
HRH prince Sultan park 4 km from Dalghan 268
Jawatha park Part if Al Hasa National park 100
Tour Almaska park South from Al Gar'an 27

Al Hadhaba park 15 south-east of Abha 10
Asir — Almudaidah park 2 km from Abha 10

Al Hassa National park 20 km from Hofuf 10
Huralima National park 80 km NW of Riyadh 10
Albaha National park Al Baha region 10
Source: The Supreme Commission for Tourism, 2003

In addition to the 18 national parks, there aregpfdatected areas, varying from 9
km2 to nearly 20,500 km2 (The Supreme Commissioi émrism, 2003).

2.9.1.5 Marine Tourism

The kingdom possesses two coasts, including theSRedcoastline that stretches

to about 1800 kms in the west and the Arabian Ga#stline that stretches to

30



Chapter Two: The Context of Saudi Arabia

about 700 kms in the east. These two coasts agdayad to have some of the
best beaches in the world. Some of the finesidouactivities in Saudi Arabia
include fishing, scuba diving, sailing, snorkellingind-surfing, water-skiing,
catamarans, wet bikes and jet skis. The Farasamdis] for example, host some of

the finest diving in the world.

The Saudi government has invested a great dedleirseérvices needed in these
coastal areas. The main projects established osetlseasts are the Jeddah
Kourinash project and the Half Moon project in Altem. Some other beaches

are privately owned by hotels and other companies.

2.9.1.6 Desert Tourism

There are three huge deserts in Saudi Arabia imduBmpty Quarter Desert,
Aldhna Desert and Great Nefud Desert. In Emptyr@udesert, some of the
largest sand dunes in the world, up to several taththeters high, can be found
(The Supreme Commission for Tourism, 2005). Mamydkiof animals live in
these deserts such as oryx, ibex and gazellestolingt can go camping and stay
in these deserts for several days, especially meni enjoying hunting birds and

gazelles and other activities.

2.9.1.7 Sport Tourism

This kind of tourism depends on different kind pbds, like water-sports, skiing,
hunting birds, fish and animals, as well as watghon participating in sporting
occasions, for example, travelling to Germany tactwaVorld Cup matches, and
so on. There are excellent facilities in the kingdimr practising sports tourism.
There are 17 sports centres and swimming pools,spb4ts clubs, and 9 public
yards, in addition to 23 youth centres (MinistryEmfonomic and Planning, 2005).

Horse and camel racing are very popular in thedang The annual races at the
Janadriya festival attract tens of thousands ottspers. Although gambling is
habitually prohibited by Islam, spectators in theekly horse racing held in

Riyadh can participate in a draw or raffle.
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2.9.1.8 Economic Tourism

This consists of tourism for various economic pgg® such as visiting
international fairs, and tourism to negotiate amafize deals, contracts and
business. Economics show that this not only atractyers, but offers tourism
facilities for those who wish to come and visitthe kingdom there are a number
of specialized companies which hold internationadl docal fairs, such as the
Saudi Company for Fairs and International Marketsl dahe Alharithi Fair
Company. Most of the towns and cities in Saudi Agabave excellent
commercial centres and markets which sell theidpets at reasonable prices.

2.9.1.9 Social Tourism

This kind of tourism has as its aim visiting relas, acquaintances and friends
and participating in family occasions. Without dguthis strengthens family and
social relations and is, according to Law (1993paat of tourism travel. The
existence of social tourism in the kingdom reflabts fact that Saudi society is a
cohesive and family-oriented society. This kindairism represents 11 % of all
inbound tourism trips and 32% of all domestic teori (The Supreme

Commission for Tourism, 2004).

2.9.1.10Conference Tourism

Hosting and organizing conferences is consideredbd a complicated and
advanced tourist activity which needs extensive aledailed planning to
guarantee its success. In addition, it requiresattadability of facilities pertaining
to the conferences such as residence, transporptued tourism facilities. No
country can host conferences without being welpared to do so. The kingdom
has the human and material resources and facititiggired to host conferences.
In most towns and cities in the kingdom there ag-prepared halls and galleries
with modern facilities. Most have internal and emgd telecommunications,
together with media and translation services. Thesbout 51081M? of allocated
places for meetings inside the hotels. Most of ti{approximately 55%) are in
the towns of Jeddah and AlRiyadh and can accomrad@a000 delegates (The
Supreme Commission for Tourism, 2003).
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2.9.2 Outbound Tourism in Saudi Arabia

Outbound tourism comprises the activities of resislef Saudi Arabia travelling
to and staying in places outside of the country autiside of their usual
environment for not more than one consecutive ykmarleisure, business and

other activities (The Supreme Commission for Touri2003).

Before King Abdul Aziz started to send his sons amdisters overseas, Saudis
had little involvement in international tourism (\¥&s, 1987). The numbers of
tourists travelling to and from Saudi Arabia haveagly increased, particularly in
the 1970s, at rates of 40-50 percent annually (largm980). However, this was
not the situation in the 1960s, when certain fagtéinancial considerations, for
instance, restricted Saudis' decisions to go ordéplabroad. Although several
factors may have contributed to the decision ofd&auo travel abroad, the
financial factor stands out, as increased trawglby Saudis coincided with the
periods when Saudi Arabia saw a significant inaeas per capita income
(especially during the 1970s). Per capita incom&andi Arabia is now among
the highest in the world. However, prior to coesable numbers of Saudis going
abroad as tourists, Saudi Arabia, as the cradlislafm, had a long tradition of
receiving foreigners as tourists, or coming foreotteligious reasons connected to
tourism in the Kingdom. Among the reasons suggebietesearchers for Saudi
tourists travelling abroad are the lack of toumdtastructure in Saudi Arabia, the
lack of promotion of domestic destinations (Seddad Khoja, 2003), and more
and more Saudis going abroad on business or toy,stsl well as through

information, international contacts and commercav@s, 1987).

IPK International's Arabian Travel data estimatest tSaudis made 4.8 million
outbound trips in 2000 and 5.3 million trips in 200While the statistics of the
World Tourism Organization show that the numbeSatidi outbound travellers
increased from 4.2 million in 1998 to 5.5 million 2001 (World Tourism
Organization, 2003b), with an average annual grafth0.4%. Over 5.5 million
Saudi residents travelled abroad in 2001, represemhore than 25 % of the

Saudi population. Estimates suggest that thisaaititinue, to reach over 9 million
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arrivals worldwide in 2020, representing over 25f@lb outbound tourists from
the Middle East region (World Tourism Organizatia@p3b).

2.9.2.1 Analysis of Saudi Outbound Tourism by Region

The Middle East is the most important region foudaoutbound tourism (See
Table 2-6). It represents for 88 % of all Saudibowind tourism in 2001, with an
average annual growth of 11.5 % between 1998 afd.20bbe (1998) justified

this by asserting that the Saudis are normally vated to travel to destinations in
which they feel comfortable and where the languagkure and food are familiar

to them.

Table 2-6: Saudi Arrivals by Region (1998-2001
1998 1999 2000 re 2001

Arrivals Arrivals Arrivals Arrivals

Middle East 3616609 86.4 3995123 86.0 4373647 §74B65002| 88.4

Europe 297419 7.1 307748 6.7 321379 6.4 315764 5.7
East Asia &

N 109335 2.6 105935 2.3 128816 2.6 142816 2.6
Pacific
The Americas 77377 1.8 8265( 1.8 85887 17 80800 5 1.
Africa 55473 1.3 58550 1.3 51680 1.4 54663 1|0
South Asia 41384 1.0 46757 1.0 45068 0/9 43593 D.8

World Total 4197597, 100| 4596763 104 5006477 1p0 2688| 100

Source: World Tourism Organization, 2003b, p13.

Europe is the major inter-regional destination $@udi outbound traffic by far,
with arrivals rising from 0.297 million in 1998 ©®.321 million in 2000 before
dropping to 0.316 million in 2001 largely becau$d b September 2001. Europe's
market share in total Saudi outbound arrivals shawseadily declining trend,
from 7.1% of world traffic in 1998 to 5.7% in 2001.

The East Asia and Pacific region share of worldws@eidi outbound tourism has
been steady at about 2.5% in the period 1998 td ,26Bowing neither major

growth nor dropping, on a relatively small base.

Africa has been losing its market share in Saudbaund traffic, down from
1.3% in 1998 to 1.0 % in 2001.
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The share of the Americas in Saudi outbound touhashdropping steadily from
1.8 in 1998 to 1.5 in 2001, mainly because of w@rizvisa regulations in the
outcome of 11 September 2001. In addition, theesb&South Asia has declined
from 1% in 1998 to 0.8 in 2001.

2.9.2.2 Analysis of Saudi Outbound Tourists by Popularityof
Destination

Table 2-7 presents the top 12 destinations, woddwthat drew Saudi tourists
from 1998 to 2001. As shown from this table, thp & destinations for Saudi
outbound tourists in 2001 are all in the Middle téas region (Bahrain, Kuwait,
Jordan, Dubai, Egypt and Lebanon). Unquestiondbé/most popular destination
for Saudi tourists is Bahrain. Most tourists gd3thrain by road, passing over the
King Fahd Bridge from Dammam in the Eastern Prosgnof Saudi Arabia (The
Supreme Commission for Tourism, 2003). The numhak& grown consistently
from 1,937,203 in 1998 to 2,922,333 in 2001, reifera 12.7% annual growth
rate during this period. The total number of Satadirists to Bahrain in 2001
represents over 59% of all Saudi tourists in theldié East and over 52% of all
Saudi outbound tourists worldwide. On the otherdhamound 75% of visitors to
Bahrain are Saudi nationals (Business Middle E451).

Table 2-7: Saudi Outbound Tourists bu Country (1998-200)

Average
Country growth
%
01/98
Bahrain 1937203 2220643 14.6 2617406 17.9 2922833 1.7 1 17.0
Kuwait 524873 574924 9.5 641691 11.6 660916 3.0 8.4
Jordan 608478 609229 0.1 471142 -22.1 602665 279 03 -
Dubai - - - 339179 - 406695 19.9
Egypt 233630 240712 3.0 240198 -0.2 225629 -6.1 1-1.
Lebanon 71143 82646 16.2 98343 19.0 116938 18.9 5 21,
France 93423 95963 2.7 110264 14.9 1027p5 -6.8 3.8
United
Kingdom 100000 112000 12.0 107000 -4.5 90000 -15.9 -3.8
United States 68288 72891 6.7 75320 33 69911 -7.2 0.8
Syria 58684 51848 -11.7 48825 -5.8 5648) 15.7 -1.2
Malaysia 8925 11564 29.6 27808 140.5 39957 3.7 9115.
Indonesia 41875 30418 -27.4 33027 8.6 35229 6.7 3 -5

Source: World Tourism Organization, 2003b, p15
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Saudi travel to Kuwait has been growing consisyentlith an average annual
growth rate of 6.5%. This estimation is based onirmnease from 524,873 in
1998 to 660,916 in 2001. This embodies 13.4 ofalldi tourists in the Middle
East, and 11.8% of all Saudi tourists worldwid@®1. While the growth rate is

significant, the numbers are substantially lesa #&en in Bahrain.

Tourists from Saudi Arabia to Jordan have beentivelg constant, just over
600,000 annually, representing 12.2% of all Saodrists to countries in the
Middle East, and 10.8% of all tourists worldwide2®01. There was a significant
drop in 2000.

As shown in the table above, in 2000 the numbe®aafdi tourists in Dubai was
339,179, growing by 19.9% to 406,695 in 2001.

There has not been a remarkable increase in Sawnsts visiting Egypt in recent
years, with the number just below the quarter-omllimark between 1998 and
2001. In fact, there appears to have been a 6.d@parg in 2001, from 240,198
in 2000 to 225,629 in 2001. Among Arab countriey@Eappears to be the only
major country that has realized a significant redunctourists visiting from Saudi
Arabia.

Lebanon has seen an enormous growth in Saudi t&ubg 16% per annum on
average from 71,143 in 1998 to 116,938 in 2001sThcludes a 19% increase
between 2000 and 2001. In the light of the eveht2006, however, this is very
likely to decline sharply.

Saudi tourists in France have grown gradually f@8w22 in 1998 to 110,266 in
2000. This reflects an average annual growth of &%nce then suffered a
setback, with 102,726 tourists recorded in 200igely as an outcome of 11
September 2001.

The United Kingdom represents about 30% of all Samarists into Europe in
2001. However, tourists have declined from 112,000999 to 107,000 in 2000
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and further to 900,000 in 2001, reflecting a 16%pdm 2001 compared with
2000; this decline may be as a result of the &ffet11 September 2001.

Saudi tourists in the United States were significamd growing steadily, at an
average annual rate of over 5%, from 68,288 taunmstl998 to 75,320 tourists in
2000, constituting 58% of all Saudi tourists in kmericas, however there was a
significant decline to 69911 arrivals in 2001, whican be attributed almost
entirely to the effects of 11 September 2001.

Syria is a significant country for Saudi touristsaccounts for about 50,000 Saudi
tourists annually. This number actually declinezhir85,684 in 1998 to 48,825 in
2000, and then rose to 54,487 in 2001.

Malaysia has experienced unusual increase in teufism Saudi Arabia; this
number has grown at an average annual rate of 831%8,925 tourists in 1998 to
39,957 tourists in 2001. This represents the higlgeswth achieved by any
country in tourists from Saudi Arabia in this petio

In Indonesia Saudi tourists dropped enormously9891to 30,418, from an all-
time high of 41,875 in 1998; after that, Indonds@és been trying to develop on
this dropping, growing slowly but steadily to 3592Burists in 2001 with an

average annual growth of 5.3% between 1999 and.2001

2.10 Summary

The intention of this chapter has been to providgeaeral discussion of some
demographic and other factors that may be linkedotoism in Saudi Arabia,
including the population of Saudi Arabia, its gexgrical distribution,
geographical environment, economic environment,allegnvironment and
legislature, social and cultural environments andos). The factors that have
been emphasized are those that are directly refatdek scope of the thesis. In an
effort to inform readers about tourism in Saudilfea the chapter has focused on
a discussion of the natural attractions of Saudibfa and other cultural issues

that influence tourism.
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Despite the kingdom's richness in forms of tourlgm pilgrimage tourism, there
are other natural tourist attractions and othetufea that have greatly encouraged
inbound and domestic tourism in Saudi Arabia. Trereas have been referred to
in the notes above. Nonetheless, the researched fivat other features and needs
are still lacking, or by implication not necességiven the kingdom’s cultural and
religious heritage) that may influence outboundritu and discourage inbound
tourism. These features and tourism needs will B®Eudsed in subsequent

chapters.
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CHAPTER THREE: TOURISM MOTIVATION

3.1 Introduction

The aim of this chapter is to review the literatoretourism motivation, to find
out the most important push factor that drive tiharists to travel and the most
pull factor that attract them to specific destioa. Therefore, the expected
contributions of this chapter is to provide cledctyre about the tourism
motivation of tourists in the whole world and howese motivations variegom

country to country, region to region or from coeti to continent.

A very simple definition of motivation has been gatward by Hawkinset al.,
(1998, p366) asthe reason for behaviourAdditionally, Ali-knight (2000, p.4)
argued that motivation is derived from the word ivede which is to cause a
person to act in a certain way or to stimulate res# in inducing a person to act
Mook (1996) also defined motivation as the causkushan behaviour. Moutinho
(1987, p.16, 2002, p.49) defines motivation asstate of need, a condition that
exerts a “push” on the individual towards certaypes of actions that are seen as
likely to bring satisfactioh Moreover, tourism motivation has been defined by
several researchers for example Pizatmal, (1979, p.195) defines the tourism
motivation as the set of needs which predisposes a person tacipate in a
tourist activity. Furthermore, tourist motivation can be defined"the global
integrating network of biological and cultural fesc which gives value and

direction to travel choices, behaviour and expeséiiPearcest al.,1998, p215).

Over 30 years later, the tourism literature aboumdth articles offering

explanations as to why people travel (push factans) why they select particular
destinations (pull factors). This chapter, aimseaiewing the tourism motivation
studies with a special focus on those related wsl{dactors) to find out the most
important push factors that drive tourists to ttamed those related to (pull
factors) to find out the most important pull fastdhat draw tourists to specific
destinations. This exercise will lead to identifioa of some issues (literature

gaps) related to tourism motivations (push and)gb#dt have not investigated by
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previous research particularly in the Muslim coig#®trin general and in Arabic

countries in particular

3.2 Tourism Motivation

A enormous number of studies in the field of trawaltivation have emerged in
the last 30 years (e. g. Cohen, 1972; Crompton9;1D@nn, 1977; Gonoth, 1997,
Jang and Cia, 2002; Kimat al., 2007; Oh et al 1995; Polog, 1974; Yuan and
McDonald, 1990), in which researchers have attethfieanswer the question of
why people travel. In many of these studies, reteas have have tried to
discover two forces associated with motivation nigmesh and pull forces. Push
motives have been used to explain the desire forgourism, while pull motives
have been used to explain the selection of degima(Crompton, 1979;
Goossens, 2000). Push forces are associated witlfettision as to whether or not
to go, while pull forces are associated with theiglen as to where to go. These
two decisions being are made at two separate paoititsie (Klenoski, 2002). Pull
factors have to do with tangible attractions thatassociated with the destination,
while push factors are associated with intangisiesh as the motives, need and
interests of the traveler (Kim and Chalip, 2004)ariy researchers contend that
the push and pull force approach to decision-malkingavel offers the best way
of explaining and predicting individuals’ travelaigions (Kim and Chalip, 2004;
Kim et al,2006).

The literature on the push and pull approach prepadlsat people are first of all
pushed by internal desires or emotional factorshsas the need for escape,
relaxation, adventure, prestige, knowledge andosih fle g. Balogul and Uysal,
1996; Bogariet al, 2003; Cheet al, 1995; Crompton, 1979; Fodness, 1994;
Hangin and Lam, 1999; Jang and Cai, 2002; Kim laeg] 2002; Kozak 2002;
Ohet al, 1995; Usal and Jurowshi, 1994; Yan and McDori&80; Yoon and
Uysal, 2005). They are then pulled by externabaogible factors such as natural
and historical attractions, expenditure, sport amdidoor activities, etc. (e g.
Balogul and Uysal, 1996; Bogaet al, 2003; Crompton, 197%anqin and Lam,
1999; Jang and Cai, 2002; Kim and Lee, 2002; K&#X2; Ohet al, 1995; Usal
and Jurowshi, 1994; Yan and McDonad, 1990; Yoon dgsial 2005). Despite
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these two sets of forces seeming to be independestipuld be noted that they
actually inter-dependent, asdividuals, be it consciously or unconsciouslysda
their travel decisions on both, and take them iwa-step process (Kinet al,
2007).

Most previous researchers have tried to definegbarotivations (push and pull)
by developing lists of the reasons for travel, aAade then used factor analysis to
reduce the number of items in these lists into isg\wategories of factor (see table
3-1).

Although each of theses studies sought to idemtibgivational influences, they
differ in terms of whether the focus was on idsmti§f both push and pull factors
(Bogariet al, 2003; Hangin and Lam, 1999; Jamrozy and Uys&4]19ang and
Cia, 2002; Jang and Wu, 2006; Kau and Lim, 200m) Ket al, 2003; Kinet al,
2006; Leeet al, 2002; Ohet al, 1995; Yoon et al, 2005; Uysal and Jurowski,
1994; Yuan and McDonald; 1990), or on push factmly (Beard and Ragheb,
1983; Beh and Buyere 2007; Cka al, 1995; Chiang and Jogaranam, 2005;
Fondness, 1994; Heurgt al, 2001; Kim and Jogaratnam, 2002; Kim and lee,
2000; Kimet al, 2007; Kim and Prideaux, 2005; Kozak, 2002; Miiuytt,
2005). Some studies attempted to find the relatipnbetween push and pull
factors (Baloglu and Uyssal 1996; Bogatial.,2003; kimet al, 2003; Usal and
Jurowshi 1994; Jang And Cai 2002; Kghal, 2003; Kim and Lee, 2002; Qdt

al, 1995). The relationship between push and pullofactvill be discussed in
more details in the next chapter.

It should be noted that tourists rarely travel &isfy one motive. A number of
researchers have noted that tourists’ motivatisasnaultiple (Compton, 1979;
Mansfeld, 1992; Mayo and Jarvis, 1981; Pearce, ;1082al, et al, 1993) and

tourists might have different reasons to traveltémrism. Moreover, tourists hope

to experience more than one activity in a destmatKozak, 2002).
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Table 3-1: Number of items of tourism motivations (push ad pull) and number of factors

extracted from them

Researchers Number of Items Number of Factors
Push Pull Push Pull

Beard and Ragheb (1983) 48 items - 4 factors -
Yuan and McDonald (1990) 29 items 53 items 5 factor 7 factors
Fondness (1994) 65 items - 7 factors| -
Jamrozy and Uysal (1994) 30 items 53 items 8 facto 11 factors
Uysal and Jurowski (1994) 26 items| 29 items 4 facto 4 factors
Ohet al(1995) 30 items 52 itemg 6 factors 5 factorg
Chaet d (1995) 30 items - 6 factors -
Baloglu and Uysal (1996) 30 items 53 items 4 fector 6 factors
Hangin and Lam (1999) 22 items 26 items 5 factorg facéors
Kim and lee (2000) 24 items - 5 factors -
Heunget al (2001) 25 items - 5 factors -
Kozak (2002) 14 items - 4 factors -
Leeet d (2002) 17 items 22 itemg 6 factors 7 factors
Jang and Cia (2002) 22 items 19 items 6 factors actofs
Kim and Jogaratnam (2002) 26 items - 7 factors -
Kim and Lee (2002) 12 items 12 itemis 4 factors C3afies
Kim et al (2003) 12 items 12 items 4 factors Ades
Bogariet al (2003) 36 items 40 items 9 factors 9 factorg
Yoon et al(2005) 24 items 28 itemg 8 factors 10 factors
Kim and Prideaux (2005) 21 items - 5 factors|
Mehetioglu (2005) 20 items - 5 factors -
Kau and Lim (2005) 28 items 48 items 6 factors Ades
Chiang and Jogaranam (2005) 20 itemss - 5 factors -
Jang and Wu (2006) 23 items 12 items 5 factors ctdfa
Kim et al (2006) 30 items 25 itemg 7 factors 6 factorg
Kim et al (2007) 26 items - 7 factors -
Beh and Buyere (2007) 49 items - 8 factorg -
Correiaet al (2007) 15 items 19 itemgq 3 factors 3 factorg

By reviewing the methodologies that have been usedtudies of tourism

motivation, it may be noticed that these studiefediin the approach they

employed to identify tourism motivations (see agperC). Most of these studies

have been based on a quantitative approach (éshgerfand Price; Fodness, 1994;
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Hangin and Lam, 1999; Jang and Cai, 2002; Jand\&aund2006; Kimet al.,2007;
Kim and Lee, 2002; Kosak,2002; Yat al., 2000; Zhanget al., 2004), while
some have been based on a qualitative approacbglBand Uysal, 1996; Chet

al, 1995; Crompton, 1979; Jamrozy and Uysal, 1994;eDlal., 1995; Polog,
1974; Yuan and McDonald, 1990; Uysal and Jurowk8®4). It should be noted
that most of the studies based on the qualitagpprcach have used data from a
larger study conducted by the U.S. Travel and BouriAdministration and
Tourism Canada in 1986 and 1988 (e.g Baloglu andal)yl996; Youan and
McDonald, 1990 Jamrozy and Uysal, 1994; édlal.,1995).

Table 3-2 illustrates the most important tourismtigagions (push and pull) that

push tourists to travel and pull them to speciéstihations.
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Table3-2 : Tourists’ Motivations

Researchers

Tourism motivations

Escape

Relaxation

Prestige

Family and

Push factors

Increasing Knowled
Sport
Adventure exciteme
Enjoying national
resources
Sex desires

Alcohol

desires

historical attraction

Natural environmen|

and Weather

Pull factors

Expenditure

=

Sport and outdoo
activities

Sex attraction

Alcohol attractions

Cromton (1979)

Yuan and McDonald (1990)

+

+

Fisher and Price (1991)

+|+

Fodness (1994)

Jamrozy and Uysal (1994)

Uysal and Jurowski (1994)

+

Oh et d (1995)

Cha et al ( 1995)

+|+|+]+

Pruitt and LaFont (1995)

Baloglu and Uysal (1996)

Ryan and Kinder (1996)

Kim (1997)

Josiamet al (1999)

Ryan and Glendon (1998)

Hangin and Lam (1999)

Josiam etal (1999)

+

You and O' Leary(1999)

Clift and Forrest (1999)

You et al (2000)

|4 [+

Kim and Lee (2000

+

Pritchard et d (2000)

Heunget al (2001)

+

Herold et al 2001)

Kim and Lee (20@)

Kozak (2002)

Leeet al(2002)

+

+

Jang and Cai (2002)

+|+|+|+

+

Kim and Jogaratnam (2002)

+ |+ |+ |+

+ |+ |+ |+

Chartrs and Ali-Knight (2002)

Teye and Leclerc (2003)
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Continued Table3-2

Researchers Tourism motivations
Push factors Pull factors
ke} [5) — c = o %)
g g 5 g £ | £y S | | 8§
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= = 2 £ |z @ <
Kim et al (2003) + + + +
Bogari et al (2003) + + + + T T
Bruwer (2003) T
Omondi (2003) T
Zhang et d (2004) T
Kim and Chalip (2004) + + +
Beerli and Martin (2004) + + + + + +
Awaritefe (2004) + + + + +
Alant and Bruwer (2004) + + T
Tassiopoulos et al (2004)
Bellis et al (2004) T
Jaffe and Pasternak (2004)
Yuan et al R005) +
Yoon and Uysal (2005) + + + + + + + +
Kim and Prideaux (2005) + + + + + +
Mehmetoglu (2005) + + + +
Kau and Lim (2005) + + + + + +
Chiang and Jogaranam (2005) + +
Jang and Wu (2006) + + + T
Kim et al (2006) + + + + +
Getz and Brown (2006)
Yokota (2006)
Kim et al (2007) + + + + + + +
Hsu et al (2007) + +
Beh and Buyere (2007) + + +
Correia et al (2007) + + + +
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In the following section the most important motivigaish and pull) that impel

tourists to travel will be discussed:

3.2.1 Push Motivations

Kim et al (2003, p.170) argued thgiush factors have been conceptualized as
motivational factors or needs that arise due toigeduilibrium or tension in the
motivational systeinthat is, as factors that motivate or create dreds travel
(Crompton, 1979; Hangin and Lam, 1999; Kim et @I0&, Uysal and Hangan,
1993; Yuan and McDonald, 1990). A review of thertture suggests that people
are initially pushed by internal desires or motiwaal factors such as escape,
relaxation, prestige, reunion with family and fidgksn increasing knowledge and so

on. In the next part these push factors will beused in detalil.

3.2.1.1 Escape Motive

The escape motive reflects the individual’'s wisteszape from his/her personal
environment (pressure, stress), as well as frovhdrsnterpersonal environments
(employer, colleagues, famjlyJamrozy and Uysal, 1994). Several researchers
define this escape motivation through dimensionshsas escape from routine
responsibilities, escape from the familiar, eschpen the pressures of urban
living, escape from a stressful job, escape fromrlay life and getting away
from the demands of home (e g. Crompton, 1979;odaland Uysal 1996; Jang
and Cia 2002; Kinet al,2006). The crucial factors in escape are the physind
social differences between the environments of hantk destination (Crompton
1979). These differences enable tourists to estapme everyday routines and
stress (Fisher and Price, 1991) and, accordingdon@ton (1979), to escape not
only from their general area of residence but &ism the specific environments

of their home and workplace.

Table 3-3 illustrates the nationality of touristelaheir destinations according the
escape desire. As seen in the table 3-3 the e$aetoe was found to be one of the

motives that push tourists in different countries ttavel either abroad or
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domestically. It was important for tourists frommetUnited State, South Korea,
Noriega, China, Cyprus, Kenya, and Portugal who ekiroally travel, and it was

important for tourists from Japan, United Statejtddn, German, France,

Australia and China who travel outbound. MoreoWteshould be noted that most
tourists from Europe and Australia prefer to trasbtoad to satisfy this desire.
While Japanese tourists to satisfy this desiregpriehvel to far away counties and
neighbour counties, Chinese tourists prefer to efrastomestically and to

neighbour countries to satisfy this desire. Tos$atihis desire The United State
tourists travel to domestic destinations, neighboountries and far away
countries, while African tourists (Kenyan touristahd Korean tourists prefer to
travel domestically. The reasons behind that mayth®e economic factors.

Regarding the destinations that tourist prefersrawel to for satisfying escape
desire it was found that South Korea is the mopufay outbound destination that
attracts tourists from Japan, the United State,tralisa and China (table 3-3).

Furthermore, it should be noted that as seen ie &3 there is a lack of attention
among the researchers to investigate the influerickhe escape factor on the
tourists who travel from Arabic countries or whavel to Arabic countries.

Table 3-3: Nationality of Tourists who are motivated by Ecape Factor and Their
Destination

Country Destinations
of tourists

Japan Hong Kong (Heunet al, 2001), South Korea (Kim and prideaux, 2005), iBnit
(Gilpert and Terrata, 2001) overseas (Kim and 28§0; Youet al 2000, Yuan and
McDonald, 990)

Unites domestically (Chiang and Jogaratnam, 2005; Crompt879; Josiam et al 1999; Kim
State et al 2007; Yuart al,2005 ) ten outbound destinations (Kim et al 2086)th Korea
(Kim and Chalip, 2004; Kim and Prideaux, 2005) eeas ( Kim and Lee, 2000)

Britain seven outbound destinations (Jang and 2082), Malloreca and Turkey (Kozak,
2002) Overseas (Yoet al,2000; You and O'Leary, 1999; Yuan and McDonal®Q)9

German | Overseas (Baloglu and Uysal, 1996; JamandyUysal, 1994; Yuan and McDonald,
1990) Malloreca and Turkey (Kozak, 2002) USA, Canahd Aisa (Leet al,2002) )
overseas (Yuan and McDonald, 1990

France Overseas (Yuan and McDonald, 1990)

Australia | South Korea (Kim and Priseux, 2005) Ogass(Oh et al, 1995) USA (Uysal et|al
1994)

Korea domestically (Kim and Lee 2BXKim et al 2003)

China domestically (Hset al, 2007) Singapore (Kau and Lim 2005) South Koi€an(and
Prideaux, 2005)

Cyprus Domestically (Yoon and Uysal 2005)

Kenya Domestically (Beh and Buyere (2007))

Portugal | Domestically (Correia (2007))
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Different studies show variations in the rankingtioé importance of this factor
compared to other factors. For example, escapetheadirst most important
factor perceived by Chinese tourists who visitedg8pore (Kau and Lim 2005)
and the second most important factor perceiveBriish, Japanese, French and
German tourists (Yuan and McDonald, 1990), as aglbeing the second most
important factor perceived by British tourists (Jamnd Cai 2002). Moreover, it is
the second most important factor perceived by U$nero tourists who travel
solely for leisure purpose (Chiang and Jogarandf5@ It was the third most
important factor perceived by US tourists (Kehal, 2006), the fourth perceived
by Korean tourists (Kinet al., 2003) and the second for US tourists who were
attending Vintage Indiana wine and food festivalidnet al.,2004). It was also
the second most important factor perceived by @ypaurists (Yoon and Uysal
2005), and the third most important perceived bydtiflent tourists (Kinet al.,
2006). It appears that although the escape fastarglobal factor, being one of
the most important factors for tourists in many rdoes in the world, yet its
importance differs from one country to another &min one tourists group to

another.

You et al. (2000) study showed that British tourists rated #scape factor as
being more important than did Japanese tourists tvawelled to North America.
Furthermore, this factor was the most importantekplaining the motive of
visitation to the West Indies/Caribbean by Britisturists. It is also noteworthy
that British tourists were highly motivated by teégcape factor when it came to
visiting Africa (Jang and Cia, 2002). Furthermdhe escape factor was also rated
as more important by Anglo-American tourists thgrddpanese tourists (Kim and
Lee 2000). However, Kim and Prideax (2005) foundt ttourists from China
(Minland) and China (Hong Kong) were more likely be motivated by the

escape factor to travel to Korea compared to UStralian and Japanese tourists.

Several studies (Josiaet al1999; Kim and Jogaratnam, 2002; Kim and Lee
2000; Kim et al2006) investigated the motivation of student tdarignd they
found that escape is one of the motives that ditnaam to travel for tourism.
Furthermore, the escape factor was found to be impportant for people in
different age groups. For example, Hgwal.,(2007) and You and O'Leary (1999)

48



Chapter Three: Tourism Motivation

found this motive to be important for older tousistvhile Kim et al., (2003)
found it to be important for tourists aged underwio were visiting National
Parks.

Some studies have identified the importance ofsdar tourists who attended
specific events. For example Yuanal, (2005) found that escape was one of the
motives driving tourists to attend a wine festivala Midwestern state in the
USA, while Kim and Chalip (2004) found this factor be important for tourists
who attended the FIFA World Cup in Korea in 2002.

Tourists categorised as those escaping may bectatirdby destinations with
limited activities and inexpensive hospitality pusts. This implies that the
escape-motivated tourist is not seeking luxury mesdine dining, first-class
hotels or amusement attractions, but may well bisfea with a modest second

homes or holiday cabin (Uysal and Jurwski 1994).

3.2.1.2 Relaxation

In tourism literature the concept of relaxation generally used to indicate
activities that do not lead to any stress or tansicCrompton (1979) defines
relaxation as the desire to refresh oneself mgntaidd physically from normal
day-to-day stresses (Crompton and McKay, 1997).oAting to Barham (1989)
physical activities of any kind is considered toimeompatible with the relaxation
motive. Ryan and Glendon (1998) stated that thexdveo types of relaxation in
tourism: mental relaxation and physical relaxatidime category “relaxation”
includes motives such as doing nothing at all, jaktxing, giving the mind a rest
and so forth (see e. g. Cle& al, 1995; Hangin and Lam, 1998; Jang and Cai,
2002; Kau and Li,2007; Kim & Jogaratnam 2002; Kqz2B02; Yoon and Uysal,
2005).

Table 3-4 presents the nationality of the tourtsording to the relaxation factor.
The relaxation factor is one of the factors thatehbeen found to push tourists to
travel according to prior research. According te tielaxation factors, tourists

who travel domestically to satisfy this factor arestly from Saudi Arabia,
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Nigeria, United States, and Taiwan. While tourist®o travel out of the country
to satisfy their need for relaxations include thfseen South Korea, China, France
Australia, Germany, Great Britain, Japan. It is amant to recognise that most
tourists from Europe are pushed to travel as altreduthe relaxation factor.

Generally average tourists from developing coustudo are influenced by the
relaxation factor usually travel domestically. Haeg it appears that mostly
tourists from developing countries carry out inbdutourism to satisfy their

relaxation needs. This might relate to the higl solved in travelling abroad.

Table 3-4: Nationality of Tourists who are motivated by Relaxation Factor and Their
Destination

Country of Destinations
tourists

Japan South Korea (Kim and prideaux, 2005), &rit{Gilpert and Terrata, 2001)
overseas (Cha et al, 1995; Yeual 2000, Yuan and McDonald, 990)

Unites State Domestically (Crompton, 1979; Jostaml 1999; Kim et al 2007)

Britain Seven outbound destinations (Jang and2@@2), Malloreca and Turkey (Kozak,
2002) Overseas (Yoet al, 2000; You and O'Leary, 1999; Yuan and McDonald,
1990)

German Overseas (Jamorozy and Uysal, 1994) Mahlosed Turkey (Kozak, 2002) USA,
Canada, and Asia (Lest al,2002) ) overseas (Yuan and McDonald, 1990)

France Overseas (Yuan and McDonald, 1990)

Australia Overseas (Oh et al, 1995) USA (Uysal 4984)

South Korea Domestically (Kim and Lee 2p@ustralia (Kim 1997)

China Singapore (Kau and Lim 2005) Hong Kong (Haragid Lam, 1999)

Saudi Arabia | Domestically (Bogari et al , 2003)

Nigeria Domestically (Awaritfe, 2004)

Taiwan Domestic and international destinationaglnd Wu 2006)

Regarding the importance of this factor comparedotiver factors, different
studies showed variations in the ranking of its amignce. For example,
relaxation was the first most important factor pared by British tourists (Ryan
and Glemdon 1999) and the second most importatrfperceived by Chinese
tourists who visited Singapore (Kau and Lim 200#&)d it was the third most
important factor perceived by US women tourists wavel solely for leisure
purpose (Chiang and Jogaranam, 2005). Furthermbreas the third most
important factor perceived by Taiwanese touristsigJand Wu, 2006), the fourth
perceived by US tourists (Kinet al., 2007) the eighth perceived by Cypriot
tourists (Yoon and Uysal 2005) and the fifth masportant factor perceived by
British, Japanese and French tourists (@haal, 1995; Yuan and McDonald,
1990). Moreover, Yot al.,(2000) found that Japanese tourists attachedheehig
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importance to it compared to British tourists. KoZ2002) found that German
tourists travelling to Turkey were more motivategt the relaxation factor
compared to British tourists. Kim and Jogaratna@0g) found that the relaxation
factor was more important for US students compéoetkian students, and it was
the most significant motivator for British tourist&vho visit the West

Indies/Caribbean.

3.2.1.3 Prestige

Crompton and McKay (1997) stated that prestigedesire to have a high status
in the eyes of other people. According to Rile998), travellers may acquire
prestige through two types of behaviour. Firsttaations and activities may be
seen as prestigious before tourist consumptiortl@sexisting prestige may then
be transferred to visitors. Second, behaviour wodhprestige may be based on
considerations of the knowledge, actions, skillgjlites and attitudes of

travellers.

Prestige has been identified by a number of tounsotivation studies as one of
several social-psychological motivations of traeedl who opt to engage in
particular kinds of leisure travel. This factorshaeen given different names in
the literature such as prestige (e. g. Crompto@9;1damrozy and Uysal, 1994;
Leeet al, 2002; Youet al,2000; Yuan and McDonald, 1990) travel bragginggCh
et al, 1995; Kim and Jogaratnam,2002; Ken al., 2007; Leeet al; 2002) ego
enhancement (Fodness, 1994; Jang and Wu, 2006; &tepim, 2005)
achievement (Yoon and Uysal, 2005) social status)(&nd Prideaux 2005) and
indulgence (Kimet al., 2006). The researchers identify this factor thtoitgms
such as ‘to gain a feeling of belonging’, ‘to gaithers' respect ’, ‘to influence
others', ‘going to places my friends want to gaglking about the trip after
returning home’, ‘going to places friends have been’, ‘fulfilling one’s dream
of visiting a place’, and so on ( e. g. GHaal, 1995; Hangin and Lam, 1999; Kim
et al, 2006; Kim and Jogaratnam, 2002; Kim and Lee, 20®0m and Prideaux,
2005; Leeet al, 2002; Yuan and McDonald, 1990; Ya al, 2000; You and
O'Leary, 1999).
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Following prior research, table 3-5 presents th&ionality of the tourists
according to the prestige factor. According to pinestige factor, most tourists are
pushed to travel abroad to satisfy this factorthin US and Australia, tourists are
pushed to travel both inbound and outbound to fgatiee prestige factor. In
Germany, Britain, Japan outbound tourism is mastigatisfy this factor as it is
the case in South Korea and China, where tourigistlyntravel outbound to
satisfy this factor. It is important to note thatstralian, Asian and American
tourists mostly travel to South Korea to satisfis tfactor while South Korean
tourists mostly travel to Australia to satisfy thétor that might be attributed to
the fact that South Korea and Australia are cldsezhch other. It should be noted
that as seen in table 3-5 there is a lack of attenamong researchers to
investigate the influence of the prestige factortbe tourists who travel from
Arabic countries or those who travel to Arabic coias.

Table 3-5: Nationality of Tourists who Motivated by Presige Factor and Their Destination

Country of Destinations
tourists

Japan South Korea (Kim and prideaux, 2005), @axrgChaet al, 1995; Yuan ang
McDonald, 1990)

Unites State| Domestically (Kim and Jogaratnan22@rompton, 1979; Kim et al 2007) ten
outbound destinations (Kirat al 2006) South Korea (Kim and Prideaux, 2005)
overseas ( Kim and Lee, 2000)

Britain Overseas (You and O'Leary, 1999; Yuan sieDonald, 1990)

German Overseas ( Jamorozy and Uysal, 1994; Yodh&eDonald, 1990)

France Overseas (Yuan and McDonald, 1990)

Australia South Korea (Kim and Priseux, 2005) Ogass(Oh et al, 1995) USA (Uysal et|al
1994)

South Korea| Australia (Kim 1997)

China South Korea (Kim and Prideaux, 2005), Hologdk (Hangin and Lam, 1999)

Concerning the ranking of the importance of thestfige factor compared with
other factors, previous research has revealedpitestige was the second most
important factor perceived by Chinese tourists (Kend Lim 2005) and by
Korean tourists (Jang and Wu, 2006) and the thimistmimportant factor
perceived by Japanese, French and German touyisés (and McDonald, 1990),
as well as being the fourth most important factercpived by British tourists
(Yuan and McDonald, 1990). It was the fifth mosipontant factor perceived by
USA tourists (Kimet al, 2007). Kim and Lee (2000) found this factor torbere
important for Japanese tourists than Anglo-Ameritarmrists. Youet al., (2000)
found that there was no difference in the imporéarating of the prestige factor
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between UK and Japanese tourists. Beerli and M&004) found this factor to

be important for tourists who travelled to the Ggralands

Some studies (Kinet al.,2006; Kimet al.,2007) found that prestige is one of the
motives that drive students to travel for touridrurthermore, this factor was
found to be very important for tourists in diffeteage groups. For example, Jang
and Wu (2006) and You and O'Leary (1999) found niagive to be important for
older tourists, while Hangin and Lam (1999) fouadrtsts in the 36-45 age group

perceived travelling to Hong Kong as very prestigio
3.2.1.4 Family and Friend Togetherness

According to Crompton (1979), the pleasure vacatias the function of a way in
which family relationships can be enhanced or é&edc This enhancement is
often assisted by long car drives as family membegsin close physical contact
with each other over prolonged periods of time arelobliged forced to interact
with each other. It is clear that a far greater pmhension of each other will
probably result than it would in the usual routciecumstances in which each
family member goes in his/her own direction withyomtermittent interaction

between them.

Holiday travel may enhance travellers' desiresaftitiation or social interaction

(Fisher and Price, 1991). According to Crompton/@%he traveller with social

motivations might view the holiday as a chancenteriact with other people and
to establish permanent or temporary relationsHipghe course of the holiday,
some tourists seek interaction with friends or fgmvho belong to the same
travelling party or live in the destination, or boT his is defined as the “kinship”
motivation, and may potentially to increase or mintercultural interaction and

changes in attitude after the holiday

Researchers identify the family and friend togethes motivation through items
such as ‘visiting friends and relatives’, ‘beingthvimy family’, ‘visiting places
family came from’ and so on (e g. Bogatial, 2003; Cheet al, 1995; Fisher and
Price 1991; Hangin and Lam, 1999; Jamrozy and Uy$8l4; Jang and Cia 2002;
Kim et al 2006; Kimet al ,2007; Leeet d, 2002; Ohet al ,1995; Youet al,
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2000; You and O'Leary, 1999; Yuan and McDonald,0199ysal and Jurowski,
1994).

Table 3-6 presents the nationality of the tounglt® are pushed to travel by the
family friends and togetherness factor. From tHaetait can be observed that
tourists travel domestically and overseas in-otdesatisfy this factor. Tourists
from the developed countries, notably the Germaendé¢h, Australian travel
abroad to countries that are several miles awaatigfy this desire. On the other
hand, tourists from developing countries are mikely to travel to neighbouring
countries or domestically to satisfy this factonotligh Australian tourists mostly
travel to South Korea to satisfy this factor, tladso sometimes travel to far away
places but tourists from Taiwan and Saudi Arabiathgdravel to neighbouring or
home countries. Although some researchers condigerfamily and friend
togetherness factor to be one of the motives thae dourists to travel abroad,
this is debatable. Unless people have family @nfits living abroad, if they want
to visit friends and relatives, or just spend sdmee with their family, they do

not necessarily need to travel overseas.

Table 3-6: Nationality of Tourists who Motivated by Family and Friend Togetherness Factor
and Their Destination

Country of Destinations
tourists

Japan South Korea (Kim and prideaux, 2005), oesrg€haet al, 1995; Youet al
2000, Yuan and McDonald, 990)

Unites State domestically ( Crompton, 1979; Yeaal, 2005) ten outbound destinations (Kim
et al 2006) South Korea ( Kim and Prideaux, 2005) Mexaad Europe (Fisher
and Price, 1991)

Britain seven outbound destinations (Jang and2GaR), Overseas (Yaet al,2000; You
and O'Leary, 1999; Yuan and McDonald, 1990)

German Overseas ( Jamorozy and Uysal, 1994) UgAada, and Aisa (Lest al, 2002) )
overseas (Yuan and McDonald, 1990)

France Overseas (Yuan and McDonald, 1990)

Australia South Korea (Kim and Priseux, 2005) Ogass(Oh et al, 1995)

South Korea domestically (Kim and Lee 20&im et al 2003)

China South Korea (Kim and Prideaux, 2005) Hog K@#gngin and Lam, 1999)

Saudi Arabia| Domestically (Bogari et al , 2003)

Taiwan Domestic and international destinationaglnd Wu 2006)

Australia USA (Uysal et al 1994)

Portugal Domestically (Correia (2007))

Regarding the ranking of the importance of the farand friend togetherness
factor compared to other factors, previous reseaashrevealed that it was the
first most important factor perceived by Japarteseists who travel abroad for
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pleasure (Chat al 1995), the second most important factor percebye@hinese
tourists who travelled to Hong Kong (Hanqgin and L.a899), the third most
important factor perceived by British tourists winavelled abroad (Jang and Cai,
2002; Yuan and McDonald, 1990), the third most ingoat factor perceived by
Korean tourists who visited national parks (Kigh al, 2003), the third most
important factor perceived by Taiwanese tourisesgJand Wu, 2006), the third
most important factor perceived by US tourists whsited a wine and food
festival (Yuanet al, 2005), the fourth most important factor percdiviey
Japanese and French tourists who travelled abiaain(and McDonald, 1990),
the fifth most important factor perceived by Gerntamrists who travelled abroad
(Yuan and McDonald, 1990), and the seventh mosbitapt factor perceived by
tourists who travelled the north of Cyprus (Yool &fhysal, 2005).

You et al. (2000) found that the family and friend togetheméactor was very
important for UK tourists compared to Japaneseistsjrwhile Kim and Lee
(2000) found this factor to be more important fapdnese tourists than for
Anglo-American tourists. Moreover, Jang and CaiO@0found that the push
factor of ‘family and friend togetherness’ was ddesed the most important
perceived factor by British tourists who travelled Canada. Beerli and Martin
(2004) found this factor was important for touristeo travelled to the Canary

Islands.

3.2.1.5 Knowledge

Increasing Knowledge is the wish to acquire knowidnd broaden intellectual
horizons (Crompton and McKay 1997). It includeswhgh to acquire Knowledge
about other countries through cultural activitis®(tinho, 1987) and the wish to
look for new and different experiences through glea (Lee and Crompton
1992). Researchers have categorized this factougir several motives such as
experiencing new and different lifestyles, seeingl a&xperiencing a foreign
destination, meeting new and different people, mgepeople with similar
interests and so on (e.g. Cétal, 1995; Fisher and Price, 1991; Fodness, 1994;
Jang and Cia, 2002; Kau and Lim, 2006; Katal., 2006; Kimet al, 2007; Kim
and Lee, 2002; Kozak, 2002).
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Despite the similarity of the items that constitaies factor, researchers have
given it several names. It has been called knovdg@@gerli and Martin, 2004;
Bogariet al, 2003;Cheet al, 1995; Clift and Forrest, 1999; Fodness, 1994; étsu
al, 2007, Kimet al, 2007; Kim and Lee, 2002; Klenosky, 2002; Jand &im,
2002; Jang and Wu, 2006; Kim and Jogaratnam;eDlal, 1995; Ryan and
Glendon, 1998; Yoon and Uysal, 2005;Yeual, 2000; ), novelty (Baloglu and
Uysal, 1996; Jamrozy and Uysal, 1994; leteal 2002; Yuan and McDonald,
1990) culture (Beh and Buyere 2007; Kozak, 2002yeTand Leclere, 2003)
education (Fisher and Price, 1991), culture antbhigKim and Prideaux, 2005)
seeing and learning (Kimat al 2006), and exploration (Heung etal, 2001; Kau and
Lim, 2006). This should be borne in mind when dsstng this factor.

Table 3-7 shows the nationalities and destinatibas push tourists to travel to
satisfy the knowledge factor. Though tourists ttabeth domestically and
overseas to satisfy this factor, tourists from digpi@g countries mostly travel to
domestic destinations to seek knowledge while tlimsa developed countries do
travel to domestic and foreign destinations tos$atthis factor. Those from
Japan, United States, Britain, china, travel botimestically and outbound to
satisfy this factor while those from Nigeria, Saédabia, mostly travel to home
destinations to satisfy this factor. It is impottém note that a popular destination

to satisfy the knowledge factor is South Korea &uarkey.

Table 3-7: Nationality of Tourists who Motivated by Knowledge Factor and Their
Destination

Country Destinations
of tourists
Japan South Korea (Kim and prideaux, 2005), oesrg€haet al, 1995; Kim and Lee

2000)

Unites domestically ( Crompton, 1979; Fodness, 1994; Kimal 2007) ten outbound
State destinations (Kirret al 2006) South Korea (2004; Kim and Prideaux, 200&yseas
Kim and Lee, 2000) Mexico and Europe (Fisher ande?d991)

-~

Britain seven outbound destinations (Jang and 2082), Malloreca and Turkey (Koza|
2002) Overseas (Yoet al,2000)

German Malloreca and Turkey (Kozak, 2002)

Australia | South Korea (Kim and Priseux, 2005) Ogass(Oh et al, 1995)

China domestically (Hset al, 2007) Singapore (Kau and Lim 2005) South Kotéan(and
Prideaux, 2005) Hog Kong (Hangin and Lam, 1999)

Saudi a| Domestically (Bogari et al , 2003)
Arabia

Nigeria Domestically (Awaritfe, 2004)

Australia | USA (Uysal et al 1994)

Portugal | Domestically (Correia (2007))
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Different studies show variations in the rankingtioé importance of this factor
compared to other factors. For example, knowledge the first most important
factor perceived by Chinese tourists who traveHtmg Kong (Hangin and Lam
1999), the first most important factor perceived Bytish tourists who travel
abroad (Jang and Cia, 2002), the first most impbrtactor perceived by older
Chinese tourists who travel for tourism (Jang and, \2006) and the first most
important factor perceived by American student igiar (Kim et al., 2007).
Moreover, it is the second most important factacered by US women tourists
who travelling solely for leisure purpose (Chiangdalogaranam, 2005). In
addition, this factor was the second most importactior perceived by American
student tourists who travelled to outbound destinat (Kim et al., 2006), the
second most important factor perceived by Japatmsests who travelled to
Hong Kong (Heunget al, 2001), as well as being the third most importastdr
perceived by Chinese tourists who travelled to &woge (Kau and Lim 2006) and
the third most important factor perceived by tasriwho visited Cyprus (Yoon
and Uysal, 2005). Furthermore, it was the fifthtéagerceived by Saudi tourists
who travelled domestically, and the sixth factorceéesed by Japanese tourists

who travelled abroad.

You et al. (2000) study showed that British tourists were enarotivated by the
knowledge factor than Japanese tourists who texdetio North America.
Furthermore, Kim and Lee (2000) found this factorbie more important for
Japanese tourists than for Anglo-American touristaddition, it has been found
that the knowledge factor was more important foiti€r tourists who visited
Turkey than for British tourists who visited Maltar. Furthermore, this factor was
the most important one in explaining the motiveBoitish tourists for visiting
Central/South America (Jang and Cia, 2002). Begrdi Martin (2004) found the
knowledge factor to be important for tourists wrevelled to the Canary Islands.

3.2.1.6 Sport Motivations

According to Gibson (1998 p.49), sport tourism ¢enconsidered agdeisure-
based travel that takes individuals temporarilysidé of their home communities
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to participate in physical activities, to watch pigal activities, or to visit
attractions associated with physical activitiedMore recently Gibson (2003
p.207) refined her definition, and noted thdhere are three types of sport
tourism: a) active sport tourism where participatrigvel to take part in sport; b)
event sport tourism where participants travel toteflasport; and c) nostalgia
sport tourism where participants visit sports reldtattractions such as halls of

fame, famous stadium, or sports-themed cruises

Despite the similarity of the items that constitukes factor researchers have
given it several names such as the sport facton (€hal, 1995, Jamrozy and
Uysal, 1994; Oh et el 1995; Uysal and Jurowski, 409%he physical factor
(Kozak, 2002) and physical activities (MehmetogldD05). Researchers
categorize this factor into several motives sucltpadicipating in sport’; ‘desire
to watch sports events’ and ‘participating in pbgsiactivities’ (e. g Chat al,
1995; Kimet al, 2007; Ohet al,1995).

Table 3-8 presents the nationality and destinadiotourists who travel to satisfy
the sports factor. Relatively, most tourists trageerseas to satisfy this factor
compared to the number of tourists who travel tonéstic destinations. Only
United States tourists travel to domestic destmatito satisfy this factor. This
can be attributed to the large geographical arethefcountry and the diverse
number of sport disciplines that are very poputathie United States as opposed
to other European countries where they are not pepular. It is very important
to recognise that no much research has been domesskss if tourists from
Muslim countries travel to satisfy this factor.tifey don't travel to satisfy this

factor, it is important that researchers try tolakxpwhy.

Table 3-8: Nationality of Tourists who Motivated by Spot Factor and Their Destination

Country Destinations
of tourists
Japan Overseas (Chgal, 1995)
Unites Domestically (Kim and Jogaratnam, 2002; Josiam £989)
State

Britain Malloreca and Turkey (Kozak, 2002)

o

German | Overseas (Jamorozy and Uysal, 1994; UsdhlJanowski, 1994) Malloreca an
Turkey (Kozak, 2002)

Australia | Overseas (Oh et al, 1995)

58



Chapter Three: Tourism Motivation

In addition, Jamrozy and Uysal (19%éund that the sport factor to be important
for tourists who travelled with their friends comga to those in other groups
(alone, wife/husband/girlfriend/boyfriend, familgrganized tour group). Uysal
and Jurowski, (1994) found that the sport fact@yglan important role in the
selection of cities and resort areas. Moreover,ako2002) found that German
tourists who are motivated by this factor are mdkely to travel to Turkey and
Mallorca compared to British tourists.

3.2.1.7 Adventure

Adventure has been defined as an exciting expegiainich comes about through
unknown unusual or even dangerous occurrences an andertaking involving
unknown risks (Lee and Crompton, 1992; Mayo and«igdar981). Millingtonet
al. (2001) defined adventure as a leisure activitynarily an outdoor one that
takes place in unusual, exotic, remote or wildesrassstinations, and is likely to
be associated with a high degree of involvement aotivity by the participant.
Adventure tourists wish to experience varying degref risk and excitement and
to be personally challenged (Millingtagt al. 2001). Tourists with a desire for
adventure prefer to visit unusual and exotic dasitms to gain new experiences,
enjoy the unique environment, or put their skitblsthe test (Tran and Ralston,
20006).

The adventure factor in previous research has geen a variety of names, such
as adventure (Beh and Buyere (in press); €hal, 1995; Jamrozy and Uysal,
1994; Kimet al, 2003; Ohet el,1995; Yoouet el 2000) adventure and excitement
(Kau and Lim 2006), adventure and thrills (Kiet al, 2006), entertainment
(Beerli and Martin, 2004; Kim and Jogaratnam, 20@8)d fun and excitement
(Jang and Cia, 2002). Researchers identify thisofaes being daring and
adventuresome and excitement, to having fun anggbentertained (e g. Chat
al, 1995 Kau and Lim , 2006; Kirl al, 2007; Ohet al, 1995).

Table 3-9 presents the nationality of tourists wtavel to satisfy the adventure
factor and their respective destinations. It cannoged that nationals from
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different countries travel to both domestic andregas destinations to satisfy this
factor. Tourists from developing countries are mldsdly to travel to domestic
destinations or to neighbouring countries to satisis factor, while tourists from
developed countries travel to both domestic andseas destinations to satisfy
this factor. It is very important to recognise thmat research has been done to
assess if tourists from Muslim countries travelsadisfy the adventure factor.If
they do not travel to satisfy this factor, it ispartant for other researchers to

explain why.

Table 3-9: Nationality of Tourists who Motivated by Adverture Factor and Their
Destination

Country Destinations
of tourists

Japan Overseas (Chaal 1995).

Unites Domestically (. Crompton, 1979; Kim et al 2007) tartbound destinations (Kim et a
State 2006).

Britain Seven outbound destinations (Jang and2@a?), Overseas (Yoet al, 2000)

German | Overseas (Jamorozy and Uysal, 1994)

Australia | Overseas (Cdt al, 1995)

Korea Domestically (Kinet al 2003)

China Singapore (Kau and Lim 2005)

Regarding the ranking of the importance of the atwe factor compared to
other factors, previous research has revealedathanture was the second most
important factor perceived by Korean tourists (Kamd Lee 2003), the second
most important factor perceived by US tourists (Kamd Lee, 2007), the fourth
most important factor perceived by Japanese teunkb travel abroad (Clet al,
1995), and the sixth most important factor peratiby Chinese tourists who
travel to Singapore (Kau, and Lim, 2005). Jang @ad(2002) found that British
tourists were more motivated by the adventure fatto visit Central/South
America. Moreover, Kinet al., (2003) found that the adventure factor was more

important for tourists of under 29 years age.

3.2.1.8 Enjoying Natural Resources

Enjoying Natural resources refer to the desire afrists to enjoy the natural
recourses such as wilderness and undisturbed ava&@snal parks/forests, rivers,
rural areas and nice weather, snow/mountains armehsavhich are available in
specific destinations (e. g. Awaritfe, 2004; kand Lim 2005; Kimet al.,2003;
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Kim et al.,2006; Kim and prideaux, 2005; @hal.,1995). Researchers identify
this factor through items such as ‘to watch nafiqaeak/frosts,’, ‘to see rivers and
lakes’, ‘to enjoy warm weather' ‘to see wilderness} enjoy rural countryside’,
and so on (see Awaritfe, 2004; Baloglu and Uysa96; Heunget al.,2001; Kau
and Lim 2005; Kimet al.,2003; Kimet al.,2006; Kim and Lee, 2002; Kim and
prideaux, 2005; Kozak, 2002; Mehmetoglu, 2005; eDal.,1995).

Table 3-10 presents information related to tourigte travel to satisfy the natural
resources factor. As noted from the table, Europearnists, notably tourists from
Britain and Germany, primarily travel to satisfyisthdesire in Mallorca and
Turkey. Asian tourists with the exception of AuStmas mostly travel to
neighbouring countries or inbound to satisfy thesice. Specifically, Chinese
tourists travel primarily to Singapore and southréém tourists travel mostly to
domestic destinations, Australian tourists trawereeas, while Japanese tourists
travel to Hong Kong and South Korea. Nigerian igigsrmostly travel to domestic
destinations to satisfy this desire. As in simii@sires, the case of Nigeria and
some Asian nations might be due to financial resstins important to note that

no researcher has studied the effect of this matitkee Arab countries.

Table 3-10: Nationality of Tourists who Motivated by Enjoying Natural Resources Factor
and Their Destination

Country of tourists Destinations

Japan Hong Kong (Heurg al, 2001), South Korea (Kim and prideaux, 2005
Unites State ten outbound destinations (Kim 04I6)

Britain Malloreca and Turkey (Kozak, 2002)

German Malloreca and Turkey (Kozak, 2002)

Australia Overseas (Oh et al, 1995)

South Korea domestically ( Kim and Lee, 2002 ; Kitral 2003)

China Singapore (Kau and Lim 2005)

Nigeria Domestically (Awaritfe, 2004)

3.2.1.9 Desire for Sex

The sex motive is the desire of tourists (men omewn) to engage in sexual
activity with strangers during his/her holiday (Hed et al, 2000; Omondi, 2003;
Pruitt and Lafont, 1995; Yokota, 2006) These at@si might include watching

strippers, using escorts, or engaging in sexuatmampces with prostitutes (Evans,
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et al., 2000). A number of researchers identify the sextivaton through
dimensions such as ‘to get to know sexual partngosvisit prostitutes for sexual
relief’, ‘the desire for clandestine sex’, ‘to masw sexual partners’, and ‘to
search for a romantic relationship’ (Clift and Fest; 1999; Heroleet al, 2001;
Josiamet al, 1998; Pruitt and LaFont, 1995; Ryan and Kind@®6€ Yokota,
2006).

Most travellers have the freedom and opportunitygcape the normal morals and
practices of society imposed by their communitielsame, and this often leads to
episodes of increased sexual promiscuity and casamlal relationships while
travelling abroad (Bellis et al, 2004; Omodi, 2088 mish and Osoba, 2003). For
instance, Yokota, (2006) reported that Japanesesi&k to travel to Thailand to
engage in sex with Thai women. Furthermore, adgogrtb Chutikul (1996), sex
tourists frequently travel to Thailand to look fexual experiences which would
have serious consequences in their own countrya Istudy of Norwegian
travellers abroad, 245 of 599 subjects (41%) aeéuwhitth engaging in casual sexual
activity while abroad (Memish and Osoba, 2003).

The majority of tourists who travel for sex are nrodeveloped countries,
specifically from the United States, Western Eur@yel Japan, as they can afford
and choose to participate in sexual tourism (Br@&@00; Bender and Furman,
2004; Leung 2003; Omondi, 2003; Ryan and Hall 2@&x&jnfatt 2002; Yokota,
2006 ). According to Jeffreys (2003 p225)Véstern tourists are seen as being
motivated by racist sexual stereotypes and as us@xgtourism to bolster their
privileged race and class status

Literature has revealed that both male and fenmalgsts have the desire to have
sex with strangers while they are on holiday (Heedl al, 2001; Omondi, 2003;
Pruitt and Lafont, 1995; Yokota, 2006). For insendosiamet al (1998)
investigated the sexual activity, alcohol and dusg of US college students
during their spring break at a popular Florida Imedestination. The findings
suggest that students, both male and female, edgagaore sexual activity and
had more new sexual partners during their holidentin the previous month.
Moreover, Belliset al (2004) found that more than 56% of young Britistrists
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visiting Ibiza had sex with at least one personilevk6.2% of males and 14.5% of

females had sex with more than one partner.

In addition, a few significant studies in tourisresearch have looked at the
behaviour of female tourists while on holiday (Hdret al, 2001; Omondi, 2003;
Pruitt and Lafont, 1995; Dahles and Bras, 1999sEhstudies reported that many
of these female tourists had sexual relationshigbk l@cal men. For instance,
Herold et al, (2001) reported that some women, in particulan&mneCanadians,
go to the Dominican Republic with the intentionesfgaging in sex with beach
boys. According to Pruitt and Lafont (1995), manyrd&American women
travellers to Jamaica have a sexual relationship wie local men. Moreover,
Omondi (2003) stated that female tourists go toyketo meet the local beach
boys and encourage male prostitution. It would sé®ah many Western women
tourists look for ‘black men with good bodies’ wlave stronger and more
sexually virile than the men in their home courgtrideffreys, 2003; Omondi,
2003).

The sexual motivation for gays and lesbians has bestigated in a few studies
(Clift and Forrest 1999; Hughes, 2002; Pritchar@le®2000). For instance, Clift
and Forrest (1999) identified three dimensions ay ¢purist motivation: gay

social life and sex, culture and sights, and cotdnd relaxation. They found that
gays who had visited southern European gay regGitan Canaria, lbiza and
Mykonos) had significantly higher scores on thetfidimension, whereas gays
who had visited European cities (Amsterdam, PartsRrague) and had travelled
further afield (sub-Saharan Africa and Australiapred higher on the second
dimension. Pritcharet al (2000) found that the sexual orientation of gagd a
lesbians has an influence on their tourism motoratilue to the dominance of
heterosexuality in their milieu, although they aretivated to travel for a variety
of reasons. According to Hughes (1997) gay men faaly more at ease in the
company of other gay men while on holiday and tbkday may be their only

chance to express their sexuality overtly. Thisudes the potential for casual and
anonymous sex, which is an additional opporturotycertain gay men and a new

opportunity for others.
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3.2.1.10Motivations of Alcohol Consumption

Alcohol (wine) desire motive is an expression aé tiesire of the individual to
drink alcohol while he or she is on holiday. Thatludes tasting different kinds
of wines. According to Getz and Brown (2006), mdstinitions of wine tourism
relate to the traveller's motivation and experiesné®r example Haét al.,(2000)
defined it as'...visitation to vineyards, wineries, wine festivalad wine shows
for which grape wine tasting and/or experiencing tttributes of a grape wine
region are the prime motivating factors for visgbr Yuan et al. (2005) stated
that alcohol desire refers to tourists whose puwpissor includes the tasting,
consumption, or purchase of wine, often at or tieausource of its production.

Wine can provide a major motivating factor forrists to visit a destination (Hall
et al (2000), Tassiopulos (2004) argued that wenan important motivation for
international and domestic tourists who follow witnails. Jaffe and Pasternak
(2004) found that some foreign tourists in Israahwto visit a winery or attend a
wine festival, and the most important reason famnihto visit a winery was to

learn about wine making.

Attending wine festivals is recognised as the nmaason and specific motivation
for visiting wineries or wine regions (Hall and Meais, 1998). For example,
Yuanet al.,(2005) investigated tourists’ motivations for atdeng a wine festival,

and their study revealed that the top five motixataere related to wine. The
most important reaason for respondents to atteaddstival was wine tasting,
followed by experiencing local wineries. Moreovéngy found that the wine
motivation factor was more important for marriedpendents. The importance of
wine festivals was demonstrated through research Houghton (2001),

particularly as they attract a new market segmeenigne regions and wineries

Some researchers investigated tourists’ motivatitmisvisiting wine regions
(Alant and Bruwer, 2004; Charters and Ali-KnighD02; Getz and Brown; 2006).
For example, Charters and Ali-Knight, (2002) stddibe motivation for visiting

two wine regions in Australia. The result of thisdy revealed that the tourists’
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motivations for visiting wine regions are ‘the desto buy wine’, ‘the desire to
learn about wine’, and ‘the desire to taste wintatwinery’. Furthermore, one of
the aims of Alant and Bruwer’s (2004) study wasxplore the motivations for
visiting the wine regions of South Africa. The rigsishowed that the highest
ranked motivations for both first-time and repeaitors with regards to wine,
were specifically: 'to taste wine', 'to have a niasting experience’, 'to enjoy

different wines' and 'to find interesting and speuwiines'.

Some studies have investigated the motivations todest tourists who had
travelled during the Spring Break vacation in theited States (Gerlach 1989;
Josiamet al 1998; Josianet al 1999), and these studies found that to drink &lot
one of the motives that drive students to travelnduthe Spring Break. Gerlach
(1989) suggested that students want to drink, érdisll”. Josiamet al (1999)

found that the vast majority (85%) drank alcohotha destination. The average
respondent had six drinks before 6pm and eight rdarks in the course of the

evening and night.

3.2.2 Pull Factors

The pull factors of a tourist destination referaacombination of facilities and
services made up of a number of multidimensionabates that all contribute to
the attractiveness of the destination for a pddrcindividual in a choice situation
(Hu and Ritchie, 1993). Travellers’ perceptions the extent to which a
destination will be able to fulfil their particul&woliday requirements are reflected
in the attractiveness of the destination. Oncedéwsion to travel has been taken,
it is the pull factors which attract the individual a particular destination (Gdt

al, 1995). Pull factors come forth as a result ofdtteactiveness of a destination
according to the traveller's perceptions (Uysal blagjan, 1993) and these are the
factors that motivate him or her when planning #iday (Goossens, 2000). A
review of the literature implies that tourists angtially pulled by destination
attributes such as historical attractions, nateraironment, weather, cost, and so

forth. In the next part these pull factors will diecussed in detail.
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3.2.2.1 Historical Attractions

Historical Attractions signify the presence of bratally or archaeologically
interesting buildings and places, ancient cultssifstones, trees, caves, hills,
groves), ancient burial sites, hill-forts, ruineaistte, churches, manors, arts and
crafts places, local festivals, and historical estithat attract tourists to some
destinations (see Hangin and Lam, 1998; Jang amd20@2; Yoon and Uysal,
2005; Zhanget al, 2004). This factor is significant for touristh@vare motivated
by the factor of increasing knowledge (Baloglu &hgual, 1996; Hu and Ritchie,
1993; Jang and Cia, 2002; @hal, 1995). Hu and Ritchie (1993) found that the
uniqueness of the local people's way of life, listd attractions, scenery, and
local people's attitude toward tourists were ratganost important for education-

seeking tourists.

Despite the consensus in the literature abouttdmasi that constitute this factor,
they are different in the name that has been diwehis factor. For example the
same factor might be named as natural and hiatdféc g. Jang and Cia, 2002;
Jang and Wu, 2006), cultural and historical (Bogga003; Ohet al ,1995; Yuan
and McDonald, 995), cultural activities (Jamrozydadysal, 1994), cultural
experience (Uysal and Jurowski, 1994), cultural hedtage activities (You et al,
2000,) natural/ecological sites (Lekal,2002) and attractions (Kiet al ,2006).

Availability of the historical attractins factortedcts many tourists from several
nationalities; table 3-11 illustrates the natiotyabf tourists who were attract by
this factor. According to table 3-11, nationalsnfrgeveral countries are pulled to
travel to see the historical attractions of certainntries and cities. They however
travel both domestically and overseas. Like in moases, nationals from
developing countries do travel mostly domesticatlysee different historical

attractions and those from developed countries Ignosavel to overseas

destinations due to their interest in viewing hisia places. For example, British,
German, French, Australian, Japanese, US toumstmare likely pulled to travel

to foreign destinations by this factor, while Nig&, Saudi Arabian, Taiwanese
tourists are more likely attracted to travel tstdetions in their home countries.

Finally, tourists from China were mostly attracteml travel to neighbouring
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countries like Singapore and Hong Kong. It is im@ot to note that, on average,
tourists from developed countries travel to far apkces. However, the fact that
tourists from developing countries mostly travehuhstically or to neighbouring
countries is a significant concern. Giving thatighbouring countries are very
much similar to domestic destinations mostly imtgiof their history and cultural
artefacts. Nonetheless, the reason that they noighbse to do so might be the

high cost involved in travelling to far away places

Table 3-11: Nationality of Tourists who attract by Historical Attractions Factor and Their
Destination.

Country of Destinations
tourists

Japan Overseas (Yetial 2000, Yuan and McDonald, 990)

Unites State Ten outbound destinations ( Ktral 2006)

Britain Seven outbound destinations (Jang and2@@2), Malloreca and Turkey (Kozak,
2002) Overseas (Yoet al, 2000; You and O'Leary, 1999; Yuan and McDonald,
1990)

German Overseas (Jamorozy and Uysal, 1994) Mabosed Turkey (Kozak, 2002) USA,
Canada, and Asia (Lext al,2002) ) overseas (Yuan and McDonald, 1990)

France Overseas (Yuan and McDonald, 1990)

Australia Overseas (Oh et al, 1995)

China Singapore (Kau and Lim 2005) Hog Kong (Haragid Lam, 1999)

Saudi Arabia | Domestically (Bogari et al , 2003)

Nigeria Domestically (Awaritfe, 2004)

Taiwan Domestic and international destinationagnd Wu 2006)

Hong Kong Overseas (Zhang et al, 2004)

Portugal Domestically (Correia (2007))

Different studies show variations in the rankingtleé importance of this factor
compared to other factors. For example, the hesibfactor was the second most
important factor perceived by French tourists (Y@ McDonald, 1990), the
third most important factor perceived by Japan8siish, and US tourists who
travel abroad (Kimet al, 2006; Yuan and McDonald, 1990) and the fourth most
important factor perceived by German tourists whevel abroad (Yuan and
McDonald, 1990), as well as being the sixth mogtantant factor perceived by

Saudi tourists who travel domestically (Bogari, 200

Jang and Wu (2006) found that the historical facttiracts older Taiwanese
tourists and this result is similar to that of Hgaand Tsai’s (2003) study which
found that the 'natural and historical factor' appd to be an important
motivational factor for older Taiwanese touristsorgover, it was the third factor
that attracts the US students tourists to travétmodestinations (Mexico, Canada,
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United Kingdom, Spain, Italy, Germany, France, Adi@land, and Jamaica)
(Kim et al 2006), and it was the most important factor thtitacts German
tourists to Mallorca and Turkey (Kozak, 2002). Jamgl Cia (2002) argued that
the region of Central/South America is known fomtas festivals and rich
culture such as the Samba Festival and Maya culamd therefore it attracts

British tourists who are motivated by the incregdtnowledge factor.

3.2.2.2 Natural Environment and Weather Attraction

The natural environment and weather factor signifiee availability of certain
features in some destinations such as wildernessuadisturbed areas, national
parks/forests, rivers, rural areas and nice weatihat attract tourists to these
destinations (Jamorozy and Uysal, 1994; Jang and2082; Kim et al, 2003;
Kim et al, 2006; Ohet el,1995; Usyakt al.,1994; Yoon and Usyal, 2005; Yet
al, 2000; Uysal and Jurowski 1994). Smith (1990) regabrthat the natural
environment and weather conditions are very sigaifi in determining the
attractiveness of a region as a holiday destinatidwcording to Uysalkt al.
(1994), the renown of many national parks and aatareas of the USA is a
powerful draw for overseas visitors and is a mayport earner. They added that
visiting the national parks and natural areas & WSA is one of the most
important reasons for foreign travel to the USA.akidition, Kimet al (2003)
reported that national parks in Korea are importatreational and tourism
attractions for both Korean visitors and internaéibtourists. Related to climate,
Jamorozy and Uysal (1994) found that climate (‘niemather’) was a significant
factor for in attracting German tourists who tréeelabroad. Moreover, German
and British tourists were more attracted by theilaldity of nice weather in
Mallorca and Turkey (Kozak, 2002). Jang and Cal0g found that the
availability of nice weather in the West Indies/ riBaean was one of the

attractions that draws British tourists.

The availability of natural environment and niceatveer attracts many tourists
from several nationalities. Table 3-12 shows thionality of tourists who were
attracted by this factor. As seen from this tablestriourists who travel overseas

are attracted by this factor. For example, tourfsten Britain, US, Germany,
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Australia, Japan, were mostly pulled to travel twefgn destinations by this
factor. This is logical as most of these countdesnot have distinct climates.
However, tourists from South Korea and Portugalewaostly pulled to travel to
domestic destinations by the weather factor. Itmportant to recognise that,
South Korea enjoys four distinct seasons becausts dbcation. It has a long,
cold and dry winter, while its summer is short, laodd humid. Rainfall occurs

during the spring and this is habitually accomparig really blowing wind.

Table 3-12: Nationality of Tourists who attract by Natural Environment and Weather Factor
and Their Destination

Country of Destinations
tourists

Japan Overseas ( Yetid 2000)

Unites State | Ten outbound destinations (l€inal 2006)

Britain Seven outbound destinations (Jang and2G@®), Malloreca and Turkey (Kozak,
2002) Overseas (Yoet al,2000)

German Overseas (; Jamorozy and Uysal, 1994) kalloand Turkey (Kozak, 2002)
USA, Canada, and Asia (Letal,2002)

Australia Overseas (Qdt al, 1995)

South Korea| Domestically (Kimt al2003)

Portugal Domestically (Correia (2007))

According to previous research this factor playsignificant role in satisfying

several needs of tourists (Jang and Cai, 2002t@ih 1995; Uysal and Jurowski,
1994). For example, Uysal and Jurowski (1994) atghet rural areas and small
towns attract tourists who are motivated by thehplastor of escape. According
to Ohet al, (1995), Australian adventure seekers, when chgoaimlestination

abroad, give importance to such destination attedbuas wilderness and
undisturbed areas, and national parks/forestshéumore, Uysal's (1994) study
showed that nearly 64% of Australian travellershi USA had visited a national
park or natural area in the USA, and that althotlggy were motivated by a
number of factors including relaxation, hobbiesyeity, enhancement of family
relationships, escape, and prestige, the most tepiorfactor for Australian

tourists was novelty.

3.2.2.3 Expenditure and Low Travel Cost Factor

The United Nations and The World Tourism Organirai{1993, p.15) defines

tourist expenditure d%he total consumption expenditure made by a vistioon
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behalf of a visitor for or during his/her trip argtay at a destination and which
expenditure is related to that trip and which tigpundertaken outside the usual
environment of the touristtWTO 1993). The expenditufactor as an attraction

factor includes several items such as cost of &aggommodation budget, cost of
tourist goods and services, cost of public trartspion and so on (Hangin and
Lam, 1998; Kimet al, 2006; Kozak, 2002; Okt al, 1995; Uysal and Jurowski,

1994; Yuan and McDonald, 1990; Zhaetgal.,2004).

Table 3-13 suggests that some tourists are betrartd to specific destinations
by the expenditure factor when they travel oversBasopean tourists, primarily
the British and German tourists, are being pulledravel to Turkey which is
relatively cheap compared to other destinations taedSpanish resort town of
Mallorca. Chinese tourists who are attracted by ¢lpenditure factor travel
primarily to Hong Kong and Singapore. Primarilyutists for Japan, United
States, Britain, Germany, France, China and Honggkaonsider this factor when
making travel decision. It is important to notettha researcher has studied this
factor in Arab countries

Table 3-13: Nationality of Tourists who Attract by Expendture and Low Cost Factor and
Their Destination

Country of Destinations
tourists

Japan Overseas (Yuan and McDonald, 990)
Unites State| Ten outbound destinations (Kim 04I6)
Britain Mallorca and Turkey (Kozak, 2002) Oversé€dsan and McDonald, 1990)
German Mallorca and Turkey (Kozak, 2002) overg¥asn and McDonald, 1990)
France Overseas (Yuan and McDonald, 1990)
China Singapore (Kau and Lim 2005) Hong Kong (Haraqid Lam, 1999)
Hong Kong | Overseas (Zhang et al, 2004)

The expenditure factor is considered to be ond@fmost important factors that
attract tourists to a specific destination. Formegke, Kim and Lee (2006) found
this factor to be the most important factor acrasernational destinations
(Mexico, Canada, United Kingdom, Spain, Italy, Gany, France, Asia, Ireland,
and Jamaica). Moreover, this factor was the firgsimimportant factor that
attracts tourists from Britain, France, Japan aretn@any who travel abroad
(Yuan and McDonald, 1990). Furthermore, the redyivow cost of services in

Mallorca and Turkey was one of the attractions #taact Germany and British
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tourists (Kozak, 2002). Furthermore, Bogerial., (2003) found this factor to be

important for Saudi tourists who traveled domediica

Kau and Lim (2005) studied the motivations of Ckmeourists who travelled to
Singapore and found that while adventure seekatgeastige/knowledge seekers
weresatisfiedwith the cost of services, family travellers wdre tnost dissatisfied
with the cost. As a result, adventure seekers asstige/knowledge seekers were
more likely to revisit Singapore than family trased, who were less likely to do

SO.

Zhang et al (2004) investigated Hong Kong residepteferences toward
destination choice of outbound leisure travel, @mely found that the cost of
travelling overseas was one of the factors thaaetHong Kong tourists to travel
abroad. Furthermore, they found that this factos weore important for tourists
with an income under US$ 15000 compared to thosg¢hier income groups (US$
15000- US$ 29999 and US$ 30000 and above). Thahsnteat persons with
limited economic means spend their holidays witthie borders of their own

country, or indeed they may not travel for tourigtall.

3.2.2.4 Sports and Outdoor Activities

The sport and outdoor activitiésctor refers to the availability of attractionhu
as water sports, good beaches for swimming/sumagtlgood hunting, good
fishing, golf and tennis, hiking, climbing and sfiag events that attract tourists
to participate in sport or physical activitiessome destinations (e. g Baloglu and
Uysal; 1996; Cha et a1995; Jamrozy and Uysal, 1994; Kim et al 2007;eDhl
1995; Yoon and Uysal, 2005; Yuan and McDonald, 199¢sal and Jurowski,
1994). For example, according to Kim and ChalipO@0sporting events are a
type of attraction that can attract participantsgctators, and tourists (Chalgh
al., 2003; Hall, 1992). Moreover, the availability wfater-sport activities in
Northern Cyprus attracts tourists to the islanddiyand Uysal, 2005).

Table 3-14 presents information about countriessehourists are pulled by the

sport and outdoor activity factor to travel to gfiecdestinations. This factor
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pulled tourists from different countries to traweltbound and domestically. For
example, tourists from France and Australia are tipjgsulled to travel to
outbound destinations by this factor. However, igigrfrom Germany, Britain,
and USA are attracted by this factor to travel ieese number of countries in
different continents by the factor of sport and dmar activities. This is
satisfactory given that different sporting disangls are more popular and
developed in other continents. It should be noted tesearchers have not studied

the influence of this factor on tourists from Amduntries.

Table 3-14: Nationality of Tourists who attracted by Spot and Outdoor Activities Factor
and Their Destination.

Country of tourists Destinations

Japan Overseas (Chgal, 1995; Yuan and McDonald, 1990)

Unites State Domestically (Josianal 1999) ten outbound destinations ( Kétal 2006)

Britain Seven outbound destinations (Jang and ZD#i2), Mallorca and Turkey
(Kozak, 2002) Overseas ( Yuan and McDonald, 1990)

German Overseas (Baloglu and Uysal, 1996; Jamaaod Uysal, 1994) Mallorech

and Turkey (Kozak, 2002) USA, Canada, and Asia (te&l, 2002) overseas
(Yuan and McDonald, 1990)

France Overseas (Yuan and McDonald, 1990)
Australia Overseas (Qdt al, 1995)

Regarding the importance of this factor, Uysal dacbwski, (1994) found that it
plays an important role in the selection of citeasd resort areas. Moreover,
Kozak (2002) comparing British and German touristsiting Turkey and
Marllorca found that the availability of sports ildges in the two destinations
attracted German tourists more than British tosirifurthermore, Jang and Cia
(2002) argued that the availability of outdoor watis in the US was an

important factor for attracting British tourists.

Several studies (Josiaet al 1999; Josianet al 2006, Kim et al 2006) have

investigated the motivations of student tourists] they found sport attractions to
be one of the most important factors that attiaeit to travel. For example, Kim
et al (2006) found that this factor is the most ami@nt factor that attracts US
students to travel to ten international destinaidiMexico, Canada, United

Kingdom, Spain, Italy, Germany, France, Asia, Indlaand Jamaica).

12



Chapter Three: Tourism Motivation

3.2.2.5 Sex Tourism

Sex attraction refers to the availability of cantaervices in some destinations that
attract tourists who have a desire to have sex sfithngers; this includes the
availability of prostitutes, sex agents, pimps,thets and so on, (Clift and
Forrest, 1999; Heroldt al.,2001, Leheny, 1995; Rao, 1999).

According to previous research, sex attractioniapgb a number of developing
countries, the majority of which are in parts otihaAmerica and the Caribbean,
Southeast Asia, some countries in Africa such aslia and Kenya and, to a
lesser extent, the Netherlands (Bishop and Robjn£889). However, in some
destinations such as Kenya, the Gambia, and seGamdbbean islands, female
sex tourists are apparently even more prevalem thair male counterparts
(Heroldet al,2001; Jeffreys, 2003; Nyanei d, 2005; Pruitt and LaFont 1995).

Sex tourists are attracted by several factors agdhe availability of sex workers
(male and female), varieties of prostitutes (inolgdchild prostitutes) sexual
services such as sex agents, pimps and brothelap grices and so on (Chutikul,
1996; Josianet al, 1998; O’Connell and Davidson, 1996; Omondi, 2008kota,
2006). O’Connell and Davidson (1996) argued thatghces of sexual pleasures
in developing countries (in Asia, Africa, Latin Anea, or the Caribbean) are
cheaper than in sex tourists' home countries aacigtone of factors that pull sex

tourists to these countries.

Omondi (2003) stated that sex tourism in Kenya damimber of elements that
attract sex tourists from Germany, the UK, Swited, Italy and France. Sex
tourists also come from North America, Japan, Aalisty New Zealand and other
European countries such as Spain and the Scanadmawuntries. Among these
elements is the availability of prostitution, brelty sexual services, child
prostitution involving young boys and girls, andablke boys, with all these
services being must les expensive than what tsuwstuld have to pay in their

home countries.
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Yokota (2006) found that the easy availability dieap commercial sexual
services in Thailand attracts many male Japanesgst® Steinfatt (2002)
reported that ‘convenient times and places for iseXhailand’ and ‘low cost’
were the most important factors in attracting Westmale tourists to travel to
Thailand. In addition, Chutikul (1996) noted thaksgal services in Thailand are
easily accessible; and clients do not have to neermed with legal penalties due

to deficiencies in the legal and social systems.

Regarding student tourists, Josiatal., (1998) and Josiaret al, (1999) argued
that the availability of multiple sexual encountevgh new partners in Spring
Break tourism is considered to be one of the factioat pull US college students

during Spring Break to popular beach destinations.

Foreign tourists are attracted by the availabitifybeach-boys and various sex
workers on the Gambian coast (Nyaetial, 2005), in the Dominican Republic
(Herold et al, 2001), and in Jamaica (Pruitt and LaFont, 199Blerold et al,

(2001) noted that all of the beach boys in the Docan Republic are black, and
stated their belief that this is an added attractar tourists as having a different

skin colour enhances the exotic nature of the éxpee.

As far as tourism attractions for gay tourists @wacerned, Hughes (1997) noted
that there are several UK tour operators offerintidays abroad exclusively for
gay men, e.g. Uranian, In Touch, Sensations, amid Maund. Some hotels in the
UK advertise themselves as 'gay' venues and cat&stinations, both in the UK
and overseas, have come to be known as gay reBoEsirope, there is a focus
on particular destinations such as Amsterdam, Sitdpeza (Town), Mykonos and
Gran Canaria. Outside Europe, popular destinatiocilsde San Francisco, New
York, Miami (South Beach), Australia (particulai8ydney) Thailand and Goa.
Clift and Forrest (1999) found that the principastinations that attract British
gay men are London, Brighton, Amsterdam, (a ciputed to be the ‘gay capital
of Europe’ (Hughes, 1997b)), Paris, also considarednportant gay city (Clift &
Wilkins, 1995; Gmuunder, 1997), certain placeshe United States, as well as

Gran Canaria and lbiza, both of which are renowgesgl resorts (Clift and
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Forrest, 1999). Hughes (1997) added that men wsib nasort destinations with
an established gay reputation will be motivatecbpportunities to socialise with
other gay men and possibly to engage in sexuaVigctivith new partners.

Furthermore, he reported that Manchester’s ‘Galayd’ is a huge draw for gay
men(and, to a lesser extent, women) not only from Nhaster, but from all over
the UK.

3.2.2.6 Alcohol Attractions

Alcohol attractions refer to the phenomenon by whialividuals are attracted to
a particular destination because of the availgbitf licit or illicit alcohol
(including wine) and related services This incluties availability of outlets for
alcohol (e.g. night clubs, bars and pubs), wineoregand so forth (Alant and
Bruwer, 2004; Charters and Ali-Knight, 2002; Getmd &rown, 2006; Jaffe and
Pastenak, 2004, Josiahal, 1998). Tassiopulos (2004) found that the fourtlsimo
popular tourist attraction in South Africa for bothternational and domestic

tourists was following wine trails.

Wine festivals and similar events draw a considerabbmber of tourists to a wine
region and help build loyalty to the region andiitdividual vineyards and wine
producers (Hoffimret al,2001). They added that “wine festivals can be wsed
vehicle to attract younger people to become maerested in wine”. According
to Yuan (2005) the festivals themselves, as welthes wine, represented the
external (pull) motives that attracted respondemtttend this special event.

In addition, the presence of wine trails attracigrists to particular destinations.
Jaffe and Pastenak (2004) reported that wine @adssignificant in several major
wine-producing countries such as France, Italy,irSpad the USA. Moreover,
they found that the presence of wine trails in dbrattracts foreign tourists.
According to Hall and Mitchell (2000) some East&uropean countries, notably
Hungary, have started to establish wine trails nnastempt to attract Western

European tourists.
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The presence of wine regions in some destinatiarts as an attraction for
tourists. For instance, Alant and Bruwer, (200dafers and Ali-Knight (2002);
and Getz and Brown (2006) demonstrated that theepoe of wine regions in
Australia and South Africa attracts many touristsowvant ‘to taste wine’, ‘to
have a nice tasting experience’, ‘to enjoy differeimes’ and ‘to find interesting

and special wines'’.

In the US, several destinations attract considerabimbers of ‘Spring Breakers'.
For instance, in 1988 for example, it was estimaked during the 5-week long
Spring Break season (which generally runs from éhd of February to early
April) 400,000 college students took their holidayor around Daytona Beach,
Florida; 250,000 students in Fort Lauderdale, Himrianother 250,000 on South
Padre Island, Texas; and another 40,000 in Palimg@prCalifornia (Josiarat al,
1998). Drinking alcohol, taking drugs and sexudivay are among the main
attractions of the Spring Break (Josiatal, 1998; Josianet al, 1999). Josianet

al (1998) added that the tolerance of public drinkenghe beach appeared to be a
great attraction for the students.

3.3 Gaps in Tourism Motivation Literature

By reviewing the push motivations that drive totgi® travel and pull factors that
attract tourist to a specific destination, sevegaps have been found in the

literature. This includes:

1- As in prior literature, push factors of escapespge, sport, and adventure
are important for tourists in several countriespéia United States,
Britain, German, France, Australia, South Koreajn@hNoriega, Cyprus
and Kenyan) who broadly and domestically traveé (Baloglu and Uysal,
1996; Beh and Buyere 2077; Heuetgal 2001; Hsuet al.,2007); Gibert
and Terrata, 2001; Jamorozy and Uysal, 1994; JadgGia 2002;Kau
and Lim 2005; Kim and Chalip, 2004; Kim aetl al, 2003; Kim et al
2006; Kim and Jogaratnam, 2002; Kim and Lee, 260@; and Prideaux,
2005; Kozak, 2002; Mehmetoglu, 2005; &hal, 1995; Yoon and Uysal
2005; Youet al, 2000; You and O'Leary, 1999; Yuahal.,2005; Yuan
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and McDonald, 1990). Unfortunately, there is lalkattention among the
researchers to study the influence of such motmaton the Saudi tourists
in general and who travel abroad in particular.sT$tudy will attempt to

find the extent to which all or some of these festioad influenced Saudi

tourists' decision to travel abroad for leisur@tbrer purposes.

Some push motivations such as relaxation, famitl/ faend togetherness,
and knowledge have been found to be important darigts in several
countries (Japan, United States, Britain, Germaande, Australia, South
Korea, China, Noriega, Taiwan) who broadly and detoally travel (see
Awaritfe, 2004; Cheet al., 1995; Hangin and Lam, 1999; Gibert and
Terrata, 2001; Jamorozy and Uysal, 1994; Jang aad2@02; Jang and
Wu 2006 Kim, 1997; Kim and Prideaux, 2005; Kozak, 2002; @hal,
1995; Youet al, 2000; You and O'Leary, 1999 Yuan and McDonald,
1990). Moreover, they found these factors to beartant for Saudi
tourists who travel domestically (Bogari, 2003).eThuestion that arises
here is whether these motives are important fodSawtbound tourists or
not. An attempt will be made to answer this questibroughout the

course of this study.

Related to pull factors, review of the prior litenee revealed that pull
factor of sports and outdoor activity attract tetsi from different
countries such as the Unites State, Britain, Fradaean, and Australia to
specific destinations (see Baloglu and Uysal, 19686a et al, 1995;
Jamorozy and Uysal, 1994; Jang and Cai, 2002; mostial., 1999; Kim
et a.l.,, 2006; Kozak, 2002; Leet al, 2002; Oh et al, 1995; Yuan and
McDonald, 1990). Unfortunately, there is no enowgffort exerted by
researchers to study the influence of such motwaton the Saudi tourists
in general and on those who travel abroad in pdatic Therefore, this
study will attempt to find out whether such factatgact Saudi tourists to

travel abroad.

Some pull factors such as historical attractiotyra environment and the

weather, expenditure and low travel cost factotsaett tourists from
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different countries such as (Japan, United St&etin, German, France,
Australia, China, Nigeria, Taiwan; Hong Kong) tavel to inbound or
outbound destinations (see Awaritfe, 2004; Hangmd dam, 1999;
Jamorozy and Uysal, 1994; Jang and Cai 2002; Jadd\au 2006; Kau
and Lim 2005; Kimet al., 2006; Kozak, 2002; Leet al, 2002; Ohet al,
1995; You et al 2000; You and O'Leary, 1999; Yuad BlcDonald, 1990;
Zhang et al, 2004). Furthermore, Bogari (2003) tbdimat these factors
attract Saudi tourists who travel domestically. Ghoestion that arises here
is whether these attractions are important for Sautbound tourists or
not. An attempt will be made to answer this questibroughout the

course of this study.

Prior literature has unanimously agreed that sescrelehas an influence
on outbound tourism in non Muslim countries suchUasted States,
Western Europe, and Japan (see Bellis et al, 2084tikul, 1996; Clift

and Forrest 1999; Herrold et al, 2000; Jose&imal, 1998; Omondi, 2003;
Pritchard et al, 2000; Pruitt and Lafont, 1995; Yokota, 2006). idt

however important to recognize that Saudi Arabia igeligious country
and that unlawful sexual intercourse is prohibitéterefore, this study
investigates if some Saudi outbound tourists mtghiel to satisfy such

desire.

Previous research found that Alcohol consumptios &a influence on
tourists of non Muslim countries such as Westerropge, Australia, and
South Africa (see Alant and Bruwer, 2004; Chartard Ali-Knight, 2002;

Gerlach 1989; Getz and Brown; 2006; Jaffe and Reate 2004; Josiam
et al.,, 1998; Josiam et al., 1999; Yuat al, 2005). It is however
important to recognize that Saudi Arabia is a relig country and that
Alcohol consumption is prohibited. This study intigates if some Saudi

outbound tourists might travel to satisfy such aesi

Pervious research has revealed that the availabilit sex in some
destinations such as Latin America and the Caribloeantries, Thailand,

and other Southeast Asian countries, some countmigsfrica such as
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Gambia and Kenya attract tourists from differenirddes such as United
States, Germany, the UK, Switzerland, Italy, Feanand Japan (see
Bishop and Robinson, 1999; Chutikul, 1996; CliftdaRorrest, 1999;
Herold et al, 2001; , Hughes .1997; Jeffreys, 2Qisiamet al, 1998;

Josiamet al, 1999; Nyanzi et al, 2005; Omondi, 2003; Pruitt &madront

1995; Yokota, 2006). Therefore, it is importantihwestigate whether
some Saudi tourists are attracted by availabilftysex tourism in some

countries or not.

8- As indicated in the literature, the availability atohol and wine in some
destinations such as France, Italy, Spain, the UB#Agel, Hungary,
Australia and South Africa attract tourists fronh @ver the world (see
Alant and Bruwer, 2004; Charters and Ali-Knight02Q Getz and Brown,
2006; Jaffe and Pastenak, 2004, Jos&nal, 1998; Josianet al, 1999;
Tassiopulos, 2004; Yuan, 2005). Therefore, the areber wishes to
investigate if Saudi outbound tourists are influshto travel to specific
destinations as a result of availability of alcohol

3.4 Summary

This chapter has reviewed and analyzed one of th&t mmportant theories of
travel motivation. Earlier research into traveltivations tended to concentrate
on human needs and desires (push factors), but mceat researchers, beginning
with Crompton in 1979, have pointed to the assmmiabetween these push
factors and pull factors involving the attractiomsd amenities of a particular
destination as influencing a tourist’s choice dafiestination. Push motives have
been used to explain the desire to go on a vacatibite pull motivations have
been used to explain the choice of destinationothg Crompton’s lead, most
researchers have tended to involve attempts tgraie tangible pull factors and

intangible push factors.

The literature on the push and pull approach suggbst people are initially
pushed by internal desires or emotional factord ascthe need for escape, rest,

relaxation, adventure, prestige, and social intemac They are then pulled by
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external or tangible factors such as natural or-made attractions, for instance
sunshine, beaches, sports facilities, and cheapAdtd®ugh these two sets of
forces may seem to be separate, they are in festdependent, and tourists form
their travel decisions, either consciously or urmsmously, in a two-step

progression.

After a review of the methodologies used in redeans tourism motivation, it
was noted that these studies differ in the appréaen employ to identify tourism

motivations and that most of them were based ameatiative approach.

It can be seen from previous literature that varipush factors, such as escape,
prestige, sport, and adventure drive tourists fiewaeral countries (e.g. Japan,
United States, Britain, Germany, France, Austré@iath Korea, China, Norway,
Cyprus and Kenya) to travel both overseas and diraélg, and they are pulled
by various pull factors such as historical atti@tsi, natural environment and the
weather, and expenditurelThe relative importance of such factors varies
according to the nationality of tourists. HoweMdtle attention has been paid to
studying the influence of such motivations on tsisrifrom Muslim counties.
Therefore, one of the aims of this study is annapieto discover the extent to
which all or certain of these factors have influsthcSaudi tourists' decision to
travel abroad for leisure.

The main contribution of this chapter has been ittemntification of the most
important push and pull factors that drive andaattrtourists from several
countries who travel both overseas and domestiealty to identify the research
gap noted above. In addition, there is the iderdifon of the fact that implicit
motives are not included in any model of travel iaitonal theory. These remain
extremely difficult to quantify, but it must be mgnised that any synthesis and
analysis of factors leading to destination choidk r@main incomplete without

their inclusion.
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CHAPTER FOUR: PUSH AND PULL FACTORS AND TOURISTS’
MOTIVATION

4.1 Introduction

This chapter is an extension of the previous chiaptehis chapter, the researcher
will discuss the widely used "Push" and "Pull” theof tourist motivation and
the variables that influences them, like the dempigic and cultural factors.
Moreover, this chapter will discuss the influencé tourism motivations,

demographic variables, and cultural factor on desitbn selection.

According to this theory, "push” factors are thegdach make people desire to
travel for tourism, and "pull" factors are thoseiethlead them to select a
particular destination, the latter often involveaimgibles to a greater extent than
the former. The presumed integration and reciproekdtionship of these two
factors is illustrated by the so-call&ehtegration Model of Explicit Motives" ,
which will be examined in this chapter.

The chapter will then continue to expand on thenief tourist motivation, and
to suggest that thintegration Model of Explicit Motives has its limitations,
dealing as it does with essentially explicit motieas. It will then go on to
propose a new'Integration Model of Explicit and Implicit Motives ",

involving both push and pull factors, but also utthg possible implicit tourist

motivations.

The influence of demographic variables such as ggeder, income, marital
status, and educational levels will be consideasdwell as the influence of the
society dominant culture, in the case of Saudietgcihe Islamic culture, on

tourist motivation.

The chapter will conclude with a review of the whites (motivations,
demographic variables and cultural factors) thavehan influence on the
decision-making process of tourists which leach&rtfinal choice of destination,

and how a better understanding of these steps eaf the greatest assistance to
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those involved in the travel industry in their amh providing travel products

which satisfy the needs and expectations of taurist

4.2 Push and Pull Factors Theory

As mentioned in chapter three most of the discassia the tourist motivation
literature have tended to revolve around the the@brgush and pull motivation
(e.g. Baloglu and Uyssal, 199Bpgari et al, 2003; Crompton, 1979; Jang and
Cai, 2002; Kim and Lee, 2002; Kozak, 2002; Oh, Wysaal, 1995; Turnbull
and Usal, 1995; Usal and Jurowshi, 1994; Yuan ac®dnald, 1990; Yoon and
Uysal, 2005). The theory assumes that people tawichoose their destinations
according to different push and pull motivationalrigbles. Basically, this is a
two-step process involving push factors which natgvan individual to leave
his/her home, and pull factors which draw an irdlindl to travel to a specific
place.

Push factors offer insights into tourists’ interrsiimulations to travel and are
useful in explaining the desire to go on holidaygeneral (Belo and Etzel, 1985;
Crompton, 1979; Goossens, 2000; Kozak 2002).Kleng2R02, p.385) argued
that"Push factors refer to the specific forces in aues that lead to the decision
to take a vacation (i. e., to travel outside of aoermal daily environment)'Most
push factors are origin-related and involve soa@gepological concerns and
intrinsic desires such as the need for escapexatabm, adventure, prestige,
family and friend togetherness, sport, enjoyingurat nesources (see chapter
three). In a study of overseas Chinese travelldes)qin and Lam (1999), for
example, found that knowledge, prestige and enlmaactof human relationships

were the most important push motivational factors.

On the other hand, pull factors offer indicatiorssta what external attributes
attract tourists and make them desire to visit ifipeplaces (Klenosky, 2002;
Sirrakaya and McLellan, 1997; Yaai al, 2000;). Klenosky (2002, p.385) argued
that "Pull factors refer to those that lead an individua select one destination
over another once the decision to travel has beadenThey often involve
tangibles and other elements such as the availalufi recreational facilities,

historical values, marketing image, etc. They emeas a result of the
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attractiveness of the chosen ar&efosky, 2002; Uysal and Hagan, 1993; Yuan
and McDonald, 1990). That is to say, they are cédlé in terms of the features,
attractions, or attributes of the destination ftsslich as historical attractions,
natural environment and weather attraction, expgarali low travel cost and so
forth (See Chapter Three). In studying the motoratiof British outbound tourists
who visited seven international regions, Jang aaid(£002) argued that the most
dominant pull motivational factors that drew Biitioutbound tourists were
cleanliness and safety, easy access, an econod@ahland a sunny and exotic

atmosphere.

While much has been written about the theory ohparsd pull factors and some
researchers (e.g. Baloglu and Usal 1996; Boghal, 2003; Kimet al., 2003;
Uysal and Jurowski 1994; Yoat al, 2000) have examined the relationship
between the two types of factors (why people desirgo on a holiday, and why
they select particular places), yet the relatignsand the theory in general, seem
to be more complex than they described. To datedébate has concentrated on
an “Integration Model”. This model involves the twypes of factors (push and
pull) being integrated and having a reciprocaltrefeship. In other words, push
and pull factors can be matched to psychograplufil@s of tourists. For instance,
escape-relaxation factors make people choose dastis where nightlife,
entertainment and water sports are available, valsesecial status factors push
them to choose other destinations where facilisesh as golf, tennis, fishing,
shopping and gambling are available (Moscareioal., 1996; Witt &Wright,
1992; Uysal & Hagan, 1993).

By examining the nature and extent of the relatm$etween push and pull
factors of tourist motivations for pleasure travgysal and Jurowski (1994) found
a correlation between the two groups of factoreyTound that two of the pull
factors (entertainment/resort and rural/inexpernss@uld be explained by the
push factor (escape). The results also suggestriinainexpensive areas may
have the potential to attract those motivated hyabées in the heritage/culture
factor grouping, which includes local crafts, feats, events, theatre, and cultural
activities. In another study, Kim and Lees (200®)morted the findings of Uysal
and Jurowski (1994) and argued that the relatignbbiween the two groups of
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factors is often positive. Their findings reveakedgignificant positive correlation
between four push factors (family togetherness stady, appreciating natural
resources and health, escaping from everyday mudimd adventure and building
friendship) and three pull factors (various tourisesources, information, the
convenience of facilities, and easy access to maftigparks) at< .05 level
significance. The only exception was the correfati®tween the pull factor of
"easy access to national parks" and the push fadttiamily togetherness and
study". Similarly, Bogarkt al, (2003), using correlation and regression anglysi
found a significant positive relationships betwgmrsh factors (cultural values,
usefulness, knowledge, social and economical factémmily togetherness,
interest, relaxation, and convenience of faciljtisd pull factors (safety, activity,
beach sports/activity, nature/outdoor, historiadt(aal, religious, budget, leisure
and upscale) at 0.01 level of significance.

Oh et al, (1995) adopted a canonical correlation analysisexamine the
relationship between 52 pull factors and 30 pustofa. Their results yielded four
canonical variates indicating relations betweentthe sets of factors that were
then used to form four overlapping market segmenhtthe Australian overseas
tourism market. These include “safety/comfort segke/ho prefer travelling to
safe places as far as possible. Popular destisation this category should
provide personal safety, a good standard of hygakecleanliness, and a warm
welcome for these travellers. “culture/history sek usually aim to increase
their knowledge, experience different cultures,itvisistorical cities, local
festivals, see crafts and handiwork, and try localsine. Their targeted
destinations should develop products which wouldgleasize and cater to the
cultural and historical motivations of travellers’he third segment is
“novelty/adventure seekers” who are characterisedrbemphasis on novelty and
adventure in travel experiences. Finally, ‘luxurgekers’ who usually target
destinations that highlight products such as higality restaurants, nightlife and

entertainment, and first class accommodation.

Baloglu and Uysal (1996) also examined the relatiqm between push and pull
motivational factors to recognise product bundiesorder to structure market

segments and provide a marketing implication. Theynd that there is a
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significant relationship between destinations’ibttres, pull factors, and motives
of travel, push factors. For example, sports asgtipull factors in general have
been found to be directly related to sports pusiiofa, and have a relation to
beach-resort factors. Push motives such as learnew things, seeing and
experiencing foreign destinations, and experienciagy and different lifestyles

have been also found to match with destinationibati&s which provide

opportunities to increase knowledge. They also dotivat push motives such as
travelling to historical, safe and secure placesewmatched with destinations
characterised by attributes such as high qualgtatgants, historical sites, warm
hospitality, guided tours, museums and art gaberéad safety and cleanliness.
Travellers who need escape and excitement have foead to be attracted by

destinations which provide reliable weather, antiexanvironment, and beaches.

Using the means-end approach to identify the ptilibates which attract
travellers to particular destinations and the refship between these attributes
and the higher level motivational forces, push dest which influence one's
decision to travel in the first place, Klenoski () argued that the means-end
perspective provides a useful alternative apprdaclkexamining the relationship
between push and pull factors in motivating anddigqg travel behaviour. The
results of his study revealed interesting evidesgggesting that a single pull
factor can serve different and possibly multipleleifor travellers. For example,
the results showed that the pull attribute "bedthbas lead to three different sets
of means-end relationships. One set emphasizespih@tunity a beach provides
to socialize and meet people, go out with othens| altimately have fun and
enjoy life. Another set stresses getting some suhworking on a tan, which
indicates a belief that looking good and healthgdie to feeling good about
oneself. The third set of relationships involvesngao the beach to enjoy nature
and the outdoors, to escape and relax, and toréérelshed and recharged, thus
enhancing one's productivity and chances for sgdoask home at work or study.

Jang and Cai (2002) used a logistic regressionitlagodel to identify the
motivation factors which significantly affect dewdtion choice by British
travellers. They found that “fun and excitement’dafoutdoor activities”

contribute to the decision of those British tragedl who select the U.S as a
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holiday destination. On the other hand, the Britistvellers who are motivated by
"novel experience”, "family and friend togetherfiestatural and historic

environment" and "sunny and exotic atmosphere'les® likely to select the U.S.
Their findings also revealed that Canada is md@ylito attract those motivated
by “family and friend togetherness” and "naturad amstoric environment".

Travellers motivated by "knowledge seeking”, " fumd excitement,” and " sunny
and exotic atmosphere" are more likely to traveCentral/South America. The
West Indies/Caribbean region appears more likelgtt@act travellers motivated

by "escape,” "rest and relaxation,” and “sunny erdtic atmosphere". Africa is
more likely to be chosen by those who desire "@édtér historic environment”

and "sunny & exotic atmosphere". In Oceania, far&ilfriend togetherness" is a
positively significant factor. British travellers Asian countries are more likely to

be motivated by "novel experience".

By using the correlation analysis, Kiet al, (2003) examined the relationship
between push and pull factors. The result indicdated the pull factors, ‘key
tourist resources’ and ‘information and convenierdefacilities’ both have
significant positive correlations with all four afhe push factors (family
togetherness and study, appreciating natural reesuand health, escaping from
everyday routine, and adventure and building fretmgl).

As mentioned above, most of these studies condedtam positive and reciprocal
relationships between the two categories of factegsg arfintegration model

of explicit motives”. This model, as can be seen in Figure 4.1, sugdhst

tourists’ push factors, such as novelty experie(eg. experiencing new and
different lifestyles), escape (e.g. having a chafigen a busy job), knowledge
seeking (e.g. going to places that have not beaitedi before), fun and
excitement (e.g. finding thrills and excitement@str and relaxation (e.g. just
relaxing), and family and friend togetherness (eigjting friend and relatives) are
integrated with pull factors which include, for exale, archaeological buildings
and places, cleanliness and safety (e.g. persaifetlys environmental qualities,
purity of air, water, and soil), easy access andamomical deal (e.g. availability

of pre-trip and in-country tourist information.,ettbest deal available), outdoor
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activities (e.g. outdoor camping in the wilds, witiés for the entire family), and a

sunny and exotic atmosphere (e.g. exotic atmospbecal weather).

Fiaure «1 Intearation M odel of Explicit M otives

Tourist Motives

-
Why travel? \‘\tegratlo,' Where to go?
Push Factors Pull Factors
* Knowledge * Historical
. Escape > </ | Atractions
* prestige * Natural Environment
* Relaxation and Weather
s Family & Friend * Expenditure
Togetherness e Sport and Outdoor
. Sport ACtiVity
* Adventure

Explicit Motives

In fact, this fintegration model of explicit motives” has been supported
explicitly by most previous studies, especiallythie Western context. According
to Goossens (2000, p.30%ush and pull factors melt together in the brairtioe
tourist". He believes thatthe push and pull factors of tourist behaviour an®
sides of the same motivational cbitde goes on to argue that emotions and
feelings about destination attributes motivateigisirto plan their trips. Yoat al
(2000, p.9) also argue th&he matching of internal motives (push factorshhwi
destination attributes (pull factors) may prompt teaveller to select one
destination over another'ln the same vein, Dann (1981, p.206) pointedtioait,

‘potential tourists in deciding “where to go’ maysa take into consideration
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various pull factors which correspond adequatelytheir motivational push
Kelnosky (2002) suggested that push and pull facttrould not be viewed as
being entirely independent of each other but ragélsdseing fundamentally related.
In a recent study, Kim and Chalip (2004, p.695p alsgued thatpush and pull
factors are thought to work together to determiaeel intentions and destination
choicé€. This integration was suggested to explain thdives for travel and for

selecting specific destinations and services.

Based on the above argument, thetégration Model of Explicit Motives” of
push and pull factors suggests that the relatipnsatween push and pull factors
should be integrated to explain the explicit madivé tourists. Although this is
true, this model does not give the complete pictimeother words, it does not
effectively explain the complex relationship betwdbe two groups of factors.
The model has been used by previous studies t@iexpkplicit motives as the
only motives of tourism. However, “explicit” motitians are not necessarily the
only motives that drive the tourist to travel. Tdreswers of a tourist about his/her
motivations don’t always necessarily reflect als/her actual motivations. For
example, if a tourist is asked about his/her pustivations to have a holiday, and
the answer is to enjoy good weather, this pushvatdn is not necessarily the
only motivation that drives him/her to travel. Paph he/she has other motives
that push him/her to travel but some of these matibms are implicit and the

tourist does not want others to know about thenwfoatever reason.

Sex, for example, is considered to be one of th@iah motives which cannot be
explored by the Ihtegration Model of Explicit Motives” of push and pull
factors. Oppermann (1999) argued that, in a suofegex tourism, if anyone is
confronted with the question: “Are you a sex tot®igt is highly unlikely that
he/she would answer in the affirmative. Ryan anddér (1996) recognized
prostitution as a concealment need which motivatetbound tourism. They
acknowledged the fact that even happily marriedviddals use tourism as a way
to visit prostitutes. They further acknowledged thet that the desire for sex is
not unknown to observers of tourist behaviolivers (1972, p.162) stated that:
"Tourists abroad aim to free themselves from theesthat inhibit their capacity

for enjoyment at home and this is one of the priméves for travel.”
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Despite of the similarity between Saudi Arabia &@ahrain in terms of weather
and geography, around 75% of Bahrain visitors $aedi nationals. They are
attracted by the fact that Bahraini tourism mad&iws consumption of alcohol
and offers a more liberal atmosphere (Business Midast, 2001). El-Gawhary
(1995) also argued that nearly a million Arab tets;i mostly from Saudi Arabia,
visited Cairo in 1994. During their time in Cairhey visited nightclubs, Arab
pubs, Arab pop shows, and even mixed with Arab tiiudss. Metwally (2004)

confirmed that Bahrain and Dubai try to attract B&ourists by offering many
entertaining goods and services and a social yifesthich are not available in

Saudi Arabia because of cultural and religiousaras

Indeed, by focusing only on explicit motives, theisp and pull factors
“Integration Model of Explicit Motives”, may not explain all real motivations.
As can be seen in Figure 4.2, the explicit moti{pgash and pull) do not give the
complete picture of motivations, and there are rotingplicit motives which
influence the decision and behaviour of touristhie Timplicit motives are
composed of implicit push and pull factors. Thatiehship between them should

be integrated to contribute to explaining the reatives of tourists.

As the implicit motives are expected to be veryamant in Saudi Arabia because
of the very conservative nature of the Saudi sgciittis study developed and
employed a self-developetintegration Model of Explicit and Implicit
Motives” of push and pull factors to examine the expliaodl anplicit motives of
Saudi tourists towards outbound tourism. The tpiedson approach will also be
used, as it is one of the most popular methodgligrovering implicit motives.

(This has been discussed in the methodology in €h&jve).

Based on the above discussion some, hypothesdmaeaveloped:

Hla: There is a relationship between push and pull figciio explicit motives

Since previous research concentrated on examihmgelationship between push
and pull factors of explicit motives of touristss(the only motives),and limited

attention has been paid to finding the push anbfacior of the implicit motives
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of tourism and the relationship between them, semré& 4.2. Thus, it is

hypothesized that:

H1b: There is a relationship between push and pull fiscko implicit motives

Figure 4.2: Integration Model of Explicit and Impli cit Motives

Explicit Motives

Explicit Push Explicit Pull
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4.3 Demographic Factors and Tourist Motives

In reviewing the literature, it has been found thd@mographic factors
significantly influence tourists’ motives (Balogand Uysal, 1996; Bogast al,

2003; Cheet al, 1995; Hangin and Lam, 1999; Jang and Cai, 208&rozy and
Uysal' 1994; Metwally, 2004; Mok and Amostrong, 39®het al, 1995; Zhang
et al, 2004). Ohet al. (1995) argued that differences between tounsterims of
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tourism motivations (push and pull factors) emedge to differences in their
demographics characteristics such as age, gendertamstatus, income and
education In their study of the relationship between travaltivations and social
and demographic factors, Hangin and Lam (1999) dosignificant differences
among Chinese tourists’ motives (and in turn thiguémce of push and pull
factors) according to theage Their results suggested that people around 36-45
perceive travelling to Hong Kong as very prestigioand that 'prestige’ was a
very important push factor for this group of Chimdsurists. Using chi-square
analysis, Chat al, (1995) also found that ageas significantly different among
three groups of Japanese tourists (i.e. sportsesgekovelty seekers, and
family/relaxation seekers). Their result showedt theost of group 1 (sport
seekers) tourists were from the age group 20-49¢QR It also had the largest
proportion of the age group 20-29 (40.6%), butudeld the smallest percentage
of the age groups 18-19 (1%) and 60+ (5.6%). JaryCai (2002) also found
that British travellers to Canada tended to be (80.7), while the West
Indies/Caribbean region was the destination for hlatively young tourists
(39.5). Kimet al, (2003) found that the ages of visitors to theomal parks in
Korea had a significant effect on both push and fagkors, for example, two of
the age groups (29-39 and 40-49) showed the higheah scores on the family
togetherness push factor. In contrast, age gras29) had the lowest mean score
on this factor. Those in group 4 (age 50 or aboe&dd ‘appreciating natural
resources and health’ as an influential factorilggathem to travel to the national
parks. Regarding the pull factors, the two oldespomdent groups generally
viewed the ‘key tourist resources’, ‘informatiomdaconvenience of facilities’
and ‘accessibility and transportation’ factors asrenimportant than did the two

younger respondent groups.

Gender is another important demographic variable. Inrtls&idy of Hong Kong
resident tourists' motives, Mok and Amostrong ()996und a significant
relationship between perceived importance of dastn attributes and gender.
Their study found that male respondents perceivedrainment and climate as
more important than females. In addition, Keh al, (2003) found significant
differences (p<0.05) between males and femalebkrgetof the push factors and

one of the pull factors. Female respondents placeck importance on the push
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factor of ‘family togetherness and study’, whereaale respondents emphasized
factors of ‘appreciating natural resources andtheand ‘adventure and building
friendships’. On the pull factor of ‘key tourists@urces’, the female group tended
to perceive the key tourist resources at the natiparks to be more important
compared to the male group. In a recent study, gleral, (2004) also found
significant differences between tourists' gendet tmo destination dimensions,
tour features (accommodation, local transportaton food) and exogenous
factors (epidemics, natural disaster, safety arliigad and social environment).
Male tourists rated tour features more importardntifemale tourists did.
However, female tourists considered exogenous rfactmre important than male

tourists did.

Another important demographic variablanarital status. According to Zhang et
al's (2004) findings, married tourists consider@ar features more important than
their single counterparts. Jamrozy and Uysal (128g9 examined the influence
of marital status on tourists’ motivations. Theyated five travel groups
(families, individuals travelling alone, couplesjehds, and organized tour
groups) to motivational push and pull factors andnd that German overseas
travellers display variations in push motivationgile travelling alone and in
groups of friends, as opposed to travelling as liasjicouples, and tour groups.
For example, the first group (individuals travedjialone) looked for 'novelty’,
‘experience’ and 'adventure' factors, while thersg@group (family groups) were

motivated by 'luxury’ and 'doing nothing'.

The income of tourists was also found to have an influencaa@mmist motives;

according to Kimet al, (2003) income has a significant effect on thehpand
pull factors. The result of their study indicatdwhtt three of the four push factors
were found to be significantly different at the Dl@vel of significance, while one
of the pull factors was significant at the 0.1 leskesignificant among groups with
different income. Respondents with higher incom&rS%25,000 or more)
reported that ‘family togetherness and study’, ampreciating natural resources
and health’ were more important push factors indllang to the national parks
than respondents with lower incomes (less than (8383. On the other hand, the

lowest income group reported the highest mean soarghe ‘adventure and
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building friendship’ factor compared to other inargroups. Combining their
respondents into three groups, US$14,999 or belgmupl), US$15,000-
US$29,999 (group2) and US$30,000 or above (grouggt®ng et al (2004) found
that income variable has significant influence ouarist motives. They found that
group 3 considered Tour Features more importam tiraupl, while group 1
rated Travel Cost more important than groups 23aromparing groups 2 and 3,
group 2 rated this dimension more important thasugr3. They concluded that
tourists with higher incomes perceived travel assiess important than those in
lower income groups. The findings of Hanqgin and L@M®Q9) also suggested that
the higher the income, the higher the perceivedomapmce of 'prestige’ for

travelling to Hong Kong.

Tourists with differenteducational levels were also found to have different
tourist motives and to select different tourist taegions. In their study of
Japanese travellers, Cka al, (1995) found that group one (sport seekers) and
group three (family/relaxation seekers) had thénésy percentage of the tourists
with university/postgraduate education level (36.a86 37.7%), while group two
had the largest proportion of the senior high sthewel (45.5%). Baloglu and
Uysal (1996) also found that high school and ursigmgraduates were generally
novelty seekers and usually travel in summer aay Einger at the destination.
On the other hand, less well-educated people veenedfto be urban-life seekers.
They usually travel in spring and summer time goehsl up to one month at the

destination.

It is clear from the above studies that demograghators are significantly
influential in determining tourists’ motives andncgive indications of explicit

motives as the only motives of tourism.

Based on the above discussion some hypothesesavbloped
H2: There are differences in push factors of touristplicit) in terms of tourists'

demographic factors (age, gender, marital statnepme and education).
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H3: There are differences in pull factor of destinatiofexplicit) in terms of

tourists' demographic factors (age, gender, mamstakus, income and education)

Since previous research concentrated on explictive® of tourists as the only
motives, the question that still needs an answevhisther demographic factors
have an influence on implicit motives of touristge Figure 4.3. Thus, it is

hypothesized that:

H4: There are differences in push factors of touristap(icit) in terms of

tourists' demographic factors (age, gender, mastaltus, income and education).

H5: There are differences in pull factors of destinasiqimplicit) in terms of

tourists' demographic factors (age, gender, mastaltus, income and education)
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Figure 4.3: Demographic Variables and Tourism Moties
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4.4 Societal Culture and Tourism Motives

Culture is considered one of the most importantofac which have a great
influence on tourism (Bogaret al, 2003; Kozak, 2002; Livin and kar, 2003;
Reisinger and Turner, 1998; Pizam and Jeong, 1B&&m and Sussman, 1995;
Pizam and Reichel, 1996; Y@ al, 2000). This section aims to provide a review
of relevant literature in this area, focusing oe thfluence of cultural variables on
tourists’ motives and their selection of tourisstileations. At the beginning, it

may be useful to understand the concept of culture.

4.4.1 The Concept of Culture

Culture is a complex multidimensional phenomenorciviis difficult to define
(Bercovitch and Elgstrom, 2001; Cohen 1991; Kroehed Kluckhohn, 1985;
Moutinho, 1987). It is like a black box which wedwm is there, without knowing
what it contains (Hofstede, 1980). There is no ergal definition of culture.
Rather, there are hundreds of definitions in ttexdture describing the concept of
culture in different ways (Bercovitch and ElgstroB901). According to Hanna
and Wozniak (2000), there were over two hundredndieins of culture at that
time, and these may have doubled during the lagtyiars with the intensive
usage of the concept of culture in different fields

As culture is wide in its scope, theorists have wig¢h difficulties in arriving at a
single definition of culture and have put forwardrious views as to what
constitutes the meaning of culture. In the differeelds of social sciences, such
as sociology, psychology, anthropology and intéucal communications, there
have been varying interpretations of the conceptcufure. Definitions vary
between seeing culture as an all-inclusive phenomémthe more restricted view
of the concept founded on particular conceptualegmidnings. Nonetheless, in
spite of the differing views of different authotbere is a general consensus of
opinion in the literature that culture is a the¢@@olby, 2003), an abstraction or a

name for a very broad category of phenomena (Kéaloick, 1961).

A common and widely accepted definition of cultugethat of an umbrella

concept including elements such as shared valuebefd and norms that
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collectively distinguish a specific group of peogtem others (Assail, 1998;
Otaki et al, 1986; Hofstede, 1980; Hofstede, 1991; Pizral, 1997; Pizam and
Reichel, 1996; Pizam and Sussman, 1995). Theseedhatements are
programmed into individuals in subtle ways fromldhood (Otakiet al, 1986),
are resistant to change (Hofstede, 1991), and remsddent both at home and
abroad (Pizam and Reichel, 1996; Pizam and Sussif8b).These elements are
learned from society and lead to common behaviaitems. Hofstede (1991)
argues that culture is often reflected as a callegthenomenon, as it is partly a
function of the social environment in which a perdges and is based on what he
learns and from where it was learned. It therefdistinguishes members of
groups and categories of people from one anothéongAthe same lines,
Schiffman and Kanuk (1994: 409), described culaséthe sum total of learned
beliefs, values and customs that serve to direet cbnsumer behaviour of
members of a particular society’Kohls (1984, p7) described culture aan“
integrated system of learned behaviour patternd #ra characteristic of the
members of any given society. It includes evergthivat a group thinks, says,
does and makésin addition, Goodenough (1971, pp 21-22) mamd that
culture is ‘a set of beliefs, shared by a group of people, whep the individual
to decide what is, what can be, how to feel, whata and how to go about doing
things.

Culture has several components or sources, whidhda religion, attitudes and
values, language, social organization, educatieahrtology, political systems,
legal systems. Religion influences lifestyle, valukeliefs, and attitudes and can
have a huge impact on the way people in a socigtyoavard each other and
toward those in other societies (Bercovitch andsttgn, 2001; Moutinho, 1987;
Usunier, 1996). Shared values, beliefs and groupmsoare internalized by
individuals (Blackwell etal., 2001), and attitudes are evaluations of alterest
based on these values. Differences in culturaleslaffect the ways in which
decisions are made, strategy is implemented andniplg is executed. The
interaction of religion, values, beliefs and atliés affect the way people behave,
speak and act. These factors also have an impad¢hemmotives of tourists
through the different types of experiences peoplea ghrough outbound tourism
(Kozak, 2002; Kim and Lee, 2000; Sakakidaal, 2004; Yiannaki®t al, 1991;
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You et al., 2000). In this study, Islam, as a crucial parSeiudi culture, will be

one of the most critical issues assumed to inflaghe motives of Saudi tourists.

Language has been described as the mirror of eu{€zinkotaet al, 2002). It is
critical to culture as it is the primary way in whicultural information and ideas
are transmitted. Knowledge of the local language @ssist in a better
understanding of the culture (Rugman & Hogetts,0for several reasons First,
language provides direct access to local people avbmften more overt in their
communication when dealing with someone who sp#s language. Second, it
allows a clearer understanding of the situationthWdirect knowledge of a
language, a person does not have to rely on somesedo interpret or explain.
Third, an understanding of the language permitspirson to pick up nuances,
implied meanings, and other information that is leihg stated outright.

4.4.2 Culture and Tourists’ Motives

The preponderance of literature argues that culisirene of the many forces
influencing consumer decision-making and thus itars important to those
considering the business of tourism (Bogati,al, 2003; Kim 1999; Livin and
Kar, 2003). Recognizing the importance of cultung ats influence on tourist
decision-making, previous research concentratedthen relationship between
national culture and tourist behaviour on one h@eisinger and Turner, 1998 ;
Pizam and Jeong, 1996; Pizam and Sussman, 19%amRind Reichel, 1996)
and on tourist motivations on the other hand (Blasd Eiselt, 2004; Gilbert and
Terrata, 2001; Kim and Lee, 2000; Kozak, 2002; Mti@h and Foushee, 1983;
Muller, 1989, 1991; Sheldon and Fox, 1988; Sussnaamh Rashcovsky, 1997
Richardson and Crompton, 1988pu et al, 2000 You and O’Leary, 1999;
Yuan and McDonald, 1990;Woodside and Lawrence, 1985

In their study examining the effect of nationaltau® on tourist behaviour, Pizam
and Sussmann (1995) analyzed the views of a grbBpitesh tour guides, Asking

for their opinions on behavioural differences betwéourists from Japan, France,
Italy and the US. Their findings indicated that 99% of the researched
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behavioural characteristics there were significdifferences perceived between
the four nationalities. For example, Japanese stsunvere perceived by the
British tour guides to keep mostly to themselved &m avoid socializing with
other tourists. On the other extreme, the guidesight that Americans showed
some tendency to congregate with other nationslifithe French tourists bought
significantly fewer souvenirs than the other nadidres. They were also
perceived to buy the least number of gifts. Itadi@ame next, and Japanese and
Americans were perceived to buy the most. Havirggehresults, the researchers

concluded that these differences are as a restiieafultural influences.

In another contextPizam and Reichel (1996) studied the views of Ista@r
guides to American, British, German and French ist&lr behavioural
characteristics. Supporting Pizam and Sussmanrbj1€98ady (in Britain), Pizam
and Reichel (1996) results indicated that in eighteut of the twenty behavioural
characteristics there was a significant differepezceived between the four
nationalities. Germans and French were perceiveithéysraeli tour guides to be
more adventurous than Americans and British. Gerrt@urists were also
perceived to be the most active among the fouonalities. On the other hand,
British tourists were perceived by the Israeli t@uides as being relatively
passive. Other behavioural differences betweerfate nationalities were found
in 'trip planning’, 'searching for authenticity'shopping magnitude’ and

‘photography’.

Examining the influence of national culture on tstg’ behaviour, Reisinger and
Turner (1998) also found that Korean outbound #asiti behaviour was
significantly influenced by their national cultur€omparing Korean tourists'
behaviour with that of their Australian hosts, eifgictors were identified as the
dimensions of the cultural differences between tWwe nationalities. These
include communication and understanding the toudisplay of feeling, courtesy
and responsiveness, interaction, competence, sdealregard of others, and
greetings. For example, Korean tourists, as a tresiulthe high uncertainty
avoidance in the Korean society, do not displayirfge in public and, in

particular, do not go in for criticism and excegssompliments. They keep their

emotions under control and respond to any situatamly. An important reason
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for this is the need for social harmony which iprssed in the maintenance of
harmony in all human relations and avoidance offla@nOn the other hand, in
Australia, a low uncertainty avoidance culture, gleotreat conflict as natural.
They argue, criticize and seek solutions to prokleAs a result, the researchers
concluded that Australian tourism marketers shoefgphond to the Korean tourist

needs (e.g. for not displaying feeling in public).

The other category of previous research focuse@x@mining the relationship
between national culture and tourist motivationsl atestination preferences.
Surveys conducted by The United States Travel aodri3m Administration

(USTTA) (1984a, 1984b) among Japanese, Austraiatish, West German, and
French tourists found significant differences amdmgse nationalities regarding
tourism preferences and the importance of varioastofs in choosing a
destination. It was found that food ranked as tlstnimportant part of a good
vacation for UK and Japanese visitors but ranked tlor Australians, fifth for

Germans, and not at all for French. Examining ttess:cultural differences on
the importance of food service in a vacation choffeeldon and Fox (1988) also
found that for Japanese tourists, as compared tandiSCanadian tourists, food
service had a stronger influence on their touristives and in turn on their

destination choice.

Kim and Prideaux (2005) investigated the differenicemotivations for travel to
Korea, preferred tourist resources (activities)gtd of planning before travelling,
information sources used, and length of stay basefive national tourist groups
(American, Australian, Japanese, Chinese (Mainlai@h)inese (Hong Kong
SAR).) The results indicated that the motivatiohravel to Korea, length of pre-
travel planning, information sources used, andtlemg stay were influenced by
national culture. In term of motivations, touristsm Mainland China and China
(Hong Kong SAR) were most likely to be motivated ity ‘enjoying various
tourist resources’ dimension, while Japanese anebdean tourists were less
likely to be motivated by this dimension. Touriftsm Japan were least likely to
be motivated by ‘culture and history’, while tho$seem America, China
(Mainland), China (Hong Kong SAR), and Australiarevemore likely to be

motivated by ‘culture and history’ than other greupor the dimension ‘escaping
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from everyday routine ‘, Chinese (Mainland) and r@hi(Hong Kong SAR)
tourists were more likely to be motivated to tratelKorea than the other three
national groups. American and Australian touristerav more likely to be
motivated by ‘socialization’ while Mainland Chinesaurists were least likely to
be motivated by this dimension. Finally, ChineseaiiMand) and Chinese (Hong
Kong SAR) tourists were more likely to be motivat®sd‘'social status’, compared

to US visitors, who were the least likely to be ivatied by this dimension.

Analyzing the impact of culture on tourists’ motiva (especially on push and
pull factors),Kim and Lee (2000) used cultural orientation ofividualism and
collectivism to understand the differences in ttawetivations between Anglo-
American and Japanese tourists. The study found Jdganese and American
tourists have different cultural tendencies andergreferences, and this result
was confirmed by Sakakidat al, (2004) when examining Japanese and
American college students’ travel preferencéailbert and Terrata (2001) studied
the influence of Japanese culture on travel matmwatand argued that Japanese
tourists seem to be pushed by acquiring new knaydexhd enjoying adventure

through overseas travel.

You et al, (2000) found that travellers from the United gaom and Japan had
different travel motives and benefit-seeking paserThey showed significant
differences for thirteen of seventeen travel maibravariables. For example, UK
travellers viewed knowledge enhancement about pland people as being more
important than did Japanese travellers. Other reiffees were found for escaping
from the ordinary, finding thrills and excitemenisiting friends and relatives,
experiencing a simpler life, and experiencing a &M different lifestyle. Kozak
(2002) used the concept of push and pull to anallysemotivations of 1,872
British and German tourists visiting Mallorca andrHey in the summer of 1998.
Factor analysis produced four motivational categgori culture, pleasure-
seeking/fantasy, relaxation and physical aspecexm@n tourists were more
likely to have culture and nature-oriented motivas. British tourists liked to
have fun and mix with fellow tourists. Tourists itilsg Turkey had stronger
cultural and physical motivations than those in Ibtah. As Bansal and Eiselt

(2004) put it, tourists from North America frequigniravel in small groups and
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most of them are looking for adventure. Some oir thrtivations may include,
climate, relaxation, adventure, personal reasomgcational sites, festivals, and
so on. Examining the influence of Arab culture oarist motives Barham (1989)
noted that the lack of activity preferred by theaBs in general influences their
tourist decisions. In Jordan, as in most Arab smsethe main motivation for
tourism is recreation, which usually means absalekaxation called “raha”, and

any physical activities are considered to be agdesaim of this motivation.

Despite the great attention of previous researclexamining the relationship
between culture and tourism, very little researak heen conducted to find out
how Saudi culture and Saudi outbound tourists' vaetiare related to each other,
despite the increasing numbers of Saudi outbouamellers in the last few years.
Furthermore, there has been a lack of attentiax&mination of the influence of
societal culture on hidden motives of tourists.clase this gap, the current study
aims to examine the influence of the Saudi societiture on Saudi outbound
tourists’ motives, especially their hidden motivés. achieve this aim, Hofstede's

model of culture will be used.

4.4.3 Hofstede's Model of Culture

In his famous study of culture consequences, Haés{d980, 1991) identified
five different dimensions of culture based on adgtof seventy-two countries.
These dimensions are: power distance, collectivigensus individualism,
uncertainty avoidance, femininity versus mascufinibng-term versus short-term
orientation.Power distancerefers to how cultures deal with inequality betwee
individuals. That is to say, understanding the wagple are treated in terms of
equality/inequality in their family, school, worka society. For instance, a small
power distance family treats the children as equaisl they are encouraged to
have minds of their own and make or contributedoiglons. In schools, they will
rely to an extent on their own initiatives, andte workplace they see hierarchy
as being an inequality of roles established onlynanage the company, and
subordinates will frequently be consulted whendbmpany makes decisions. In
a large power distance family, children are rekltivobedient to their parents and

elders as a sign of respect. Parents and elderseated as superiors and make
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decisions for the children. In this case, the chigb regards his teacher as being
very wise, and feels uneasy about contributing rdicizing his/her ideas even
when he/she may have a contrary opinion. Althougérahchy represents
inequality of power, subordinates should expedigonstructed in what to do, not

to be consulted, nor asked to make contributionaryncourse of action or plan.

Individualism versus collectivism represents the level of integration between
individuals and groups. In individualistic socistieeveryone is expected to look
after him/herself and his immediate family, for ewde his children and partners.
In a collectivist society, when people are borreytlare integrated into a very
extended family. The family frequently includes l@s¢ aunts, grandparents,
cousins, nieces, nephews, etc. In collectivistet@s, for example, decisions are
made by the group of family members. There is @aesfor elders and other
family members. At work, collectivists take evergsopinion into account, and
employees have a very close relationship. On therdband, in individualistic
societies, peoples’ individual opinions are morganant than those of the group.
There is little consultation at the level of theiwndual, and this also applies in the
workplace. People concentrate on what they areaagapto do, but very little on

its relationship to what others are doing.

Uncertainty avoidancerefers to norms, values and beliefs concerningraoice
of ambiguity, and how cultural influences make amher of a society feel either
comfortable or uncomfortable. A higher uncertaiatpidance culture attempts to
structure social systems (political, educationa¢ dusiness) on which where
order and predictability are predominant. Henctwyasions that are held to be
risky, unacceptable, unknown, and different shdaddavoided as far as possible
through strict laws and structures. In a high utadety avoidance society, people
are governed by strict rules and responsibilitrethe workplace. In contrast, in a
low uncertainty avoidance society, differencestaterated, and simple rules are
used to manage people. In such cultures, suchsisseediscussed openly, and it
is not expected that people will express surprisemfaced with issues they find
undesirable. In the workplace, people are not gmebiby strict rules, written or

unwritten.
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The degree of clear distinction between social gendles is referred to by
masculinity versus femininity. This involves distinctions of emotion between
genders, ranging from ‘tough’ masculine to ‘tenderhinine. Masculinity is the
extent to which a society’'s dominant values arecass®, money, and material
things. Femininity is the extent to which a socgtyominant values are caring
for others, the quality of life, or people. In arfi@ine society, there is solidarity in
relationships, and conflicts are often resolveccbmpromise and negotiation. In
contrast, in a masculine society, conflicts arelkexi by pressure or debate rather

than through compromise.

Finally, long-term versus short-term orientation has its basis in Confucian
ideals. The characteristics of long-term orientasocieties include thrift, saving
and perseverance, whereas the emphasis is on spphtations regardless of

cost in short-term orientation societies.

According to Hofstede's findings, Arab culture iangral and Saudi culture in
particular, is a high power distance culture. Thauld be attributed to the
Moslem's beliefs about authority in Islamic socjetyhere Islam and Arab
traditions recognize status hierarchy (Bjerke amd/l@er, 1993). Saudi culture is
also described as a high uncertainty avoidanceureyltwhere people do not
tolerate others who deviate from Islamic teachizgd Arab traditions. According
to Hofstede, collectivism is another important eéeristic of Saudi culture.
Saudis live in a society where family and friengshiemain important and
influential factors in their life and work. Islare considered an important source
for this high collectivism orientation. Moslems amequired to cooperate with
other Moslems, and to share each another's somod$appiness. They are also
required to offer non-Moslem groups the maximumiaoand cultural rights on
the basis of the common bonds of humanity (Al-Twapd Al-Muhaiza, 1996;
Bjerke and Al-Meer, 1993). Finally, Hofstede delsed Saudi culture as a
‘feminine’ culture. There is an emphasis on caand concern for others and a
friendly relationship among people. Islamic teagliand tribal systems stress the
concept of caring and cooperation among people lwhitaracterizes feminine
societies (AT-Twaijri and Al-Muhaiza, 1996).
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Critics of Hofstede's work have frequently questidits empirical validity. Some
stressed the limitation of gathering data fromaga of a single organization in
order to make inferences about national culturet@Rmd, 1982; Shackleton and
Ali, 1990; Smith and Dugan, 1996; Wallacgt, al, 1999). Kidd (1982), for
example, argued that the subjects are represemiatily of each country's middle
class. Research in Britain and the United States ihdicated considerable
differences in social class and, in turn, in woefues. Some other reviewers of
Hofstede's work questioned whether the dimensiosseldped from data
collected between 1968 and 1973 were specific ® pleriod of analysis
(Sondergaard, 1994; Shackleton and Ali, 1990; Walket al, 1999).

Despite this criticism, Hofstede's study is consdeto be one of the few models
which provide clear dimensions of studying and examy the influence of
culture. In the current study, Hofstede's modekwiture will be used for two
main reasons. First, among numerous studies omralltifferences, such as
Kaluckhohn and Strodtbeek (1961) (five value oatiohs towards people), Hall
(1977, 1983) (communication style and informatidow), and Samovar and
Porter (1988) (formality of culture), most attemtithas been focused on the
research of Hofstede (1980) (Reisinger and Turrd&98). Moreover, in
examining the link between culture and tourism, thest widely utilized
dimensions of culture are the five dimensions dgwedl by Hofstede (Crotts and
Erdmam, 2000).

Tourism studies that used Hofstede's dimensiomsiltire often found interesting
results. For example, using Hofstede's concepttaahdwork to examine the
influence of national culture on consumers' evabmabdf travel services, Crotts
and Erdmann (2000) found that national culture ufices a consumer's
willingness to report dissatisfaction. Respondefitan matched sample of
international visitors to the US revealed a williegs of respondents from high
masculinity societies to report dissatisfaction enoften than those from low
masculinity societies. Though the differences warall, they were nevertheless
statistically significant. The researchers suggeshat firms who serve visitors
from societies where assertive behaviour is engaarghould expect low average

satisfaction measures when compared to visitons filess masculine societies.
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They concluded by supporting the usage of Hofstetl@del when examining the
influence of national culture on consumers’ decisiaking in general and

tourist's motives and selection of destinationgarticular.

Litvin and Kar (2003) used one of Hofstede's dinams (i.e. individualism-
collectivism) to study the influence of culture arsample of Singapore tourists.
Their findings provided confirmation that the geyathe degree of congruity
between ideal self-image and destination image, ¢neater the visitor
satisfaction. The relationship between these vesabis intensified for
individualists versus collectivists. Individualisthave considerably higher
satisfaction than collectivists at a high levelagingruence. This is due to the
expectation that individualists would be most $emttswith a destination they felt
to be a reflection of self. The researchers coreduoly stressing the significance
of Hofstede's model, arguing that it is not possiial apply culture to commerce
in general, and to tourism in particular, withoakihg Hofstede's work into

account.

The second reason for using Hofstede's model irctineent study is that most
replicated studies of Hofstede's work in the Sarahtext achieved significant
findings, validating Hofstede's finding at leasttéxms of Saudi culture. With a
sample of Saudi managers, Bjerke and Al-Meer (139®lied the influence of
Saudi culture on organizations using Hofstede'sill dimensions. Their results
showed that Saudi managers score high on powandsst tend to have a high
uncertainty avoidance orientation, and prefer ahttigocial framework in

organizational as well as institutional life. Inagimer study, Al-Twaijri and Al-

Muhaiza (1996) applied Hofstede's four cultural ensions to the Gulf
Cooperation Council countries, including Saudi AaalDespite some cultural
changes being noticed, the main findings suppofstdde’'s description of Saudi
culture as one of high power distance, high uncestaavoidance, collectivism

and femininity.

To examine the influence of Saudi societal cultoneSaudi outbound tourists'
motives, three of Hofstede's cultural dimensiondl Wwe used. These are
collectivism/individualism, power distance, and ertainty avoidance. The fourth

dimension (i.e. masculinity/femininity) has beerclexied for its low score in
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Hofstede's work and the replicated studies in #gdScontext (see Table 4.1). It
was also decided to exclude the fifth dimensiondlshort-term orientation) since

it was not used by the replicated studies in thedBeontext.

Table 4-1 : Summary of the Cultural Dimension of Arabic Guntries and Saudi Arabia

Cultural Dimension| Hofstede's Results Bjerke and Al-Meer’s | Al-Twaijri and Al-
Results Muhaiza's Result

Power Distance

Uncertainty Avoidance 68 74 88
Individualism 53 43 53
Masculinity 38 41 41

Source: Hofstede (1980; 1991); Bjerke and Al-Meerl093); Al-Twajry and Al- Muhaiza (1996).

Although the influence of Saudi culture, with itsn@nsions of collectivism, high
power distance and high uncertainty avoidance,ardStourist's motives has not
been clearly examined, some indications can beredefrom previous studies’
findings. For example, in studying the foreign &hleehaviour of Saudi tourists,
Yavas (1987) found that religious leaders haveuericed young Saudis to avoid
some countries and tourist destinations where thenals could be compromised
(notably Europe and USA). They were encouragedawet to countries where
Islamic teachings and traditions are implementestatsly Arab and Moslem
countries). This finding can be attributed to tm#éluence of the high power
distance dimension of Saudi societal culture aedhikrarchical status recognized

in Islam.

Studying motivations for domestic tourism in Saédabia, Bogari (2002) also
argued that the conservative nature of Saudi ailtuade domestic holidays
preferable to Saudis. Her study's findings revedtatl Saudis preferred domestic
tourism to preserve traditions and customs, togatothildren from non-Islamic
values and to protect Saudi youth from such diseaseAids. The findings also
showed that Saudi travellers considered domestiddys to be more appropriate
for families than foreign holidays. This is becatise Saudi social environment
helps women to preserve the Islamic veil. It wasoatonsidered to be more
convenient to perform Islamic rituals when holidaeyidomestically than when

holidaying in non-Islamic countries. Personal sigwas also considered to be
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assured while on holiday in Saudi Arabia, and bewith people who share
similar traditions and customs. According to the iyorourism Organization
(WTO) (2003b), most Saudi tourists see Malaysiaads for family travel. Being
a Moslem state it possibly provides some comforthim wake of 11 September
2001, along with the similarities in food and cuttu These findings can be

associated with the high uncertainty avoidanceattiaristic of Saudi culture.

Saudi traditional customs have also been foundflaence tourist destinations
and choice selection. Saudi outbound travellersevieund to prefer travelling
with their family members to travelling alone. Img case, notably for reasons of
privacy, they often prefer renting a flat to stayim a hotel or motel. In private
flats, they can also prepare their own traditiddalidi food rather than eating out
(Yavas, 1987). Again this finding could be attrigaitto the collectivist nature of

Saudi culture.

Based on the above review of previous research sbyp®theses can be

developed:

H6a: Cultural factors are associated with Push factofsourists(explicit).

HG6b: Cultural factors are associated with Pull factoristourists(explicit).

Since previous research concentrated on examirhegirtfluence of cultural
factors on explicit motives of tourists (as theyomlotives), limited attention has
been paid on the influence of cultural factors mplicit motives (see Figure 4).

Thus, it is hypothesized that:

HG6c: Cultural factors are associated with Push factofsamrists(implicit).

H6d: Cultural factors are associated with Pull factorfstourists(implicit).
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Figure 4-4: Cultural Factors and Tourism Motives
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45 Tourist Destination Choice

Tourist destination choice is a process of decismaking which involves
selecting from two or more available options (Bgig2002). The basic model of
consumer decision-making suggests that decisi@made based on five distinct
stages: 1-) need or problem recognition; 2-) seafdhformation; 3-) alternative
evaluation; 4-) choice; 5-) post-purchase procegBésis and Grunert, 2000;
Boyd, et al.,2002; Czinkotaet al.,1997; Dibbet al., Engelet al, 1993).

In the literature, there are several factors whielve been found to influence
travellers to choose particular destinations. Theslede factors like age, income,
personality, the distance of the destination, dosage, time, safetyhe ability of
the traveller to travel to the destination, pregiasits, cultural background and
motivation (Baloglu and McCleary, 1999; Bansal &fiselt, 2004; Kosak, 2002;
Sirakayaet al, 2001). The influence of these factors on towtestination choice
has been well examined by previous research (JaddgCai, 2002; Lehtet al,
2002; Mansfeld, 1992; Moutinho, 1987; Nicolau anddy12006; Sirakayat al,
2001; Summers and McColl, 1998; Turnbull & Uys&9%; Zhanget al, 2004).

The next sections will discuss the influence of imadton, cultural factors and

demographic variables on the destination seledidaurists.

4.5.1 Tourist's Motivations and Destination Selection

In order to improve income from tourism and to deiiee marketing segments,
recently marketing planners have been interestednuoterstanding why people
choose particular destinations (Poma al, 2004). Mansfeld (1992, p.401)
suggested thatAn analysis of the motivational stage can revealwlay in which
people set goals for their destination choice armvhthese goals are then
reflected in both their choice and travel behaviois well as this, it can provide
tour operators, tourism planners, and others touredated institutions with a
better understanding of the real expectations, seswl goals for tourists. Such
an understanding is essential to create travel patd designed to meet these
needs and expectatidns
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Summers and McColl (1998) maintained that the reitmy of a need to travel
would prompt the first stage in the decision-makipgcess. The tourist’s
decision-making process involves his or her motaed intentions in addition to
the stimuli that transform interest into productdestination selection (Moutinho
1987). Youet al (2000) point out that motivational theories h&een used by a
number of researchers in an attempt to understhadiravel decision-making
process. For instance, using a convenience sanipoung American and
Chinese students, Summers and McColl (1998) foumat tpsychographic
variables such as motivation, perceived risk, amttual values played an
important part in forming the criteria involved idestination selection. In
addition, Lehtecet al (2002) suggested that psychographic variablels asdraits,
attitudes and preferences may have a role to planderstanding travel decision-

making.

Mansfeld (1992) argued that there is a strong liekween travel motivations and
destination choice. This was confirmed By Jang &ai (2002) who studied
travel motivations associated with British outboupbkasure travellers and,
suggested that it is vital for destination marketer establish a strong fit between
their destination attributes and the motivationsthadir target markets through
effective marketing and promotional programmesamother study, Zhanet al
(2004) investigated Hong Kong residents’ preferenosvard destination choice
of outbound leisure travel. The result indicatedt thafety is the most important
aspect for Hong Kong residents in selecting a tralestination. From here,
motivations can be characterized as “positive” idgvforces, which prompt
individuals to travel to specific destinations,“negative” forces such as fears or
aversions, which lead individuals not to travetéstain destinations (Gillbert and
Terrata, 2001).

In terms of the role of push and pull factors irstdeation choice of tourists, the
tourism literature emphasizes the importance ohlmish and pull factors in
shaping tourist motivations and hence in choosiragation destinations
(Crompton, 1979; Dann, 1977 Goossens, 2000; JadgCamn 2002; Otet al,

1995; Yuan and McDonald, 1990). According to Croompt(1979), travel
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motivations including push and pull factors haveirdtuence on the decision to

select a tourist’s destination.

Dann (1977) studied the influence of push and fadtors in travel decision-
making, finding that push factors are internalrtdividuals, and give rise in them
to a desire to travel. In contrast, he found patitdrs to be external to individuals,
and to influence where, when, and how people trareén that the initial desire
to travel is present. The push motivations haveitiomally been considered
useful for explaining the desire for travelhile the pull motivations have been
considered useful for explaining the actual desitnachoice (Baloglu and Uysal,
1996; Goossenes, 2000)he push factors are held to be socio-psycholbgica
motivations which influence the individual to tréveith the pull factors being
those which attract the individual to a particul@stination once the decision to
travel has been taken (@ al, 1995). It is generally accepted that push factor
must be present before pull factors can take effédilt & Morrison, 1998).

Practically, Yuan and McDonald (1990) examined efawotivation and

destination choices, using the concept of push @t factors. The authors
examined push and pull factors across four cowntrirance, Japan, West
Germany, and the UK, using personal interview d@tan a larger study

conducted by the U.S. Travel and Tourism Admintgiraand Tourism Canada in
1986. Five push factors were identified includingcape, novelty, prestige,
enhancement of family relationships, and relaxdtobbies. Pull items included
budget, culture and history, nature, ease of trase$émopolitan environment,
facilities, and hunting. Differences found among thur countries were culturally
defined. The authors concluded that although inldiais may travel for similar
reasons, reasons for choosing particular destmatamd the level of importance

attached to each factor might differ.
Similarly, Jang and Cai (2002) sought to identifg tmotivation factors (push and

pull) which significantly affected destination chei by British travellers. To

achieve this aim, they used three steps, which-are:
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1- Uncover underlying push and pull factors of moiimatassociated with
the British outbound tourist.

2- Compare the level of importance of the underlyiagtdrs across the
different destination regions.

3- ldentify what motivational factors have significagffects on destination

choice by using logistic regression test.

This study indicated that “fun & excitement” andutdoor activities” contributed
to the decision of those British travellers whoest#d the U.S as a holiday
destination. On the other hand, the British trarsllwho were motivated by
"novel experience”, "family and friend togetherfiestatural and historic
environment” and "sunny and exotic atmosphere” viess likely to select the
U.S. Their findings also revealed that Canada waerikely to attract those who
were motivated by "family and friend togetherneastl "natural and historical
environment”. Travellers who were motivated by "Wedge seeking”, " fun and
excitement,” and " sunny and exotic atmosphere'ewrore likely to travel to
Central/South America. The West Indies/Caribbeamsel more likely to attract
travellers who were motivated by "escape,” "restefaxation,” and sunny &
exotic atmosphere”. Africa was more likely to beostn by those who desired
"natural and historic environment" and "sunny & gx@atmosphere". In Oceania,
“family and friend togetherness" was a positiveigngficant factor. British
travellers to Asian countries were more likely te Imotivated by "novel

experience".

As can be seen from the above literature reviewdiscussion, the effort made
by previous research tended to concentrate omthence of explicit motives of
tourists and how that reflects on their selectibmoarism destination. Thus, it is

hypothesized that:

H7a: Push motives of tourists (explicit) have an infeenon destination

selection

H7b: Pull motives of tourists (explicit) have an infleeron destination selection
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Limited attention has been paid to find the inflce of implicit motives of
tourists (push and pull factors) on destinatiomes@bn, see Figure 4-5. Thus, itis

hypothesized that:

H7c:. Push motives of tourists (implicit) have an infloenon destination

selection

H7d: Pull motives of tourists (implicit) have an infleenon destination selection

4.5.2 Demographic Variables of Tourists and Destination 8lection

The tourism research literature shows that demdggagriables of tourists have
an influence on destination selection (€aal, 1996; Huybers and Benett 2000;
Metwally 2004; Leeet al, 2002; Oum and Lemire 1991; Richardson and
Crompton, 1988; Sheldon and Mak 1987). SheldonMak (1987) proposed a
model that explained travellers' choices of indeleen travel versus package
tours by using logistic regression analysis of syrdata on travel to Hawaii. The
results indicated that travellers' decisions wetated to some demographic and
socio-economic and travel trip characteristics.hBrdson and Crompton (1988)
found that age, education and income are influentisables in differentiating
the vacation patterns of French and English Canattiarists in Canada. Oum
and Lemire (1991) found that martial status anddgerhas an influence on
Japanese tourist' destination choices.

Cai et al, (1996) presented a model that identified a $etlemnographic and
socio-economic variables that differentiated USagplee travellers selecting
China, including (Hong Kong), from those choosingher Asian travel
destinations; they found that the group of towlstosing China/ Hong Kong over
non-China/ Hong Kong could be characterized by dnghousehold incomes,
more education, later life cycle stage, smalleriliasizes. Tourists choosing non-
China/ Hong Kong over China/ Hong Kong tended teehdower household
incomes, fewer years of schooling, larger familyesi and to be in earlier life
cycle stages. Leet al (2002) found that the gender of German long-haul

travellers had an influence on their destinatiooiobs.
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Despite the limited attention given to it, the ughce of demographic variables of
Saudi tourists on tourist motives and destinatielection has been examined by
previous research. In his study of the impact afihagraphic factors on the
selection of tourist resorts by citizens of the fGGbuncil Countries (GCC)
(including Saudis), Metwally (2004) found a sigo#nt relationship between
marital status and education levels and selectforesorts. For example, young
married couples were found to prefer spending thiatation in neighbouring
GCC resorts and to spend short periods of timehattourist resorts, while
households preferred to spend their vacations abAesort countries other than
neighbouring GCC countries. On the other hand, Ihigiducated and single

persons were found to prefer spending their vacattutside the Arab region.

It can see from previous discussion that demogcayduiiables have an influence

on destination selection, see Figure 4-5. Thus,hypothesized that:

H8: Demographic factors (age, gender, marital statusoime and education)

have an influence on destination selection

4.5.3 Societal Culture and Destination Selection

By reviewing the literature, several studies ideedi culture as one of the many
forces influencing consumer decision-making (seesafk 1998; Pizam and
Sussman, 1995; Yoet al, 2000) and thus it is critically important to Heo
considering the business of tourism (Litvin and ,K2003) in genral, and on
destination selection (Bogarie, 2002; Muller (19881); Yavas, 1987) in

particular .

Regarding international tourism, Muller (1989, 1p@atgued that an individual’s
choice of holiday destination and other economibabveur relating to travel
abroad for pleasure are determined by cultural esmluHe concluded that
marketers should develop tourism products (i.eribaties) and promotional
themes that take the segment's values into acéowrder to make a particular
destination more attractive. McClellan and Fousl{#683) also examined

similarities and differences in the perceptions tofir operators from nine
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countries concerning certain holiday attributeshef US. Their findings showed
significant differences between the respondents. ddnclusion was that visitors
from different countries (and, by extension, froiffedent cultures) do not share
the same perceptions of the US. The study foundtkiesie were great variations
in the importance that visitors from the differeuntries accorded to certain

attributes.

In terms of the decision time in vacation plannilvgrson (1997) found that there
is a difference between Korean and Japanese w®umighis regard. The Korean

tourists showed a significantly shorter decisionetithan Japanese tourists.

In another study investigating the benefits of éthng to Hawaii, Woodside and
Lawrence (1985) reported a considerable differebe¢ween visitors from
Canada, the US and Japan. Richardson and Crompi®88)( studied the
similarities and differences between French andisEim@anadians in terms of six
holiday travel characteristics: (1) availability ledliday time and use of that time
for holiday travel, (2) actual amount of holidayng&, (3) amount of travel
undertaken, (4) length, (5) distance, and (6) odsthe most recent trip. Their
findings suggest that French Canadians have legsriomity to travel, and are
less likely to travel given that opportunity. Isalappeared that French Canadians
travelled shorter distances and for shorter peraddsne than English Canadians,
although theiper diemexpenditure was more than that of their Englishacizan
counterparts. These differences were ascribedttoddtural and socio-economic
factors. Moreover Yavas (1987) found that religideaders have influenced
young Saudis to avoid some countries and touristirtgions where their morals
could be compromised (notably Europe and USA). Tiveye encouraged to
travel to countries where Islamic teachings andlitians are implemented

(notably Arab and Moslem countries).

Based on the above review of previous research sbyp®theses can be

developed:

H9: Cultural factors have an influence on destinatgaiection.
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Figure 4-5: the Inflounce ofTourism Motivations (Explicit and Implicit), Demagphic
Variables and Cultural Factors on Destination Salac
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4.6 Summary

This chapter is devoted essentially to an exanmonadif the push and pull theory
of tourist motivation and choice of destinatioe, ithe push factors which prompt
an initial desire for travel, and the pull factarbich lead to the selection of a
particular destination.

The Integration Model, combining these factoramintegrated and reciprocal
relationship was also discussed. The suggestieanmade that this theory does
not go far enough to explain tourist motivationalkiteg as it does with explicit,

albeit often intangible factors.

A new Model was proposed, in which these explmibtivations could be
combined with more implicit ones, such as a destwandulge in illicit sex,
drinking, or gambling whilst abroad, and how thesetivations influence
destination selection. It was suggested that timepkcit factors played a big role
in this selection as the explicit ones, if not &rgand that a combination of
explicit and implicit motivations could provide a ueh more complete

understanding of tourists' choices.

Review the literature in this chapter revealed tth@amographic varables (age,
gender, income, marital status and education), amtural factor have an
influence on tourism motivation. Furthermore, Rewihe literature revealed that
tourism motivation, demographic variables, andwmaltfactors have an influence

on destination selection.

Very little attention has been paid to study tomrisnotivation of outbound
tourists, especially implicit motives, and to whaktended these tourism
motivations have influenced by demographic variadahel cultural factors and
how these variable have an influence on destinaselection, in Muslim
countries. This is a lacuna which the present sagdks to fill. This theme will

be examined in the following chapters.
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CHAPTER FIVE: RESEARCH DESIGN AND METHODOLOGY

5.1 Introduction

The aim of this research is to investigate the watitbtns of outbound tourists in
Saudi Arabia. In this chapter, the researcher agmevestigate the best research
methods and methodology to be employed in answéhegesearch hypothesis.
The researcher starts by identifying the best reBemethodology and approach
for this research, followed by the hypothesis, aand objectives, details of the
sample, issues relating to questionnaire desiga, rtfeasurement variables
employed involving both implicit, explicit (push @rpull factors) and cultural
factors. The pilot study was aimed at properly tgyeg the questionnaires, and
language mistakes, items to be added or deletedtiiidation of items to be
changed and suitability for the Saudi context amgestigated, as well as
difficulties encountered in the study and the teéghes to be used in the data

analysis.

5.2 Research Methodology

There are two main research methods which can tegaézed as positivist and
phenomenological (interpretivist) (Saundess al, 2003). They can also be
identified as quantitative and qualitative (Brym&004; Creswell, 1994; David
and Sutton, 2004; Hussey and Hussey, 1997) methods.

Remenyiet al, (1998, p. 287) defined positivist (quantitativesearch asa’

theory of the nature, omni-competence and unityc@nce as understood in the
physical world. According to Robson (2002), positivists seek ¢xéstence of a

constant relationship between events, or betweenviaviables. As far as data
collection and analysis are concerned, qualitatesearch generally focuses on
words rather than quantification. Qualitative resbaas a research strategy is
inductivist, constructivist, and interpretivistttedugh qualitative researchers do

not always subscribe to all three of these feat(Begnan, 2004).
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McDaniel and Gates (1998) summarized the mainmiffee between quantitative

and qualitative research, see Table 5.1.

Table 5-1: Qualitative versus Quantitative research

Comparison Dimension

Types of questions

Sample size

Information per respondent

Administration

Type of analysis

Hardware

Ability to replicate

Training of the researcher

Type of research

Qualitative research

Probing

Small

Much

Requires interviewer with speci

skills

Subjective, interpretive

Tape recorder, projection device

video, pictures, discussion guides

Low

Psychology, sociology,

psychology, consumer behaviol

marketing , marketing research

Exploratory

social

Quaitdaksearc

Limited probing
Large
Varies

alFewer  special  skills

required

Statistical,
Summarization

S . .
Questionnaires,
computers, printouts.

High
Statistics, decisiorn]
models, decision suppo

g

systems, compute
programming, marketing

marketing research

Descriptive or causal

Adopted from McDaniel and Gates (1998)

It

=

It can be noted from the table above that qualigatesearch tends to use probing

questions, while quantitative research tends to lus#ed questions. For the

requirement to perform statistical analysis, guatitie research often uses a large

sample, while the aim of qualitative research isinderstand in-depth, so it has

the potential to be conducted using a very smatipde.

The normal process of quantitative research isstbdy of research literature to

establish a suitable theory and construct varigymtineses. Qualitative research
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assists in directing the nature of the reality, arsthnding the phenomenon,
evaluating key themes emerging from the reseanuth,eventually helping with
theory-building (Easterby-Smith et al. 2002; Lint@nd Guba, 19985, Patton,
1990).

Quantitative research is associated with the dedueapproach, while qualitative
research is associated with the inductive apprd&kman. 2004; David and
Sutton, 2004). Deductive research sets out to’ ‘tebiypothesis, while inductive
research sets out to explore a field. In this giadeductive research requires a
greater degree of pre-emptive structure in the gge®f data collection. If the
researcher seeks to test a hypothesis, he or shewamt to measure the
relationship between different variables (Brymab04£ David and Sutton, 2004).
Inductive methods are exploratory, seeking to baddounts of what is going on
from the data collected; this does not require é&stablishment of pre-set
measures and method of counting. (Bryman. 2004id>&awd Sutton, 2004).

Looking at things superficially, researchers fintdhard distinguish between
quantitative and qualitative research. The onlgpictistinction is when they argue
that quantitative researchers employ measuremeie gunalitative researchers do
not (Bryman, 2004). But in a bid to differentiateese two strands of research,
other researchers have argued that research tha¢diguantitative information
makes reference to things that can be counted ahehpumerical scale. This
makes it possible for such things to be specifreduch a way that they can be
counted and scaled with other variables. Elemeittsin the overall reality can
be customarily specified as individual units and ttumber of such units can be
recorded in different recording measures (for eXdampentimetres in a person's
height or portions of fruit in person's daily dieQualitative data on the other
hand refers to the collection of materials in lirsgic form, a form that has not
been translated into a location on a numericales@@avid and Sutton, 2004). It
relates to transforming beliefs into numerical sinfor instance, a researcher can
ask qualitative questions, and expect the readpraaide yes or no answers or to
provide responses according to the order of impoedfor example from 1 to 5).
When researchers employ quantitative techniquesy thabitually have very

limited contact with the people being studied. le@ample, some quantitative
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research that involves unobtrusive methods likeorsgary data, structured
observations, or mailed questionnaires, requireo@-to-face or verbal contacts.
Quantitative methods are highly structured, andcaistomarily located within a
research design that involves a set of predetedrsteges, procedures and pre-
tested instruments. On the other hand, the metlods involve the use of
qualitative methods are habitually flexible and enaspen (Blaikie, 2000).
Nonetheless, qualitative and quantitative rese&ae certain interconnections
that can make them indistinguishable on occasiar. iRstance, qualitative
research has been described by some researchgesesting rather than testing
theories, although some qualitative research destgheorie’s

Following Walle (1997), both approaches could bedus tourism research. Riley
and Love (2000) recently reviewed the range andoescof qualitative and
guantitative approaches used in tourism researeinticles of four major tourism
journals, from the first issue to the end of 19BBese journals are thiwurnal of
Travel ResearchAnnals of Tourism Researchourism Managemerand Journal

of Travel and Tourism Marketing hey reveal that the quantitative approach still
plays the dominant role in tourism as well as inketing research.

5.3 Choosing the Research Approach

Following reflections relating to both the quarttita and qualitative approach,
this study will use the two approaches in two pbagde the first phase, the
researcher will use quantitative approach (questioas), in the second phase the
researcher will use the qualitative approach (unievs), to validate the result

obtained from the first stage. The reasons forgiie two approaches are-

1- The value of combining different study techniquedd enhance validity
and reduce possible bias from relying on one-dino@@$ sources of
information. Furthermore, the advantage of usindfipla methods lies on
combining the insights from the different approactiPearce and Lee,

2005). Therefore, the main objective of the quliea approach

! See Bryman, 2004, pp20 for a detailed discussighi®and related examples.
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(interviews) in this study is to validate the reésubbtained from the
guestionnaires relating to the motivation of totgri@xplicit and implicit)
and the information that describes Saudi societythérmore, it aims to
confirm the usefulness of using the third persanegue to investigate
the implicit motives of tourism.

A qualitative approach is not enough alone to colleequired and
necessary data for this research due to its shomgs (e.g. small sample,
generalizability, comparability, not statisticallsepresentative). Large
samples and statistical significance levels are omiamt aspects of
marketing research with which a researcher feeisfadable because the
data are customarily generated in a rigorous andnic manner
(McDaniel and Gates, 1999). Large samples are aigoortant to
represent the target population of the study, whigm enhance the
possibility of generalization (Proctor 1997).

This combination between the two approaches (@@ and
guantitative) will help the researcher to get b#néfom the two
approaches. It will also help to counterbalancesthertcomings of each
approach. For example, the qualitative approachhedm to score a high
degree of internal validity and reliability. On thether hand, the
guantitative approach will strengthen the weakmddbe qualitative data
in terms of external validity and reliability. Bfig, the combination of the
two approaches is very important and essentialtticg research, as a
vague and sensitive topic, to enhance accuracagbiigly, validity and
generalizability (Clark and Dawson, 1999; Burn)@0

This study aims to find the relationship betweeshpand pull factors of
tourist's motivation. Between Saudi cultural valuesd tourists’
motivations, and demographic variables of Saudiristar and their
motivations. According to Creswell (1994) and Rabs{®002), a
guantitative approach is suitable for measuringreiationship between
variables.

Quantitative approach are useful for assisting s&sny comparability
among Saudi tourists and whether there are sigmificlifferences in
terms of demographic variables, tourists’ motivagio and destination

choice. According to Saunderst al, (1997), quantitative approach
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facilitates easily comparable data, which are dseiuthe collection of
large data sets.

5.4 Research Aims and Objectives

According to Lockeet al, (2000, p9) the purpose statement indic&vasy you
want to do the study and what you intend to accistipl

In writing a quantitative purpose statement, s&eaesher needs to mention the
theory being tested as well as variables and tlhetioeship or comparison
(Cresswell, 2003).

The aim of this research is to explore the moiivet of Saudi outbound tourism.

This broad aim consists of the following objectives

[EEN
1

To assess the push and pull motivations (explmait ianplicit) that

drive Saudi tourist to go abroad.

2- To examine the nature of the relationship betweeshpand pull
factors (explicit and implicit).

3- To examine the differences in motivations of tetgriaccording to
their demographic variables (age, gender, maritaius, income
and education).

4- To examine the relationship between Saudi cultur@ @urism
motivations (explicit and implicit).

5- To test the influence of Saudi culture on destaratielection.

6- To test the influence of demographic variables afid tourists on
destination selection.

7- Lastly, to test the influence of tourists’ motivésxplicit and

implicit) on destination selection.

5.5 Formulation of Research Hypotheses

In quantitative study, researchers use researcstigne and hypotheses to shape
the purpose of their study (Bryman. 2004; David afdtton, 2004).The

hypotheses are predictions the researcher holdst ahe relationship among
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variables (Creswell, 2003). According to Sekara@®¢, p.79) the hypothesis ia "
logically conjectured relationship between two asrevariables expressed in the
form of a testable statemefithese relationships are conjectured on the basis of
the network of associations established in the rétezal framework formulated
for the research studyBlack (1999, p.45) defined hypotheses simtements of
expected outcome which can be subsequently test®&hsed on theoretical
foundations set out in Chapter Four, Table 5.2 sarmes the hypotheses in this
study. The hypothesis has been generated basedtwoys research studies and

is discussed in Chapters Six, Seven, Eight and Nine

Table 5-2: Hypotheses in this Study

I Hypotheses |

H1la. | There is a relationship between push and pull fagtoexplicit motives

H1b. | There is a relationship between push and pulbfadh implicit motives.

H2a. | There are differences in push factors of touriskplcit) in terms of touristgige

H2b. | There are differences in push factors of tourisilicit) in terms of touristgjender

H2e There are differences in push factors of touriskpl{cit) in terms of touristsharital
' | status

H2d. | There are differences in push factors of touriskplcit) in terms of touristshcome

H2e There are differences in push factors of touriskpl{cit) in terms of tourists'
" | education

H3a. | There are differences in pull factors of destirradigexplicit) in terms of touristage

There are differences in pull factors of destinagi¢explicit) in terms of tourists'

H3D. gender

H3c The_re are differences in pull factors of destinagi¢explicit) in terms of tourists'
" | marital status

H3d There are differences in pull factors of destinagi¢explicit) in terms of tourists'
" | income.

H3e There are differences in pull factors of destinagi¢explicit) in terms of tourists'
" | education.

H4a. | There are differences in push factors of touristplicit) in terms of touristsage

H4b. | There are differences in push factors of touristgplicit) in terms of touristgjender

There are differences in push factors of touristgplicit) in terms of touristgnarital
status

H4d. | There are differences in push factors of touristglicit) in terms of touristahcome

There are differences in push factors of touristglicit) in terms of tourists'
education

H5a. | There are differences in pull factors of destinai¢émplicit) in terms of touristsige

There are differences in pull factors of destinagi¢implicit) in terms of tourists'

H5D. gender

H5c The_re are differences in pull factors of destirmagi@mplicit) in terms of tourists'
" | marital status

H5d There are differences in pull factors of destirmagi@mplicit) in terms of tourists'
" | income.

H5e There are differences in pull factors of destinagi¢explicit) in terms of tourists'
" | education.

H6a. | Cultural factors are associated with Push factors of ttau(explicit).

H6b. | Cultural factors are associated with Pull factors of desims (explicit).
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Continued Table 5-2: Hypotheses in this Study

| Hypotheses

H6c. | Cultural factors are associated with Push factors of ttuisplicit).
H6d. | Cultural factors are associated with Pull factors of desims (implicit).

H7a. | Push factors of tourists (explicit) have an infloeron destination selection.
H7b. | Pull factors of destination (explicit) have an ughce on destination selection
H7c. | Pull factors of destination (implicit) have an indfince on destination selection
H7d. | Push factors of tourists (implicit) have an inflaeron destination selection

H8a. | theageof the tourists have an influence on destinasielection

H8b. | thegenderof the tourists have an influence on destinasielection

H8c. | Themarital statusof the tourists have an influence on destinasielection
H8d. | Theincomeof the tourists have an influence on destinasielection

H8e. | Theeducationof the tourists have an influence on destinatalaction

H9. Cultural factors have an influence on destinatietestion

5.6 Population of Research

Different researchers have defined a populatiotifierent ways. The population
is simply all the members of the group that theeaesher is interested in
(Burgess, 2001). Additionally, Collis and Hussey0d2, p.100) defined the
population as a'body of people or any other collection of itemader
consideration for research purpose$inally, David and Sutton (2004, p.149)
defined the population d%®very possible case that could be included in your

study".

The target population of this study is Saudi outizbtourists aged 18 years old
and above. Because of apparent difficulties in stigating all Saudi outbound

tourists, this study has been restricted to Sauthaund tourists who booked to
travel to three destinations (Bahrain, Egypt arahEe) and completed the check-
out process. These destinations have been chostreftmllowing reasons:

1- According to the WTO (2003) report, these destoretiwere considered

to be among the most popular destinations for Seudists in 2001 (see
Figure 5.1).
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Figure 5.1 the 12 Top Destinations of Saudi Outbound Tosiiist2002
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Source: World Tourism Organisation, 2003, p.6

2- To enhance the apparent generalizability of thiseaech, these
destinations were selected from different contiseffisia, Africa and
Europe) to represent all outbound Saudi tourists.

3- Although the USA is one of the destinations mosited by Saudi tourists,
it has been excluded because of the anticipatdédudif of obtaining the
required sample, especially in the current politaisacumstances.

4- The previous literature has referred to the faat these destinations offer
many entertaining goods and services and spetagalyies which are not
available in Saudi Arabia for cultural and religigoueasons (Business
Middle East, 2001; El-Gawhary, 1995; Metwally, 2D04

5.7 Sample Size

According to Bryman (2004) the decision about sangite depends on a number
of considerations including time, cost, non-resgonbketerogeneity of the
population, type of analyses. He also emphasizedfdhtors of time and cost,
because these factors are very important for evesgarcher. Bryman also
indicated that a large sample can not guarantegspa. Similarly, Finnet al,
(2000) argued that sample size is determined bietred of resources available to
the researcher and the expected errors. Therefdhe researcher expects a low
response rate, then he should deliver more questies than his intended
sample size. Some authors (Bazrah, 1996; DavidSartbn, 2004) argued that
the researcher could estimate the sample size degeon his experience and
with consideration to cost and time, but it shaubd be less than thirty.
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In quantitative research, the larger the sampke sthaller the sampling error, and
the more accurate the survey results (Lewis, 198K literature suggests the
existence of a positive relationship between thealver of items and the sample
size, representing a ratio of at least 1:4 or HiKin et al, 1997; Tinsley and
Tinsley, 1987). A large sample population is hdlpfugenerating better results
from factor analysisSampling error is expected to decrease as theositlee
sample increases (Hurst, 1994). Therefore, to guagainst error when the
researcher had limited time; the questionnaire rhastelf-managed, as no other
way would be feasible to safeguard against err@niathe researcher is faced with
time limitations. As it would have been very expeado travel to various cities,
the sample size will be 600, which allows a perihleserror rate of less than 5
percent at the 95 percent confidence level. Thidivgled equally between the
three destinations to be studied. For the qualgastage, this research will

interview 25 participants.

5.8 Sampling Procedure

According to Collis and Hussey (2003, p.100) a dangp'made up of some of the
members of populatidn It is usually difficult to examine all memberd the
population due to various restraints relating toeti money and other resources
(Burgess, 2001).

There are two groups of sampling techniques (Dawvid Sutton, 2004; Hussey
and Hussey, 1997; Moutintet al, 1998):

1- Probability samples, which are based on each icahe population having an
equal chance of being selected. This type of samgpincludes a number of
sampling techniques that may be defined as “simpfglom sample, stratified
random sample, cluster sampling (divided into sysiec sample and area

sample)”

2- Non-probability samples are used when it féadilt to identify all potential
cases in the population and where it is not posgiblconstruct a sampling frame
(Saunderset al., 2003). This type of sampling includes a numbesarinpling

technigues: “convenience sample, judgment samatesquota sample”.
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Since the target of this research is Saudi outbdondsts, and there are no
records for them, and it is also necessary to bethiat a person who answers the
guestion is a tourist, therefore, the researcheiddd to collect the data from the
tourists who are in the airports and on the KinpdHaridge and want to travel
abroad for tourism. There are three internatioirgloats in Saudi Arabia, and the
number of tourists who are travelling abroad farrtem differs from one airport
to the other. Therefore, quota sampling is appatgito represent the population
of research, and will be applied in this study.

Quota sampling is normally used for large poputai¢Saundergt al, 1997).
Moutinho et al, (1998) argued that quota samples are used iry rm@nsumer
researches, and with carefully selected contraema are likely to produce the
best results from the non-probability method. Oakis(2001) argued that quota
sampling is a cheap and quick method of obtainisgraple. Quota sampling is
widely used in both opinion surveys and market asde (Bancroft and
O’Sullivan; 1993; Bryman, 2004; Oakshott, 2001)eTdim of quota sampling is
to produce a sample that reflects a populatioims of the relative proportions
of people in different categories such as gendg, and region of residence, and
in combinations of these categories (Bryman, 2d0dyid and Sutton, 2004).
Despite the criticisms of this method (see Bryn2094), this method of sampling
was chosen for simplicity, practicality and withetime and cost constraints in

mind.

Saundergt al, (2003) set several steps for selecting a quantgke:
1- Divide the population into specific groups.
2- Calculate a quota for each group based on relarahavailable data.
3- Give each interviewer an assignment, which stdtesnumber of cases in
each quota from which they must collect data.

4- Combine the data collected by interviewers to pitevhe full sample.

In this study, the first stage of the samplinddasaccount for the percentage of

people travelling from every airport to the dediimas under study.
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Table 5.3 illustrates the number of tourists wiavelled to Bahrain, Egypt and
France from international airports: King Khaled gort (Riyadh), King Abdulaziz
Airport (Jeddah) and King Fahd Airport (Damam)Ro03.

Table 5-3: The Number of Tourists Who Travelled From Intanational Airports in 2003

Aj Bahrain * Egypt France
irports d
p Number Percentage Number Percentage Number Percentag
King Khaled Airport | ;04 38.8 53925 23.9 48487 47.2

(Riyadh)
King Abdulaziz
Airport (Joddan) | 113410 39.2 153202 67.9 54239 52.8
King Fahd Airport | 5509 22 18502 8.2 0 0%
(Damam)
0,
Total 289311 100% 225629 100% 102726 100%

*Just 9. 9% of Saudi tourists went by plane, and190 (2633022) tourists went by car.
Figures have been adapted from the Presidency dfASiation (2003), and WTO (2003).

The second stage is to count the number of questies that should be
distributed in every airport and on the King FahddBe, depending on the
percentages that have been calculated in the TaBleTable 5.4 illustrates the
number of questionnaires that should be distributeglvery international airport
and on the checkpoint of the bridge leading to Bahfthe King Fahd Bridge).

Table 5-4 : The Number of Questionnaires that were Disthuted in Every International
Airport and on the King Fahd Bridge

King Khaled Airport King Abdulaziz Airport King Fahd Airport
Destinations (Riyadh) (Jeddah) (Damam)
Percentage Number Percentage Number Percentage Number
Bahrain* 38.8 8 39.2 8 22 4
(20)
Egypt 23.9 48 67.9 136 8.2 16
(200)
France 47.2 94 52.8 106 0% 0
(200)

*Just 9. 9% of Questionnaires (20) will be disttim from the airports, and the rest (180) will kstributed
on the King Fahd Bridge

In the third stage, international tourists who hawenpleted the check-in process
and want to travel to one of the destinations urstiedy, have been approached
by the researcher and ask if they are travellimgdarism. Those who indicate a
purpose of travel other than tourism will be idéetl and excluded for further

130



Chapter five: Resedbdsign and Methodology

consideration. Tourism travellers will then be extlto participate in the survey.
Upon agreeing to participate, the tourist has lggeen a questionnaire to fill out.

In the qualitative phase (interviewees), the regear will use the snowball
sample techniques, in which those already interetewill be asked to facilitate

contact with other potential interviewees.

5.9 Data Collection

In quantitative research approach, there are twio tnaditional methods of data
collection. They are the self-completion methodnstimes referred to as a self-
administered questionnaire, and the structurechview® (Bryman, 2004; David
and Sutton, 2004).

Figure 5.2 outlines the main types of survey adstiation:

Figure 5-2: Type of Questionnaire

Questionnair

Self-administered Interviewe-administere
. . Telephone Structured
On-line Postal Delivery and P
. . . . . guestionnaire interview
guestionnaire questionnaire collection of
guestionnair

Source: Saunderst al.,2003, p. 282

Questionnaires that are completed by respondeetssitives are one of the main
instruments for gathering data using a social sudesign (Bryman, 2004). There
are various definitions of the term ‘questionnai(@ppenheim, 2000). Some
authors, for example Kervin, (1999) reserve it agulely for surveys where the

person answering the question actually records then answers. Others, for
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example Bell, (1999), use it as a more general termclude interviews that are
administered either face-to-face or by telephonaun8erset al (2003) use
‘questionnaire’ as a general term to include athteques of data collection in
which each person is asked to respond to the saheofsquestions in a

predetermined order.

There are several advantages to using the queatrentmat includes low cost in
time and money, ease of obtaining information fnarany people very quickly,
ability to provide suggestive data for testing adthesis, and so on (Bryman.
2004; David and Sutton, 2004). A limitation of guiesnaires is that the questions
are presented and the respondent cannot fully sgpfeeir opinions (Bryman.
2004; David and Sutton, 2004). According to Brym@®04), a self-administered
questionnaire is one of the main instruments fahgang data using a social
survey design. Therefore, this study will use d-administered questionnaire to

collect data for the first stage.

For the qualitative research approach, this rebeantl use semi-structured
interview to collect data from the participants.etions has been organized in
five categories, which are explicit tourism motieas, implicit tourism
motivations (both in first person and third persanjitural factors, usefulness of
the third person technique in investigating sewsitissues, and some basic
demographic information (see appendix D for thestjoas that have been asked

in the interviews)

5.10 Designing the Questionnaire

A crucial part of good research design concerns imgaksure that the

guestionnaire design addresses the needs of tkearcesand will collect the

precise data that is required to answer the relseguestions and achieve the
research objective (Burgess, 2001; Saundeerd.,, 2003). Burgess (2001) argued
that most researchers make the mistake of askmgnany questions. He added
that clear and concise questionnaires can helptairothe best response. Black
(1999) asserted that questionnaires for quantgaegearch in the social sciences
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are usually designed with intention of being operstl definitions of concepts,
instruments that reflect attitudes, perceptionsywei and opinions.

In this research, the questionnaire is divided foto parts (See appendix A): part
one discusses explicit motives, part two is on ioipiotives, part three is related
to Saudi societal culture, and part four consitleesprofile of the sample.

Part one consists of two sections: section (Aelated to internal desires (push)
that drive individuals to travel for tourism. Pu$dctors consist of 24 items.
Section (B) is related to the attributes (pull)destinations that attract individuals
to choose a specific destination. These emergeaesu#t of the attractiveness of a
destination as it is perceived by the tourist. Tmeyude external resources, such
as historical resources etc. Pull factors inclliatems. Both of the motivation
variables (push and pull) were developed on théshefsa review of the related
literature and pilot study and were modified tolgp the research site and target

population.

Part two reflects implicit motives of tourists.dbnsists of two sections: section
(A), which is related to other internal motivatipnscludes 12 push items.
Section (B), related to other external forces (puicludes 13 items. Both push
and pull motivational variables were developed loa basis of a review of the
related literature and pilot study and were forrtedaby using the third-person
technique to apply to the research site and tlgetaoopulation. The reasons for
using the third-person technique (see McDaniel @ates, 1999; Proctor, 19997)
are the following:-
1- The third-person technique is often used to aveslies that might be
embarrassing or evoke hostility if answered disebtf a respondent.
2- The researcher assumes that the respondents widlalrepersonal
motivations while describing the reactions of adtparty.
3- Asking an individual to respond in the third pers@duces the social

pressure to give an acceptable answer.

The questions in part two are very sensitive ardréspondent may not want to

be referred to by this particular motive (See Oppem, 1999; Ryan and Kinder
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1996; Pritcharcet al, 2000). For example, it may be thought very gjeato ask
someone directly if “he had contact with a proséitar engaged in a trip to visit a
prostitute”, but one may ask him if he thinks ogh¢not him) “travel to visit

prostitutes through sex agents or engage in sexitiaities during their trip”.

Part three reflects the culture of Saudi societyielation to Hofstede'®odel of

Culture (the model has five different dimensions but insthiesearch, the
researcher has considered just three dimensiposver distance, individualism
versus collectivism, and uncertainty avoidance) eodsists of 22 items which
were developed on the basis of a review of thetaélditerature and were

modified to suit Saudi culture.

In part four (relating to the profile of the samyplguestions 1 to 5 are concerned
with respondents’ gender, marital status, age, adc level, and monthly
income. In question 6 the respondents are askewrite down any comments.
This study focuses on five main constructs relatmgemographic variables (i.e.
age, gender, marital status, monthly income, edutd¢vel). Although there are
no specific measures of demographic factors, thuslyswill adopt Bogari's
(2002) measures for two main reasons. First, Begstudy was conducted in the
Saudi context, which can help to control the infice of contextual differences.
Secondly, the findings of this study showed thdugrice of the demographic
factors on Saudi tourists' motivations and desbnatselection to be highly
significant. Age is measured by using four mairegaties (under 25, 25-34, 35-
44, 45 and over). The monthly income factor is meas$ by using five main
categories (less than SR 3000, SR 3000-5999, SB-82@9, SR 9000-14999, SR
15000 and over). In terms of education level, fieeels of education are used
(primary or less, secondary, intermediate, unitgrgost-university). Finally, the

marital status is measured by using the two maiegoaies (married and single).

! The justification for this has been presented hater 4.
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5.11 Variables and Measurement

5.11.1 Push Factors (Explicit)

Push factors have been conceptualized as motietfaotors or needs that arise

due to a disequilibrium or tension in the motivaibsystem (Kinet al.,2003).

Push factors involve the following:

* Knowledge

Previous studies have employed this factor in thdysof tourism motivation
(e.g. Chaet al., 1995; Hanqin and Lee, 1999; Jang and Cai, 2002y &nd
Lee, 2000; Kim and Jogaratnam, 2002; Kémal., 2006; Kimet al., 2007;
Kozak, 2002; Otet al., 1995; Yoon and Uysal 2005). This factor has been
used by different researchers with a reasonableeceptable reliability alpha
(For example, Jang and Cai (2002) had a reliatalipha of 0.688, while Cha
et al., (1995) had a reliability alpha of 0.70, Kim andydmatnam (2002) had a
reliability alpha of 0.82 and Kim and Lee (2000)dha reliability alpha of
0.884). The items utilized here include:

- Seeing and experiencing a foreign destination
- Learning new things or increasing knowledge
- Meeting new people.

- Trying new food

Some items have not been included because thersamas doubt as to their
abilities to influence outbound tourism motivati(gee Jang and Cai, 2002;
Kim and Lee 2000). Elements that have not beemdsz in the measurement
include items such as “going places | have notedsbefore”, etc. (see Jang
and Cai, 2002; Kim and Lee, 2000).
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 Escape

In this factor, the researchers have identified ®milar motivational items (e. g.
Jang and Cai, 2002, Kim and Lee, 2000; Kim and ¢aex, 2005; Ofet al,
1995; Yoon and Uysal, 2005) that are associatell this factor and they include:

-Getting away from the demands of home.
-Having a change from a busy job.
-Escaping from everyday life.

-Relieving boredom.

The different authors included different items éxample, “indulging in luxury”
(Oh et al, 1995), “to gain new energy in my life throughsthrip” (Kim and
Predeaux, 2005) that are more specific to theieaseh and have not been

included in this study.

The various items that make up the escape factapgng reflect the desire to get
away and experience a change from routine (JammodyUysal., 1994). Major
research papers utilize the factor of escape asnaigml factor in identifying
motivational dimensions (see Jang and Cai, 200; Kimd Lee, 2000; Kim and
Predeaux, 2005, Gdt al, 1995; Yoon and Uysal, 2005).

Different researchers utilizing this factor recaggd a significant reliability alpha
(for example Jang and Cai (2002) had a reliabdifyha of 0.809, and Kim and
Lee (2000) had a reliability alpha of 0.608).

« Adventure and Excitement

On the basis of previous studies (e. g. Jang amd20682; Kau and Lim, 2005;
Kim & Jogaratnam; 2002; Ot al, 1995), the following most commonly used

items have been derived:

-Finding thrills and excitement.

-Being daring and adventuresome.
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-Having fun and entertained.

Items not included by some of the authors arelittiag past good times” (Kim &
Jogaratnam, 2002), and “seeing as much as posdiieét al, (1995). The
researchers found these items to be central to peeticular studies. In the
context of this particular study, they will not bglized either as they have been
found unsuitable for the study of Saudi tourismd&a, 2002).

The reliability alpha of this factor in Jang and’€atudy (2002) was 0.688. Other
studies did not report its reliability alpha (Kim Zogaratnam; 2002; Oét al,
1995; Yoon and Uysal, 2005).

* Relaxation

Three items have been derived from an analysikisffactors based on a review
of the key articles cited (e.g. Clea al, 1995; Hangin and Lam, 1998; Jang and
Cai, 2002; Kim & Jogaratnam 2002; Kau and Lim, 2086zak, 2002). These

items were found to be relatively important to@ibups as supported by related

research results.

-Doing nothing at all.

-just relaxing

Items that were included in these factors but wated lower included feeling at
home while away from home, indulging in luxury, asal on (see, Hanqgin and
Lam (1998).

This factor has been used by different researcivéls an acceptable reliability
alpha (for example, Jang and Cai (2002) had ahiétiaalpha of 0.644, Kim and
Jogaratnam (2002) had a reliability alpha of 0.68 &nally Chaet al, (1995)
had a reliability alpha of 0.76).
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* Family and Friend Togetherness

This factor has been measured by previous resear¢hay. Chaet al, 1995;
Hangin and Lam, 1999; Jang and Cai, 2002; Kinal, 2006; Kimet al, 2007;
Kim and Jogaratnam, 2002; Kim and Predeaux, 200%5etal, 1995) using
related factors that include the following items:

-Visiting friends and relatives.
-Being together as a family.
-Meeting people with similar interests.

-Visiting places family came from.

Less commonly cited items by researchers utilizlnig factor include, “meeting
new people”, “being able to share my travel expe@s once | return home”
(Hangin and Lam, 1999), ‘reliving past good timé&h et al, 1995). Therefore,
these items will not be used in this study becahsg have not been used by
many authors and they seem to be unsuitable fdooontd tourism (see for
example Jang and Cai, 2002; Kim & Jogaratnam, 2002)

Different researchers have identified an acceptadiability alpha for this factor
(for example, Jang and Cai (2002) had a reliabdilgha of 0.613, Kim and
Jogaratnam (2002) had a reliability alpha of 0.70.6haet al, (1995) had a
reliability alpha of 0.62, Kim and Lee (2000) hadkéability alpha of 0.784).

» Prestige

Items common to several studies (e. g. €hal, 1995; Hangin and Lam, 1999;
Kim et al, 2006; Kim and Lee 2000; Kim & Jogaratn&@02; Kim and Prideaux,
2005) and utilized by this study include:

-Going to places my friends want to go.

-Talking about trip after returning home

-Going to places friends have not been.
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Other items that have been utilized by other retmas but have not been
included in this study because they have not badalywused in other studies (see
Cha et al, 1995; Kim and Lee, 2000; Kim & Jogaratnam, 2002yolve
“fulfilling ones dream of visiting a place” (Hangiand Lam, 1999), “to gain
others’ respect, to influence others”, “to gainealing of belonging” (Kim and
Lee, 2000). These items seem to have relativelg ledluence on travel

motivations.

This factor has been used by different researcivéls an acceptable reliability
alpha, (for example Kim and Jogaratnam, (2002) éadliability alpha of 0.70,

Chaet al, (1995) had a reliability alpha of 0. 0.65, andkand Lee, (2000) had a
reliability alpha of 0.86)

* Sport

Following previous studies, (e.g. Chtal, 1995; Funket al, 2001; Kahleet al,
1996;Kimet al, 2006; Kim and Jogaratnam, 2002; €thal, 1995; Zhanget al,

2001), the following items were included in thistfar:

- Desire to watch sporting events
- Participating in sport.

It is important to recognize that all researcheitedc above utilize the two

different items to measure the sports factor.

Different researchers recognized a high reliabiktpha for this factor, (for
example Kim and Jogaratnam (2002) had a reliabdipha of 0.87; Chat al,
(1995) had a reliability alpha of 0.74).

* Enjoying Natural Resources

Previous research have measured this factor by s&wveral items (see Awaritfe,
2004; Heunget al., 2001; Kau and Lim 2005; Kimet al., 2003; Kimet al.,
2006; Kim and Lee, 2002; Kim and prideaux, 2009z#&k, 2002; Otet al.,
1995) These items include:
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-Visiting national parks/ forests
- Enjoying the rural countryside

- Enjoying the warm weather

Different researchers recognized different religbiblpha for this factor, (for
example Kimet al, (2006) had a reliability alpha of 0.67; MehmetqgR005)
had a reliability alpha of 0.76; Kim and Pridea(BQ05) had a reliability alpha of
0.76.

5.11.2 Pull Factors (Explicit)

Pull factors have been conceptualized as relatnthe features, attractions, or
attributes of the destination itself, such as beawbuntains, and beautiful scenery
(Kim et al, 2003).

Pull factors involve the following:

* Historical Attractions

The most important items that have been utilizegrievious studies (e.g.
Hangin and Lam, 1999; Jang and Cai, 2002; Kau amg 2005; Zhangt al,
2004) and will be used in this study include:

- Outstanding scenery

- Historical or archaeological buildings and places
- Local festivals

- Interesting/ friendly local people

- Historic old cities

Oh et al (1995) found that the most important items whietate to vacations

were interesting and friendly local people, folla®y outstanding scenery. There
are other items utilized in some studies and theyjude visits to appreciate
natural ecological sites, interesting rural cousittg (Jang and Cai, (2002),

museum and arts galleries (@hal, (1995). These items have been ignored as
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they have not been found to be fundamental tostoidy, and they have not been

frequently used in previous studies.

This factor has been used by different researcivéts a significant reliability
alpha, (for example Jang and Cai, (2002) had ab#ty alpha of 0.78; Hangin
and Lam, (1999) had a reliability alpha of 0.67).

* Sports and Outdoor Activity

This factor includes attractions such as water tspogood beaches for
swimming/sunbathing, good hunting, good fishinglf gmd tennis, hiking,
climbing and sporting events that attract tourigtsparticipate in sport or
physical activities in some destinations. Theresam@e items common to the
limited literature (e.g. Jang and Cai 2002; leteal, 2002; Ohet al., 1995)

that are utilized in this study and they include:

-Outdoor activities
- Campground and trailer parks.
- Activities for the entire family.

- Sport facilities.

These items have been utilized because it has theemght that they are very
important since previous researchers have frequetitized them (Jang and Cai
2002; Ohet al.,1995).

The reliability alpha of this factor in Jang andi’€#2002) study was 0.609; the
other study did not report the reliability alphah(é al, 1995).

* Natural Environment and the Weather Attraction

Items included in the sparse literature (e.g Jamoend Uysal, 1994; Jang and
Cai, 2002; Kim et al, 2003; Kim et al, 2006; Ohegt 1995; Usyal et al, 1994;
Yoon and Usyal, 2005; You et al, 2000; Uysal ancbdski 1994) utilizing this

factor include:

- Nice weather
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- Standards of hygiene
- Environmental quality.

- outstanding scenery

The decision to employ all of these items is beeatley are thought to be
important in their capacity to measure the motoatior Saudi outbound tourism.
The reliability alpha of this factor in Jang andi’'€atudy (2002) was 0.601.The
other study did not account for the reliability lzdp(Jamrozy and Uysal, 1994).

* Expenditure and Low Travel Factor

This factor was measured with four items based renipus studies (e.g.Hangin
and Lam, 1998; Kim et al, 2006; Kozak, 2002; &hal, 1995; Uysal and
Jurowski, 1994; Yuan and McDonald, 1990; Zhand.e2804).

- Cost of trip,
- Accommodation budget
- Cost of tourist goods and services,

- Availability and cost of public transportation

These items, though extensively utilised by presigesearchers, have been
employed because of the supposition that they nflnence Saudi outbound

tourism.

The reliability alpha of this factor in Hangin ahdm’s (1999) study was 0.74.
Other studies did not report the reliability alpf@2h et al, 1995; Zhanget al,
2004).

5.11.3 Push Factors (Implicit)

Push factors (implicit) involve the following:

* Sexual Desires

The sexual relationship factor has been measuraty uteems adapted from
previous studies (e.g.Clift and Forrest, 1999; ttkri al. 2001; Joisanet al,
1998; Omondi, 2003; Pruitt and LaFont, 1995; Yok&f206) that include:
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- To get to know sexual partners

- To visit prostitutes for sexual relief
- The desire for clandestine sex

- To meet new sexual partners

- To search for a romantic relationship

Although this approach may seem too narrow, it g@slidn understanding into the
wider implicit motives that may influence outboutalrism. It is important to

specify that the items were not used as measureraeables but were utilized in
extant research on sex tourism to explain tourisesxual and psychosocial

behaviours.

* Desire for Alcohol and Drugs

Following previous studies, (e.g. Altant and Bruw2004; Charters and Ali-
Knight, 2002; Joasiamet al., 1998; ; Joasianet al., 1999; Tassiopoulost al,
2004; Yuaret al.,2005), the following items have been used to nreatis push

factor:

- To drink wines and/or spirits in pubs.
- To enjoy the taste of different wines and/or sgirit
- To find interesting and special wines and/or spirit

- The desire to use drugs.

The factors of alcohol and drugs have been addeether, given their

similarities in terms of the effects of their usagl their legal implications.

5.11.4 Pull Factors (Implicit)

Pull factors (implicit) involve the following:

¢ Sex Attraction

Items adopted from previous studies (e.g. Chutik996; Heroldet al, 2001,
Leheny, 1995; Omondi, 2003; Rao, 1999; Yokota, 20086t seem important to
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the study of implicit motives of outbound tourismdawill be used in this study,

include:

- Varieties of prostitutes such as streetwalkers
- Availability of sex services like sex agents, psrand brothels
- Prices of brothels and other sex services.

These items reflect the values that draw a totwist destination to satisfy his or

her desire for a sexual relationship.

* Alcohol and Drugs Attraction

Research (e.g. Alant and Bruwer, 2004; ChartersAnRknight, 2002; Getz and
Brown, 2006; Joasiarat al, 1998) on pull factors to measure outbound touris

has frequently adopted the following items:

- Avalilability of different kinds of alcohol
- Availability of different kinds of drugs
- There are a large number of alcohol outlets f@ght clubs and pubs) to visit.

- Availability of a variety of drugs.

As discussed above, most of these items have besopsly studied, but this
study has included some items (e.g. “the cost okvand drugs”) that have been
thought important to this study but have not beized by previous researchers.
The presumption is that prices may influence thesamption of alcohol and

drugs.

5.11.5 Cultural Factors

There is a clear distinction between the cultura sbcietal or national culture and
organizational culture. Societal culture refergptofound beliefs and values, and
practices that are shared by the vast majority edfpfe belonging to a certain
nation; on the other hand organizational cultufereeto the values, beliefs and
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practices that are shared by most members of aanmagion (Oudenhoven,
2001).

Different studies have applied Hofstede’s cultur@éntation model to understand
the differences in travel motivation (Kim and L&¥)00) others have studied
culture linked to society (Li 2003; Sakakiga al, 2004; Triandis and Gelfand
1998) and finally there is a group of studies whicimsiders only organizational
culture (see Cheat al, 1998; Leeet al, 2000; Morrisoret al, 2004; Sue-Chan

and Ong 2002; Tan and Chong 2003; Yilneaal, 2005). However, most studies
describe societal culture rather than organizationure’ have been used in the
study of tourism motivation. Some of the items haeen modified to suit Saudi

cultural values.

This study has adopted items that are found to diated to Saudi cultural
orientation. It should be recalled that the rede@dnterested in studying culture
in general, and how this culture relates to trametivation. Therefore, it needs to
deal with applying Hofstede’s cultural model to ergtanding the traits of Saudi
culture, and ascertaining how this culture is lohke travel and tourism
motivations, so the selection of the items has lre®d on this asumption. Items
have been selected based on how they describedhetysand on how suitable or
otherwise they may be for the study of Saudi celtitems eliminated relate to
those that by assumption may not be linked witbutable to Saudi culture.

* |ndividualism and Collectivism

Several studies have employed this factor to stifferent aspects of travel
motivation. Eleven items have been selected basdtestudies of Kim and Lee
(2000), and Li (2003). Although these items areatre¢ly extensive in the
literature and may have been debated in othereguthey have been assessed to
be suited to this particular study. In additiong tetudies utilized different

! For example, Kim and Lee, (2000), utilized towistultural orientation of individualism and
collectivism to understand the differences in ttawetivation. Li (2003) studied the relationship

between cultural background and national forestiserquality.
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measurement scales and items to describe varimgstthat may not be related to

social culture are ignord.

1. One does better working in group than alone
2. When faced with a difficult personal problem, of®w@d consult one’s
friends and relatives

3. llike to live close to my good friends.

B

| would help within my means if a relative told et he or she was in
financial difficulties

The most important thing in my life is to make rhappy

Aging parents should live at home with their chelalr

Children should live at home with parents untiltiget married

© N o o

When faced with difficult personal problems, itoistter to decide what to

do yourself rather than follow the advice of others

9. | would struggle through a personal problem by effysather than discuss
it with my friends.

10.0ne’s should live one’s life independently of othas much as possible.

11.1t does not matter to me how my country is viewedhe eyes of other

nations

Some of the items have been rephrased and thercbsealoes not believe the

phrasing will affect the results of the study.

* Power Distance

There has been an abundance of literature disguskan effects of power on
organizations using the framework developed by tédis (1991). Some articles
(see Chen et al 1998; Le¢ al, 2000; Morrisoret al, 2004; Sue-Chan and Ong
2002; Tan and Chong 2003; Yilmazt al, 2005) that discuss culture in
organizations with a specific focus on aspectsustamer relationship, employee
learning process, pay and compensation issues, haiee been disregarded.
Although the items adopted are from diverse liteeg (see AT-Twaijri and Al-

Muhaiza, 1996; Bjerke and Al-Meer, 1993; Li, 2008)ly items relevant and

presumably related to the study of power in thedSaultural context has been

included. Since Hofstede described the culture aafds Arabia as a high power
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distance culture (see Hofstede, 1980), items adoptve been based on the

influence of high power distance.

1. People are identified by their position in the abaetworks to which they
belong.

People are identified independently of the grolney belong to.
Inequalities among people should be minimized.

Hierarchy is something that exists in our societg s accepted.

o b~ 0N

There always exists an underlying conflict betwé®an powerful and the

powerless.

The items adopted have been designed to suit tiepegmives of this study and
there is no apparent reason to suggest that thikl geegatively influence the

results or their relative interpretation.

* Uncertainty Avoidance

Although researchers have studied uncertainty avaiel from the perspectives of
societal cultures (see AT-Twaijri and Al-Muhaiz&Q96; Bjerke and Al-Meer,
1993; Li, 2003; Money and Crotts, 2003; Wual, 2001; Pizanet al, (1997),
and so on), this research has adopted some itelus nfay reflect our
understanding of Saudi culture. Items selected Hasen perceived as being
relevant to the study of Saudi culture (see Al-Twand Al-Muhaiza, 1996;
Bjerke and Al-Meer, 1993).

1. Itis very important to follow society’s rules evérn sometimes think it is
in society’s best interests to break these rules.

2. It is important to me to work in a well-organizechg@oyment situation
where the responsibility and requirements are clear

3. ltis very important for me to have long-term sétyunf employment.

4. Society’s rules are very strict and have to be ssth® rigorously.

5. Tolerance of differing behaviours and opinions stiobe adhered to
rigorously

6. Within society there exist clear instructions whiwve to be followed.
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As with the previous item, the researcher have resggd some of the elements
here and do not believe the rephrasing will aftectresults of study.

5.12 Measurement Scaling

All of the items (push and pull travel motivatiofexplicit and implicit), cultural
factors) in this study have been measured by usiaed.ikert scale. Most studies
in travel motivations (see Baloglu & Uysal, 19961t al, 1995; Hangin & Lee,
1999; Jamorzy and Uysal, 1994; Kiet al, 2003; Kim & Jogaratnam, 2002; Kim
& Lee, 2002; Kim & Predeaux ;Jang &Cai, 2002; KozaR00; Ohet al., 1995;
You et al, 2000) have used this scale. The difference datwhese studies was
in the number of Likert points used by the resears€hSome studies utilize a
four-point scale (Baloglu & Uysal, 1996; Ckaal, 1995; Hangin & Lee, 1999;
Jamorzy and Uysal, 1994; Jang &Cai, 2002;éDHal, 1995; Youet al, 2000),
and others a five-points scale ( Bogetrial, 2003;Jang and Wu, 2004; Kinet
al., 2003; Kim & Jogaratnam, 2002; Kim & Lee, 20027K& Predeaux, 2005;
Leeet al, 2000; Li, 2003; Pizarat al, 1997; Yilmazet al., 2005), while several
studies used a seven-point scale (Kozak, 2000; étval, 2001)). Since this
research involves an analysis of the implicit agstimns relating to outbound
tourism, it will be safer to utilize a five-pointeasurement scale. This will avoid
the possibility of a high number of respondentsséih towards choosing
“undecided” as a response to the degree of seitgitif/the question. The Likert
scale in this study ranging from 5 = strongly ageee agree, 3 = neither agree
nor disagree, 2 = disagree, 1 = strongly disagree.

5.13 Translating the Questionnaire

Saunderset al, (2003, p.300) argued thatrdnslating a questionnaire and

associated instructions into another language reggiicare if your translated or

target questionnaire is to be decoded and answeye@spondents in the way you
intended. They added that for international research,tthaslation is extremely

important if the questionnaires are to have theesamaning to all respondents.
There are a number of techniques for translatiegaihestionnaire (see Usunier,
1998).
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In this research, the questionnaire involves twsons (the Arabic version and
the English version). The questionnaire was design the English language and
then translated into Arabic since that was the uagg required for the thesis. To
obtain the equivalent version in Arabic, the preced “back translation”
suggested by Brislim (1970), Hui and Triandis (198td Usnier (1998) was
followed. To allow the comparison of the two versptwo bilingual assistants
were employed to translate the questionnaire frarglish to Arabic and from
Arabic back to English.

5.14 The Pilot Study

A pilot study is not a pre-test, but is used mammatively to assist the researcher
in developing relevant lines of questioning (Yin994). A pilot study also
provides the researcher with the opportunity tauoon particular areas that may
have been unclear previously (Janesick, 19943. diways desirable to conduct a
pilot study before collecting data (Bryman, 2004u6ders, 2003). The aim of a
pilot study is to refine the questionnaire so tiespondents will have no problems
in answering the questions and there will be ndlgras in recording the data. In
addition, the pilot study may enable researcherscdavert an open-ended
question into a closed question by determiningrérege of possible answers. It
may also enable researchers to perform a trialyaisabn pilot study sample and
hence test out all analysis procedures (Burge$H,)20To find out more about the

use of pilot studies in survey research, see Bryfg@a4 p. 159).

In this study, the pilot study for the first vensiof the questionnaire was carried

out in June, 2005. The questionnaire was applié&dtmurists.

The results of this pilot study suggested sevdnahges in the questionnaire, as

follows:

5.14.1 Items Added

The pilot study relating to part two (implicit megéis) section A (push items),
suggested the addition of four items which are:dbsaurists prefer travelling to

culturally less conservative countries; Alcohobrige of the motives that influence

149



Chapter five: Resedbdsign and Methodology

Saudi tourists' decisions to travel abroad; Praioibiof mixed (male and female)
music festivals in the country pushes Saudi tosirigt travel abroad and;
Attending cinema shows is one of the factors wigaobh Saudi tourists to travel

abroad.

The pilot study relating to part two (implicit meés) section B (pull items),
suggested adding five items which are: Saudi twurigrefer travelling to
destinations where alcohol is available; Saudi ist&ir prefer travelling to
destinations where drugs are available; Possillitgersonal and social freedom
influences the destination choice of Saudi tourigégilability of mixed music
festivals attracts a Saudi tourist to certain desitbns and; Attending cinema

shows enhances Saudi tourists’ selection of paaticlestinations.

5.14.2 Deleting Items

The results of the pilot study suggested the dwledf several items in some parts

of the questionnaire:

The pilot study of part one (explicit motives) seatA (push items), suggested
that the researcher delete the item of "just reglxbecause it is similar to the

item of "doing nothing at all".

The pilot study of part one (explicit motives) sentB (pull items), suggested that
the researcher delete the item of "Historic oldesit because it is similar to the
item of "Historical or archeological buildings aplhces".

The pilot study of part two (implicit motives) sext A (push items) suggested
that the researcher delete the item "To meet newasgartners "because it is
similar to the item "To get to know sexual partiiefs well as, the result of pilot
study suggest that the researcher should deletiéetineof "Availability of verity

of drugs" because it is similar to the item of "Aahility of different kinds of
drugs". Moreover, the result of pilot study suggestat the researcher should
delete the item of "Varieties of prostitutes sushstieetwalkers" because the item
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of "destinations that provide diverse sexual se@vlids inclusive the Varieties of
prostitutes.

5.14.3 Changing Items

The results of the pilot study suggested the dltaraof several items in some

parts of the questionnaire:

The pilot study relating to part one (explicit nvat$) section A (push items),
suggested that the researcher chang the word ftorengoy warm weather" to
"to engoy cool weather". Moreover, The pilot studlating to part one (explicit
motives) section B (pull items), suggested thatrésearcher combine two items,

“Seaside” and “Water sports”, into one item, “Spattraction”.

The pilot study of part two (implicit motives) s&wnt B (pull items) suggested that
the researcher change "Prices of brothels and stheservices” to “Destinations
that provide cheap sexual services are more atteatd Saudi tourists”. The
results of the pilot study also suggested thatitame should be divided into two.
The item "The cost of wine and drugs" needed tdibieled into two items which

are: "Destinations that provide cheap alcohol aoeenattractive to Saudi tourists

and “Destinations that provide cheap drugs are rattractive to Saudi tourists”.

5.15 Difficulties with the Study

In examining the questionnaires, the researcheywrtiered some difficulties. For
example, some participants did not want to paripin the research, some
destroyed their questionnaires, gave abusive reggomstead of answering the
questions, wrote private messages to the reseatichethe was impolite to be
asking some of the very sensitive questions, andrsoln the researcher’s
opinion, this may have been because this studyeig sensitive and addresses
issues that are unacceptable in Islamic and Sautlire. Also, it was generally
difficult to distribute the questionnaires in hoteather with high humidity
especially on the bridge between Bahrain and Satabia. At the airport it was
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much less difficult as there was air-conditionindyereas the bridge was an open

area.

5.16 Data Analysis

The analysis of quantitative data is known as $osiatistics. It is usually
accompanied by a range of statistical and analyteaminology (David and
Sutton, 2004). The data analysis involves seveagles: coding data, data entry,

analyzing data.

There are a number of specialist software appboatiavailable to support
guantitative data analysis. These include Minitals Windows, SPSS for
windows and SAS for Windows. In this study the eesher used SPSS V.13 for

Windows which uses the following statistical tecjues:

* Reliability analysis

* Frequencies and percentages
* Mean score

* Factor analysis

» Pearson correlation

*  One-way ANOVA

» Scheffe multiple range test

e T-test

» Logistic regression

* Multinomial logistic regression

5.16.1 Reliability Analysis

Reliability refers to the extent to which a measgiinstrument contains variable
errors, that is, errors that appear inconsistdrgtyveen observations either during
any one measurement procedure or each time a gar@able is measured by the
same instrument (Frankfort-Nachmias and Nachmi@®0R One of the most
commonly used reliability measures is Cronbach’'shal Cronbach’s coefficient
iIs a reasonable indicator of the internal conssteof instruments that do not
have right-wrong (binary) marking schemes, andtbas be used for both essay
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guestions and questionnaires using scales sucatiag or Likert scales (Black,
1999; Oppenheim, 1992). The variation of a compuddsha coefficient is
between 0, which denotes no internal reliabilityd a., which denotes perfect
internal reliability. Nunnalllly and Bernstein (14Precommend theoefficient
0.70, which is now the standarthis research will employ Cronbach’s Alpha to
test the reliability of several factors relatingtéarism motivation (push and pull)

and cultural factors.

5.16.2 Frequencies and Percentages

The first step in the process of analyzing categdwariables, nominal or ordinal,
is to produce a frequency count of the number sésdhat responded to each of
the variable categories (David and Sutton, 2004ankKort-Nachmias and
Nachmias 2000). It displays a frequency table fapacified variable, showing
the number and percentage of case for each vabumatly applied to categorical
variables. These are variables with a fixed nundfediscrete values (Norusis,
1994). In this research frequencies and percentagesised with variables (for
example, demographic variables such as gendertainatatus, and age) that

enable the researcher to describe the sample.

5.16.3 Mean Score

The mean, or average, is the most frequently-usedsore of central tendency
(David and Sutton, 2004; Frankfort-Nachmias andhda@as 2000), and offers a
general picture of the data without unnecessamniyndating one with each of the
observations in a dataset (Sekaran, 1992). The snpartedure is applied to
comparing averages (means) for different groupghis study, the mean scores
will be used to find the relationship between pasl pull factors of motivation

of tourists (explicit and implicit) and to find theslationship between Saudi
society culture and demographic variables of tesingith tourism motivations

(explicit and implicit).
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5.16.4 Factor Analysis

Factor analysis can be used to reduce the number@bles and discover latent
variables or factors among observed variables.ofFautalysis groups variables
with similar characteristics together. Most prex@iudies in tourism motivation
(e.g. Cheet al, 1995; Hanqgin & Lee, 1999; Jamorzy & Uysal, 1984n & Lee,
2002; Kim & Predeaux, 2005; Kozak, 2000; Jang &,@&02; Yoon & Uysal,
2005) have used factor analysis. Kaiser—Meyer—O(KiNO) statistics will be
employed to decide whether it is appropriate to aufactor analysis. These
statistics take values between 0 and 1. Dataarsidered appropriate for factor
analysis if the KMO values approachid.this study, principal components factor
analyses will be employed for the push and pullivatibnal items and for the
Saudi society cultural items as expressions to tiyeiseparately underlying
dimensions associated with Saudi culture and Senadiivations for travelling to
foreign destinations. An OBLIQUE rotation, the mastmmon choice in the
rotation method, will be used since it generallgvpdes easier interpretation and
the resulting factors will be expected to be uttian the subsequent multivariate
analysis (Hairet al, 1998). According to Kaiser's (1974) criteriomly factors
with eigenvalues greater than 1 will be retainedd @nly items with factor
loadings and communalities of greater than 0.50 kel included in the final

factor structure.

5.16.5 Pearson Correlation

There are various statistical techniques that altegearchers to measure the
extent to which two variables are associated byngles summarizing measure.
Such measures of relationship, often referred tooaelation coefficient, reflect
the strength and the direction of association betwibe variables, and the degree
to which one variable can be predicted from theso{frrankfort-Nachmias and
Nachmias 2000). It ranges from +1 to -1. A corielabf +1 means that there is a
perfect positive linear relationship between vdaapa correlation of -1 means
that there is a perfect negative linear relationg&i@tween variables, and finally, a
correlation of 0 means that there is no relatigndi@tween variables (Frankfort-
Nachmias and Nachmias 2000). Pearson correlatibroviused in this study to
find:
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1- The relationship between push and pull factorsoofrists’ motivation
(explicit and implicit).
2- The relationship between Saudi societal culture @uh and pull factors

of tourists’ motivations (explicit and implicit).

5.16.6 One-way ANOVA

One-way ANOVA (analysis of variance) is used ta t@kether three or more
groups are different. ANOVA analyses the variatiathin and between groups of
data by comparing means (Hairal, 1998).. The F ratio or F statistic represents
these differences. Hays (1994) lists some assungtizat need to be met before
using one way ANOVA (for example each data valuadependent and does not
relate to any of the other data values). One-wayDAXN was used in this study to
identify the differences in the motivation of theutists in terms of the
demographic characteristic of tourists that hadertban two categories, such as

age, income and education.

If the results of ANOVA were significant (p<0.05, post-hoc analysis with a
Scheffe method was conducted to identify differeneenong the factors of
motivation of the tourists related to their demquiia characteristics.

5.16.7 Scheffe Multiple Range Test

Scheffe multiple tests can be used to determine silgeificant differences
between group means in an analysis of variancengefthe Scheffe multiple
range test is a more commonly-used comparison thlaer multi-comparative
procedures (Miller, 2002).

5.16.8 T-test

The T-test is the most commonly-used method touswal the differences in
means between two groups (Hairal, 1998).. In this study the T-test analyses
were used to identify the differences in the mdtora of the tourists in term of
the tourists’ demographic characteristics that tialy two categories, such as

gender and marital status.
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5.16.9 Logistic Regression

Logistic regression is used to model non-continuoesponse variables (an
ordered or unordered categorical variable) (Moutiamd Hutcheson, 2004). In
this study, three logistic regressing (logit) madedll be tested to find out what

factors contributed to determining each destinadsna travel region (see Jang
&Cai, 2002). The binary dependent variables inltiget models are the choice of
a specific destination (will code 1 in the analysisrsus the choice of the other
destinations (will code 0), for example, Bahrain men-Bahrain in the Bahrain

model. The logit model can also be specified ds\id:

Prly = 1] x.) = explb, +bx, +0,%, +....+b )
1+ exr(bo +hbx +b,X, +.....+ b xn)

where; Pr(y =1 xn)= the probability of the event occurring given the
effects of the explanatory variable,

exp = is the base of the natural logarithms (erekponent)

b,= the slope coefficients corresponding to the apate explanatory
variable, x,

X, = the explanatory variables involved in the regi@s

5.16.10 Multinomial Logistic Regression

Multinomial logistic regression is an extensiontlé logistic regression model.
This model allows each category of an unorderegomese variable to be
compared to a reference category; this providesmber of logistic regression
models. According to Moutinho and Hutcheson (20@4¢, multinomial logistic

regression procedure outputs a number of logigigression models that make

specific comparisons.

In this study, multinomial logistic regression whkken used to make a comparison
between the destinations under study (Bahrain, Eggd France) relative to the
influence of tourism motivations, cultural factaad demographic variables on

the decisions of tourists.
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In analysing the interviews, the researcher usaatéd Analysis of the interview
transcripts in order to identify the motivationshiv&l outbound tourism of Saudi
tourists and their views on Saudi societiis technique has been employed to
describe in a systematic manner both the form hadcontent of written or oral
material (Sommer, and Sommer. 2002). It may alsedem as representative of a
more ‘linguistically oriented’ approach to qualitet research (Miles and
Huberman (1994). Each interview transcript was ys® manually, in order to
be able to clarify themes and patterns and permiivations to be revealed using
the ‘constant comparison’ method (see Janal, 2000; Johns, and Gyimothy,
2002; Strauss and Corbin, 1990). New ideas andepisavere compared with
others that appeared from the data to identify reéninderlying themes or
categories. These categories of motivations woudd dobject to in-depth
exploration in the course of subsequent interviand the following stage of the

research.

5.17 Summary

After investigating the qualities of the qualitaiand quantitative approach, the
researcher decided to use the two approaches iphases. In the first phase, the
researcher will use quantitative approach (questoas), in the second phase the
researcher will use the qualitative approach (unesvs). This will help to validate

the result of the first stage. The reasons forgidie two approaches are diverse.

The population of the study comprises Saudi outddonrists who have booked
to travel to the three destinations of study (Bahr&gypt and France). The
sample size was 600 tourists, divided equally fcheof the three destinations.
The number of cases for qualitative phase will bgarticipants. Quota sampling
was used to represent the population of the relsdarcquantitative phase), and
snowball sample techniques in qualitative phasegtrestionnaire will be used to
collect data in the first phase and the interviawsthe second phase. The
guestionnaires were divided into four parts basedhe variables and research
iIssues to be addressed. The measurement varialgléseapilot study was used to

build the final questionnaire. The researcher eggaofactor analysis and other
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useful techniques like the T-test, ANOVA, Pearsomraation, and logistic and
multinomial regression, to investigate differensues and answer specific
research questions. For the analysis of the irdeuw, the researcher used Content
analysis of transcripts of the interviews to idgntthe motivations behind
outbound tourism of Saudi tourists and their omsi@bout Saudi society. Each
transcript of an interview was analyzed manuathybé able elucidate themes and
patterns and allow motivations to be uncoveredgugiie ‘constant comparison’

method.
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CHAPTER SIX: FINDINGS: TOURIST MOTIVATIONS OF
OUTBOUND TOURISM (EXPLICIT AND IMPLICIT)

6.1 Introduction

As mentioned in chapter 1, this research aims vestigate the ‘push’ and 'pull’
motivations (explicit and implicit) that drive Saudurists to go abroad, and to
examine the nature of the relationship between pasth pull factors. Since
previous studies have investigated the motivatimheutbound tourism in non-
Muslim countries (see chapter 3), there has beltlaof attention among the
researchers to investigate the motivations of autdaourists (especially implicit
motives) in Islamic countries. Therefore, this deamims to fill this gap and to
contribute to the literature on tourism motivatidnsinvestigating the 'push’ and

‘pull’ motivations (explicit and implicit) of Sduoutbound tourism.

Factor analysis is used to find latent variablesfactors among observed
variables. In other words, if the data contains ynaariables, factor analysis is
used to reduce the number of variables throughpjnguariables that are related
to the same theoretical concept (latent varialdggther. Thus by using factor
analysis we can produce a small number of factatent variables) from a large
number of variables, which are capable of explgrire observed variance in the
larger number of variables. The reduced factorsuaesl for further analysis of

causal relationships.

The use of factor analysis involves three stages:

1. The first step which usually researchers start visthto determine the
appropriateness of running a factor analysis. Theasures used to
determine factor analysis use appropriateness eesn proposed by
Kaiser (1974) and are based on an index that caspeorrelation and
partial correlation coefficients (these measuresasfipling adequacy are
also known by statisticians as Kaiser—-Meyer—Olkin, KMO statistics
KMO statistics take values between 0 and 1. Whenvidues are High
(approaching 1) then the sum of the correlatiorffments are relatively
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large compared to the sum of the partial corratatioefficients. This
suggests a pattern of correlation in the data ooinig the appropriateness
of using factor analysis. On the other hand, if gwen of the partial
correlation coefficients is relatively large comga@rto the correlation
coefficients, the relationships in the data areljiko be quite diffuse. This
suggests a situation where it is unlikely thatwthgables will form distinct
factors. Table 6-1 presents details of how KMO istias can be

interpreted

Table 6-1 : Interpretation of the KMO Statistics

in the .90’s Marvellous
in the .80’s Meritorious
in the .70’'s Middling

in the .60’s Mediocre

in the .50’s Miserable
below .50 Unacceptable

Resource Kaiser, 1974.

. The second procedure involves a factor extractromfthe correlation
matrix that is customarily based on the correlatemefficients of the
variables. The goal of factor extraction is to detiee the factors needed
to represent the data. The method to be used fiéhenciple Components

Analysis

. Thirdly, the researcher chooses a rotation methadder to maximize the
relationship between the variables and some offabrs. The rotation
can be used to transform the factors to make theare neasily

interpretable.

As a general rule, for factor analysis the numbiderbservations should be at least

four or five times the number of the variables ¢oamalysed (Hair et al., 1987). In

the current study, n = 486 and the push motivatbrexplicit scale analysed

contains 5x24=120 variables. The pull motivation&lexplicit scale analysed

contains variables (5x15=75 variables), the pushivaimon of implicit scale
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analysed contains (5x12=60 variables), the implill motivational scale
analysed contains (5x13=65 variables) and the reulsgale analysed contains
(5%22= 110 variables). This suggests that the dstheo factor analysis in this

study is within the guidelines.

6.2 Explicit Motives

6.2.1 Push Motives

Before proceeding to explore the underlying patt@ithe tourism motivations, a
Kaiser—-Meyer—Olkin measure of sampling adequacylbesn used to determine
the appropriateness of principal components arglgata reduction procedure)

for the motivational variables.

The estimates of KMO statistics of 0.849, which cha described as
"Meritorious” (Hair et al 1995; Kaiser, 1974), iodied that the data of section (a)
of part one of the questionnaires (push items @lieik motives) is suitable for
factor analysis. AlR4 items included in the initial analysis had a fadtmading
above 0.5 "very significant” (Hair et al 1995), andre retained for subsequent
analysis (Stevens, 1996). Most of the factor logslinvere greater than 0.60,
indicating a good correlation between the items #ma factor grouping they
belong to. In addition, all items were loaded hygbhly on one factor and were
not split-loaded on another factor above (0.35f@ggested by Gorsuch (1974)
and Leary (1995).

Principal components analysis with OBLIQUE rotatisnggests that seven
factors may be extracted from the data (eigenvaideand above) and 24 items
were retained under the seven factors which expBin9% of the variance in the
data set. The first factor accounts for 24.1% ef vhariance, the second 11.5%,
the third 6.9%, the fourth 5.6%, the fifth 5.0% #igth 4.6% and the seventh is
4.1%. None of the remaining factors is significé@ge Table 1 in Appendix B).

Reliability analysis (Cronbach's Alpha) was caltedato test the reliability and
internal consistency of each factor. The alpha fmeits for five factors were

above 0.7. These coefficients were higher tharstaedard estimates of 0.70 as
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recommended by Nunnally and Bernstein (1994). Terdicorrelation for the

sixth factor was (0.341) which was significantts tOO0I level.

The factors were labelled according to the commnaf the items loading on

each factor, and they were labelled as followsapscprestige, social and sport,

experience and excitement, enjoying natural reesytknowledge, and relaxation.

Table 6-2 illustrates the result of the factor gsial of travel motivations (push

factor) of Saudi outbound tourists.

Table 6-2 : Push Factors of Explicit Motivation of SaudiOutbound Tourists

. Eigen Variance Reliabilit
Push factors Loading Vaﬂue Explained Anal sig
Factor 1. Escape 5.8 24.1 0.77*
Getting away from the demands of home .62
Having a change from a demanding job 71
Escaping from everyday life T7
Relieving boredom 74
Having fun, being entertained .67
Factor 2: Prestige 2.8 115 0.79*
Visiting places my friends have not been .70
Visiting places my family is originally from .63
Going to places my friends want to go .82
Talking about the trip after returning home .68
Factor 3: Social and Sport 1.7 6.9 0.78 **
Visiting friends and relatives .61
The family can be together 74
Meeting people with similar interests .56
Watching sports events .59
Participating in sport 71
Factor 4: Experience and Excitement 1.3 5.6 0.72*
Meeting new people .53
Trying new food .66
Finding thrills or excitement T7
Being daring and adventurous 71
Factor 5: Enjoying Natural Resources 1.2 5.0 0.72 **
Enjoying the cool weather .65
Visiting national parks/ forests .85
Enjoying rural countryside .78
Factor 6: Knowledge 1.1 4.6 0.341*
Seeing and experiencing a foreign destination | .73
Learning new things or increasing knowledge | .80
Factor 7: Relaxation 91 1.0 4.1 (n/a)
Doing nothing at all
Total varianceexplained 61.9%

* Pearson Correlation
** Reliability alpha
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From the previous tabléactor 1, the escape factor, explain2d.1 percent of the
variance with an eigenvalue 5f8. All motives that made up this factor grouping
reflected the desire to get away and experiendeaage from routine. This factor
is composed of five items ‘getting away from thend@ds of home', 'having a
change from a demanding job’, 'escaping from ewryde’, 'relieving boredom'

and 'having fun, being entertained'.

The reliability alpha of this factor .77, slightly less than the (0.80) Cronbach
Alpha for this factor in Jang and Cia’s (2002) stuand higher than the value of
0.70 in Kim et al's (2005) Study. The reliability tnis factor was confirmed by
the Pearson inter-correlation of the items inclugethis factor, which were all
significant at 0.001 level, (see Table 6.3). Th&ltcorrelation for all items is
higher than 0.3, which is a relatively good indazafsee Field, 2005). The values
in the column labelled ‘Alpha if items are deleteddicate that none of the items
here would increase the reliability if they werdetled because all values in this

column are less than the overall reliability of 0.7

Table 6-3 : Confirming the Reliability of the Escape Faabr

Corrected Cronbach's Pearson Correlation
Statements item-Total Alpha if Item
Correlation Deleted
Getting away from the demands
1 of home .50 .75
5 Having a change from a 51 74 34
demanding job
3 | Escaping from everyday life .64 .69 49 47
4 | Relieving boredom .62 .70 41 41 55
5 | Having fun, being entertained A7 .75 27 .33 .37 .48

Factor 2, the prestige factpis loaded with four items, and accounts 1dr.5
percent of the variance in the datath an eigenvalue d2.8. The four items are:
'visiting places my family is originally from'going to places my friends want to
go', 'visiting places my friends have not been' dalking about the trip after

returning home'.
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This factorhad a reliability alpha of 0.79his value is slightly lower than the
value of the Cronbach Alpha of Hangin and Lam’s9@)Sstudy which is 0.80, but
it is higher than the value of Cha et al's (199%idyg (0.65) and of Jamrozy and
Uysal’'s (1994) study (0.58). The reliability of shfactor was confirmed by the
Pearson inter-correlation of the items includedthrs factor, which were all
significant at 0.001 level (see Table 6.4). In &ddj the total correlation for all
items is higher than 0.3, which is a good indicdkeeld, 2005). The values in the
column labelled ‘Alpha if items are deleted’, inalies that none of the items here
would increase the reliability if they were delet&dis indicates that all items are
contributing positively to the overall reliability.

Table 6-4 : Confirming the Reliability of the Prestige Fator

Pearson
Correlation

Corrected Cronbach's
Statements item-Total Alpha if ltem

Correlation Deleted

1 | Visiting places my friends have not been .57 74
5 ]}/lsmng places my family is originally 59 74 45
rom
3 | Going to places my friends want to go .61 .73 48 .50

Talking about the trip after returning

home .60 .73 A7 .49 .50

Factor 3, the social and sport factor, contains five itemd axplaing.9 percent
of the variance in the data, with an eigenvalud.@ The items associated with
this factor deal with social and sport values idaotg, ‘visiting friends and
relatives’, ‘the family can be together’, ‘meetipgople with similar interests’,

‘watching sports events' and ' participating inrspo

The reliability alpha of this factor is 0.78. & higher than the value of the
Cronbach Alpha for this factor in Cha et al’'s (1p9&idy (0.73), in Jamrozy and
Uysal’s (1994) study (0.72), in Jang and Cai's @0§tudy (0.61) and in Kim and
Jogaratnam’s (2002) study (0.57). To further exantine internal consistency, the
reliability of this factor was confirmed by the Psan inter-correlation for the
items included in this factor. They were all siggaht at 0.001 level (see Table 6-

5). The total correlation for all items is highah 0.3, which is relatively good,
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according to Field, (2005). The values in the caldabelled ‘Alpha if items are
deleted’ indicate that none of the items here waonddease the reliability if they
were deleted, because all the values in this colamenless than the overall
reliability (0.78)

Table 6-5 : Confirming the Reliability of the Social andSport Factor

Corrected | Cronbach's Pearson Correlation
Statements item-Total | Alphaif Item
Correlation Deleted
1 | Visiting friends and relatives 48 .76
2 | The family can be together .50 .75 .38
3 | Meeting people with similar interestg .54 74 .38 .43
4 | Watching sports events .61 71 39 .33 .39
5 | Participating in sport .62 71 32 .37 42 .67

Factor 4, theexperience and excitemdiatctor, contains the four items which are
employed to explain this factor. They include, 'tmeenew people’, 'trying new
food', ‘finding thrills or excitement' and 'beingrohg and adventurous'. This
factor accounts fob.6 percent of the variance in the data with an eigemvaf
1.3

The reliability alpha of this factor is 0.72, which lower than the value of the
Cronbach Alpha reported by Hangin and Lam’s (1998yly (0.88), and higher
than the value of 0.69 reported by Cha et al's $}9%&udy. To confirm the
reliability of this factor, the Pearson inter-cdateon of the items included in this
factor was done, and they were all significant.@0Q level (See Table 6-6). The
total correlation for all items is higher than OMhich is a good statistical
indicator (Field, 2005). Furthermore, the valueghe column labelled ‘Alpha if
items are deleted’ indicate that none of the itemese would increase the
reliability if they were deleted, because all valuie this column are less than the

overall reliability (0.72).
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Table 6-6 : Confirming the Reliability of theExperience and Excitement Factor

Cronbach's

Alpha if tem | Pearson Correlation
Deleted

Corrected item-
Statements Total

Correlation

1 | Meeting new people 42 71

2 | Trying new food 51 .65 41

3 | Finding thrills or excitement .58 .61 .32 .40

4 | Being daring and adventurous .53 .64 .26 .38 .56

Factor 5: enjoying natural resources explaim$ percent of the variance with an
eigenvalue ofl.2 This factor contains three items which are, @ng the cool

weather', 'visiting national parks/ forests ', &gimg rural countryside'.

The reliability alpha of this factor is 0.72. Tortlheer examine the internal
consistency, the reliability of this factor is confed by the Pearson inter-
correlation of the items included in this factohieh are all significant at 0.001
level (See Table 6-7). The total correlation fdriteims is as well higher than 0.3,
which is statistically a good indicator (see Figl@05). Furthermore, the values in
the column labelled ‘Alpha if items are deleteddicate that none of the items
here would increase the reliability if they werdetied except the item "enjoying
the cool weather". Deleting this item would incredise value from 0.72 to 0.73.
Despite this increase, it was decided to keepritvio reasons: firstly, the increase
is not dramatic and both values reflect a reasenatdgree of reliability.
Secondly, this item reflects the desire to enjogl aeeather, which is considered
important for Saudi tourists (see Al-Ghamdi, 19B6gary, 2002)
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Table 6-7: Confirming the Reliability of the Enjoying Natural Resources factor

Corrected Coronbach Pearson
oronbach's ;

Statements item-Total | Alpha if ltem Correlation

Correlation Deleted

1 2

1 | Enjoying the cool weather .45 .73
2 | Visiting national parks/ forests .63 51 46
3 | Enjoying rural countryside .53 .63 .34 .56

Factor 6, the knowledge factor, explaink6 percent of the variance with an
eigenvalue ofL..1 The two motives that made up this factor groupeftected the

desire to increase knowledge: 'seeing and expemigne foreign destination’,
'learning new things or increasing knowleddeven with only two items kept, the
factor is reasonably reliable, as confirmed by Bearson correlation of 0.34,

which is statistically positive and significantG01 level.

Factor 7, the relaxation factor, includes just one itenojrig nothing at all'. This
factor accounted fo4.1 percent of variance with an eigenvalueldd. Because
this factor contains just one item, it becomesidaiff to assess its reliability, as
reported by Ryan and Bonfield, (1975); it was thee decided to drop this

factor from further analysis.

Although the order of the factors and the itemslilog on each factor are on some
occasions different from those reported in otherdists, the factor structure
remains essentially the same, with the factors gmgrhere similar to those

appearing in previous studies (see chapter three).

6.2.2 Pull Motives

Factor analysis was used to group 15 destinatiwibates (pull items) into a set
of underlying dimensions, which would indicate tgeneral concerns about

destination attributes when selecting the leistaeel destination.

The Kaiser-Meyer-Olkin (KMO) measure of samplingg@dacy indicated that the

15 items sampled were adequate for factor analygib, the KMO measure=
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.863, which can be described as "Meritorious” (Hdimal, 1995; Kaiser, 1974).
The 15 attributes were analyzed by factor analyste OBLIQUE rotation to
group the polarized attributes into a manageabiebau of factors. All 15 items
included in the initial analysis had a factor loagliabove 0.5, which is "very
significant” according to Hairet al, (1995) study and were retained for
subsequent analysis (Stevens, 1996). Most of tterfeoadings were greater than
0.60, indicating a good correlation between theng#eand the factor grouping to
which they belong. All items were loaded highly @my one factor and were not
split-loaded on another factor above 0.35 as swgddsy Gorsuch (1974) and
Leary (1995).

Four factors with eigenvalues of 1.0 or above wextracted and 15 attributes

were retained under the four factors; this expl&@a$% of the variance in the

data set. The first factor accounts for 36.0% ef\tariance, the second 12.5% the
third 8.4%, the fourth 7.6%, all the remaining @ast are not significant (See

Table 2 in Appendix B).

For the reliability analysis, Cronbach’s Alpha wased to test the internal
consistency of each factor and the factors' oveedithbility. The result indicates
that the alpha coefficient for the total factorsswa87, and three factors were
internally consistent with the Cronbach's Alphagiag from 0.72 to 0.89. The

Pearson correlation for the fourth factor was 0.467

Table 6-8 presents the factor loading and corredipgnpull motivation items
which emerged after the OBLIQUE rotation. Thesengewere the attractiveness
of the 'expenditure factor', the '‘outdoor actigtfactor', the 'natural and historical

factor', and the 'weather and environment factor'.
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Table 6-8 : Pull Factors of Explicit Motivation of Saudi Outbound Tourists

Variance Reliability

Pull factors Loading explained Analvsis
Factor 1: Expenditure 54 36.0% 0.89**
Cost of trip 0.83
Accommodation budget 0.87
Cost of tourist goods and services 0.87
Cost of public transportation 0.76
Factor 2: Outdoor Activities 1.9 12.5% 0.79
Outdoor activities are available 0.79
Availability of campgrounds and trailer parks 0.78
Availability of activities for the entire family 0.57
Sports attractions 0.69
Factor 3: Natural /Historical 1.3 8.4% 0.72 **
Possibility of seeing outstanding scenery 0.64
Local festivals 0.61
Interesting/ friendly local people 0.65
Destinations which have historical attractions 0.63
A good standard of hygiene 0.63
Factor 4: Weather and Environment 1.1 7.6% 0.467*
Nice weather 0.83
Environmental quality 0.68
Total varianceexplained 64.5%

* Pearson Correlation
** Reliability alpha

Factor 1 relates to the costs of travelling overseas ssc¢ltha cost of the trip, the
accommodation budget, cost of tourist goods anglice= and cost of public
transportation. It has been labelled "expenditurBtiis factor explains 36.0

percent of variance in the data, with an eigenvafug4.

The reliability alpha of this factor is 0.89. Thialue is higher than the Cronbach
Alpha for this factor as reported by Hangin and L@@99) (which is 0.82) and
that reported by Jamorozy and Uysal (1994) (wh&ch.64). To further examine
the internal consistency, the reliability of thecfor is confirmed by the Pearson
inter-correlation of the items included in thisttac They were all significant at
0.001 level (See Table 6-9). Furthermore, the todatelation for all the items is
higher than 0.3, which is a good indicator as sstggke by Field (2005). The
values in the column labelled ‘Alpha if the Itenre aeleted’, indicates that none
of the items here would increase the reliabilitthéy were deleted. These suggest
that all the items are positively contributing e toverall reliability
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Table 6-9: Confirming the Reliability of the Expenditure Factor

Corrected Cronbach's | Pearson Correlation
Statements item-Total Alpha if Item
Correlation Deleted
1 | Cost of trip .75 .86
2 | The accommodation budget .82 .83 .76
3 | Cost of tourist goods and services .80 .84 .68 T7
4 | Cost of public transportation .66 .89 .55 59 .64

Factor 2, the outdoor activities factor, contains four iternsd explainsl2.5
percent of the variance with an eigenvaluel& The four items are: ‘outdoor

activities are available', 'availability of campgmals and trailer parks',
availability of activities for the entire familyhd ' sports attractions'.

The reliability alpha of this factor is 0.79. Thialue was higher than the
Cronbach’s Alpha for this factor reported by Jand €ia (2002) (with a value of
0.61). To support the reliability of this factohet Pearson inter-correlation if the
items included in this factor had been estimatedl they were all significant at
0.001 level (See Table 6-10). Additionally, théatacorrelation for all items is
higher than 0.3. This is a good indicator, as glds (2005) study. Furthermore,
the values in the column labelled ‘Alpha if Itemie deleted’ indicate that none of
the items here would increase the reliability éyhwere deleted, because all the

values in this column are less than the overakdity of 0.79

Table 6-10: Confirming the Reliability of the Outdoor Activities Factor

Corrected Pearson

item-Total Cronbach's Correlation
lati Alpha if ltem
Correlatio Deleted

n

Statements

1 | Outdoor activities are available .62 72
Availability of campgrounds and trailer

2 parks .68 .69 .60

3 Avalllablhty of activities for the entirg 55 76 41 54
family

4 | Sports attractions .55 .76 A48 47 .40
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Factor 3, the natural and historical factor explains 8.4 pet®f the variance in
the data set with an eigenvalue of 1.3. This faatcludes five items that are
related to the natural and historic resources déstination. The five items are,
‘possibility of seeing outstanding scenery', ‘lofastivals’, ' interesting and
friendly local people', 'destinations, which havstdrical attractions' and 'a good

standard of hygiene'.

The reliability alpha of this factor is 0.72. Thsslower than the Cronbach Alpha
for this factor as reported by Jang and Cia (2q@&h a value of 0.78) and the
other reported by Hangin and Lam (1999) (with augadf (0.73)). Additionally,
the Pearson inter-correlation if the items includethis factor had been estimated
to support the analysis of the reliability of tféstor. They were all significant at
the 0.001 level, (See Table 6-11). Estimates ferttital correlation for all the
items are higher than 0.3 and are statisticallyeafpg as suggested by Field
(2005). Furthermore, the values in the column ledefAlpha if Items are
deleted’ indicate that none of the items here waniddease the reliability if they
were deleted because all values in this columremsethan the overall reliability
of 0.72

Table 6-11: Confirming the Reliability of the Natural and Historical Factor

Corrected | Cronbach's Pearson Correlation
Statements item-Total | Alpha if Item
Correlation Deleted
1 Possibility of seeing outstanding 36 7
scenery ) )
2 Local festivals 51 .65 .29
3 | Interesting/ friendly local people .53 .64 .22 45
Destinations which have historical
4 attractions 51 65 .26 38 38
5 | Agood standard of hygiene A7 .67 .27 .30 .38 .39

Factor 4, the weather and environment factor, accounts #d percent of the
variance in the datsetwith an eigenvalue of.1 This factor contains two items
which are 'nice weather', and 'environmental quality’. Ther§@acorrelation for
this factor is .47, which is positive and has a imedeffect (See Field, 2005).
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According to the rank of the factors, the findingsthis research are somewhat
different from other studies (see chapter three).éxample, expenditure was the
second factor perceived by Chinese tourists (Haaqish Lam 1999), the fourth
factor perceived by Hong Kong tourists (Zahangle2(®4) and the fifth factor
perceived by German tourists (Jamrozy & Uysal, 1994

6.3 Implicit Motives

6.3.1 Push Motives

The principal component factor method with OBLIQU®&ation was used to

generate the factors underlying the 12 travel nestiof Saudi outbound tourism.
The Kaiser-Meyer-Olkin (KMO) measure of samplinggegdacy aims to examine
if the strength of the relationship among variabgekrge enough to proceed for
the estimation of a factor analysis. It was 0.948d can be described as
"Marvelous" (Hair et al 1995; Kaiser, 1974), indiog that the data of section (a)
of part two of the questionnaires (push items dflioit motives) seemed suitable
for factor analysis. All 12 items included in thaeitial analysis had very

significant factor loadings (Hair et al 1992) (abo®.5) and were retained for
subsequent analysis (Stevens, 1996). Most of tterféoadings were greater than
0.60, indicating a good correlation between thengeand the factor grouping to

which they belong.

Principal components analysis suggests that twtofsanay be extracted from
the data set (with eigenvalues above 1) and 12iteare retained under the two
factors which explained 69.7% of the variance iae ttata set. The first factor
accounts for 59.6% of the variance, the secondifaexplained 10.1% of the

variance (See Table 3 in Appendix B).

Reliability analysis (using Cronbach's Alpha) wascualated to test the reliability

and internal consistency of each factor. The atigedficients for each of the two

factors are 0.95 and 0.76. These coefficients Wwigfieer than the standard of 0.70
that has been recommended by Nunnally and Berngi@d#).
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These factors were labelled according to the strerdg the loadings of the
variables (Hairet al, 1995). They were labelled as "Alcohol and Sesirds” and
"Fun and Freedom desires". Table 6-12 illustratesrésult of the factor analysis

of travel motivations (push factor) of Saudi outbduourists.

Table 6-12: Push Factors of Implicit Motivation of SaudiOutbound Tourists

. Eigen Variance Reliabili

Push factors Loading Vaglue explained Alhaty
Factor 1: Alcohol and Sex desires 7.2 59.6% 0.95
Saudi tourists prefer travelling abroad to getriow 62
people of the opposite sex. )
Some Saudi tourists prefer travelling abroad tvce
for a romantic relationship

The desire for clandestine sex is considered tniee
of the motives that drive Saudi tourists to go alréor 72
tourism.

A Saudi tourist considers travelling abroad as@dgo
chance to visit prostitutes

Alcohol is one of the motives that influence Saudi
tourists' decisions to travel abroad.

A Saudi tourist prefers traveling abroad to find
interesting and special wines and/or spirits.

The desire to drink wines and/or spirits in puligesb
Saudi tourists to travel abroad for tourism.

A Saudi tourist considers travelling abroad as@dgo
chance to enjoy the taste of different wines and/or .92
spirits.

With its strict prohibition, the desire to try dsig one 83
of the motives of outbound tourism of Saudi towrist )
Factor 2: Fun and Freedom desires 1.2 10.1% 0.76
Saudi tourists prefer traveling to culturally less 60
conservative countries )
Prohibition of mixed (male and female) music fealsv 80
in the country pushes Saudi tourists to travel afbro )
Attending cinema shows is one of the factors thic
push Saudi tourists to travel abroad

Total varianceexplained 69.7%

.64

73

.82

.88

.93

.80

Factor 1, the Alcohol and Sex desires factor explaéd@st percent of the variance
with an eigenvalue of7.2. Most motives that made up this factor grouping
reflected the implicit desire of some Saudi tosrigi have illicit sex and drink
alcohol, both of which are prohibited in Saudi Aeabor religious reasons. This
factor is comprised of nine items: 'Saudi tourggtsfer travelling abroad to get to
know people of the opposite sex’, 'some Saudigtaugrefer travelling abroad to
search for a romantic relationship’, 'the desirecfandestine sex is considered to
be one of the motives that drive Saudi touristgdabroad for tourism’, 'a Saudi
tourist considers travelling abroad as a good ahémwisit prostitutes'alcohol is
one of the motives that influence Saudi tourisegisions to travel abroaca

Saudi tourist prefers travelling abroad to fincenesting and special wines and/or
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spirits, 'the desire to drink wines and/or spirits in pubses Saudi tourists to
travel abroad for tourism "a Saudi tourist considers travelling abroad g®ad
chance to enjoy the taste of different wines andiprrits;, 'with its strict
prohibition, the desire to try drugs is one of thetives of outbound tourism of

Saudi tourists

The reliability alpha of this factor is 0.95. Thialue is confirmed by the Pearson
inter-correlation of the items included in thisttag which were all significant at
the 0.01 level (See Table 6-13). The total coti@ia for all the items were
higher than 0.3, which is statistically significaisee Field 2005). Furthermore,
the values in the column labelled ‘Alpha if thentte are deleted’, indicate that
none of the items here would increase the relighiflithey were deleted because

all values in this column are less than the oveedithbility (0.95).

Table 6-13: Confirming the Reliability of the Alcohol and Sex Desires Factor

Corrected | Cronbach’s Pearson Correlation
Statements item-Total

Alpha if
Item
Deleted

Correlation

Saudi tourists prefer travellin
1 | abroad to get to know peop
of the opposite sex.

.76 .94

D e

Some Saudi tourists prefe
2 | travelling abroad to search fq
a romantic relationship

=

.74 .94 .76

=

The desire for clandestine sé
is considered to be one of th
3 motives that drive Saudi .81 .93 .70 073
tourists to go abroad fo
tourism.

D X

A Saudi tourist consider
4 | travelling abroad as a goo
chance to visit prostitutes

o

.81 .93 .69 .69 .85

Alcohol is one of the motive
5 that influence Saudi tourist$' .81 .93 62 .60 .68 .72
decisions to travel abroad.

A Saudi tourist prefers
6 travelling abroad to find

interesting and special wings
and/or spirits

.85 .93 62 61 .70 .69 .84

The desire to drink wine
7 and/or spirits in pubs drive

Saudi tourists to travel abroa
for tourism

.81 .93 .60 55 61 .63 .70 .80

[SIAZ AN

A Saudi tourist considers
8 travelling abroad as a good

chance to enjoy the taste ¢
different wines and/or spirits.

.80 .93 61 57 60 .58 .69 .81 .86

=

With its strict prohibition, the
9 desire to try drugs is one of th

motives of outbound tourism
of Saudi tourists

[0

.65 .94 A7 44 50 51 55 61 .67 .86
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Factor 2, the Fun and Freedom desires factor explains 10rtepe of the
variance with an eigenvalue of 1.2. This factortaors three items which are:
‘Saudi tourists prefer traveling to -culturally lessonservative countries’,
‘prohibition of mixed (male and female) music feals in the country pushes
Saudi tourists to travel abroad', and ‘attendingma shows is one of the factors
which push Saudi tourists to travel abroad '.

The reliability alpha of this factor is 0.76. Tondsm the reliability of this factor,
the Pearson inter-correlation of the items includedthis factor has been
estimated, which were all significant at 0.001 lef&ee Table 6-14). The total
correlation for all the items is higher than 0.3ieth is a good indicator (see
Field, 2005). Furthermore, the values in the coldaielled ‘Alpha if Items are
deleted’, indicate that one item ‘Saudi touristefer travelling to culturally less
conservative countries’ will increase the relialilfrom 0.75 to 0.80 if it is
deleted. Therefore, it has been decided to drop il@m and the Pearson

correlation has been obtained. The Pearson caarlistpositive and high (.67).

Table 6-14: Confirming the Reliability of the Fun and Freedom Desires Factor

Pearson
Corrected Cronbach's Correlation

Statements item-Total Alpha if ltem

Correlation Deleted
1 2

Saudi tourists prefer travelling fo
culturally less conservative countries

Prohibition of mixed (male and femalg)
2 | music festivals in the country pushes .66 .58 43
Saudi tourists to travel abroad
Attending cinema shows is one of the
3 | factors which push Saudi tourists [to .64 .60 40 .67
travel abroad

.46 .80

In summary, the first factor of "Alcohol and Sexsites” captured9.6percent of
the variance. This goes a good deal towards exptanhy some Saudi tourists
travel abroad. These results are similar to thaeltesf pervious research which
found sex motive and alcohol motive drive tourfsten several country to travel
for tourism (see chapter three).
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6.3.2 Pull Motives

To examine the dimensions underlying the pull facto principal component
factor analysis with OBLIQUE rotation has been utaleen. The calculation of
the Kaiser-Meyer-Olkin (KMO) measure of samplingeqdacy was 0.918 which
can be described as "Marvelous" (Hair et al 199&is&r, 1974). This indicates
that the data of section (b) of part two of thesjiomnaires (pull items of implicit
motives) seemed suitable for factor analysis. Allittms included in the initial
analysis had factor loadings which are very sigaiit (Hair et al 1992) (above
0.5) and were retained for subsequent analysiv€¢B8se 1996). All of the factor
loadings were greater than 0.70, indicating a gomdelation between the items
and the factor grouping to which they belong. Adms were loaded highly on
only one factor and were not split-loaded on anotfaetor above 0.35 as
suggested by Gorsuch (1974) and Leary (1995).

Principal components analysis suggests that tlfae®rs may be extracted from
the data set (eigenvalues above 1) and 13 items ve¢ained under the three
factors which explain 81.6% of the variance in tteda set. The first factor
accounts for 59.7% of the variance, the secondifagkplains 13.7% of the
variance and the third factor explains 8.2% of taiance (see Table 4 in
Appendix B).

Cronbach’s Alpha was used to test the reliabilitg aaternal consistency of each
factor, the result indicating that the alpha caééfit for three factors ranged from
0.87 to 0.95. These coefficients were higher thiae standard of 0.70 as
recommended by Nunnally and Bernstein (1994).

The factors were labelled according to the strengfithe loading of the variables
(Hair et al 1995). They were labelled as Alcohol &ex attractionsDrugs
attractions and Fun and Freedom attractions. Téd6 illustrates the result of

the factor analysis of travel motivations (pulltf@g of Saudi outbound tourists.

176



Chapter Six: Findings (Tourist Motivations of Outimal Tourism (Explicit and Implicit))

Table 6-15: Pull Factors of Implicit Motivation of Saudi Outbound Tourists

Pull factors

Loading

Variance
explained

Reliability
Alpha

Factor 1: Alcohol and Sex attractions

7.8

59.7%

0.95

Destinations that provide cheap sexual serv
are more attractive to Saudi tourists.

CeS'77

Destinations that provide diverse sexual serv
are more attractive to Saudi tourists.

C(%S's2

Availability of sexual agents attracts Sal
tourists to specific destinations

di g3

Availability of nightclubs, pubs and discq
attract Saudi tourists to specific destinations.

S 79

Saudi tourists prefer travelling to destinatia
where alcohol is available.

NS 81

Destinations that provide cheap alcohol are m
attractive to Saudi tourists.

ore'77

Destinations that provide different kinds
alcohol are more attractive to Saudi tourists

of 79

Factor 2: Drugs attractions

1.8

13.7%

0.95

Saudi tourists prefer traveling to destinatig
where drugs are available

NS 89

Destinations that provide cheap drugs are n
attractive to Saudi tourists.

ore.89

Destinations that provide different kinds of dru
are more attractive to Saudi tourists.

95 g8

Factor 3: Fun and Freedom attractions

1.1

8.2%

0.87

Possibility of personal and social freedc
influences destination choice of Saudi tourists

m 81

Availability of mixed music festivals attracts
Saudi tourist to certain destinations

a g3

Attending cinema shows enhances a Sa

lUd|.86

tourist’s selection of particular destinations

Total varianceexplained

81.6%

Factor 1, the Alcohol and Sex attractions factor explab®6 percent of the

variance with an eigenvalue 6f8. This factor includes seven items related to the

sex and alcohol attractiveness of a destinatioe. Sé¢ven items are: 'destinations

that provide cheap sexual services are more atteadb Saudi tourists',

‘destinations that provide diverse sexual serviaes more attractive to Saudi

tourists, ‘'availability of sexual agents attracts Saudi i&iar to specific

destinations ' availability of nightclubs, pubs and discos atisa8audi tourists to

specific destinations' Saudi tourists prefer travelling to destinationbeve

alcohol is available'destinations that provide cheap alcohol, are mtraciive

to Saudi tourists 'destinations that provide different kinds of alcbblhoe more

attractive to Saudi tourists
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The reliability alpha of this factor is 0.95. To ammine further the internal
consistency, the Pearson inter-correlation of ttms included in this factor was
examined, and they were all significant at 0.00%elle(See Table 6.16).
Furthermore, the total correlation for all the igem higher than 0.3, which is a
good indicator (see Field, 2005). The values inablemn labelled ‘Alpha; if an
Item is deleted’ indicate that none of the itemeeh&ould increase the reliability
if they were deleted. This indicates that all iteomtribute positively to the

overall reliability.

Table 6-16: Confirming the Reliability of the Alcohol and Sex Attractions Factor

Corrected Cronbach's Pearson Correlation
Statements item-Total Alpha if Item

Correlation Deleted

Destinations that provid
cheap sexual services are
more attractive to Saudi
tourists.

.80 .94

Destinations that provid
diverse sexual services are
more attractive to Saudi
tourists.

11°

Availability of sexual agents
3 | attracts Saudi tourists to .85 .94 78 .84
specific destinations

Availability of nightclubs,
pubs and discos attract Saudi
tourists to specifig
destinations.

.79 .94 .65 .69 .75

Saudi tourists prefer
5 | travelling to destinations .85 .94 66 72 71 .74
where alcohol is available.

11

Destinations that provid
6 | cheap alcohol are more .85 .94 68 71 .70 .68 .83
attractive to Saudi tourists.

Destinations that provid
different kinds of alcohol ar
more attractive to Saud
tourists

T W (D

Factor 2, which is the Drugs attractiongactor, explains 13.7 percent of the
variance in the data set, with an eigenvalue of TH8s factor includes three
items, which are: 'Saudi tourists prefer travellingdestinations where drugs are
available', 'destinations that provide cheap drags more attractive to Saudi
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tourists', and 'destinations that provide differdentls of drugs are more attractive
to Saudi tourists'

The reliability alpha of this factor is 0.95. Topgort this value, the Pearson inter-
correlation of the items included in this factorsmdone, and showed that they
were all significant at 0.001 level (see Table §.1The total correlation for all
items is higher than 0.3, which is statisticallytemesting (Field, 2005).
Additionally, the values in the column labelled phla if an item is deleted’
indicate that none of the items here would incraasereliability if they were
deleted because all values in this column arethessthe overall reliability 0.95

Table 6-17: Confirming the Reliability of the Drugs Attractions Factor

Corrected Cronbach's Pears‘?n
Statements '(t:em'Tlott.a' Alpha if Item Correlation
orreliatio Deleted
n 1 2
Saudi tourists prefer traveling to
1 L : .87 .92
destinations where drugs are available
Destinations that provide cheap drugs pre
2 more attractive to Saudi tourists. 92 -89 -89
Destinations that provide different kinds
3 | of drugs are more attractive to Saudi .85 .94 80 .86
tourists.

Factor 3, the Fun and Freedom attractions factor, is loadédthree items. This
factor accounts for 8.2 percent of the variancéhendata with an eigenvalue of
1.1. The three items are: 'possibility of persomadl social freedom influences
destination choice of Saudi tourists', 'availapibf mixed music festivals attracts
a Saudi tourist to certain destination' and ‘aitematinema shows enhances a

Saudi tourist’s selection of particular destinasion

The reliability alpha of this factor is 0.87To further examine the internal
consistency, the reliability of this factor was tioned by the Pearson inter-
correlation of the items included in this factohieh were all significant at 0.001
level (See Table 6.18). Additionally, the total redation for all the items is higher
than 0.3, which is statistically good (See Field0Z2). Furthermore, the values in

the column labelled ‘Alpha if Items are deleteddicate that none of the items
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here would increase the reliability if they werdetled because all values in this
column are less than the overall reliability 0.87

Table 6-18: Confirming the Reliability of the Fun and Freedom Attractions Factor

Pearson
Correlation

Corrected Cronbach's
Statements item-Total Alpha if Item

Correlation Deleted
1 2

Possibility of personal and social freedom
1 | influences destination choice of Saudi .70 .85
tourists.

Availability of mixed music festivalg
2 | attracts a Saudi tourist to certgin .78 a7 .69
destination.
Attending cinema shows enhances| a
3 | Saudi tourist's selection of particular .74 81 .62 .73
destinations

In summary, the first factor of "Alcohol and Sexrattions” captured9.6
percent of the variance, which goes a good deaartdsvexplaining the implicit
attractions of the destinations that attract somedbtourists. These results are
similar to the results of pervious research whimhnid sex attraction and alcohol
attraction attract tourists from several countryttavel some destinations (see
chapter three).

6.4 Relationship between Push Factors and Pull Factors

This section examines the relationship between pungh pull factors using the
Pearson correlation. It should be recalled that @fnhe major objectives of this

research is to examine the relationship betweeh pod pull factors.

6.4.1 Relationship between Push Factors and Pull FactorgExplicit
Motives)

Table 6.19 presents the results of the Pearsomlabon analysis conducted to

examine the relationship between the push and fpatbrs (explicit motives)

identified in this research in three destinatiddaHhrain, Egypt and France).

In Bahrain, the results indicate that statistically signifitacorrelations exist
between very few push factors (three) and some fpatbrs. For example, pull

factors 'outdoor activities' and ' natural/histalidooth have significant positive
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correlations with three of the push factors 'pgesti 'social and sport' and
‘enjoying natural resources' at the 0.001 levekighificance. The correlation
values ranged from 0.589 to 0.178. These are Ibgisults since Bahrain
consists of islands that have very beautiful nat(o@asts) tourism areas that are
appropriate for sea sport which is considered atigieus outdoor activity; this is
lacking in most parts of Saudi Arabia i.e. Bahr&rovides Saudi outbound
tourists who are looking for beautiful nature amgspigious outdoor activities

with what they lack in Saudi Arabia.

The pull factor 'expenditure’ is correlated onlyhathe push factor 'preség with

a positive correlation coefficient of 0.297 thatsignificant at the 0.001 level of
significance. This is expected since prestige igally associated with high

expenditure. Additionally, the pull factor 'weathand environment' has a
significant correlation with just one push factenjbying natural resources’, with
a correlation coefficient of 0.338 at the 0.001eleaf significance. This could be
attributed to the fact that good weather and b#&dugnvironment are two

important natural resources. The push factors repee and excitement' and '
knowledge' did not have any relationship with ahthe pull factors. This is most
likely because of similarity between Saudi Arabin @arahin in culture, social
life and history; so those Saudi outbound tourigte are looking new experience

and excitement will not find it in Bahrain.

In Egypt the relationship between push and pull factors fatsnd in most
factors. For example, the pull factors 'outdoorvéteds’ and 'natural/historical’
have significant positive correlation with five d¢iie push factors (‘prestg
‘social and sport’, ‘experience and excitementhjéging natural resources’ and
‘knowledge’) at the 0.001 and 0.05 level of significance, but nahwhe escape
factor. It should be noted that, in some cases these atimes were relatively
low. For example, while the correlation involvirtgetpush factor 'social and sport’
and the pull factor ' outdoor activities' were tekaly high (0.543) the correlation
between pull factor 'natural/historical' and puabtdr 'enjoying natural resources’

was significant, but very low (0.16).
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The pull factor 'expenditure’ is correlated witte thush factors 'escape’ (with a
correlation coefficient of 0.178), 'social and gpda correlation coefficient of
0.195), 'experience and excitement' (a correlatimefficient of 0.196), ‘enjoying
natural resources' (a correlation coefficient oR18) and ‘'knowledge' (a
correlation coefficient of 0.214) at the 0.001 &n@5 level of significance but not
with the ‘prestige’ factor. It should be noted tladit these correlations are
relatively low. Furthermore, the pull factor ‘'weathand environment’' was
correlated just to one push factor, 'escape’, withow correlation value (a
correlation coefficient of 0.262) at the level QL00f significant. Since Egypt is
culturally, socially, historically as well as witlegard to its’ nature and weather
far different from Saudi Arabia compared to Bahr#iprovides most of what the
Saudi outbound tourists are looking for and thishis cause and ground for the

significant correlations between most of the patl @ush factors.

The historical, cultural, social, environmental andture differences between
Saudi Arabia and France aegen greater than those between Saudi Arabia and
Egypt. Thus, the significant relationships betwa#rthe push and pull factors at
the 0.001 and 0.05 level of significance is exp@gcldne correlation values ranged
from 0.725 to 0.190. The only exception is the weakelation between the pull

factor 'expenditure’ and the push factor 'knowlédge

Generally speaking, the results of relationshipgsveen push and pull in explicit
motives of Saudi outbound tourists are congruerh wWie results suggested in
previous studies (see Baloglu and Usal, 1996; Bagaal, 2003; Jang and Cai,
2002; Kim and Lee, 2002; Kimt al,2003; Klenoski, 2000; Oét al, 1995; Uysal
and Jurowski 1994; Yot al, 2000) (see chapter four).
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Table 6-19: Pearson Correlation between Push and Pull Fears (Explicit

Pull Factors
. F2: F3: F4:
Push Factors E}( enditure Outdoor Natural Weatherand
b Activities | /Historical | Environmen
Bahrain
F1: Escape 116 .013 124 164
F2: Prestig 297** AQ1** . 307** 129
F3: Social and Sport 165 .589** A43** .136
F4: Experience and
Excitement 199 115 122 077
FS: Enjoying Natura| 112 a0+ | 178 | 338
F6: Knowledge .050 116 .189 .136
P |
Egypt
F1: Escape 178* .082 .089 262**
F2: Prestige .108 .323** .164* .032
F3: Social and Sport .195* .543** 242%* 123
F4: Experience and
Excitement .196* .368** 197* .148
F5: Enjoying Natural
Resources 215%* .363** .159* 415
F6: Knowledge 214** 216** 253** .005
I —————————————aS—S3§—”
France
F1: Escape .235** .286** .349** AB4**
F2: Prestig 371** .589** 552** 342**
F3: Social and Sport AT76** 725 516** .384**
F4: Experience and
Excitement 307** 515** A75%* A403**
F5: Enjoying Natural
Resources .389** A25%* .332** A45**
F6: Knowledge 142 .190* .294** .300**
|
**Sjgnificant at the .001 level of significance.
*Significant at the .05 level of significance.

6.4.2 Relationship between Push Factors and Pull FactorgImplicit
Motives)

Table 6.20 shows the results of the Pearson ctimelanalysis between push and

pull factors (implicit motives) identified in thradestinations (Bahrain, Egypt and

France). The results suggest that all push fachage significant positive

correlations with all pull factors at the 0.01 lewésignificance in all destinations

(Bahrain, Egypt and France). The correlation valaeged from 0.795 to 0.218.

Although the correlation between most push facemd most pull factors are
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relatively high, the correlations between the gatitors 'Drugs attractions' and
'Fun and Freedom desires' were relatively low Indaktinations. These results
can easily be understood by knowing the great rdiffees between Saudi Arabia
and all of the three destinations with regard t® plerception, attitude and legal
consequences of satisfying these implicit motivese Saudi society is very

conservative and intolerable to alcohol drinkingx ssoliciting, and drugs

attractions where the penalty can reach capitaispoment. On the other hand, the
Egyptian, Bahraini and French societies are vebgréll and tolerant to alcohol
drinking and sex soliciting and to a lesser extentirugs attractions. Thus, The
Saudi outbound tourists who seek to satisfy thes@ves will be attracted and

pulled to such destinations.

Table 6-20: Pearson Correlation between Push and Pull Faars (Implicit

Pull Factors
Push Factors F1: F2: F3:
Alcohol and Sex Drugs Fun and Freedom
attractions attractions attractions

Bahrain

F1: Alcohol and Sex desires 743** .488** A401**

F2: Fun and Freedom desires | .437** .218** 551**
Egypt

F1: Alcohol and Sex desires .795** A37** B573**

F2: Fun and Freedom desires | .651** .253** .693**
France

F1: Alcohol and Sex desires 74 707** 347**

F2: Fun and Freedom desires | .362** .244** .686**

** Significant at the .001 level of significance.

The results suggest that there are significantioglships between push and pull
factors in both explicit and implicit motives inl @lestinations. This conforms to
the general “Push-Pull” migration theory which icaties that people migrate (are
pushed out) from areas where it is not possibléhfem to satisfy certain needs to

areas (pulling areas) where these needs can s&esiti

6.5 Summary

This chapter discusses the motivations of Saudbourtd tourism in detail.
Consequently, it can be recognised that both ekxpiod implicit motives

influence Saudi outbound tourism. In relation te #xplicit motives, this study
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identified six push factors (intrinsic desiréskcape’, 'prestige’, 'social and sport’,
‘experience and excitement', 'enjoying natural uess' and knowledge', and
four pull factors (attributes of destination) 'erdéure’, ‘outdoor activities',
'natural and historical' and ‘'weather and enviramtmén terms of the implicit
motives, this study identified two push factoré;dol and sex desires' and 'fun
and freedom desires', and three pull factors 'alcand sex attractions', 'drugs

attraction' and 'fun and freedom attractions'.).

Pearson correlation tests were employed to exantive significance of
correlations between push and pull factors (implamd explicit) in all three
destinations. After examination of the nature @ telationship between push and
pull factors (explicit and implicit), it was fouritiat significant correlations were
observed among the majority of push and pull dinoerssin both explicit and
implicit motives in the various destinations stutieThis is a logical and
anticipated result as outbound tourists are expettidravel to destinations that

provide them with what they are looking for and iaterested in.

In the case of Bahrain, it was found that there wasignificant correlation

between the push factor 'enjoying natural resotiares the pull factor ‘'weather
and environment'. They had a variable related t® nweather, although the
weather in Bahrain in summer time, which was thmeetiwhen the data was
collected, is in fact very hot and humid, and caudd be termed ‘nice’. Moreover,
during this time, the weather in some parts of $&udbia is very moderate and
pleasant. This implies that many tourists did reteal their true (implicit)

motives for travelling to this destination.

In Egypt, there were significant relationships betw most of the push factors
and most of the pull factors. For France, a sigaift relationship was found
between all push factors and all pull factors (&xplexcept between the push

factor of 'knowledgeand pull factor of 'expenditure’.

In Bahrain and Egypt, the majority of the valueshs# correlation between push
and pull factors (explicit) were low, whereas mofkthe values of the correlation

in France were good. This low correlation of valbesveen push and pull factors
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(explicit) imply that tourists did not give theieal motives for travelling to
Bahrain and Egypt, and that they had other impfmtives.

However, it was found that most of the values efdbrrelation between push and
pull factors (implicit) were relatively high in atlestinations. These high values
between them suggest that Saudi outbound tounmnsfdicit motives are their true
ones. As far as explicit motives are concernedyéBalts of this research suggest
that there are no differences between the motinataf Saudi outbound tourists

and those of other tourists.

The researcher has noted after examining the tliterahat this research is the
first of its kind to investigate the tourism motiva of Saudi outbound tourism
and, in addition, it is a seminal document in thatlso examines the implicit
motives in an Islamic context in particular. Moregvthe researcher employed
the third person to acquire the results for thestjaenaire, which is also original
as far as tourism research is concerned. It shmeildoted that the decision to use
the third person was made because of the sengiatare of the implicit
motivations involved. While the motivations for $&auourists are not unique,
they could prove difficult to investigate. This rhigbe because Saudi's are very
conservative and would presumably be reluctantntwar questions relating to
such implicit motives. On the other hand, previcesearchers (e.g. Bellet al.,
Clift and Forrest, 1999; Josiaet al, 1998; Yokota; Yuan, 2005) investigated
such motivations using the first person and usinggrily non-Muslim case
studies. One reason for this might be the compardteedom to be found in
western values. For example, in Saudi Arabia, d tiaboo to talk freely about pre-
marital sexual relationships, alcohol and drug wma] all traditionally anti-
Islamic values. Therefore, Saudis, compared ta thestern counterparts, might

generally be uncomfortable in giving such inforratin the first person.

In summary, this chapter contribute to the literatof tourism motivations by
investigating the 'push' and 'pull’ motivations pléctt and implicit) of Saudi

outbound tourists. The second contribution of tthiapter is the methodological
contribution. The researcher used the third petsdmnique in order to investigate

implicit motives of Saudi outbound tourists.
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CHAPTER SEVEN: FINDINGS : DEMOGRAPHIC
CHARACTERISTICS AND TOURISM MOTIVATION

7.1 Introduction

One of the aims of this research is to examinedifferences in motivation of
Saudi outbound tourism according to their demogamtharacteristics (age,
gender, marital statues, income and education) ($emter one). Previous
research has investigated the demographic chasdictgiof tourism motivation in
different countries and cultural context (see cba@l). Nevertheless, there has
been a lack of attention among the researcherauvesiigate the demographic
characteristics of Saudi tourists on their tourismtivations. Therefore, the
primary objective of this chapter is to identifyetteffect of Saudi tourists’
demographic characteristics on their tourism maitives, and to contribute to the
literature of tourism motivations by investigatinige effect of Saudi tourists’

demographic characteristics on their tourism maioves.

7.2 The Respondents’ Demographic Characteristics

Many studies of the decision process in the choicéourist destination (e.qg.
Goodall & Ashoorth, 1988; Heung et al, 2001; Stgbl®95; Um & Crompton,
1990; Woodside & Lysonski, 1989) showed that indinals’ personal
characteristics, such as gender, age, occupattutagon and social class, are
internal inputs that influence the perceptions laices According to Romsa and
Blenman (1989) socio-economic variables, includagg, gender and economic
status, play a crucial role in the vacation behaefdourists.

7.2.1 Gender

One of the basic objectives of marketing is themsmgation of consumers and
endeavours to tailor products to their particuleeas. Gender is among the main
segmentation variables habitually employed in masegmentation (Milner and
Higgs, 2004; Palanisamy, 2005). This is due to fdet that gender fulfils all
market segmentation criteria, i.e. it is easilyniifiable, the information is
accessible and the segment is large enough toajenmore profit (Meyers-Levy

and Sternthal, 1991). As customers’ responses diféer on the basis of gender,
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marketers therefore carry out their activities irdiferent way depending on
whether their targets are males or females.

Table 7-1 shows that the majority of respondengsnaales (79.2%) and the rest
of them are females (20.8%). More specifically, preecent of males and females
respondents who had choosed Bahrain as their déstinis 77.4% and 22.6%

respectively. A similar distribution of gender wslsown in the case of Egypt
(71.0% male and 29.0% female). For those who clibdseance as their

destination, the ratio of distribution of gendagistly differs compared to other

destinations (male = 89.4 and female = 10.6).

Furthermore, the finding of this study was slighdifferent from the finding of
the World Tourism Organization (WTO) (2003b) studyich revealed that 60%
of Saudi outbound tourists were male and 40% fesndlae result of this study
indicated different gender composition of the Samatbound tourists to Bahrain
than that indicated by the WTO study. However, gbeader composition of the
Saudi tourists to Egypt revealed by this study wiasilar to the finding of the
WTO study. Furthermore, the result of this studyswa some extent similar to
that of Bogari (2002), which found that 72.7% ofrdstic tourists in Saudi
Arabia were males. However, there seem to be ristgtal differences between

domestic and outbound tourism in Saudi Arabia imgeof gender composition.

In addition, the result of this study was slightifferent from that of Hangin and
Lam (1998)'s study, which found over 60% of Maimla@hinese outbound
tourists were males and 40% of them were femalbsyreas Jang and Cia's (2002)
study found that 51.5% of British outbound tourigtsre females and 48.5% of
them were males. Similarly, Zhaeg al, (2004) found that 54.1% of Hong Kong

outbound tourists were females and 45.9% of thene wrles.

Table 7-1: Gender of Tourists

Gender Bahrain Egypt France Total

N % N % N % N %
Male 127 774 115| 710 143 894 385 792
Female 37 22.6 47) 290 17 106 101 208
Total 164 100 162] 10Q 160 100 486 100
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7.2.2 Marital Status

Tourism is much affected by the marital statusnafividuals and the needs of
tourists differ according to their marital statisie desires of the single tourist

differ from those of married, widowed or divorceditist.

Unmarried tourists prefer all their time to beddlwith activities, whereas tourists
who are married with families prefer to stay ingasa which are tranquil and
comfortable where entertainment is provided. Unradrrtourists are less
concerned with the cost of tourism than those stsirivho are married with
families. Hence, knowledge of tourists’ marital teta allows destination
marketers to offer products to suit and satisfyrérgpiirements of both single and

married tourists.

Table 7-2 illustrates the distribution of responideim terms of marital status.
About two-thirds of the sample were married (60.1&6)d the rest of them were
single (39.9%). This table shows the distributminrespondents in terms of
marital status according to three destinations:r&@ah Egypt and France. The
composition of the tourists to Bahrain accordingtheir marital status was
different from the composition of tourists to thther destinations. The percentage
of single people was higher than the percentageasfied ones among tourist to
Bahrain (54.3% and 45.7% respectively). This cdédattributed to the fact that
since Bahrain is very near to Saudi Arabia andtiee societies are very similar
in all aspects except that Bahrain is a liberal lasd religious society while Saudi
Arabia is a very conservative and religious socidtyerefore, the former is a
preferred destination for tourists who are lookiagproducts, entertainment and
lifestyles that is suitable for single people, sashsex and alcohol. In Egypt, the
percentage of married couples was 63.6% and tleepiege of single people was
36.4%. Similarly, in France the percentage of thoseried was 71.3%, while the
percentage of single tourists was 28.7% and thsaisly because these countries
are historically, environmentally and culturallyffdrent from Saudi Arabia and

consequently they attract tourists through sevmrklifactors.
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Furthermore, the general result of this study wasome extent similar to that of
Al-Ghamdi (1996), which found that 74.6% of tousigif domestic tourism in
Saudi Arabia were married. That means that thene we differences between
domestic and outbound tourism in Saudi Arabia intmg of the tourists

composition according to their marital status.

The result of this study regarding marital statisSaudi outbound tourists was
similar to that of Jang and Cai's (2002)'s studyctviiound that 61.1% of British
overseas travellers were married and 20.2% of tivene single. Moreover, the
result of this study was similar to that of Hangimd Lam's (1998) study, which
found that over 55% of Mainland Chinese outboundtists were married and

45% of them were single.

Table 7-2 : Marital Status of Tourists

Marital Status|___Bahrain Egypt France Total

N % N % N % N %
Married 75 45.7] 103| 63.6 114 713 29%0.1
Single 89 | 543 59| 364 4 28{7 1p49.9
Total 164 | 100] 162] 100 160 100 486100
7.2.3 Age

An individual’'s behaviour, and what he/she purchased uses, is greatly

influenced by age. Different products and serviees frequently targeted at

different age groups by marketers. Age must alsdaken into account when

setting up tourism programmes. The tourism of yeurmqgpople varies enormously
from that of those in older age groups. Older peamle usually attracted to

tranquil and comfortable places. The holiday maikestrongly age-segmented,
with different products being targeted at the urlés and the over-60s segments
(Jobber, 2004).

Table 7-3 illustrates the age groups of respondérite age of the majority of
tourists is concentrated in the 25 to 34 year ottlg (39.1%). This is followed
by those in the youngest group (under 25 years 2Id3%), then those in the
group aged 35 to 44 (23.4%). The last group is d&eaind over (9.7%).
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The details of the age composition of touristshie three destinations are given in
Table 7-3. In Bahrain the percentages of the u@8egroup and the group aged
from 25 to 34 are very similar (36.6% and 37.8%peesively). This is followed
by the group aged from 35 to 44 by percentage af. Hnally, the group aged 45
and over had the lowest percentage, with 7.9%.di$teibution of age groups in
Egypt was similar to that in Bahrain. The perceesagf the group under 25 and
the group aged from 25 to 34 close (30.3% and 3388pectively). This is
followed by the group aged from 35 to 44, with acpatage of 22.8. The 45 and
over group had the lowest percentage, with 13.6%0.France, the age of the
majority of tourists is concentrated in the 25 #og8oup, with 46.2%, followed by
the group aged from 35 to 44, with 30%, then thodbe group of those under 25
by percentage 16.3. The last group is age 45 aedlywpercentage 7.5%.

The general result of this study regarding the afgeurists was to some extent
similar with the statistics provided by World Tam Organization, (WTO)
(2003b), which found that 67% of Saudi outboundittis are between 30 and 40
years old, with 26% of them aged between 15 an&28,6% of them aged 45 to
59.

Comparing the result of this study with those dfeststudies (Al-Ghamdi 1996;
Bogari 2002) that relate to domestic tourism indd&urabia, the researcher found
no significant differences between the results.sTimeans that there were no
differences between domestic and outbound tourisi®audi Arabia in terms of
the age distribution of the tourists. Moreovere aj the majority of tourists in
this study was concentrated in the 25 to 34 yehgodup (39.1%). Similar results
have been found in previous studies (see €la, 1995; Hangin and Lam 1998,
Heunget al, 2001; Zhanget al, 2004)). In Jang and Cai’s (2002) study, they
found that British travellers to Canada tended @ooller (50.7), while the West
Indies/Caribbean region was the destination thatively young people (with an
average age of 39.5) visited.
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Table 7-3: Age of Tourists

7.8

3.4

Under 25 60 36.6 49 30.8 24 16j3 135 2
From 25 to 34 62 37.§ 54 3383 74 4.2 190 3p.1
From 35 to 44 29 17.1 37 228 48 300 114 2
45 and over 13 7.9 22 13.6 12 715 47 9
Total 164 100 162 100  16( 10p 486 100

7.2.4 Educational Level

Another socioeconomic characteristic that has atgréluence on an individual's

behaviour education where the behaviour of thoseo vane educated is

significantly different from those who are not edted in several ways.

a- The demands of the educated tourists arerdrff from those of the uneducated

or slightly educated.

b- The promotional programs that are used tduenice educated tourists are
different from those used for promotion to lesscaded tourists.

Therefore marketers should be aware of these sffewtas to deal successfully

with tourists. Through this knowledge they can drettonvince and attract

tourists.

Table 7.4 illustrates the educational level of Saadbound tourists, who have

been grouped into five categories; 40.9% of respotedhad university level of

education, followed by tourists with secondary lex@ucation (27.2%), 13.8% of
the respondents had a high-school education, 1@7%em had intermediate

level education, while 7.4% of them had primaryaadion or less.

More specifically, the percentage of the resporslemto had a university level of
education constituted 40.2% of tourists to Bahrétipwed by tourists who had
secondary education with (28.7%), followed by tst&riwho had a high-school
education level (14.0%), followed by tourists whadhintermediate and primary

or less education, who represent 9.1% and 7.9%ecésply. Similar results are

shown in France. In Egypt the results were sinttathe results in Bahrain and

France according to the percentage and the rankingspondents who had a
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university level of education (38.9%). This wasldaled by those who had
secondary level education (24.1%) and those whophiadary or less level who
represent 8.0%. However, there was a differencthénranking of respondents

who had intermediate level. They came third in nagkand constituted 16.0 %.

The result of this study is to some extent simitathe results provided by the
World Tourism Organization (WTO) (2003b) which fauthat 66% of Saudi
outbound tourists had high level of education a@#h 2f them had middle level

education and 2% had lower level education.

Furthermore, to compare the general result ofgtudy regarding the educational
level of tourists (outbound tourism) with Bogar{8002), study (domestic
tourism), the two studies showed similar resulgarding the rankings and the
percentages of the tourists with different levekdtication. That means that there
were no differences between inbound and outboundsto in Saudi Arabia in

terms of the tourists educational level.

Moreover, the educational level of the majority totirists in this study was
university level, with 40.9%, and similar resulter& found in Hangin and Lam’s
(1998) study, but the results differed from tho$&leanget al.;s (2004) study,

which found that 56.2% of Hong Kong outbound tagrisvad secondary

education.

Table 7-4: Education level of Tourists

Education Bahrain France
N %
Primary or less 13 7.9 13 8.0 10 6.3 36 7.4
Intermediate 15 9.1 26 16.0 11 9.4 5p 10.7
Secondary 47 28.7 39 24.1 46 288 1832 2[7.2
University 66 40.2 63 38.9 70 43.¢ 199 409
higher ducation| 23 14.0 21 13.0 23 14.4 67 13|8
Total 164 100 162 100 160 100 486 100

7.2.5 Monthly Income

The consumer’s income is among the most importestbfs affecting the demand

for commodities or services. It is obvious that Ivaét people live in a different
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way to those who have more modest means. Touribts wave considerable
financial resources can take their holidays in ¢toes with a high standard of
living, whereas those who are of more modest firdnoeans must take their
holidays in countries with a lower standard ofriyi Such tourists may go on

holiday within their own country, or they may nat gn holiday at all.

Table 7-5 shows the classification of Saudi outlibtourists into five categories
according to their monthly income. Those with mdnthcome level of SR 6000-
8999 constitutedhe highest percentage (25.5%), followed by thos® Wave

monthly income of SR 9000-14999 (21.2%). In thedhank came those with
monthly income of less than SR 3000 with a pergmtaf 20.6%. This was
followed by the tourists group with monthly inconsé SR 3000-5999, with
19.1%, while the group with the highest income &R00 and over) constituted
the smallest portion of the Saudi outbound toungith a percentage of 8.5%.

Some respondents did not provide information abmeit income (5.1%).

The details of the distribution of the monthly ine® of tourists in the three
destinations are given in Table 7-5. In Bahraie gercentage of the monthly
income level of less than SR 3000 was the highegt)y 27.4%. This was

followed by the levels of SR 3000-5999 and SR 689999, with 21.3% and

20.7% respectively. Finally, the levels of SR 90@®99 and SR 15000 or more
came last, with 17.1% and 10.4% respectively. déminance of the low income
group among the Saudi tourist to Bahr@mmost likely because of the low cost

involves in visiting Bahraims most of them can go driving their own cars.

A similar result was found in Egypt, with a sligtitange, as the level from SR
6000-89999 was second, and that of SR 3000-599%heathird. Again this also
reflects the cost involves in visiting Egypt whicha little pit higher than that
involves in the case of Bahrain but much lower thiaat involves in visiting
destinations such as France. On the other handesudt in France was different
from the results of Bahrain and Egypt, as the pegege of the monthly income
level of SR 6000-89999 was the highest (33.1%)lovieed by the levels of SR
9000-14999 and SR 3000-5999, with 28.8% and 20&¥erctively. The levels of

194



Chapter Seven: Findings (Demographic VariablesTangism Motivation)

less than SR 3000 and SR 15000 and over camewdht,8.1% and 6.9%
respectively.

The result of this study with respect to income wi#ferent from the results
provided by the World Tourism Organization (WTOPQ@3b), which found that
35% of Saudi outbound tourists were in the uppeonme group, 33% of them
were in the upper-middle income group, 24% of theeme in the lower-middle

income group and 8% were in the lower income group.

Surprisingly, when the results of this study (owth® tourism) were compared
with those of Bogari’s (2002) study (domestic teaor) there were differences
between them regarding the level of the monthlypime of tourists. The highest
percentage for level of income in this study was tf the level of SR 6000-8999,
whereas in Bogari's (2002) study, it was that of ®0-14900. This can be
attributed to the fact that the costs of tourismvises in Saudi Arabia are higher
than those of tourism services in neighbouring toes such as Bahrain and
Egypt (see Hashim, 1997; Al-Ghamdi 1996).

Tourists with an income of SR 6000- to 89999 (abS& 72000-108000 per
annum) formed the largest group in this study (&2&5%). Similar results were
found in Zhanget afs (2004) study which found that 30.2% of Hong Kong
outbound tourists had an annual personal income0$26524.999, i.e. equal to
SR 75000- 93000.

Table 7-5: Monthly Income of Tourists

Monthly Income in Bahrain Egypt France Total
Saudi Riyals N % N % N % N %
Less than 3000 45 27.4 42 2519 138 81 100 20.6
From 3000- to 5999 35 21.3 26 16{1 3P 2010 D3 19.1
From 6000- to 8999 34 20.7 37 22|18 53 331 124 255
From 9000- to 14999 28 17.1 29 179 46 288 103 2 21.
15000 and over 17 10.4 13 8.0 11 6.9 41 8.5
No response 5 3.1 15 9.3 5 3.] 25 5.1
Total 164 100 162 100 16( 100 486 100
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7.3 The Relationship between Tourism Motivation Factorsand
Demographic Characteristics of the Tourists

In the following sections the relationship betwedenrism motivation (explicit
and implicit push and pull factors) with touristEmographic characteristics will

be discussed

7.3.1 Tourism Motivation Factors and Age of Respondents

7.3.1.1The Differences in Explicit Motivations of Tourists (Push and Pull
Factors) Conditional to their Age

The results of the analysis of variance (ANOVA) ah®wn in Tables 7-6 and
7-7. The result in Table 7-6 indicates that sigaifit differences between
tourists with different age were observed with rdgt two push factors in
Egypt, 'Prestige’ (sig. = 0.000) and 'Experiencé Brcitement' (sig. = 0.005),
and one push factor in France, 'Social and Spsig. (= 0.023). When
significant differences were found, Scheffe mu#tiphnge test was conducted to

investigate the source of the difference acros$aimeage groups.

In Egypt the results of the Scheffe tests on the 'Prestigsh factor found

statistically significant differences (sig. = 0.021000, 0.011) between group
(1) and the other age groups (groups 2, 3, 4). ételgnts aged under 25
(groupl) (mean = 3.9) were more likely to be mdedaby this factor than other

groups.

Additionally, the results of the Scheffe tests ba push factor 'Experience and
Excitement' indicated that significant differencgsg. = 0.019) were found

between group (1) and group (3). Respondents ageelr 25 (groupl) (mean =
3.9) were more likely to be motivated by the 'Exg@ece and Excitement' factor

to travel to Egypt than respondents aged from 3Bit(group 3) (mean = 3.2).

The result of Scheffe tests on push factor 'Scama Sport'in France, show

that statistically significant differences (sig0:25) were found between group
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(1) and group (3). Respondents aged from 35 t@lip 3) (mean = 4.0) were

most likely to be motivated to travel to France®gcial and Sport' factor, while

respondents, aged under 25 (groupl) (mean = 3.3¢ Veast likely to be

motivated by this factor. These results indicate tmportant effect of the

tourists’ age on what they feel the lack at homd #me selection of the

destination to satisfy that desire.

Table 7-6: ANOVA: In Push Factors (Explicit) According to the Age of Respondents

Age .
Push factors Less than From 25| From 35| From 45 Total | F Sig.
25 to 34 to 44 and over
Bahrain
F1: Escape 4.3 4.2 4.3 4.1 4.3 23 .876
F2: Prestige 3.2 3.3 3.5 2.8 3.3 1.4 .228
F3: Social and Sporf 3.3 3.4 3.5 3.0 3.3 1.0 .382
F4: Experience and ] -
Excitement 3.8 3.7 3.0 3.3 3.8 23 .019
F5:Enjoying Natural
RESOUICeS 4.0 4.0 4.3 4.0 41 1.8 .134
F6: Knowledge 4.4 4.4 4.4 4.6 44| .41 .730
Egypt
F1: Escape 4.1 4.0 3.8 3.8 40 9% .420
F2: Prestige 3.9 3.4 3.0 3.1 3.4 9.4 .000
F3: Social and Sportf 3.4 3.2 3.0 3.1 3.2 1.6 .183
F4: Experience and
Excitement 3.9 3.7 3.2 3.3 3.6 4.4 .005
F5:Enjoying Natural ]
RESOUICeS 4.0 4.1 4.0 3.8 40 .63 .587
F6: Knowledge 4.4 4.5 4.4 4.4 45 .49 .691
France
F1: Escape 4.4 4.2 4.3 4.2 4.3 .79 .501
F2: Prestige 3.5 3.6 4.0 3.6 3.7 1.8 .142
F3: Social and Sporf 3.3 3.6 4.0 3.7 3.7 3.3 .023
F4: Experience and L
Excitement 4.0 3.9 3.8 3.3 3.8 1.6 .181
F5:Enjoying Natural
RESOUICES 4.2 4.2 4.4 4.1 42| .904.441
F6:Knowledge 4.6 4.6 4.5 4.4 4.5 .601.615

Regarding the pull factors, the results in Tabl@ ihdicate that significant

differences were observed between respondents fidfarent age groups,

regarding one pull factor in Bahrain - 'Expenddtysig.= 0.011), two pull factors

in Egypt - 'Outdoor Activities' (sig. = 0.037) aridatural /Historical' (sig. =
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0.026) and one pull factor in France - 'OutdoorivAtes’ (sig. = 0.026). To
investigate the source of the difference across fthe age groups, Scheffe

multiple range tests were employed.

In Bahrain, the result of Scheffe test on the pull factorp&mditure' indicates

that statistically significant differences (sig.0:030) were found between group
(1) and group (2). Respondents aged from 25 tog83up 2) (mean = 4.1) were
most likely to be attracted to travel to Bahraintbg 'Expenditure’ factor, while

respondents aged less than 25 (groupl) (mean =w&E least likely to be

attracted by this factor.

In Egypt, the result of Scheffe test on pull factor '‘Outdéativities' show that

statistically significant differences (sig. = 0.Q048ere found between group (1)
and group (3). Respondents aged less than 25 (Grdoean = 3.8) were most
likely to be attracted by this factor, while resgents aged from 35 to 44 (group
3) (mean = 3.3) were less likely to be attractedtyy factor. The result of the
Scheffe test on pull factor 'Natural /Historicdlosvs that significant differences
(sig. = 0.039) were found between group (1) andugr@t). Respondents aged
under 25 (groupl) (mean = 4.2) were most likehbéoattracted by this factor,
while respondents aged 45 and over (group 4) (ree@id) were least likely to be

attracted by this factor.

In France, the result of the Scheffe test on the pull factatdoor activities'
indicates that there were significant differencey.(0.039) between two age
groups group (1) and group (3). Respondents aged 85 to 44 (group 3) (mean
= 4.2) were most likely to be attracted by thistdacwhile respondents aged
under 25 (groupl) (mean = 3.6) were least likelgdattracted by this factor.
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Table 7-7: ANOVA: In Pull Factors (Explicit) According t o the Age of Respondents

Age _
Pull factors Less From 25| From 35| From 45 Total | F Sig.
than 25 | to 34 to 44 and over
Bahrain
F1: Expenditure 35 4.1 4.0 3.6 3.9 3.8 .011
F2: Outdoor
Activities 3.7 3.8 3.8 3.7 3.7| .083.969
F3: Natural
IHistorical 4.1 4.3 4.3 4.1 4.2 .907.439
F4:Weather and
Environment 4.3 4.3 4.5 4.3 4.4, 1.34.263
Egypt
F1: Expenditure 3.9 3.7 3.6 4.1 3.8/ 1.18.316
F2: Outdoor
Activities 3.8 3.5 3.3 3.4 3.5 2.89.037
F3: Natural
IHistorical 4.2 3.9 3.9 3.7 4.0 3.18.026
F4:Weather and
Ervironment 4.2 3.9 3.9 42 | 4.0 .992.398
France
F1: Expenditure 4.1 3.0 4.2 4.0 4.1 .774510
F2: Outdoor
Activities 3.6 3.9 4.2 3.9 3.9 3.16.026
F3: Natural
[Historical 4.2 4.3 4.5 4.1 4.3 2.11.102
F4:Weather and
Environment 4.3 4.4 4.5 4.4 4.4 572634

7.3.1.2 The Differences in Implicit Motivations of Tourists (Push and Pull

Factors) According to Age

The results of ANOVA tests in Tables 7-8 and 7-9esd that no significant
differences were observed between the tourists fdifferent age groups
regarding the push and pull factors (implicit), moerdestinations selection. The
only exceptions were one push factor 'Fun and &needesire’ (sig. = 0.026) and
one pull factor 'Fun and freedom attraction' (s#g.0.003) in France. To
investigate the source of the difference acrosddbeage groups with regard to
these two implicit pull factors, a Scheffe multipége test was conducted.

The result of the Scheffe test on the push faEtam ‘and freedom desire' indicated
that there were significant differences (sig. =4Q)0between two age groups
(group 1 and group 4) (see table 7-8). Respondemier 25 (groupl) (mean =
3.3) were most likely to be motivated by the 'Fud reedom desire' to travel to

France, while respondents aged 45 and above (gtp@mean = 2.1) were least
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likely to be motivated by this factor to travelFoance. This could be attributed to
the fact most of the young outbound tourist areallgisingles who look for ‘Fun

and freedom’ in destinations that are characterizgdiberal societies such as
France. On the other hand, tourists belonging ¢feegaoup 45 years and older are

usually married and not looking for ‘Fun and freedan other societies.

Table 7-8: ANOVA: In Push Factors (Implicit) According to the Age of Respondents

Age
Push factors Less than From 25| From 35| From 45 Total | F Sig.
25 to 34 to 44 and over
Bahrain
F1:Alcohol and Sex 3.3 3.2 3.9 2.6 32| 239 071
Desires
F2:Fun and freedom 3.8 3.7 3.2 37| 129 277
desire
Egypt
F1:Alcohol and Sex 2.9 2.7 2.7 2.7 28| 237 .87
Desires
F2:Fun and freedom 2.9 2.8 2.8 30| 251 .06l
desire
France
F1:Alcohol and Sex 1.9 18 16 17 18| 122 302
desires
F2:Fun and freedom 4 2.9 2.6 21 28| 316 .026
desire

Regarding the pull factor, the result of the Saledist on the pull factor 'Fun and
freedom attraction' indicated that there were $icgmt differences (sig. = 0.004)
between two age groups (group 1 and group 4) éd#e 7-9). Respondents under
25 (groupl) (mean = 3.5) were most likely to beaated by this factor to travel
to France, while those aged 45 and over (grouprdat = 1.9) were least likely
to be attracted by this factor. This is expectaticesiin France young Saudi
outbound tourists can find ‘Fun and freedom’ awagnf their conservative

society.
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Table 7-9 : ANOVA: In Pull Factors (Implicit) According to the Age of Respondents

Age
Pull factors Less than| From 25| From 35| From 45 Total | F Sig.
25 to 34 to 44 and over

Bahrain
Fl:Alcoholand sex | 4 4 31 32 27 32| 127 286
attractions
F2:drugs attractions 2.4 2.2 2.3 2.5 2.3 A78 698
F3:fun and freedom 3.8 3.8 3.9 35 38| 441 724
attractions

Egypt
F1:Alcohol and sex 29 28 3.0 3.0 29| 313 81p
attractions
F2:drugs attractions 2.2 2.2 2.5 2.4 2.3 970 .48
F3:fun and freedom | 5 ¢ 3.2 33 3.0 33| 147 225
attractions

France
Fl:Alcoholand sex |, ; 1.9 17 1.9 19| 1.18 310
attractions
F2:drugs attractions 1.7 1.6 1.6 1.7 1.7 .089 .96p
F3:fun and freedom | 5 ¢ 28 28 1.9 28| 477 008
attractions attraction

In summary, the results of this study found thatgréhare some significant
differences in Saudi outbound tourists’ motivationgoth explicit and implicit
(push and pull) motivations according to the ageespondents.

This finding supports the findings of previous sasg for example, Hangin and
Lam (1999) found significant differences among @Bsm tourists’ motives
according to their ages. Their results suggestgbaple around the age group of
36-45 perceive travelling to Hong Kong as a vergspgious act, and that
‘prestige’ was a very important push factor fos timoup of Chinese tourists. Cha
et al, (1995) also found that ag#ffers significantly among three groups of
Japanese tourists (i.e. sports seekers, noveltheseeand family/relaxation
seekers). Their results showed that group 1 (spee&ers) had most tourists in
the combined 20-49 age groups (82.7%). It alsothadargest group in the ages
20 to 29 group (40.6%), but had the smallest peéagenin the 18-19 (1%) and
60+ (5.6%) age groups.

Heung et al (2001) found age groups varied sigmifiiy on the ‘exploration’
factor; those aged 18-24, 35-44 and 45-54 rated '#xploration’ factor
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significantly higher than those in the 55-64 yeage groups. Kimet al, (2003)
found that the ages of visitors to the NationalkBan Korea had a significant
effect on both push and pull factors. For exampi®, of the age groups (29-39
and 40-49) showed the highest mean scores on #meilyf togetherness push
factor’. In contrast, age group 1 (under 29) hael litwest mean score on this
factor. Those in group 4 (aged 50 or above) raéggbreciating natural resources
and health’ as an influential factor that leadsrthe travel to the national parks.
Regarding the pull factors, the two older respohdgoups generally viewed the
‘key tourist resources’, ‘information and convergen of facilities’ and
‘accessibility and transportation factors as margartant than did the two

younger respondent groups.

7.3.2 Tourism Motivation Factors and Income of Responderg

7.3.2.1 The Differences in Explicit Motivations of Tourists (Push and Pull
Factors) According to their Income

Tables 7-10 and 7-11 illustrate the result of asialpf variance (ANOVA). The
result in Table 7-10 indicates the observed sigaift differences on three push
factors in Egypt - 'Prestige’ (sig. = 0.001), 'abend Sport' (sig. = 0.002), and
'Experience and Excitement' (sig. = 0.004), and twsh factors in France -
'Social and Sport' (sig. = 0.013) and 'Enjoyinguxait Resources' (sig. = 0.001) in
terms of tourists’ incomes. To find the source lvé difference across the five
income groups, Scheffe multiple range tests wengl@yad.

In Egypt The results of the Scheffe test on the push fa€estige' provides
statistically significant differences (sig. = 0.Q@&tween group (1) and group (4).
Respondents with a monthly income of less than 860 3groupl) (mean =3.7)
were most likely to be motivated by the 'Prestigetor to travel to Egypt. On the
other hand, respondents with a monthly income f8&R®19000 to 14999 (group 4)
(mean = 2.8) were least likely to be motivated big tfactor. Additionally, the
results of the Scheffe test on the push factor igboand Sport' indicated
significant differences (sig. = 0.003) between gro(l) and group (4).
Respondents with a monthly income of less that 8603groupl) (mean = 3.6)

were most likely to be motivated by the 'Social @ybrt' factor to travel to
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Egypt. On the other hand, respondents with a mpntidome ranging from SR

9000 to 14999 (group 4) (mean = 2.7) were leagl\liko be motivated by this

factor. Furthermore, the results of the Scheffé desthe push factor 'Experience
and Excitement' found significant differences (stg0.050) between group (1)
and group (4). Respondents with a monthly incomdeurSR 3000 (groupl)

(mean = 3.9) were most likely to be motivated by tBocial and Sport' factor to
travel to Egypt, while respondents with a montimigame from SR 9000 to 14999
(group 4) (mean = 3.2) were least likely to be mated by this factor.

Table 7-10: ANOVA: In Push Factors (Explicit) According to the Income of Respondents

Push Factors| Less | From From From | 1c000 | TOW F Sig.
than 3000 to | 6000to | 9000 to and over
3000 5999 8999 14999
Bahrain
F1: Escape 4.3 4.0 4.4 4.3 4.6 4.3 2.4 .054
F2: Prestige 3.4 3.4 3.2 3.1 4.0 3.3 .964 .426
F3: Social and Sport 3.4 3.6 3.2 3.2 3.1 3.8 1.2 .303
F4: Experience and
Excitement 3.7 3.7 3.9 3.7 3.8 3.9 .350 .844
F5:Enjoying Natural
Resources 4.0 3.9 4.2 4.1 4.2 41 1.0 .397
F6: Knowledge 4.3 1.5 1.4 4.6 4.5 4.4 1.2p .305
Egypt
F1: Escape 3.8 3.9 3.9 4.1 3.8 3.9 .806p .523
F2: Prestige 3.7 3.4 3.3 2.8 3.4 3.8 519 .001
F3: Social and Sport 3.6 3.2 3.1 2.7 3.0 3.2 44 .002
F4: Experience and L
Excitement 3.9 3.8 34 3.2 3.2 35 4.1 004
F5:Enjoying Natural
ReSOUIees 4.0 4.0 3.9 4.1 4.0 4.0 490 .743
F6: Knowledge 4.4 4.4 4.6 4.4 4.2 44 706 .589
France
F1: Escape 4.2 4.2 4.3 4.3 4.4 4.8 .22 .926
F2: Prestige 3.3 3.6 3.8 3.8 3.1 3.7 2001 .096
F3: Social and Sport 3.2 3.6 3.8 3.9 3.0 3.7 331 .013
F4: Experience and 4
Excitement 3.8 3.8 4.0 3.8 3.8 3.8 .368 .831
F5:Enjoying Natural
ReSOUIees 3.7 4.2 4.4 4.3 3.6 4.2 479 .001
F6: Knowledge 4.5 4.5 4.6 4.6 4.3 45 950 .432

In France, the result of Scheffe test showed statisticaiiyisicant differences
(sig. = 0.026) between group (4) and group (5) fwm push factor 'Social and
Sport'. Respondents with a monthly income from SR0Oto 14999 (group 4)

(mean = 3.9) were most likely to be motivated bgcidl and Sport' factor to
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travel to France. On the other hand, responderits avimonthly income of SR
15000 and over (group 5) (mean =3.0) were leastyliko be motivated by this
factor. Additionally, results of the Scheffe testowed statistically significant

differences (sig. = 0.005) between group (3) armugr(5) on the push factor
'Enjoying Natural Resources'. Respondents with athip income ranging from

SR 6000 to 8999 (group 3) (mean = 4.4) were m&stylito be motivated by the
‘Enjoying Natural Resources' factor to travel tarfee. On the other hand,
respondents with a monthly income of SR 15000 areat roup 5) (mean =3.6)

were least likely to be motivated by this factor.

Regarding pull factors, the results in Table 7-tdspnt significant differences in

one pull factor in France - 'Natural /Historicalg. = 0.024) - regardless of the

income of the tourists. To investigate the sourcthe difference across the five
income groups, Scheffe multiple range tests werpl@yad. The result of the
Scheffe test on the pull factor ‘Natural /Histoficandicated that there were
significant differences (sig. 0.022, 0.037, 0.0d8ween group (1) and groups (2
3, and 4). Respondents with monthly incomes from3BR0 to 5999 (group 2)
(mean = 4.4), SR 6000 to 8999 (group 3) (mean ¥ 43 SR 9000 to 14999
(group 4 (mean = 4.4) were most likely to be ateddy the 'Natural /Historical’
factor to travel to France, while respondents waitmonthly income of less than
SR 3000 (group 1) (mean =3.9) were least likelggattracted by this factor.

Table 7-11: ANOVA: In Pull Factors (Explicit) According to the Income of Respondents

Income

Push Factors Less | From From From 15000 Total| F Sig.
than 3000to | 6000to | 9000 to and over
3000 5999 8999 14999
Bahrain
F1: Expenditure 3.6 3.9 4.1 4.0 3.8 39 195 .104
F2: Outdoor
Activities 3.7 3.9 3.8 3.7 3.7 3.7 274 .895
F3: Natural
/Historical 4.2 4.2 4.3 4.2 4.2 4.2 347 .845
F4:Weather and 1
Environment 4.3 4.3 4.4 4.4 4.6 4.4 1.07 .3Y6
Egypt
F1: Expenditure 3.8 3.8 3.5 4.0 3.4 3.7 141 283
F2: Outdoor 1
Activities 3.8 3.6 3.2 34 35 3.5 2.20 .071
F3: Natural
IHistorical 4.1 4.1 3.7 3.8 3.7 3.9 2.08 .086
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ContinuedTable 7.11: ANOVA: In Pull Factors (Explicit) According to the Income of

Respondents
I Income |

Push Factors Less | From From From 15000 Total| F Sig.
than | 3000to | 6000to | 9000 to and over
3000 5999 8999 14999

Bahrain

F4:Weather and

Er 8 40 | 40 | 39| 44| 40| 41 139 .2

France
F1 Expenditure 39 | 42 | 42| 41| 33| 41 235 .0
F2: Outdoor
outdoor 37| 39| 40| 41| 33| 39 213 .0
F3: Natural )
pawral 39 | 44 | 43| 44| 41| 43 291 .02
Fa:Weather and 40 | 45 | 44| 46| 42| 44 180 .1

Environment

7.3.2.2 The Differences in Implicit Motivations of Tourists (Push and Pull
Factors) According to their Income

The results of ANOVA tests in Tables 7-12 and 7+&8eal no significant
differences between tourists with different incomnegarding the push and pull
factors in all destinations. The only exception &ve push factors, 'Alcohol and
Sex desires' (sig. = 0.019) and 'Fun and Freedainedé(sig. = 0.037), and one
pull factor 'Fun and Freedom attraction' (sig. £40), all of which were in
France. To investigate the source of the differaaess the five income groups,

a Scheffe multiple range test was conducted.

In push factors, the results of the Scheffe tests portray statibyicagnificant
differences (sig. = 0.014, 0.030) between groupa(®) groups (3, 5) on the push
factor 'Alcohol and Sex desires' (see table 7-E8spondents with a monthly
income from SR 6000 to 8999 (group3) (mean =2) eespondents with a
monthly income of SR 15000 and over (group5) (me2ari) were most likely to
be motivated by 'alcohol and sex desires' to trawdfrance, while respondents
with a monthly income from SR 3000 to 5999 (groggrean = 1.5) were least
likely to be motivate by this factor to travel tocafce.

Moreover, the results of the Scheffe tests provisigdificant differences (sig. =

0.025) between group (2) and group (5) on the gastor 'Fun and Freedom'.
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Respondents with a monthly of income SR 15000 awd (group5) (mean =3.7)
were most likely to be motivated by the ‘Fun an@détom’ factor to travel to
France. On the other hand, respondents with a ryomtome from SR 3000 to
5999 (group 2) (mean = 2.4) were least likely tonhativated by this factor to

travel to France.

Table 7-12: ANOVA: In Push Factors (Implicit) According to the Income of Respondents

Push Factors Less | F1OM | From From Total | F Sig.
than 3?20 6000 to 9000 to a%]?jo(?\?er
3000 5999 8999 14999
Bahrain
F1:Alcohol and Sex
Desires 3.1 3.2 3.4 3.2 3.4 3.2 .624  .646
F2:Fun and Freedom | 3.6 3.5 3.9 3.5 4.0 3.7 1.00 .33
Egypt
F1:Alcohol and Sex
Desires 2.6 2.6 2.6 3.2 2.5 2.7 1.70 .153
F2:Fun and freedom 2.7 3.1 2.8 3.3 2.7 2.9 1.56 .190
France
F1:Alcohol and Sex
Desires 1.8 1.5 2.0 1.6 2.1 1.8 3.4 .019
F2:Fun and Freedom A
Desires 2.9 2.4 2.9 2.7 3.7 2.8 2.6 .037

In pull factors, the results of the Scheffe tests indicated stediby significant
differences (sig. = 0.036) between group (2) amign(5) on pull factors of ‘Fun
and Freedom attractions’ (see table 7-13). Respusdaéth a monthly income SR
15000 and over (group5) (mean =3.5) were mostylit&ebe attracted by the ‘Fun
and Freedom attractions’ to travel to France. Gndbntrary, respondents with a
monthly income from SR 3000 to 5999 (group 2) (mea&h4) were least likely to
be attracted by this factor to travel to Franceeskhresults are expected. Since
liberal behaviour styles in general and alcohohking and sex soliciting in
particular are completely intolerable in the Sasdciety, therefore those who
seek to satisfy these motives will try their besdb that covertly. Thus, the far
they can go, the more privacy they can get andnbee sure they will be that
their behaviour in their tourism destination wiinnain unknown but travelling to
far destinations such as France entails high cdsthvonly people with high

income can afford.
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Table 7-13: ANOVA: In Pull Factors (implicit) According to the Income of Respondents

Income

Push Factors | Less | K™ | From | From Totd | F | Sig.
than 3?(?0 6000to | 9000 to aﬁgog\?er
3000 5999 8999 14999
Bahrain
F1: Alcohol and Sex
attractions 3.2 3.1 3.2 3.1 3.2 3.2 198 .942
F2: Drugs attractions | 2.4 2.3 2.2 2.3 2.5 2.3 321 .863
F3: Fun and Freedom
attractions 3.8 3.7 3.6 4.0 41 3.8 1.4 .215
Egypt
F1: Alcohol and Sex
attractions 2.6 2.9 2.8 3.3 2.5 2.8 1.8 .119
F2: Drugs attractions | 2.3 2.1 2.3 2.6 1.7 2.3 1.5 .17
F3: Fun and Freedom
attractions 3.0 3.2 3.2 3.8 3.2 3.3 1.9 .101
France
F1: Alcohol and Sex
attractions 2.0 1.6 2.0 1.7 2.2 1.9 2.20 .062
F2: Drugs attractions | 1.7 1.5 1.8 1.6 1.8 1.7 1.3 .27
F3: Funand Freedom| 59 | 54| 59 2.9 35| 28 247 047

attractions

The results of this study were found to be simitathose of previous studies.
Kim et al, (2003) found that income has a significant gftecboth push and pull
factors. The results of their study indicate tlmmeé of the four push factors were
found to be significantly different at the 0.00¥d€of significance. Additionally,
one of the pull factors was significantly differeat the 0.1 level. Respondents
with higher incomes (US $ 25,000 or more) repotteat ‘family togetherness’,
‘study’, 'appreciating natural resources' and thealere more important push
factors in travelling to the national parks thasp@ndents with lower incomes
(less than US$8333). On the other hand, the lowesime group reported the
highest mean score on the 'adventure' and 'builtiegdship’ factors compared
to other income groups. Combining their respondemt® three groups,
US$14.999 or below (groupl), US$15.000- US$29.290up2) and US$ 30.000
or above (group three), Zhamrg al, (2004) found that the income variable was
significantly influential on tourist motives. Thdgund that group 3 considered
tour features more important than groupl. Groupated travel costs more
important than groups 2 and 3. Comparing group®® & group 2 rated this
dimension as more important than group 3. They lcoled that tourists with
higher incomes perceived travel costs as less itapbthan those in the lower
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income groups. The findings of Hangin and Lam (398180 suggested that the
higher the income, the higher the perceived impageof ‘prestige’ for travelling

to Hong Kong.

Furthermore, the result of this study was differéotn that of Heunget al’s
(2001) study, which found no significant differeacen Japanese travel

motivations according to their income.

7.3.3 Tourism Motivation Factors and Education of Responénts

7.3.3.1 The Differences in Explicit Motivations of Tourists (Push and Pull
Factors) According to their Education

The results of analysis of variance (ANOVA) areared in Tables 7-14 and 7-
15. The result in Table 7-14 indicates that sigaifit differences were observed
between tourists with different educational levélhwegard to two push factors
in Bahrain - 'Prestige’ (sig. = 0.032) and 'Knowiedsig.= 0.007), and four push
factors in Egypt - 'Prestige’ (sig. = 0.000), 'aband Sport' (sig. = 0.002) ,
'‘Experience and Excitement' (sig. = 0.013) andjoftng Natural Resources' (sig.
0=.015 ), and in one push factor in France - 'Bepee and Excitement' (sig. =
0.015). Scheffe multiple range tests were usecdhvestigate the source of the

difference across the five educational groups.

In Bahrain, the results of the Scheffe test on the push fdPrestige' presents
statistically significant differences (sig. = 0.048tween group (4) and group
(5). Individuals who have a university degree (grel) (mean = 3.4) placed
greater agreement on the ‘Prestige’ factor thanviddals who have high-

school education (group 5) (mean = 2.8).

Moreover, the results of the Scheffe test on thehptactor 'Knowledge'
illustrates statistically significant differenceigs= 0.032) between group (1)
and group (5). Individuals who have high educatigroup 5) (mean = 4.7)
placed greater weight on knowledge factors thaniwliividuals who have a

primary degree (groupl) (mean = 4.2).
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In Egypt, the results of the Scheffe tests the push factor 'Prestige’ provided
significant differences (sig. 0.000) between gr¢2jpand group (5). Individuals
who have intermediate education (group 2) (meanl¥ vialued the 'Prestige’

factor more than those who have a high educatimufg5) (mean = 2.7).

Furthermore, the results of the Scheffe testshe push factor 'Social and Sport'
indicated that significant differences (sig. 0.008re found between group (2)
and group (5). Individuals who have intermediatacadion (group2) (mean =
3.7) were more motivated by the 'Social and Spactor than Individuals who

have high education (group 5) (mean = 2.9).

Additionally, the results of the Scheffe test oe fhush factor 'Experience and
Excitement' indicated that there was significarfitedence (sig. 0.009) between
group (2) and group (5). Individuals who have inmtediate education (group2)
(mean = 4.0) placed greater emphasis on 'ExperiandeExcitement’ factor

than those who have high-school education (groym8an = 3.1).

The results of the Scheffe test on the push faBigoying Natural Resources'
indicated that there was significant differencey.(€.011) between group (1)
and group (2). Individuals who have intermediatacation (group 2) (mean =
4.4) valued the 'Enjoying Natural Resources' fadtman others who have

primary education or less (groupl) (mean = 3.5).

In France, the results of the Scheffe tests on the pustoifdExperience and
Excitement' showed that there were statisticallynificant differences (sig.
0.020 and 0.013) between group (4) and groups)(ln@ividuals who have a
university degree (group 4) (mean = 4.1) placedatgre emphasis on the
'Experience and Excitement' factor than individualso have primary or

intermediate education (mean = 3.4).
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Table 7-14: ANOVA: In Push Factors (Explicit) According to the Education of Respondents

Income Sig
Push Factors — Total =~ F
Primary Intermediate| secondafny  Univers tyEdlL?c;;:)n
Bahrain
F1: Escape 4.1 4.0 4.1 4.3 4.6 43 21 .088
F2: Prestige 2.9 3.5 3.3 3.4 2.8 3.3 2.7 .032
F3: Social and Spor{ 3.4 3.3 3.4 3.4 3.1 3.3 .54p .706
F4: Experience and ;o 35 37 3.9 3.7 371 106 377
Excitement
F5:Enjoying Naturall, ; 4.1 4.1 4.0 4.2 41 882 476
Resources
F6: Knowledge 4.2 4.5 4.3 4.5 4.7 4.4/ 3.68 .007
Egypt
F1: Escape 3.6 4.2 3.9 4.0 4.0 40 .982 .419
F2: Prestige 3.2 4.1 3.6 3.2 2.7 3.4/ 995 .000
F3: Social and Sporf 3.4 3.7 3.2 3.0 2.9 3.2 431 .002
F4: Experience and 5 , 4.0 37 35 3.1 36| 326 .013
Excitement
F5:Enjoying Naturall 5 4.4 3.9 4.0 4.0 40 320 .015
Resources
F6: Knowledge 4.6 4.7 4.4 4.5 4.4 45 106 .373
France
F1: Escape 4.3 3.8 4.3 4.4 4.1 43 215 .076
F2: Prestige 3.9 3.6 3.8 3.7 3.4 37| .853 .494
F3: Social and Sporf 3.2 3.5 3.9 3.7 3.3 3.7 234 .087
F4: Experience and 5 , 3.4 37 41 37 38 317 .015
Excitement
F5:Enjoying Naturall -, ¢ 4.2 4.3 4.2 41 42| 908 .461
Resources
F6: Knowledge 4.6 4.6 4.5 4.6 4.4 45 12 .302

Regarding the pull factors, the results in Tablé57indicate that there were
significant differences in three pull factors igypt - 'Expenditure’ (sig.= 0.019),
'‘Outdoor Activities' (sig. = 0.011) and 'Naturaligtdrical' (sig. = 0.003), and in
two pull factors in France - 'Expenditure’ (sig.©24) and 'Natural /Historical’
factor (sig. = 0.038) according to the educatiorrexfpondents. To explore the
source of the differences across the five toudstaips with different education,

Scheffe multiple range tests were employed.

In Egypt, the results of the Scheffe test on the pull fadEpenditure’ showed
that there was statistically significant differen@tg. 0.041) between group (2)
and group (4). Individuals who have an intermedeatecation (group 2) (mean =
4.5) placed greater emphasis on the 'Expendit@etorf than those with a

University degree (mean = 3.6).
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Similarly, the results of the Scheffe test showbdt tthere was a statistically
significant difference (sig. 0.042) between grouan2 group 5 with regard to the
pull factor of '‘Outdoor Activities'. Individuals whhave intermediate education
(group 2) (mean = 4.1) placed greater emphasifhienQutdoor Activities'factor

than individuals who have highier education (me&h3).

Furthermore, the results of the Scheffe tests erpthll factor 'Natural /Historical’
reflected a statistically significant differenceg(s= 0.035, 0.017) between group
2 and groups 4 and 5. Respondents who have inteataegeducation (group 2)
(mean = 4.4) valued the 'Natural /Historical' faatoore than those who have a

University degree (mean= 3.9) and those with higbdeication (mean = 3.7).

In France, the findings of the Scheffe tests on the pulltdacExpenditure’
revealed a statistically significant differenceg(s0.038) between group 3 and
group 5. Individuals who have secondary educatipoup 3) (mean = 4.3) placed
greater weight on the 'Expenditure’ factor thanividdals who have highier

education (mean = 3.6).

Furthermore, the results of the Scheffe test orptiiefactor '‘Natural /Historical'

showed that statistically significant differencesg( = 0.014 and 0.009) exist
between group 5 and groups 3, and 4. Individuals hdwve secondary education
(group 3) (mean = 4.4) and university degrees (@réy (mean = 4.4) valued
factors like 'Natural /Historical' factor more th#mse with a higher education

(mean = 4.0).

Table 7-15: ANOVA: In Pull Factors (Explicit) According to the Education of Respondents

Income _
Push Factors Total | F | Sig.

Highier

Primary | Intermediate secondar University Education

Bahrain
F1: expenditure 3.2 4.0 3.8 4.0 3.9 3.9 2.04 .091
F2: outdoor 3.2 4.0 3.8 3.8 3.6 37| 133 260
activities
F3: natural 41 44 a1 43 43 42| 198 100
/historical
Faweatherand |, 5 4.6 43 43 4.6 44| 156 186
environmen

Egypt
F1: expenditure 35 4.5 3.7 3.8 3.7 38| 305 .019
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Continued table 7-15: ANOVA: In Pull Factors (Expicit) According to the Education of

Respondents
I Income _ |
Push Factors Total | F | Sig.

Primary | Intermediate secondar University Egi?ctiﬁz)n

Egypt
F2: outdoor 3.4 41 3.4 3.5 3.3 35| 338 .ol
activities
F3: natral 4.2 44 3.9 3.9 3.7 40| 42 008
/historical
Féweather and | 5 g 43 4.0 4.0 4.2 40| 149 206
environment

France
F1: expenditure | 4.0 4.2 43 41 3.6 41| 288 .04
F2: outdoor 3.8 41 41 4.0 35 39| 220 .082
activities
F3: natural 4.4 41 4.4 4.4 4.0 43| 260 .038
/historical
Fa:weatherand | ) o 45 45 4.4 43 44| 258 904
environment

7.3.3.2 The Differences in Implicit Motivations of Tourists (Push and Pull
Factors) According to their Education

The result of ANOVA tests in Tables 7-16 and 7-hdi¢ated that there were
significant differences in one push factor - 'Fund &reedom desires' - in Bahrain

(sig. = 0.020) and in France (sig. = 0.004), andooe pull factor - 'Fun and
0.030) andFiance (sig. = 0.027) among

respondents with different education. To invesegdie source of the difference

Freedom attractions' in Egypt (sig.

across the five education groups, Scheffe mult@hge tests were conducted.

In Bahrain, the results of the Scheffe test showed that sstally significant

difference (sig. = 0.015) exists between groupa®) group (5) on the push factor
'Fun and Freedom desires'. Respondents with adnigducation (group 5) (mean
= 3.9) had greater interest in the factor 'Fun d&rdedom desires’ than

respondents who have secondary education (gro(lpesn = 3.2).
In France, the finding of the Scheffe test illustrated thia¢re was significant

difference (sig. 0.016) between group (1) and grg@@)pn the push factor of 'Fun

and Freedom desires'. Individuals having a primsokiool education or less
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(group 1) (mean = 3.6) valued factors like 'Fun &neledom desires' more than

those with secondary education (mean = 2.3).

Table 7-16: ANOVA: In Push Factors (Implicit) According to the Education of Respondents
Push

Highier
Education

Total F Sig.
Factors Primary | Intermediate| secondar University

Bahrain

F1: Alcohol
and 35 3.0 3.0 3.3 3.4 3.2 1.4p6 .218
Sex desires

F2: fun and

Freedomndesires 35 3.5 3.2 3.8 3.9 3.6 3.0p .020

Egypt

F1 :Alcohol
and 2.4 2.9 2.6 2.8 2.8 2.7 596 .667
Sex desires

F2: Fun and

Freedormesires | 2™ 3.2 31 3.0 3.0 30| 104 .387

France

F1: Alcohol
and 1.6 2.0 1.6 1.8 1.9 1.8 1.26 .285
Sex desires

F2: Fun and

Freedomtesires | - 2.9 2.3 3.0 2.9 28| 405 .004

Regarding pull factors, the results in Table 7-i@vigled statistically significant
differences between tourists groups with differedaicational level regarding one
pull factor in Egypt - 'Fun and Freedom attractiqsgy.= 0.030), and one pull
factor in France - 'Fun and Freedom attractiong.(s .027). To explore the
source of the differences across the five educatigroups, the test of Scheffe

multiple ranges was employed.

In Egypt, the finding of the Scheffe test illustrated sigradnt differences (sig.
0.007) between group (1) and group (4) on the pdastor 'Fun and Freedom
attractions'. Individuals who have a university eg(group 4) (mean = 3.6)
placed greater value on the 'Fun and Freedom tdnatfactor than individuals

who have primary education (mean = 2.6).
The results of the Scheffe test in France illusttasignificant difference (sig.

0.018) between group (1) and group (3) on the gdastor 'Fun and freedom

attractions'. Individuals who have primary eduaatigroup 1) (mean = 3.8) were
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more interested in the factors of 'Fun and Freedtmactions' factor than those
with secondary education (mean = 2.5).

Table 7-17: ANOVA: In Pull Factors (Implicit) According to the Education of Respondents

||
Push Factors Total | F | Sig.

Primary Intermediate|  secondarty UniverstyE}_d”L?Ch;(teiron
Bahrain
FL: Alcohol and 3.4 3.3 3.0 3.2 31 | 32 .90 .640
sex attractions
F2: Drugs 2.2 2.9 2.3 2.2 2.3 2.3 14p 226
attractions
F&:Funand 3.8 39 3.5 3.8 40 | 38| 129 276
Freedom attractions
Egypt
F1.Alcohol and 2.2 31 2.9 3.0 2.9 29| 118 320
Sex attractions
F2: Drugs 25 2.4 2.4 2.1 2.4 23| 718 581
attractions
F3:Funand 26 35 3.0 36 3.2 33| 276 030
Freedom attractions
France
F1:Alcohol and 1.8 2.1 1.8 1.9 1.9 19 264 .9Q1
Sex attractions
F2: Drugs 1.8 1.7 1.6 1.6 1.9 1.6/ .701 .593
Attractions
F3:Funand 38 2.9 25 2.9 3.0 29| 28 .027
Freedom attractions

The finding of this study supports the findings previous studies. Chat al,
(1995) In their study of Japanese travellers fotirad group one (sport seekers)
and group three (family/relaxation seekers) had khghest percentage of
respondents with university/postgraduate educalewel (36.7% and 37.7%),
while group two had the largest group of resporslemth senior high school
educational level (45.5%). Baloglu and Uysal (198Bp found that high school
and university graduates were generally noveltykeseseand usually travel in
summer and stay longer at their destinations. Gn dther hand, less well-
educated people were found to be urban-life seekéesy usually travel in spring
and summer time and spend up to one month at desitinations. Zhangt al
(2004) found two significant differences betweespandents' with different
educational level regarding "tour features’ andcalofeatures’. Group 2
(secondary/high school) rates features more impbrtghan group 3
(College/University). On the other hand group 1lir(fary/below) and group 2
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(Secondary/High Scholl) rated the dimension of ldeatures as more important
than group 3 (College/University).

7.3.4 Tourism Motivation Factors and Gender of Responders

7.3.4.1 The Differences in Explicit Motivations of Tourists (Push and Pull
Factors) According to their Gender

An independent sample T-test was carried out terdehe whether significant
differences existed between the mean scores adsignéhe ‘pull and push’
factors by males and females. The results of thesTare shown in Tables 7-18
and 7-19. The result in table 7-18 indicated sigaiit differences between
males and females on one push factor in Bahraiscape' (sig. = 0.002), on
one push factor in Egypt -'Prestige’ (sig. = 0.0@hd on two push factors in
France - 'Prestige’ (sig. = 0.001) and 'Social$&makt' (sig. = 0.001).

In Bahrain, females (mean = 4.6) were more interested in Hezdpe’ factor
than males (mean= 4.2), and hence were more likdhg motivated by this factor
than males. This could be attributed to the faett tSaudi female are more
engaged in routine work and life than the malesabse of the very firm
restrictions placed on the women mobility and wéyife. For the other factors,
no significant differences were found. This suggekat apart from the ‘Escape
motive’ both tourist groups (males and females) siadlar motivations (Prestige,
Social and Sport, Experience and Excitement, Engyatural Resources and

Knowledge) to visit Bahrain.

In Egypt, the females (mean = 3.7) were more interestatigriPrestige’ factor
than males (mean= 3.3). This means that female® waore likely to be
motivated by the 'Prestige’ factor than males. Mmicant differences were
found for the rest of the factors. Following thisie could assert that both tourist
groups (males and females) had similar motivatiEscape, Social and Sport,
Experience and Excitement, Enjoying Natural Resesiand Knowledge) to visit
Egypt.
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In France, males placed greater emphasis on the ‘Prestiggerfemean= 3.4) and
on the 'Social and Sport' factor (mean= 3.8) themales (mean = 2.9). This
suggests that males were more likely to be motilvaiethese factors to travel to
France, while females were less likely to be maddaby these factors. No
significant differences were found for the othest@eis. With respect to this, both
tourist groups (males and females) were found tee hsimilar motivations

(Escape, Experience and Excitement, Enjoying Nhturesources and

Knowledge) to visit France.

Table 7-18 : the Differences on Push Factors (Explicit) écording to the Gender of
Respondents (t-test

Push Factors T value ' Sig.
Male Female
Bahrain | Mean | SD Mean SD
F1: escape 4.2 .74075 4.6 .65043 | -3.010 .002
F2: prestige 3.3 95213 3.1 1.10431 1.380 170
F3: social and sport 3.4 .88922 3.1 76770 | 2.209 129
F4: experience and excitement| 3.8 .86822 3.8 .82484 | .075 940
F5:enjoying natural resources | 4.0 .81966 4.3 62281 | -1.926| .056
F6: knowledge 4.4 .56141 4.5 53937 | -.497 .620
No 127 37
Egypt
F1: escape 3.9 .88571 4.1 .89726 | -.918 .360
F2: prestige 3.3 .93752 3.7 .76549 | -2.912 .004
F3: social and sport 3.1 .89789 3.3 74327 | -.886 377

F4: experience and excitement| 3.6 95935 3.6 .85889 | .089 929
F5:enjoying natural resources | 4.1 .79218 3.9 .86364 | 1.492 .138

F6: knowledge 4.5 65727 4.4 .65055 | .899 .370
No 115 47
France

F1: escape 4.3 .66316 4.4 .62048 | -.802 423
F2: prestige 3.4 .98461 2.9 1.17613 3.455 .001

F3: social and sport 3.8 91784 2.9 .79539 | 3.511 .001
F4: experience and excitement| 3.8 90102 3.7 .733358 .576 .566

F5:enjoying natural resources | 4.3 .74445 3.9 96904 | 1.582 116
F6: knowledge 4.5 45528 4.4 57362 | 1.502 135
No 143 17

Regarding the pull factors, the result of the T-&d®wn in Table 7-19 found that
there are significant differences between malesfandhles in one pull factor in
Bahrain - ‘Expenditure’ (sig. = 0.010), one pullctar in Egypt - 'Natural
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/Historical' (sig.= .006), and two pull factorsknance 'Outdoor Activities' (sig.=
0.002) and ‘Natural /Historical ' (sig. = 0.012).

In Bahrain, the males (mean = 3.9) placed greater emphadiseoixpenditure’
factor than females (mean= 3.5). This means tha¢snaere more likely to be
attracted by this factor to travel to Bahrain. Rbe rest of the factors, no
significant differences were found. This suggelség both male and female Saudi
tourists to Bahrain are similarly attracted by dast the factors ‘Outdoor

Activities’, ‘Natural /Historical’ and ‘Weather anfinvironment’.

In Egypt, the females (mean = 4.2) were more interested e 'Muatural
/Historical' factor than males (mean= 3.9). This means that leBsnaere more
likely to be attracted by this factor to travel Egypt. For the rest of the other
factors, no significant differences were found.sThieans that tourism attractions
of Egypt (Expenditure, Outdoor Activities and Weatland Environment) seem
to equally attract both Saudi tourist groups (maled females).

In France, the males placed greater weight on the 'Outdoctivities’ factor

(mean = 4.0) than females (mean = 3.3). Males plisced greater emphasis on
the 'Natural /Historical' factor (mean = 4.4) thiemales (mean = 4.0). This
means that males were more likely to be attractedhbse factors to travel to
France. For the other factors, no significant défeees were found. This means
that tourism attractions of France (Expenditure Arehther and Environment) are

appealing to both Saudi tourist groups (males anthfes).

Table 7-19 : the Differences in Pull Factors (Explicit) Acording to the Gender of
Respondents (t-test

Pull Factors Tvalue | Sig.

Male Female
Bahrain | Mean SD Mean SD
F1: expenditure 3.9 .88720 3.5| 1.09766 2.595 .010
F2: outdoor activities 3.7 .83522 3.7 .78539 554 581
F3: natural /historical 4.2 57520 4.2 48423 .645 520
F4:weather and environment| 4.3 .64096 4.5 60528 -1.84D .068
No 127 37
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Continued table 7-19: the Differences in Pull Facts (Explicit) According to the Gender of
Respondents (t-test

Pull Factors T value ! Sig.
Male Female
Egypt
F1: expenditure 3.7 | 1.11456 3.9 | 1.0197Q0 -1.119 | .265
F2: outdoor activities 3.5 93744 3.7 .83683 -1.19D .236
F3: natural /historical 3.9 .77060 4.2 .61281 -2.80b .006

F4:weather and environment| 4.1 .89532 4.0 1.00266 .286 75
No

France
F1: expenditure 4.1 .83542 3.7| 1.14524 1.789 .076
F2: outdoor activities 4.0 .86058 3.3 .63085% 3.127 .002
F3: natural /historical 4.4 .56838 4.0 50235 2.54% .012
F4:.weather and environment| 4.4 74424 4.5 .53033 -.413 .680
No 143 17

7.3.4.2 The Differences in Implicit Motivations of Tourists (Push and Pull
Factors) According to their Gender

According to the analysis of the T-test shown ibl€a7-20 and 7-21, there were
significant differences between males and femalesne push factor - 'Alcohol
and Sex desires' in Egypt (sig. = 0.016) and iméegsig. = 0.002), and one pull
factor - 'Alcohol and Sex attractions' (sig. = @Ph Egypt, and two pull factors
in France - 'Alcohol and Sex attractions' (sig. .818) and 'Drugs attractions'
(sig. = 0.024).

In Egypt, the males placed greater emphasis on the 'Alcahdl Sex desires'
factor (mean= 2.9) than females (mean = 2.4). Tiesns that the males were
more likely to be motivated by this factor to trt@ Egypt, while females were
less likely to be motivated by it. This is mosteik because of the firm

restrictions that the Saudi society put on femalesility where it is very unlikely

that a Saudi women will be left to travel outsitle tountry alone without one of
her very close relatives, while males have moredoen to travel alone to any
destination. Thus, since female tourists will alerdye accompanied by one or
more of their family members will not find a chartoebehave any behaviour that
iIs no accepted back home such as alcohol drinkimd) sex soliciting. No
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significant differences were found for the factbtFaun and Freedom'. This means
that both tourist groups (males and females) dracéd by (‘Fun and Freedom

desires’) to visit Egypt.

Contrary to our expectations, France, the females were in greater agreement on
the 'Alcohol and Sex desires' factor (mean= 2.@8pntmales (mean = 1.7). This
suggests that females were more likely to be misd/#o travel to France by this
factor while males were less likely to be motivatsdthis factor. This could be
attributed to the fact the few families that alldveir female members to travel to
France are very liberal families and place no fmestrictions on their female
members’ behaviour. For the factor of 'Fun and doee desires' no significant
differences were found. This means that both togrisups (males and females)
had similar motivations of 'Fun and Freedom de'sicegisit France.

Table 7-20 : the Differences in Push Factors (Implicit) &cording to the Gender of
Respondents (t-test)

| Pull Factors Tvalue | sig. |

Male Female
Bahrain | Mean SD Mean SD

F1:alcohol and sex desires 3.2 95760 3(2 .84837 .037.971

F2:fun and freedom desireg 3.6 1.07863 3/8 98220 7-.92 .356

No 127 37

Egypt
F1:alcohol and sex desires 2.9 1.08201 214 1.032544312.| .016
F2:fun and freedom desires| 3.0 1.18603 3]0 1.53723 1 .01 .991

No 115 47
France
F1:alcohol and sex desires 1.7 .66756 2|3 .81187 933.L .002

F2:fun and freedom desires| 2.8 1.27439 311 1.03877 97-.9 .320
No 143 17

Regarding pull factoran Bahrain, no significant differences were found for any

pull factors (Alcohol and Sex attractions, Drugsaations and Fun and Freedom
attractions). This suggests that tourism attrastioh Bahrain (Alcohol and Sex
attractions, Drugs attractions and Fun and Freedtimctions) seem to attract
both Saudi tourist groups (males and females). iBhisost likely due to that fact
Bahrain and Saudi Arabia are very similar to eattteroin all aspects but the
Bahrain society is very liberal and more toleramtalcohol drinking and sex
soliciting so most of the Saudi tourists to Bahrare attracted by these factors.
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Thus, the female tourists to Bahrain mostly likelWll be from very liberal
families or they some how manage to travel withthair families knowledge

since it takes very short time to go Bahrain anueback.

In Egypt, the males were more interested in the ‘Alcohal &ex attractions’
factor (mean= 3.0) than females (mean = 2.5). $hggests that males were more
likely to be attracted by this factor to travel Egypt, while females were less
likely to be attracted by this factor. No signiintadifferences were found for the
other factors (Drugs attractions and Fun and Freeaktractions). This means that
tourism attractions of Egypt (Drugs attractions &uh and Freedom attractions)

seem to attract both Saudi tourist groups (maldS@males).

In France, the females were in greater agreement on theohldt and Sex
attractions’ factor (mean= 2.3) and on the 'Drugsaetion’ factor (mean=2.3)
than males (mean = 1.8) and mean (1.6) respectiVéig means that females
were more likely to be attracted to travel to Feby these factors, while males
were less likely to be attracted by these facthis.significant differences were
found for the factor of 'Fun and Freedom attracioifhis means that tourism
attractions of France (‘Fun and Freedom attractjaqspear to attract both Saudi
tourist groups (males and females).

Table 7-21 : the Differences in Push Factors (Implicit) &cording to the Gender of
Respondents (T-test)

Pull Factors

T value' Sig.
Male Female
Bahrain | Mean SD Mean SD
Flalcohol and sex attractions 3.2 1.03863 3.2 .96242 -.144 .886
F2:drugs attractions 2.3 1.04634 2.5 .77067 -1.4685 145
F3:fun and freedom attractions 3.7 .93026 3.9 .83937 -.996 321
e —
No 127 37
Egypt
F1:alcohol and sex attractions| 3.0 1.16001 2.5 1.18809 2.345 .02p
F2:drugs attractions 2.3 1.09466 2.1 1.23134 1.020 .300
F3:fun and freedom attractions 3.4 1.07549 3.2 1.51411 .670 .50b
P — ——§—§—§—§—§—§—§—§—§—§—§$—§—§—$—§—§—$§—$—S—§—$—S—“—$S§—_
No 115 47
France
F1:alcohol and sex attractions| 1.8 .75004 2.3 .89960 -2.465 .015
F2:drugs attractions 1.6 .68567 2.3 1.11327 -2.472 .024
F3:fun and freedom attractions 2.8 1.23450 3.2 .95058 -1.468 156
No 143 17
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The findings of this study are consistent with poeg studies on tourism
motivations. Mok and Armstrong (1995) in their duof Hong Kong resident
tourists' motives, found a significant relationshgiween perceived importance of
destination attributes and gender. Their study dodhat male respondents
perceived entertainment and climate as more impbthtan did females. Kinet

al (2003) also found significant differences (p<0.08jween males and females
for three of the push factors and one of the paditdrs. Female respondents
placed more importance on the push factor of ‘fanlgetherness and study’,
whereas male respondents emphasized factors ofe@ppng natural resources
and health’, and ‘adventure and building friendshi®n the pull factor of ‘key
tourist resources’, those in the female group tdnideperceive the key tourist

resources at the national parks to be more impoctanpared to those in the male

group.

In a recent study, Zhargt al, (2004) also found significant differences betwee
tourists' gender and two destination dimensiongt features (accommodation,
local transportation and food) and exogenous fadgpidemics, natural, disaster,
safety and political and social environment). Miarists rated tour features as
more important than did female tourists. Nonetlelésmale tourists considered

exogenous factors more important than male tourists

7.3.5 Tourism Motivation Factors and and Tourists’ Marital Status

7.3.5.1 The Differences in Explicit Motivations of Tourists (Push and Pull
Factors) According to their Marital Statues

Tables 7-22 and 7-23 provide the results of theesI-tused to examine
differences in Tourists’ explicit motivations acdorg to their marital status.
The results in Table 7-22 indicate that significaifferences exist between
Single and Married tourists with regard to threstptactors in Egypt 'Prestige’
(sig. = 0.000), 'Social and Sport' (sig. = 0.004d a'Experience and Excitement’
(sig. = 0.001).

In Bahrain, no significant differences were found betweenriadrand single

tourists regarding any of the push factors. Thiggests that both tourist groups
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(single and married) had similar motivations (Es;dprestige, Social and Sport,
Experience and Excitement, Enjoying Natural Resesiand Knowledge) to visit

Bahrain.

In Egypt, couples placed greater emphasis on the pushrdaaio 'Prestige’

(mean= 3.9), 'Social and Sport' (mean= 3.4) anghéEgnce and Excitement'
(mean= 3.9) than those who were single. This meeithose who were married
are more likely to be motivated by these factorsrawel to Egypt, while single
tourists were less likely to be motivated by thdsetors. No significant

differences were found with respect to the restaotors. This means that both
tourist groups (single and married) had similar iwations (Escape, Enjoying

Natural Resources and Knowledge) for visiting Egypt

In France, no significant differences were found in any péettors. This means
that both tourist groups (single and married) heudilar motivations (Escape,
Prestige, Social and Sport, Experience and Exciténtenjoying Natural

Resources and Knowledge) to visit France.

Table 7-22 : the Differences in Push Factors (Explicit) Acording to the Marital Status of
Respondents (t-test)

Push Factors Mavital Statues T value' Sig.

Single Married
Bahrain | Mean SD Mean SD
F1: escape 3.3 .71355 4.3 76426 -.13( .897
F2: prestige 3.2 | 1.03950 3.3 .94809 -.970 .334
F3: social and sport 3.3 .85889 3.4 .88900 -.676 .500
F4: experience and excitement 3.7 .85619 3.8 .86072 -.2272 .825
F5:enjoying natural resources| 4.1 .83985 4.0 .88627 1.584 115
F6: knowledge 4.4 .48602 4.4 .61028 149 .882
No 75 89
Egypt
F1: escape 3.9 .79203 4.1| 1.03697 -.924 .358
F2: prestige 3.1 .87541 3.9 78547 -5.1501  .0Q0
F3: social and sport 3.0 .81392 3.4 87476  -2.914 .004
F4: experience and excitement 3.4 .94987 3.9 81523 -3.321 .001
F5:enjoying natural resources| 3.9 .83374 4.1 .6203% -1.381 .149
F6: knowledge 4.5 .62015 4.4 70917 1.248 214
No 103 59
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Continued table 7-22: the Differences in Push Facts (Explicit) According to the Marital
Status of Respondents (t-test

Push Factors Mavital Statues T value' Sig.

Single Married
France
F1: escape 4.2 .67532 4.4 61044  -1.168 .247
F2: prestige 3.7 | 1.03742 3.6 | 1.05588 .279 781
F3: social and sport 3.7 .91984 3.5 97767 1.193 .235
F4: experience and excitement 3.8 .88051 4.0 88758 -1.183 .239
F5:enjoying natural resources| 4.2 62762 4.2 97816 .675 501
F6: knowledge 4.5 47935 4.6 44613  -1.110 269

No 114 46

Regarding the pull factors, the result of the T-testable 7.23 indicated that
significant differences exist between single andried tourists with regard to
one pull factor in Bahrain - 'Expenditure’ (sig0#£09), and three pull factors in
Egypt — ‘Outdoor activities' (sig. 0.005), 'Natuk#bktorical' (sig.= 0.041) and
‘Weather and Environment' (sig.= 0.030).

In Bahrain, single people (mean = 4.0) were more likely topdled by the

'‘Expenditure’ factor than married people (mean3.3lhis means that singles
were more likely to be attracted by this factotrvel to Bahrain. For the other
factors, no significant differences were found.sTimeans that tourism attractions
to Bahrain (Outdoor Activities, Natural /Historicahd Weather and Environment)

seem to attract both Saudi tourist groups (maaretisingle).

In Egypt, couples are interested in the factors of '‘Outdooctivities’ (mean =

3.8), 'Natural /Historical' (mean = 4.1) and 'Weathnd Environment' (mean =
4.2) than Single. This means that those who areiedaare more likely to be
attracted by these factors to travel to Egypt. thar factor of 'Expenditure’ no
significant differences were found. This means thattourism attraction of Egypt

(Expenditure) seem to attract both Saudi touristigs (single and married).

In France, no significant differences were found betweenséhwho are single

and couples. This means that tourism attractioRrahce (Expenditure, Outdoor
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Activities, Natural /Historical and Weather and Eowment) seem to attract both

Saudi tourist groups (single and married).

Table 7-23 : the Differences in Pull Factors (Explicit) Acording to the Marital Statues of
Respondents (t-test)

[ Pull Factors Mavital Statues T value ' Sig. I

Single Married
Bahrain | Mean SD Mean SD
F1: expenditure 4.0 .89016 3.7 97512 2.649 .009
F2: outdoor activities 3.7 .79594 3.8 .84764 -.549 .584
F3: natural /historical 4.2 48051 4.2 .61396 .038 .969
F4:weather and environment | 4.4 51175 4.3 .72189 1.678 .095

No 75 89

Egypt
F1: expenditure 3.8 1.06782 3.8 1.13414 -.135 .893
F2: outdoor activities 3.4 .84194 3.8 97306 -2.825% .0056
F3: natural /historical 3.9 77149 4.1 67117 -2.063 .0411
F4:weather and environment 3.9 99521 4.2 .75633 -2.197 .030

No 103 59

France
F1: expenditure 4.1 .899907 4.1 .83226 -.130 .897
F2: outdoor activities 4.0 .76784 3.8 1.05621 1.477 142
F3: natural /historical 43 54627 4.3 .63631 .228 820
F4:weather and environment | 4.4 .64960 4.4 .88765 442 .659
No 114 46

7.3.5.2 The Differences in Implicit Motivations of Tourists (Push and Pull
Factors) According to their Marital Status

Tables 7-24 and 7-25 show the results of the Taratysis. In table 7-24, the

results indicate that no significant differencesseketween single and married

tourists in any push factor in any of the destmadi (Bahrain, Egypt, and

France). This means that both tourist groups (sirgld married) had similar

motivations (Alcohol and Sex desires, Fun and Feeedlesires) to visit

Bahrain, Egypt and France.

In Bahrain and France, there were no significant differences betweemlsin
and married tourists in any of the pull factors.isTimeans that the tourism
attractions of Bahrain and France (Alcohol and Sakractions, Drugs
attractions and Fun and Freedom attractions) seeattract both Saudi tourist

groups (single and married).
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Table 7-24 : the Differences in Push Factors (Implicit) &cording to the Marital Status of
Respondents (T-test

Pull Factors Marital Statues

T value ' Sig.

Single Married
Bahrain | Mean SD Mean SD
F1:alcohol and sex desires 3.1 .88707 3.3 .96686 -1.052 .294
F2:fun and freedom desires 3.6 1.02593 3.7 1.08914 -.098 .92p
e —
No 75 89
Egypt
F1:alcohol and sex desires 2.8 1.02488 2.6 1.17114 1.481 41
F2:fun and freedom desires 4.0 1.13908 3.2 1.52689 -.875 .384
P ————@—§—§$—S—€—S——“Sttyu
No 103 59
France
F1:alcohol and sex desires 1.8 .71948 1.7 .66491 .638 524
F2:fun and freedom desires 2.7 1.21054 3.1 1.3332( -1.578 A1f7
No 114 46

The results in table 7-25 indicate that there was$ pne significant difference
between single and married tourists in one pulltdiadn Egypt - 'Drugs
attractions' (sig. = 0.002). Those who were singéeced greater emphasis on
the factor of ‘Drugs attractions’ (mean = 2.5) thmarried tourists (mean = 1.9).
This means that single tourists were more likelpacattracted by this factor to
travel to Egypt. This could be attributed to thetfdnat most of the drug addicts
are usually from the unmarried youth. For the oéghe factors, no significant
differences were found. This means that the touratnactions of Egypt
(Alcohol and Sex attractions, Fun and Freedomditnas) seem to attract both

Saudi tourist groups (single and married).

Table 7-25 : the Differences in Pull Factors (Implicit) Acording to the Marital Status of
Respondents (t-test)

Pull Factors Marital Statues

Tvalue ' Sig.
Single Married
Bahrain | Mean SD Mean SD
Flalcohol and sex attractions 3.0 .89731 3.3 1.0190% -1.548 124
F2:drugs attractions 2.3 .90738 2.4 1.06771 -1.565 120
F3:fun and freedom attractions 3.7 .85369 3.8 .95889 -.438 .662
P ——S—§S—S—$—§$—S—S—$§$—S—S—S“——__vu{
No 75 89
Egypt
Flalcohol and sex attractions 3.0 1.13483 2.7 1.24814 1.724 .08\
F2:drugs attractions 2.5 1.11129 1.9 1.0929¢ 3.193 .00p
F3:fun and freedom attractions 3.2 1.05793 3.4 1.45377 -.912 .364
No 103 59
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Continued table 7-25: the Differences in Pull Facts (Implicit) According to the Marital
Status of Respondents (t-test

Pull Factors : Marital Statues : Tvalue ' Sig.
Single Married
France
Flalcohol and sex attractions 1.9 .80395 1.9 .72041 -.140 .889
F2:drugs attractions 1.7 .75150 1.5 .78799 1.812 .072
F3:fun and freedom attractions 2.8 1.12706 3.1 1.3789" -1.629 .10b
No 114 46

The results obtained in this study seem to be amd those of other studies.
According to Zhanget al.;s (2004) findings, married tourists consideredrtou
features more important than did their single cerpdrts. Jamrozy and Uysal
(1994) also examined the influence of marital Stabm tourists’ motivations.

They related five travel groups (families, indivads travelling alone, couples,
friends, and organized tour groups) to motivatiomash and pull factors. They
found that German overseas travellers displayedti@ns in push motivations

while travelling alone and in groups of friends, @gposed to travelling as
families, couples, and tour groups. For example, fiist group (individuals

travelling alone) looked for the 'novelty’, 'exmerce’ and 'adventure' factors,
while the second group (family groups) were mogdaby ‘'luxury’ and 'doing

nothing'.

7.4 Summary

This chapter discussed the differences in motinatiof tourists according to their
demographic characteristics (age, gender, matiédais income and education).
The results presented in this chapter revealedthieatnajority of the respondents
were male (79.2%); about two-thirds (60.1%) of theare married and the age of
more than 39.1% of them ranged between 25 and &4 yéd. Nearly 41% of the
respondents had a university level of educationrance than 25% of them had a
monthly income of SR 6000-8999. As discussed absigificant differences
were found in both "explicit" and "implicit" pusmd pull factors between tourists
with different demographic characteristics.

In Bahrain, the result of this study revealed that thatalye of the respondents

has an influence on just one explicit pull factxpenditure’). Moreover, this
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study revealed that the education of tourists masffuence on two explicit push
factors (‘Prestige’ and 'Knowledge') and on oneliampush factor ('Fun and
Freedom desire’). Furthermore, the result of thidysrevealed that thgenderof
tourists, has an influence on two explicit pushtdex ('Escape’ and 'social and
Sport'), on one explicit pull factor (‘Expendituyeln relation to touristsmarital
status the results of this study indicate that the nahstatus of tourists has an

inflounce on one explicit pull factor (‘ExpenditQre

In Egypt, results of this study revealed that that #ge of respondents has an
influence on two explicit push factors (‘Prestigehd 'Experience and
Excitement’), on two explicit pull factors (‘Outdod\ctivities' and ‘Natural
/Historical’). Moreover, the result of this studgvealed that théencome of
tourists has an inflounce on three explicit pustidies (‘Prestige’, 'Social and
Sport' and 'Experience and Excitement’), on twoliexppull factors ('Outdoor
Activities' and ‘Natural /Historical'). Furthermoreéhe results of this study
revealed that theducation of tourists has an influence on four explicit push
factors (‘Prestige’, 'Social and Sport', 'Expereand Excitement' and 'Enjoying
Natural Resources'), on three explicit pull factdt&xpenditure’, 'Outdoor
Activities' and 'Natural/Historical’) and on one gheit pull factor (‘'Fun and
Freedom attractions'). Regarding tpender of tourists, the results of this study
indicate that the gender of tourists has an infl@uon one explicit push factor
('Prestige’), on one explicit pull factor ('Natur#listorical’), on one implicit push
factor ('Fun and Freedom desire’), In relatiorotarists’ marital status the results
of this study indicate that the marital statusairists has an inflounce on three
explicit push factors (‘Prestige’, 'Social and $pa@nd ‘'Experience and
Excitement’), on three explicit pull factors (‘Ootd Activities',
‘Natural/Historical' and 'Weather and Environmerdihd on one implicit pull

factor (‘Drugs attractions’).

In France, results of this study revealed that that #ge of respondents has an
influence on one explicit push factor ('Social a@plort’), on one explicit pull
factor (‘Outdoor Activities’), on one implicit pusfactor ('Fun and freedom
desires’), and on one implicit pull factor ('FundaFreedom attraction’).

Furthermore, , the result of this study revealeat theincome of tourists has an
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inflounce on two explicit push factors (‘'Social aBdort’ and 'Enjoying Natural
Resources'), on one explicit pull factor ('Natukibktorical’), on two implicit push
factors (‘Alcohol and Sex desires' and 'Fun ancdom desires’), and on one
implicit pull factor (‘'Fun and Freedom attractignMoreover, the results of this
study revealed that treducationof tourists has an influence on one explicit push
factor ('Experience and Excitement’), on two explpull factors (Expenditure’
and 'Natural/Historical’), on one implicit push tiac('Fun and Freedom desire’)
and on one implicit pull factor (Fun and Freedottraations').Regarding the
genderof tourists, the results of this study indicdtattthe gender of tourists has
an inflounce on one explicit push factor (‘Pres}igen two explicit pull factors
(‘Outdoor Activities' and ‘Natural /Historical’)hoone implicit push factor ('Fun
and Freedom desire’), and on two implicit pull dmst ‘(Fun and Freedom

attraction' and 'Drugs attractions’).

In short, this chapter has provided a wealth cditkedf the tourism market profile
of Saudi Arabia that can be extremely useful togbeernment, travel agencies
and tourism companies in the implementation of foracand realistic tourism
programmes. Moreover, this chapter contributes He tourism motivation
literature by investigating to what extent the dgmaphic characteristics of
tourists, in a unique society with strong Islamradition, influence tourism
motivation, and implicit motivations in particula®ne use which could be made
of these findings would be by the government, whsah use key ideas in this
chapter to gain a better understanding of the ntimeeds of Saudi society in
general, as well as ways in which inbound and démedsurism could be
improved. It is clear, too, that the findings instlthapter can be very useful to
tourism marketers by enhancing their understandimdjthus making them better
able to pinpoint the market groups they wish tgear
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CHAPTER EIGHT: FINDINGS (CULTURE SOCIETY AND
TOURISM MOTIVATIONS)

8.1 Introduction

As mentioned in chapter one, the aims of this stadg examine the relationship
between tourism motivations and Saudi culturaldectThere has seemingly been
a lack of attention among the researchers to stiidyrelationship. Therefore,
this chapter will provide information of the var@ulynamics of Saudi society
grounded on a reflection of its cultural uniqueniessill further contribute to the
generalised literature of tourism motivation bydsfng the influence of cultural
factors on tourism motivation. To efficiently examai this, it is important to
describe the Saudi society from the perspectivedHafstede’s (1980, 1991)
dimensions of culture. Further analysis of the Baarcorrelation test shall reveal
the relationship between tourism motivations aniucal factors. The following

sections will discuss these issues in some detail.

8.2 Cultural Factors

Factor analysis has been employed to examine tlaerlying relationship
between the 22 cultural characteristics. The Kdideyer-Olkin (KMO) measure
of sampling adequacy, indicated that the 22 itenessewadequate for factor
analysis (KMO measure= .77). The factor model use the "Principal
Components Analysis" and the factors were rotatgdusing the OBLIQUE
technique. Because two of the variables (The mmpbirtant thing in my life is to
make myself happy, There exists always an undeylyionflict between the
powerful and the powerlesshad a low factor loading below 0.5, they were
eliminated from the factor analysis. Most of thetéa loadings were greater than
0.60, indicating a good correlation between thengeand the factor grouping
which they belong to. All items loaded highly onlywne factor and were not
split loaded on another factor above (0.35) as estggl by Gorsuch, (1974) and
Leary (1995).
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Principal components analysis suggests that seaaaré may be extracted from
the data (eigenvalues=1 and above), and the 2Gs idmauld remain under the
seven factors which explain 60.1% of the variamcthe data set. The first factor
accounts for 18.4% of the variance, the second 208%, the third for 8.1%, the
fourth for 6.0%, the fifth for 5.6%, the sixth f6t1% and the seventh for 4.7%.
All the remaining factors are not significant. €Skeable 5 in Appendix B).

Reliability analysis (Cronbach's alpha) has beepleyed to test the reliability
and internal consistency of each factor. The alptefficient for two factors are
0.74, 0.71 which are well above the standard ofsdiggested by Nunnally and
Bernstein, (1994). The Pearson correlations for rdst of factors are 0.579,
0.416, 0.457, 0.347, and 0.307 which are signifieathe 0.001 level.

The factors were labelled according to the commnaf the items loading on
each factor. And they were labelled as follows: estainty avoidance,
individualism, the differences groups in societyoWer distance), social
interdependence (collectivism), helping others lémtivism), inequalities and
hierarchy (power distance) and family relationsligmllectivism). Table 8-1

illustrates the result of the factor analysis dfunal characteristics.

Table 8-1 : Cultural Factor of Saudi Tourists

. Reliabilit
Cultural Factors Loading I;/ arlla_nc% y
xplaine Analysis
Factor 1: Uncertainty avoidance 4.0 18.3% 0.74~
It is very important to follow society's rules evén .59
sometimes think it is in society's best interesbiteak
the rules.

It is important for me to work in a well-organized .51
employment situation where the responsibility 3
requirements are clear.

]
o

It is very important for me to have long-term séigu .59
of employment.

Society's rules are very strict and have to be mdht .79
rigorously.

Tolerance of different behaviours and opinions $thg .55
be adhered to rigorously.
Within society there exist clear instructions, whic .69
have to be followed.

Factor 2: Individualism 2.7 12.3% 0.71*

c

When faced with difficult personal problems, ibistter .70
to decide what to do yourself rather than follove th
advice of others.
| would struggle through a personal problem by rfyse .80
rather than discuss it with my friends.
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Continued table 8-1 Cultural Factor of Saudi Tourigs

Reliabilit
y

Analysis

Variance
Explained

Cultural Factors Loading

One's should live one's life independently of athas .73
much as possible.

It does not matter to me how my country is viewed
the eyes of other nations.

Factor 3: The differences of groups in society 1.8 8.1% 0.579*
(power distance)

In Saudi society people are identified by theiripos

.59

in the social networks to which they belong. 18
People are identified independently of the grouyey 80
belong to. )
*
Factor 4: Social interdependence (collectivism) 13 6.0 0.416
One does better working in a group than alone -80
When faced with a difficult personal problem, one
e ; . .64
should consult one's friends and relatives widely.
*
Factor 5: Helping others (collectivism) 1.2 56 0.457
I like to live close to my good friends. .67
I would help within my means if a relative told rtat 7

he or she was in financial difficulties.
Factor 6: Inequalities and Hierarchy 11 51 0.347*
(power distance )

Inequalities among people should be minimized. 68

Hierarchy is something that exists in our societyl & 60

accepted. )

Factor 7: Family relationships (collectivism) 1.0 4.7 0.307*
Aging parents should live at home with their cheldr 14

Children should live at home with parents until tiyey 76

married ’

Total varianceexplained 60.1%

* Pearson Correlation
** Reliability alpha

Factor 1, the uncertainty avoidance factor, explali®3 percent of the variance
with an eigenvalue o#.0. This factor contains six items which are: 'ltviry
important to follow society's rules even if | thiftkis in society's best interest to
break the rulés It is important for me to work in a well-organizethployment
situation where the responsibility and requiremeats cledr ' It is very
important for me to have long-term security of eoyphent, ' Society's rules are
very strict and have to be adhered to rigorduslyTolerance of different
behaviours and opinions should be adhered to niggbyo 'Within society there

exist clear instructions, which have to be followed
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The reliability alpha of this factor is 0.74. Tondwm the reliability of this factor,
the Pearson inter-correlation of its items had ledculated, and all of them were
found to be significant at .001 level of significen(See Table 8-2). In addition,
the item to total correlation for all items is heghthan .3, which is good (Field,
2005). Furthermore, the values in the column ladellpha if Items Deleted,

indicate that one item " It is very important tdldav society's rules even if |
sometimes think it is in society's best interedbrieak the rules.” will increase the
reliability from 0.74 to 0.76 if it is deleted. Tiedore, it has been recognised that

it is important to drop this item.

Table 8-2 : Confirming the Reliability of the Uncertainty Avoidance Factor

Corrected | Cronbach’ Pearson Correlation
Statements item-Total

s Alpha if

A Iltem
Correlation Deleted

It is very important to follow
society's rules even if |

1 | sometimes think it is i .33 .76
society's best interest to break
the rules.
It is important to me to worl
in a well-organized

2 | employment situation where .49 .70 21
the responsibility andg

requirements are clear.

It is very important for me tq

3 | have long-term security aof .53 .69 21 61
employment.
Society's rules are very stric

4 | and have to be adhered to .59 .67 39 28 .34
rigorously.
Tolerance of differing
behaviours and  opinions

5 should be adhered fo 49 .70 A1 .36 A2 40
rigorously.
Within society there exist clear

6 | instructions, which have to be .50 .70 20 26 39 51 44
followed.

Factor 2. this is the individualism factor which explaii®.3 percent of the
variance with an eigenvalue 8f7.It contains four items which are: 'When faced
with difficult personal problems, it is better teade what to do yourself rather

than follow the advice of others’, 'l would strugigthrough a personal problem by
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myself rather than discuss it with my friends', é8nshould live one's life
independently of others as much as possible.dods not matter to me how my

country is viewed in the eyes of other nations'.

The reliability of this factor is 0.71. To furthexamine the internal consistency,
the reliability of this factor is confirmed by th&earson inter-correlation between
the items included in this factor, which were afingficant at .001 level, (See
Table 8-3). Furthermore, the item total correlationall items is higher than .3,
which is good (Field, 2005). The values in the oamtulabelled Alpha if Items
Deleted, indicate that deletion of none of the gamould increase the reliability.

This indicates that all items are positively cdmiting to the overall reliability.

Table 8-3 : Confirming the Reliability of the Individuali sm (1) Factor

Pearson
Correlation

Corrected Cronbach's
Statements item-Total | Alphaif Item

Correlation Deleted

When faced with difficult personal
problems, it is better to decide what to {do
yourself rather than follow the advice pf
others.
I would struggle through a personal
2 | problem by myself rather than discuss| it .55 .61 .46
with my friends.
One's should live one's life independently
of others as much as possible. 65 61 31 48

43 .69

It does not matter to me how my country is
viewed in the eyes of other nations. 45 64 25 33 .44

Factor 3: The difference between groups in society (powetadie)factor
explains8.1 percent of the variance with an eigenvaluel . It contains two
items which are: in Saudi society people are idiedtiby their position in the
social networks to which they belong’, ' peopleideatified independently of the
groups they belong to'. Even with only two item$ptkehe factor is reasonably
reliable as confirmed by the Pearson correlatiord.679 which is statistically

positive and significant at 0.01 level.
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Factor 4: Social interdependence (collectivism) factor exp#&.0 percent of the
variance with an eigenvalue &f3, and contains two items which are: ' one does
better working in a group than alone', ‘when fagd@th a difficult personal
problem, one should consult one's friends and ivestwidely’. The Pearson
correlation of this factor is 0.416 which is pogtiand statistically significant at
0.01 level.

Factor 5: Helping others (collectivism) factor explaibs$ percent of the variance
with an eigenvalue af.2 andcontains two items which are: 'l like to live clase

my good friends', | would help within my means ifedative told me that he or
she was in financial difficulties’. The Pearsonrelation of this factor is 0.457

which is positive and statistically significantta01 level.

Factor 6: Inequalities and Hierarchy (power distandagrtor explained5.0
percent of the variance with an eigenvalud df.,, and contains two items which
are: ' inequalities among people should be minidijZeierarchy is something that
exists in our society and is accepted'. The Peacsorelation of this factor is
0.347 and is positive and statistically significan0.01 level.

Factor 7. Family relationship (collectivism) factor explaindd7 percent of the
variance with an eigenvalue df0. It contains two items which are: 'ageing
parents should live at home with their childrer¢hildren should live at home

with parents until they get married'.

To find the importance of each cultural factor, thean score has been calculated
(8-4). It can be recognised that the uncertaintgidancefactor is the most
important cultural factor as perceived by Saudigbeolt has a mean of 4.3 which
means that the Saudi people feel threatened bygamils situations, and they try
to avoid these situations by establishing more &nmmules, rejecting deviant ideas
and behaviour, and accepting the possibility obalie truths and the attainment
of expertise (Hofstede, 1980). These findings weoasistent with previous
studies (At-Twaijri and Al-Muhaiza, 1996; Bjerke ca\l-Meer, 1993), which

indicated high level of the uncertainty avoidada@ension in Saudi Arabia. The
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results from this study also confirm the result ldbfstede's (1980) study
categorized the Arab countries as strong unceytavidance countries.

Table 8-4 : Ranking of Culture Factors According to theirimportance

I Cultural factors !

Uncertainty avoidance 4.3 1
Helping others (collectivism) 4.2 2
Family relationship (collectivism ) 4.2 2
Inequalities and Hierarchy (power distance) 4.1 3
Social interdependence (collectivism) 4.0 4
The differences of groups isociety (power distange 3.7 5
Individualism 3.0 6

The second most important factor perceived by Spadple was helping others
(collectivism) and family relationshiggollectivism) which has a mean of 4.2. In
contrast, individualism was the least importantda@erceived by Saudi people
with a mean oB.0%. This means that Saudi Arabia is collectivist dounThe
results indicate that certain values have not edtén Saudi Arabia since the
1970s, despite the fact that the lifestyle in thentry has changed since then (At-
Twaijri and Al-Muhaiza, 1996). Among these values the alliance of the
individual to a group, family or other type of assdion. Moreover, the concept
of unity is stressed in Islam, which is the solegren of Saudi Arabia. People are
encouraged to look after and assist one anotherthenpremise that will be

rewarded for doing so.

Regarding power distance, Saudis agree that povwsesnde is something that
exists in Saudi society. This finding is consistevith previous studies (Al-
Twaijri and Al-Muhaiza, 1996; Bjerke and Al-Meer,993). Furthermore,
Hofstede (1980) had categorized the Arab couniriegeneral as large power

distance countries

! This result has been confirmed by previous stunlyAt-Twaijri and Al-Muhaiza, 1996; Bjerke
and Al-Meer, 1993.
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8.3 The Relationship between Cultural and Motivation Fators

To investigate the relationship between culturaitdes and motivation factors

Pearson's correlation was used.

8.3.1 Relationship between Cultural Factors and ExplicitPush and

Pull Motives Factors of Tourists

8.3.1.1Cultural Factors and Explicit Push Factors

Table 8-5 illustrates the result of Pearson cotimiabetween cultural factors and
push factors of explicit motives in three destioas (Bahrain, Egypt, and France).
It should be noted that most of these correlatiwere relatively low.

In Bahrain, the results of Pearson correlation between alltiactors and push
factors indicate that there are significant cotrefes between three cultural
factors and four push factors. The cultural factelated to helping others
(collectivism) has positive correlations with twagh factors 'escap.174) and

'knowledge’(0.183) which are significant at 0.05 level of sigrahce. These

results indicate that the more collectivism (helpothers) in the Saudi society,
the more likely the tourist will travel to Bahratn satisfy his/her push factors
(Escape and Knowledge). This could be attributedwo factors. First it is

expected that if you feel people around you arefbklou will not be willing to

go away from them. Since Bahrain is geographicadlgy near to Saudi Arabia,
Saudi tourists who feel that people in their coyuatre very helpful to each other
will respond to push factors of ‘escape’ and ‘knedge’ without feeling that they
got away from their helping people. Second, Saudibf and Bahrain are
culturally very similar and the same culture ofgiwed) others prevails in Bahrain,
so Saudi tourists will not feel that they have mtssomething in this regards. In
addition, many Saudi families have relatives in Ba&hso they feel like at home

if they are in need for any family help.
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The cultural factor of family relationship (collegsm) is positively and
significantly correlated to two push factors 'Es£d0.240) and 'enjoying natural
resources(0.164) at 0.05 level of significance. These resuiticate that, the
more of collectivism in the Saudi society (famiglationship), the more likely the
Saudi tourist will travel to Bahrain for satisfyingush factors of 'escape' and
‘enjoying natural resources'. Since Bahrain hasrakatesource (sea) which is
lacking in most parts of Saudi Arabia and very H@besocial life compared to
Saudi Arabia, it will attract Saudi tourists whédito enjoy nature and escape
some of the restrict behaviour code in their couetther because they will feel
that they travel away from their people and/or thaght have some relatives in

Bahrain.

The cultural factor related to the differences afups in society (power distance)
has a significant negative relationship with puabtdr of 'social and sport
0.157) at the 0.05 level of significance. Theselifigs suggest that those Saudi
tourists who feel the existence of more power dista(differences of groups in
society) in the Saudi society they are less likelyravel to Bahrain for satisfying
push factor of 'social and sport’. Since sport ive® more social participation
from all social strata, it is normal that those wii@ it will be less tolerant to
social stratification. Thus, the negative correlatbetween the factor of ‘power
distance’ and each of the ‘social’ and ‘sport’ p@ettors is consistent and logical.
Moreover, this result is expected since Saudi Aramd Bahrain are very similar
with regard to ‘social and power distance’ and ¢ha#o to escape that in Saudi

Arabia will choose Bahrain as their destination.

In Egypt, the results of Person correlation between cultémators and push
factors reveal that, there are significant correfet between five cultural factors
and five push factors. The cultural factor of indualism has a significant
positive correlations with three push factors 'pges (0.401), 'social and sport'
(0.395) and 'experience and excitement' (0.22#)ea0.001 level of significance.
These results indicate that the more individualismSaudi society, the more
likely the Saudi tourist will travel to Egypt totsdy push factors of 'prestige’,
'social and sport' and ‘experience and excitem&his result is consistent with

that found in the case of those who choose Balasaitheir destination. Since
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Egypt is geographically much far from Saudi Arateempared to Bahrain and the
social system there, particularly with regard taigbopenness, is very different
from what is prevailing in Saudi Arabia, thus,staxpected that such destination
will attract tourists with individualistic attitudevho are looking for prestige,
experience and excitement on one hand, and why spfmrt and social openness
on the other.

The cultural factor of the differences of groups the society (power distance)
has a significant positive correlations with founsph factors 'escape’ (0.155),
‘prestige’ (0.198), ‘'social and sport' (0.275) amperience and excitement'
(0.233) at the 0.001 and 0.05 levels of signifieanthese findings suggest that
the Saudi tourists who feel the existence of mare/gr distance in the Saudi
society (differences of groups in society), the enldtely they will travel to Egypt

to satisfy their push factors of 'escape’, 'presagd ‘social and sport'. This could
be attributed to the fact that Egypt is very diéfer from Saudi Arabia with regard
to the social distance and social power betweenpgacompared to Bahrain.
Moreover, the Saudi tourists in Egypt are very eesgpd and looked at very
prestigious tourists. Thus, it is expected thahsdestination will attract tourists

who are motivated by push factors of ‘prestige’ awatial and sport’ back home.

The cultural factor of uncertainty avoidance hasgaificant positive correlations
with two push factors, 'escape’ (0.287) and 'enpyiatural resources' (0.163)
the 0.001 and 0.05 level of significance. Thesdifigs suggest that the more of
uncertainty avoidance in Saudi society, the mdeelyithe Saudi tourist to travel
to Egypt to satisfy push factors of ‘escape’ amjoyeng natural resources'.
Although Hofstede's (1980) had categorized all &rab countries as strong
uncertainty avoidance countries, yet Egypt is etqgedo be less uncertainty
avoidance country compared to Saudi Arabia. Thezetbose Saudi tourists who
perceived their country as strong uncertainty aaotg country are expected to
perceive Egypt as less uncertainty avoidance cepuwsdrit will attract them for
many factors that are not tolerated back home. ba@e Egypt has different

natural sights that are very attractive to tourists
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The cultural factor of social interdependence @mllism) has a significant
positive correlation with push factor of 'enjoyingtural resources' (0.248)the

0.05 level of significance. These findings suggélsat the more social
interdependence in the Saudi society, the mordyltke Saudi tourist to travel to
Egypt to satisfy push factors of 'enjoying natuedources'. This is mostly like
because of the cost factor. Travelling to Egyptelatively very cheap compared
to other tourism destinations with nice and ativactenvironment such as
Malaysia and Europe. Thus those tourists who pezdetheir country as being
characterized by collectivism (social interdeper#@rand who most likely prefer
sharing their financial resources with their relas and folk rather than travelling

to expensive areas.

The cultural factor of family relationship (collegsm) has a significant positive
correlation with push factor of ‘enjoying naturasources' (0.19@xthe 0.05 level
of significance. These finding suggests that theremé&amily relationship
(collectivism) in Saudi society, the more likelsaudi tourist is to travel to Egypt
for satisfying push factor of 'enjoying naturalagesces'. This is also most likely
related to the cost factor of tourism. Touristsimstrong family relationship will
most likely travel as families rather than indivadisl and this is possible and not

very expensive when travelling to Egypt.

In France, table 8-5 shows the result of the Pearson caiwel®etween cultural
factors and push factors. The results reveal #ibpush factors are significantly
and positively related to five cultural factors. [Dwal factors of ‘uncertainty
avoidance', and ‘inequalities and hierarchy' (powistance) have significant
positive correlations with all push factors at tBeD01 and 0.05 level of
significance. The correlations values ranged fra2il® to 0.385. These results
indicate that the more of uncertainty avoidance andre power distance
(inequalities and hierarchy) in Saudi society, rit@e likely the Saudi tourist will
travel to France to satisfy these push factorstually France is very different
from Saudi Arabia and many cultural factors areeex@d to act as barriers for
Saudi tourists to France. However, with regard he tcultural factors of

‘uncertainty avoidance', and ‘inequalities anddnatry' (power distance), those
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Saudis who do not feel comfortable with such calttraits can easily be attracted

to France since it is characterized by the opposite

The cultural factor of social interdependence @millism) has a significant
positive correlation with five push factors of 'stige’, 'social and sport,
‘experience and excitement', 'enjoying natural uess' and 'knowledge' at the
0.001 and 0.05 level of significance. The correladi values ranged from .0180 to
0.398. These findings indicate that the more cbiletn (social interdependence)
in the Saudi society, the more likely the Saudirigiuwill travel to France to
satisfy these push factors. No doubt those toutistSrance are perceived more
prestigious than tourists to Bahrain, Egypt or ather Middle East country. Also
since France is culturally, socially, historicallyenvironmentally and
technologically is very different from Saudi Arapiais expected to attract those
tourists who are looking for 'experience and excént', 'enjoying natural
resources' and 'knowledge and trying to find mqvenosocial life and practice

sport.

The cultural factor of helping others (collectivisthas a significant positive
correlation with five push factors of 'escapeegpige’, 'social and sport’, ‘enjoying
natural resources' and 'knowledge' at the 0.0010a0tllevel of significance. The
correlations values ranged from 0.134 to 0.246.s€hHendings indicate that the
more collectivism (helping others) in the Saudiisty; the more likely the tourist
will travel to France for satisfying these pushtdas of ‘escape’, ‘prestige’, 'social

and sport’, 'enjoying natural resources' and 'kadgs'.

A significant positive correlations between fouispuactors of ‘escape’, 'prestige’,
'social and sport', and 'experience and 'exciteénaeatfound with cultural factor
of the differences of groups in society (power afise) at the 0.001 level of
significance. The correlations values ranged fra@v® to 0.418. These results
indicate that the more of power distance (The dkffiees of groups in society) in
the Saudi society, the more likely the Saudi tawidl travel to France to satisfy
these push factors of 'escape’, 'prestige’, 'sacidl sport’, and 'experience and

‘excitement’.
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Table 8-5 : Relationship between Cultural Factors and Exjicit Push factors
Push factors

F2: F3: F4: F5: F6:
Cultural Factors Prestige | Social and Experience | Enjoying Knowledge
Sport and Natural
Excitement | Resources
Bahrain

F1: Uncertainty Avoidance | .151 134 170 123 A11 .100
F2: Individualism .081 132 135 .053 127 -0.10
F3: The differences of
groups in society (power .132 -.067 -.157* .045 .000 -.049
distance)
F4. So_C|_aI interdependenge 131 039 015 109 091 064
(collectivism)
F5: _Helplng others A74* .105 107 .106 ..083 .183*
(collectivism)
F(.S: Inequalltles_ ang .067 -124 .000 -.012 .099 .070
Hierarchy (power distance
F:7  family  relationship .240% .002 .040 132 .164* .100

(collectivism)

(collectivism)

_ Egypt
F1: Uncertainty Avoidance | .287* .093 -.010 .052 .162* .089
F2: Individualism .054 401 .395** \222%* .056 .078
F3: The differences of
groups in society (power .155* .198* 275% .233%* -.021 .040
distance)
F4: So_C|_aI interdependenge 260 134 o012 125 240 139
(collectivism)
F5: Helping other people -053 -133 -.034 153 -053
(collectivism)
F6:  Inequalites  and . 001 -.008 064 057 023
Hierarchy (power distance
F.7 family relationship 046 148 168 o1l 190+ 035

(collectivism)

France
F1: Uncertainty Avoidance | .250* | .344** 349+ .385 .342% 2243+
F2: Individualism .011 .038 -.045 -.084 .062 .008
F3: The differences of
groups in society (power.275* | .365* .300%* A418** 128 133
distance)
Fa. SO.C'T"‘I mterdependence.lzg .398* 345 .180* .329% 268%*
(collectivism)
FS: _Helpmg others A84% | 172% 169* 134 246% 219%
(collectivism)
F6.  Inequaliies —and . | 5 | oaom 364+ 221% 269+
Hierarchy (power distance
F:7 family relationship 015 049 022 o4z 109 035

**Significant at the .001 level of significance.

*Significant at the .05 level of significance.
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8.3.1.2 Cultural Factors and Explicit Pull Factors

Table 8-6 illustrates the relationship between iexppull factors and cultural
factors in three destinations (Bahrain, France Bggpt). It should be noted that

most of these correlations were relatively low.

In Bahrain (table 8-6), there are relationships between tultural factors and
three pull factors. The cultural factor of uncertgiavoidance has a significant
positive correlation with the two pull factors obutdoor activities', and
‘natural/historical’, at the 0.05 level of signéiice. The correlations values are
0.216 and 0.249. These findings indicate that tleeenuncertainty avoidance in
Saudi society, the more likely of the Saudi touttstbe attracted to Bahrain by
pull factors of 'outdoor activities', and 'natuin@torical. Because of the very
conservative nature of the Saudi society, outdativiies and to a lesser extent
visiting natural /historical sites particularly bgmales might not be encouraged.
Thus, those Saudi tourists, particularly femalesrists, who are pushed to
outbound tourism by their preservations about ttosservative nature of the
Saudi society (i.e. uncertainty avoidance) are etqueto be pulled by the liberal
social life in Bahrain where they can freely preetoutdoor activities including
visiting natural/historical sites.

A significant positive correlation between culturictors of helping others
(collectivism) and pull factors ‘outdoor activitie®atural/historical' and 'weather
and environment', are found at the 0.001 and Oe®®llof significance. The
correlations values ranged from 0.219 to .158. &mesults indicate that the more
collectivism (helping others) in Saudi society, there likely are these attraction
factors (‘outdoor activities', 'natural/historicafid ‘weather and environment’) in
Bahrain to pull Saudi tourist.

Cultural factor of family relationship (collectiviy has a significant positive
correlation with two pull factors of ‘natural/hisial’ and ‘weather and
environment', at the 0.05 level of significanceeTdorrelations values are 0.275

and 0.184. These findings indicate that the more collectivism (family
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relationship) in the Saudi society, the more likBgudi tourist will be pulled to
Bahrain by pull factors of 'natural/historical’ amgeather and environment'. The
cultural factor of collectivism, reflected in hatgi others and strong family
relationships, is almost shared and agreed upomllb$audis regardless they
practice tourism or not and regardless of the mgslor pulling factors for
travelling outside or inside the country. This eip$ the significant correlations
between the collectivism culture and most of tdargushing and pulling factors
particularly for those who select a destinationhwsimilar collectivism culture

such as Bahrain.

Cultural factor of inequalities and hierarchy (powdistance) are correlated
positively to one pull factor 'weather and enviramti with a correlation
coefficient of 0.236 at the 0.001 level of sigrgince. These findings suggested
that the more power distance (inequalities andahifiy) in the Saudi society, the
more likely the tourist will be attracted to Bahrdiy pull factor of ‘weather and

environment'.

In Egypt, there are relationships between four culturatoi@cand all pull factors.
The cultural factor of individualism has a signéiit positive correlation with
three pull factors of ‘expenditure’, 'outdoor atieg' and 'natural/historical’, at the
0.001 and 0.05 level of significance, the correladi values ranged from 0.190 to
0.261. These findings indicate that the more oividdalism in the Saudi society,
the more likely the Saudi tourist will be pulled Egypt by pull factors of
‘expenditure’, 'outdoor activities' and 'naturaktical’. This could be attributed to
the possibility that tourists with individualistattitude are more concern about
expenditure compared to those with collectivismtuwzel Therefore, they are
expected to satisfy their ‘outdoor activities’ ahmhtural/ historical’ drives by
visiting destinations Egypt where individualistathier than collectivism culture

prevails.

The cultural factor of uncertainty avoidance isndigantly related to pull factor
of 'weather and environment' at the 0.001 levaighificance with a correlation
coefficient of 0.286. This finding suggests that thore of uncertainty avoidance

in the Saudi society, the more likely the Saudrigiwvill be attracted to Egypt by
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pull factor of 'weather and environment'. The saxplanation given in the case
of Bahrain hold but this result reflects the fdeattthe cultural factors interact

with each other in their influence on the tourstination selection decision.

The cultural factor of the differences of groupssiociety (power distance) is
related to pull factor of 'outdoor activities' het0.001 level of significance with a
correlation coefficient of 0.270. This finding seggs that the more of power
distance (differences of groups in society) in $a@idi society, the more likely the

Saudi tourist will be attracted to Egypt by pulttiar of 'outdoor activities'.

Cultural factor of helping others (collectivism)pssitively correlated to one pull
factor of 'weather and environment' with a corietatcoefficient of 0.314 at the
0.001 level of significance. This finding suggetitat the more of collectivism
(helping others) in the Saudi society, the morelfikSaudi tourist will be pulled

to Egypt by pull factor of ‘weather and environment

In France, table 8-6 shows the result of the Pearson caivel®etween cultural
factors and explicit pull factors. The results lostcorrelation indicate that there
are relationships between five cultural factors alhgull factors.

Cultural factors of uncertainty avoidance, thefeddénces of groups in society
(power distance) and social interdependence (doliem) are significantly
positively correlated with all pull factors of 'expditure’, '‘outdoor activities',
‘natural/historical' and ‘weather and environmantthe 0.001 and 0.05 level of
significance. The correlation values ranged frosh0R.to 0.161. These results
indicate that the more of uncertainty avoidanceremof power distance (the
differences of groups in society) and the more ewbiVism 'social
interdependence’ in the Saudi society, the momdylikhe Saudi tourist will be
drawn to France by pull factors of ‘expendituredutdoor activities',

‘natural/historical' and ‘weather and environment'.

The cultural factor of inequalities and hierarcippwWer distance) is positively
correlated to two pull factors of ‘outdoor actiegtiand 'natural/historical' at the
0.05 level of significance. The correlations valwesre 0.163 and 0.176. This

finding suggests that the more of power distanceqiialities and hierarchy) in

244



Chapter Eight: Findings (Culture Society and TaurlMotivations)

the Saudi society, the more likely the Saudi tausi$l be pulled to visit France
by pull factors of 'outdoor activities and 'natdinadtorical’.

The cultural factor of helping others (collectivisia correlated positively to one
pull factor 'natural/historical’ at the .05 levélsignificance. The correlation value
iIs 0.203. This finding suggests that the more dfecbvism (helping others) in
the Saudi society, the more likely the Saudi tdusil be attracted to France by

pull factor of 'natural/historical'.

These results all confirm the complexity of the iden of tourism destination
choice. It is the consequence of interaction betwseveral cultural factors, push
and pull factors, both explicit and implicit, in thothe home country and the

destination country

Table 8-6: Relationship between Culture Factors and Exptiit Pull Factors

Pull factors
F1: F2: F3: F4:
Cultural Factors Expenditure Outdoor Natural/ Weather
Activities Historical And
Environment
Bahrain
F1: Uncertainty Avoidance .082 .216* .249* 141
F2: Individualism .108 .091 .033 .025
F3: The differences of groups in
society (power distance) 018 -116 -049 112
F4: Social interdependenge
(collectivism) .146 .024 .038 135
F5: Helping others (collectivism) .093 .158* .196* .219**
F6: Inequalities and Hierarchy
(power distance ) 142 .020 121 .236**
F.7 family relationship
(collectivism) -.038 .016 .275* .184*
egwpt! | ! !

F1: Uncertainty Avoidance .169 .82 .036 286**
F2: Individualism .190* .261** .261* .140
F3: The differences of groups in
society (power distance) 146 270%™ 131 036
F4: Social interdependenge
(collectivism) 144 104 140 .105
F5: Helping others (collectivism) .071 .019 .096 314
F6: Inequalities and Hierarch
(power distance ) .150 .016 .088 .051
F.7 family relationship
(collectivism) 152 -.006 .026 151
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Continued table 8-6: Relationship between Culture &ctors and Explicit Pull Factors

Pull factors
F1: F2: F3: F4.:
Cultural Factors Expenditure Outdoor Natural/ Weather
Activities Historical And
Environment

France
F1: Uncertainty Avoidance .299** .316** A402** .291*
F2: Individualism .065 .001 .004 .065
F3: The differences of groups in
society (power distance) 161* -300* 77 -258*
F4: Social interdependenge
(collectivism) 278** .252** .264** 175*
F5: Helping others (collectivism) .071 .075 .203* 152
F6: Inequalities and Hierarchy
(power distance ) .032 .163* 176* 147
F.7 family relationship
(collectivism) -.001 .029 -.002 -.043

**Sjgnificant at the .001 level of significance.
*Significant at the .05 level of significance

8.3.2 Relationship between Cultural Factors and Implicit Motives

Factors (Push and Pull) of Tourists

8.3.2.1Cultural Factors and Implicit Push Factors

Table 8-7 illustrates the coefficients of Pearsamredation between (cultural
factors) and (push factors) of implicit motives timree destinations (Bahrain,
Egypt, and France).

In Bahrain, there is a significant positive correlation bedwene cultural factor
relating to the differences of groups in societgwpr distance) with two push
factors 'alcohol and sex desires' and 'fun anditneedesires’ at the 0.001 level of
significance. The correlation values are 0.352 @/&B8. These results indicate
that the more outbound Saudi tourist feels thetemee of power distance (the
differences of groups in society), in the Saudiietycthe more likely he/she will
travel to Bahrain to satisfy his/her push factorsatcohol and sex desires' and
fun and freedom desires'. This could be attributedthe fact that those
individuals who openly express their criticism toetexisting social system

particularly with regard differences in power andalth between social groups
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and individuals are more likely to be less religidhan those who do not. On the
other hand, satisfaction of ‘alcohol and sex desie totally prevented in Islam
and only individuals who do not abide by the religs teaching will dare to drink

alcohol and satisfy their sexual desires outsieée tharital life.

In Egypt, there are relationships between four culturatoi@c with two push
factors. The cultural factor of the differenceggodups in society (power distance)
has a significant positive correlation with two pufactors 'alcohol and sex
desires' and 'fun and freedom desires' at the @1 and 0.05 of significance.
The correlations values are 0.209 and 0.169. Thedimgs indicate that the more
of power distance (the differences of groups inetgy; in the Saudi society the
more likely the Saudi tourist will travel to Egyiat satisfy push factors of ‘alcohol
and sex desires' and 'fun and freedom desires'sdiime explanation given in the
case of Bahrain holds here.

The cultural factors of ‘uncertainty avoidance'ocial interdependence’
(collectivism) and 'inequalities and hierarchy' {j@o distance) have significant
positive correlation with one push factor of 'fumddreedom desires' at the 0.001
level of significance. These findings indicate ttieg more uncertainty avoidance,
collectivism (social interdependence) and powertadise (inequalities and

hierarchy) the more likely the Saudi tourist withtel to Egypt to satisfy the push
factor 'fun and freedom desires’. As mentionedieratbecause of the very
conservative nature of the Saudi society, peoplartiularly females and

families) might not feel comfortable practicing rfuand freedom desires’

particularly those individuals who feel that theu8iasociety is characterized by

high level of ‘uncertainty avoidance’.

In France, there was just one significant positive correlatbetween one cultural
factor 'the differences of groups in society' (powistance) with one push factor
'fun and freedom desires' at the 0.001 level afiB@ance. The correlation value
was 0.211. The finding indicates that the more padstance (the differences of
groups in society), in Saudi society the more likéde Saudi tourist will be
willing to travel to France to satisfy his/her pufdctor of 'fun and freedom

desires'. The same explanation given in the cadeggpt holds here but there
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might be interaction between the financial resasiroé the tourists and their
cultural beliefs that causes tourists with simifgerception about the cultural

factor of ‘power distance’ to choose different destion, Egypt and France.

Table 8-7: Relationship between Culture Factors and Pusfactors (Implicit

Push Factors

Cultural Factors

F1:
Alcohol and Sex desires

F2:
Fun and freedom
desires

Bahrain

F1: Uncertainty Avoidance 137 115
F2: Individualism .053 .145
F3: The differences of groups in society (power

e group y (p 350w 2ggH*
F4: Social interdependencgeollectivism) .012 .046
F5: Helping others (collectivism) .045 .140
F6: Inequalities and Hierarchy (power distance .140 .059
F:7 family relationship (collectivism) .009 .073

Egypt

F1: Uncertainty Avoidance .033 .210**
F2: Individualism .023 .089
F3: The differences of groups in society (power

distance) oo v -209™ -169”
F4: Social interdependencgeollectivism) 144 .252**
F5: Helping others (collectivism) .012 110
F6: Inequalities and Hierarchy (power distance 123 .209**
F:7 Family relationships (collectivism) -.096 -.024

France

F1: Uncertainty Avoidance -.054 -.077
F2: Individualism .054 -.147
F3: The differences of groups in society (power

distance) oo v -131 211
F4: Social interdependencgeollectivism) -.066 .021
F5: Helping others (collectivism) -.035 011
F6: Inequalities and Hierarchy (power distance -.010 114
F:7 Family relationships (collectivism) -.032 .096

**Significant at the .001 level of significance.
*Significant at the .05 level of significance

8.3.2.2 Cultural Factors and Implicit Pull Factors

Table 8-8 illustrates the coefficients of Pearsamraiation between cultural

factors and pull factors of implicit motives in ¢er destinations (Bahrain, Egypt,

and France).

248




Chapter Eight: Findings (Culture Society and TaurlMotivations)

In Bahrain, there are relationships between four culturatoi@gcand all pull

factors. The cultural factor of the differencegyodups in society (power distance)
has a significant positive correlation with all lpdiactors 'alcohol and sex
attractions’, 'drugs attractions' and 'fun anddoee attractions' at the 0.001 level
of significance. The correlations values rangesnfrd.307 and 0.223. These
findings indicate that the more power distance (thféerences of groups in

society) in the Saudi society, the more likely Seudi tourist will be pulled to

Bahrain by pull factors of 'alcohol and sex ati@ts', ‘'drugs attractions' and fun
and freedom attractions' . This is most likely hesea of the fact that the
perception of the existence of the differences betwgroups in society (power
distance) and the dare to respond to the pull factb'alcohol and sex attractions’,
'drugs attractions' and 'fun and freedom attrastiprevail among tourist who do

not abide by the Islamic teachings.

There is a significant positive correlation betweeittural factors of uncertainty
avoidance with two pull factors of ‘alcohol and sattractions' and 'drugs
attractions' at the 0.001 and 0.05 level of sigaifice, the correlations values were
0.201 and 0.179. These findings indicate that tbeemf uncertainty avoidance in
the Saudi society, the more likely the Saudi tawidl be attracted to Bahrain by
pull factors of ‘'alcohol and sex attractions' addugs attractions'. .Indeed,
definitely the Saudi society has high level of ‘artainty avoidance’ with regards
to 'alcohol and sex attractions' and ‘drug attoactiThus, it is natural that tourists
who recognize that their society does not tolel@t®hol and sex attractions' and
‘drug attraction’ will seek to satisfy these motiwe destinations where its

satisfaction is more tolerable.

The cultural factor of individualism has a signéfit positive correlation with one
pull factor of ‘drugs attractions' at the 0.05 levkesignificance. The correlations
value is 0.167. This finding indicates that, therenancertainty avoidance in the
Saudi society, the more likely the Saudi touridt e attracted to Bahrain by pull
factor of 'drugs attractions'. Again, this resutlel be attributed to tourists weak

religious commitment.
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The cultural factor of helping other people (cdiigsm) is positively correlated
to one pull factor of '‘fun and freedom attractioms' the 0.001 level of
significance. The correlations value is 0.231. Tmding indicates that the more
collectivism (helping other people) in the Saudiisty, the more likely the Saudi
tourist will be attracted to Bahrain by pull factir 'fun and freedom attractions'.
This is most likely due to the fact that most of tlun and freedom attractions’
are allowed in Islam and the helping other peoptdléctivism) attitude is highly
encouraged by Islam. This reinforces the importasigeligious commitment and

adherence to religious teachings in determininggbomotives for travelling.

In Egypt, there are relationships between five culturaldetvith all pull factors
The cultural factors of uncertainty avoidance andlpimg other people
(collectivism) have significant positive correlatiavith pull factor of '‘fun and
freedom attractions' (the values were 0.301, 0.29#)e 0.001level of significant,
and significant negative correlation with pull factof 'drugs attractions' (the
values were -0.202, -0.286), at the 0.001 levelsighificance. These results
indicated that the more of uncertainty avoidance @ore collectivism (helping
other people) in the Saudi society, the more likilg Saudi tourist will be
attracted to Egypt by pull factor of 'fun and freed attractions'. On the other
hand the more of uncertainty avoidance and collsthi (helping other people) in
the Saudi society, the less likely the Saudi towvif be attracted to Egypt by pull
factor of 'drug attractions'. This reveals the rattion between the different

cultural factors in determining tourists resporeséhe different pull factors.

The cultural factors of the differences of groupssociety (power distance) and
inequalities and hierarchy (power distance) hagaiicant positive correlation
with one pull factor of 'alcohol and sex attraciorat the 0.05 level of
significance. The correlations values were 0.30d @nl89. These findings
indicate that the more of power distance (the bffiees of groups in society and
inequalities and hierarchy) in the Saudi socitftg, more likely the Saudi tourist
will be attracted to Egypt by pull factor of 'aladland sex attractions'. The same

logic and explanation provided in the case of Bahnalds.

The cultural factor of social interdependence @milvism) is significantly

positively correlated with pull factor of 'fun aficcedom attractions' at the 0.001
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level of significance. The correlations value i292. These finding indicated that
the more of collectivism (social interdependencejhie Saudi society, the more
likely the Saudi tourist will be attracted to Egypy pull factor of 'fun and

freedom attractions'.

In France, there are correlations between three culturalofacand two pull
factors. The factor of differences of groups irtisty (power distance) has a
significant positive correlation with pull factorf dun and freedom attractions'
(the values is 0.211) at the 0.001 level of sigatfit, and a significant negative
correlation with pull factor of ‘drugs attractioriie values is -0.187) at the 0.05
level of significance. These findings indicate tkia more power distance (the
differences of groups in society) in the Saudi stygithe more likely the Saudi
tourist will be attracted to France by pull factdrfun and freedom attractions'. In
another hand, the more of power distance (therdifiees of groups in society) in
the Saudi society, the less likely the Saudi towidl be attracted to France by
pull factor of 'drugs attractions'. As Saudi totgi® France are more likely to be
with reasonably high level of education, thus tkgative association between the
tourists perception of the existence of power distain the Saudi society and
their tendency not to be attracted by the pulldadf ‘drug attraction’ is most
likely due to their high awareness level aboutdheger of drugs induced by their
high level of education.

The cultural factors of inequalities and hierardppwer distance) and family
relationship (collectivism) have significant pogéicorrelation with pull factor of
'fun and freedom attractions' (the values are 0.28@ 0.194) at the 0.001 and at
the 0.05 level of significance. These findings oade that the more of power
distance (inequalities and hierarchy) and colléstiv(family relationship) in the
Saudi society, the more likely the Saudi touridt e attracted to France by pull
factor of 'fun and freedom attractions'.
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Table 8-8 : Relationship between Culture Factors and PulFactors (Implicit)

Pull Factors
Cultural Factors F1:Alcohol and F2: Drugs F3: Fun and
sex attractions attractions freedom attractions
Bahrain

F1:. Uncertainty Avoidance .201** 179* .130
F2: Individualism .077 167* .031
F3: The differences of groups in socigty 307+ Do3ex 3G
(power distance) ' ' '
F4: Social interdependencécollectivism) .067 -.009 .110
F5: Helping other people (collectivism) .163 .020 123
F6: Inequalities and Hierarchy (power 090 047 096
distance ) ' ' '
F:7 Family relationships (collectivism) .071 .057 .088

Egypt
F1: Uncertainty Avoidance .059 -.202** .301**
F2: Individualism -.005 .030 .-.027
F3: The Qn‘ferences of groups in socidty 300 056 055
(power distance)
F4: Social interdependencécollectivism) .088 -.049 ..292**
F5: Helping other people (collectivism) -.018 -.286** .270%*
F§: Inequalities and Hierarchy (power 189 - 142 154
distance )
F:7 Family relationship (collectivism) -.071 -.066 .016

**Significant at the .001 level of significance.

*Significant at the .05 level of significance

France
F1: Uncertainty Avoidance -.086 -.008 -.059
F2: Individualism 124 137 -.027
F3: The _dlfferences of groups in society - 086 . 187+ e
(power distance))
F4: Social interdependencécollectivism) -.061 .033 -.025
F5: Helping other people (collectivism) -.021 011 410
F§: Inequalities and Hierarchy (power 014 -070 230%*
distance )
F:7 Family relationship (collectivism) -.005 .008 .194*

Although the results of this study revealed songaiicant correlations between
Saudi cultural factors and factors of tourism mations (push and pull), the
correlations were relatively weak. Nonethelesss tetudy provided initial
evidence of the relationships between culturaldi@ctand tourism motivation.
Some results of this study were similar to thosprewious studies (See Kim and
Lee, 2000, Sakaida, et al 2004).

8.4 Summary

Saudi values are uniquely influenced by Islamiditrans. This in turn influences

unique Saudi demands for tourism services withiwitinout the bounds of these
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Islamic traditions. It is therefore crucial to irstigate the cultural influences on
Saudi tourism from this perspective, and hence ¢hapter has investigated the
influence of cultural factors on tourism motivatorFirstly, to describe Saudi
society the researcher employed Hofstede’s (19891)Ldimensions of culture.
Through the use of factor analysis, the resulteatd seven underlying domains,
which are 'uncertainty avoidance', 'individualisiifferences of groups in society
(power distance) 'social interdependence (collectivism)', ‘helpimghers
(collectivism) , ‘inequalities and hierarchy (power distahcand ‘family
relationship (collectivism)'. Among the culturalctars identified, ‘uncertainty
avoidance' was viewed as the most important culfactor in describing Saudi

society.

Additionally, Pearson's correlation was used toestigate the relationship
between cultural factors and motivation factorsthinee destinations and the
results in this chapter indicate that there areessignificant correlations between
tourism motivations (push and pull factors), bottpleit and implicit, with
cultural factors in all the destinations under gt@Bahrain, Egypt and France).
The principal results of this chapter are the fwilgy:

In Bahrain, the results of the Pearson correlations betweetrallfactors and
explicit push factors indicate that there are digant correlations between three
cultural factors and four push factors. The culttaetor relating to helping others
(collectivism) has significant positive correlat®owith two push factors (escape,
knowledge). The cultural factor of family relatidng (collectivism) is positively
correlated to two push factors (escape, enjoyirtgrabresources). The cultural
factor relating to the differences of groups inistc (power distance) has a
significant negative relationship with the pushtiéaof (social and sport).

Moreover, there are relationships between fourcaltfactors and three explicit
pull factors. The cultural factor of uncertaintyo@ance has a significant positive
correlation with two pull factors (outdoor acti@s, natural/historical). The
cultural factor of helping others (collectivism)shsignificant positive correlations
with three pull factors (outdoor activities, natlimestorical, and weather and

environment). The cultural factor of family relatghip (collectivism) has
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significant positive correlations with two pull tacs (natural/historical, weather
and environment), while the cultural factor of inatities and hierarchy (power

distance) is correlated positively to one pull éadgiveather and environment).

Regarding implicit push motives, there is a sigaifit positive correlation
between one cultural factor relating to the diffexes between groups in society
(power distance) with two push factors (alcohol aeck desires, and fun and
freedom desires). Furthermore, there are relatipashetween four cultural
factors and all implicit pull factors. The cultufaktor of the differences between
groups in society (power distance) has a signifigasitive correlation with all
pull factors (alcohol and sex attractions, drugsaetions, and fun and freedom
attractions). The cultural factor of uncertainty@ance has a significant positive
correlation with two pull factors (alcohol and sattractions, and drugs
attractions). The cultural factor of individualistmas a significant positive
correlation with one pull factor of (drugs attracts), and the cultural factor of
helping other people (collectivism) is positivelyrelated to one pull factor (fun

and freedom attractions).

In Egypt the results of the Pearson correlations betweeturalilfactors and
explicit push factors indicates that there are igant correlations between five
cultural factors and five push factors. The cultdagtor of individualism has a
significant positive correlation with three puslettars (prestige, social and sport,
and experience and excitement). The cultural faatdine differences of groups in
the society (power distance) has a significanttp@sicorrelation with four push
factors (escape, prestige, social and sport, apérence and excitement). The
cultural factor of uncertainty avoidance has aificant positive correlation with
two push factors, (escape, enjoying natural ressyrcThe cultural factor of
social interdependence (collectivism) has a sigaift positive correlation with
the push factor of enjoying natural resources. Th#ural factor of family
relationship (collectivism) also has a significaositive correlation with the push

factor of enjoying natural resources.

Regarding explicit pull factors, there are relasioips between four cultural

factors and all pull factors. The cultural factdrirdividualism has a significant
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positive correlation with three pull factors of penditure’, 'outdoor activities' and
'natural/historical’. The cultural factor of théfdiences between groups in society
(power distance) has significant positive correlasi with four push factors,
‘escape’, 'prestige’, 'social and sport’, and fexpee and excitement'. The cultural
factor of uncertainty avoidance is significantlylated to the pull factor of
'‘weather and environment'. The cultural factorhe differences between groups
in society (power distance) is related to the fagkor of ‘outdoor activities'. The
cultural factor of helping others (collectivism)pssitively correlated to one pull

factor of 'weather and environment'.

As far as implicit push factors are concerned,dlae relationships between four
cultural factors and two push factors. The cultuiaitor of the differences
between groups in society (power distance) hasfsignt positive correlations
with two pull factors 'alcohol and sex desires' dod and freedom desires'. The
cultural factors of 'uncertainty avoidance', 'sbaidéerdependence’ (collectivism)
and 'inequalities and hierarchy' (power distancayeh significant positive

correlations with one pull factor (‘fun and freeddesires’).

Concerning implicit pull factors, there are relasbips between five cultural
factors and all pull factors The cultural factors umcertainty avoidance and
helping other people (collectivism) have a sigmifit positive correlation with the
pull factor of 'fun and freedom attractions'. Thatural factors of the differences
between groups in society (power distance) anduialites and hierarchy (power
distance) have a significant positive correlatiathvene pull factor (‘alcohol and
sex attractions’). The cultural factor of socidemdependence (collectivism) has a
significant positive correlation with the pull fact of ‘fun and freedom
attractions'.

In France the result of the Pearson correlations between@llfactors and push
factors reveal that all push factors are signifilgaand positively related to five
cultural factors. The cultural factors of 'uncemtgiavoidance’, and 'inequalities
and hierarchy' (power distance) have significarsitpe correlations with all push
factors. The cultural factor of social interdepemtte (collectivism) has a

significant positive correlation with the five pusdictors of 'prestige’, 'social and
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sport’, 'experience and excitement', 'enjoying na&ttesources' and 'knowledge'.
The cultural factor of helping others (collectivisthas a significant positive
correlation with the five push factors of 'escaperestige’, 'social and sport’,
‘enjoying natural resources' and 'knowledge'. Aifitant positive correlation
between four push factors of 'escape’, 'prestgmejal and sport’, and 'experience
and 'excitement’ are found with the cultural factdrthe differences between

groups in society (power distance).

Regarding explicit pull factors, the result of tRearson correlations between
cultural factors and explicit pull factors revealduat there are relationships
between five cultural factors and all pull facto@ultural factors of uncertainty
avoidance, the differences of groups in societywgyodistance) and social
interdependence (collectivism) have a significavgifive correlation with all pull
factors (‘expenditure’, 'outdoor activities', 'matlnistorical’ and 'weather and
environment’). The cultural factor of inequaliteesd hierarchy (power distance) is
positively correlated to two pull factors of ‘outdo activities and
'natural/historical'. The cultural factor of helginothers (collectivism) is
correlated positively to one pull factor (‘'natungdtorical’).

As far implicit push factors are concerned, thergust one significant positive
correlation between one cultural factor (‘the dédfeces between groups in
society') (power distance) with one push facton ‘ind freedom desires'. As to
implicit pull factors, there are correlations beénethree cultural factors and two
pull factors. The factor of differences betweenug®in society (power distance)
has a significant positive correlation with the Ipigctor of 'fun and freedom
attractions'. The cultural factors of inequaliteasl hierarchy (power distance) and
family relationship (collectivism) have significapbsitive correlations with the

pull factor of 'fun and freedom attractions'.

All these results confirm that the decision-makprgcess of tourism destination
selection is a highly complex one. It is the outeowsi interaction between several
cultural factors, and explicit and implicit pull érpush factors in both home
country and destination country. Through this detbstudy of the influences of

cultural factors on tourism motivation, the resbarchas accomplished the aim of
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making a contribution to the tourism motivationeldture. In addition, his
investigation of the influences of cultural factans tourism motivation has been
conducted in the specific context of the culture S#udi Arabia, where, as
mentioned previously, the culture and values has&ang foundation in Islamic
tradition. Furthermore, the results of this chaui@n be taken into consideration
by destination marketers in order to assist therdesigning effective marketing

programmes
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CHAPTER NINE: FINDINGS (DESTINATION SELECTION)

9.1 Introduction

As mentioned in chapter one, some of the aims isf ibsearch are to test the
influence of Saudi cultural factor, demographic relcteristic and tourism
motivation on destination selection. Since pervicegearch has investigated the
influence of all these dimensions separately orirmggon selection in different
countries and cultural context (see chapter 4yetiwas been a lack of attention
among the researchers to investigate the influehteese variables (separately or
combinational) in an Islamic context. Thereforeg gorimary objective of this
chapter is to test the influence of Saudi cultufattors, demographic
characteristic and tourism motivation of Saudi outiid tourists on destination

selection (separately and in combination).

To investigate this, three regression models haen lestimated. The logistic (or
logit) regression method is used in determining iadividual’'s destination
selection. The dependent variable of the logistugltiple regressions used is
measured at the nominal level of measurement categalichotomy and the
predictor variables are either continuous or caiegb This means that the model
used will predict which of the two categories asperis likely to belong to, given
the independent variables (the explanatory var&bl¢Field 2000, p. 163).
Therefore, instead of predicting the valuey@jiven the values of the explanatory

variables x, as is done in multiple regression, logistic regmssletermines the

predicted probability of occurring given the values of the explanatoryafaes,

X.. In mathematical terms, the logistic model isirted by taking the exponent

n-

of x, and dividing by the exponent of one pkys The functional form of the

commonly used binary logistic regression model gsfalows (Moutinho and
Hutcheson, 2004; Thrane, 2004).

9.2 Estimation of the Logistic Model

explb, +b,x, +b,x, +....+b x,) j

Prly =1[x,) =
(y | n) (1+exp(b0+blxl+bzxz+ ..... +b Xn)
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Where; Pr(y =1 xn)= the probability of the event occurring given the
effects of the explanatory variable,

Exp = is the base of the natural logarithms (orekygonent)

b,= the slope coefficients corresponding to the apate explanatory
variable, x,

X, = the explanatory variables involved in the regi@s.

The reasoning behind using logistic regressionpgsosed to Ordinary Least
Squares regression (OLS or linear regression)hésfact that the dependent
variable is a categorical (or dichotomous) varigllbich assumes non-linearity
(in most cases) which is a violation of the OLSuagstions (Moutinho and

Hutcheson, 2004; Thrane, 2004). For an OLS regmessodel to be accurate,
the assumption of linearity must be met, along wather four assumptions
(Moutinho and Hutcheson, 2004; Thrane, 2004). &hgiregression overcomes
the problem of non-linearity by transforming the Ilople linear regression

equation into logarithmic form, which essentiallxpeesses the non-linear

relationship linearly.

Creating a model of best fit for this data provedeé extremely difficult and time
consuming due to the large number of explanatonabkes that were initially
included in the model. As a result, numerous ahitegressions were run on
various ‘sub’ categories of explanatory variabkesch as explicit push, explicit
pull, implicit push, and implicit pull, cultural a@n demographic factors.
Regressions from these categories were run on exptanatory variables and
created dummy variables in order to account fooo@ason within variables.
From these initial regressions, refinements aneratibpns were made in order to
distinguish which variables were relevant and digant to the analysis.
Following this first step, significant variablesoin all sub-categories were
combined to run further regressions and refinememtsanalyzing significance
levels and odds ratio values to distinguish whiahables were highly significant
to destination selection, a logistic model of é@sivas generated for each of the
three countries under consideration (Bahrain, Egypd France).
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When interpreting the results obtained from thelyans process, various aspects
and dimensions of the results were examined. ,Roghe examine the direction
of the relationships between the dependent ancpardient variables the sign of
the slope coefficients generated was examined termee if the variables
increase (positive sign) or decreased (negative) dige likelihood of arrears.
Secondly, to assess the strength of the relatipristtiveen the dependent variable
and the explanatory variables, the relative oddi®savere used. Odds ratios
were analyzed within this research as opposedadpestoefficients (as is done
when using OLS analysis), as a result of the stm@éficients holding a different
meaning within logistic regression. In a logisdicalysis, the values of the slope
coefficients of one explanatory variable will bepdadent upon the values of all
other explanatory variables included in the regoesswhich suggests that an
individual analysis of the variables cannot be aeteed. Alternatively, using the
proportionate change in odds ratio (Exp (BYakes advantage of the tractable
form of the logit modél(Long 1997, p79) by calculating the effect a urfiange

in an explanatory variable would have on the pitedicodds of an event
occurring, while holding all other variables comdta Predicted odds ratio and

proportionate change in odds ratio is mathemayicifined as:

Formula for Predicted Odds Formula for Proportionate
Change in Odds

Odds= Pr(eventoccung) ProporChgOds = [UnltAOddsj
Pr(eventnotoauring) Odds

Where UnitAOdds=the odds preceding a unit change in the explanatamngable

X

The interpretation of the proportionate changeddsoratio is as follows; where
values of the proportionate change in odds is grahtin one; as the explanatory

variable increases, the odds of the event occufriagan individual choosing to
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travel to particular destination) also increasehictv results in the explanatory
variable holding a positive effect of the eventucng.

Alternately, where values of the proportionate geam odds is less than one; as
the explanatory variable increases, the odds ofetrent occurring decreases,
representing an explanatory variable holding a tnegeaeffect on the event

occurring.

Extreme positive proportionate change in odds \&ltlese that are significantly
larger than one, result in a predicted probabiliat is increasingly sensitive to
unit changes in the explanatory variable. Likewisgiables that have an extreme
negative effect on the proportionate change in oddise, (those values that are
immensely close to zero); result in a predictedbphulity that is increasingly
sensitive to unit changes in the explanatory végiab

A final noteworthy remark regarding odds ratiogniselation to the identification

of magnitude from the values produced. Where teseleal a positive effect,
and hence an odds value lying above one, the mguthagnitude of the

relationship is equal to the odds value obtainddwever, where a negative effect
is obtained, therefore odds values lying betweem znd one, the resulting
magnitude of the relationship can be determinedddyulating the inverse of the
odds value. Inevitably, the magnitude of a rela&lop producing a negative

effect can be calculated using the equation below:

(o;dsj’

The odds will be the result of the equation abowegative effect magnitude

values have been calculated in final specified rhotithe regression.

9.3 Determinants of Destination Selection

Individual general to specific regressions were nm sub-categories explicit
push, explicit pull, implicit push, implicit pulultural and demographic factors
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in order to reduce the number of variables entenmg the specific regression.
From the six initial regression models, variablesavexcluded from the analysis
based on significance levels and Wald statisticaridbles which had an
associated significance level of less than 5%, elkag a Wald statistic less than a
value of absolute two were excluded from the maued by one, excluding the
variable with the highest level of significance ahén re-running the regression
with the remaining variables and undertaking theesgrocedure until all the
variables included in the model hold the desiregll¢or below the desired level)

of statistical significance.

From the general regressions results produced ah@reables established as
significant (or holding the desired odds) from eaakegory were joined together
to determine a specific model of best fit. Tabi® Shows the result of logistic
regression for three destinations (Bahrain, Egypptirance).

As shown in table 9-1, two of the six push fact@@scape, and social and sport)
were found to be significant in at least one of tiiree models. The other factors
(prestige, experience and excitement, enjoyingrahtesources and knowledge)
were not significant in any of the models testelisTindicated that the four push
factors were not critical determinants in choosagravel destination. In pull
factors there were two factors (natural /historieald weather and environment)
that had significant influence on destination swbec The rest of the factors
(expenditure, and outdoor activities) were not sicgnt in any of the models
tested. These suggest that these two pull fagters not critical determinants in
choosing a travel destination. The finding of tbligdy is consistent with previous
studies (Crompton, 1979; Dann, 1977 Goossens, 220@ and Cai, 2002; Oh et
al, 1995; Yuan and McDonald, 1990) which found tioatrists' motivations have

an influence on destination selection.

Regarding implicit push factors, table 9.1 showat tlwo push factors (alcohol
and sex desires, and fun and freedom desires), sigadficant influence in

destination selection. Just one pull factor hatuémfce in destination selection
(Alcohol and Sex attractions). The other factorsu@ attractions, and Fun and

Freedom attractions) were not significant in anyh&f models tested. This could
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mainly be attributed to the fact “Drugs attractias’not a motive or desire that
can be satisfied during tourism and stopped whertdbrist is back home; it has
to be satisfied continuously. Thus, it is most ljkinat the Saudi tourists are not
drugs addicts and consequently a drugs attracti@s dot play a significant role
in their destination selection. On the other hatitk “Fun and Freedom
attractions” can easily be met in almost all dedtons compared to “alcohol and
sex”. Thus, it is less important in determining tmice of the tourist destination.
Consequently, these two pull factors “Drugs ating” and “Fun and Freedom

attractions” were not critical determinants in abing a travel destination.
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Tabl®-1 : Logistic Regression Models by Destination

Bahrain

France

Factors

F1: Escape

Exp

Wald

value

0.003

8824

-0.427

Exp
(B)

Wald

value

F2: Prestige

F3: Social and Sport

0.028

1.406

4.849

0.341

F4: Experience and Excitement

F5:Enjoying Natural Resources

F6: Knowledge

Explicit Pull Factors ]

F1: Expenditure

F2: Outdoor Activities

F3: Natural /Historical

0.000

0.537

13.201

-0.622

0.015

1.701

5.895

0.531

F4: Weather and Environment

Implicit push factors

F1:Alcohol and Sex desires

0.000Q

1.206 74.884

F2:Fun and Freedom desires

Implicit pull factors

F1:Alcohol and Sex attractions

0.018

1.334

5.563

F2:Drugs attractions

F3:Fun and Freedom attractions
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Continuedrable 9.1 Logistic Regression Models by Destination
Factors

Culture factors

F1: Uncertainty Avoidance

F2: Individualism

0.003

0.694

8.907

-0.366

0.00

0

1.979

30.3

D6

0.682

.0110

0.707

6.388

-0.347

F3: The differences of
Groups in society (power distance)

F4: Social interdependence
(collectivism)

0.000

.594

12.941

-0.520

F5: Helping others (collectivism)

0.045

1.467

4.024

0.383

F6: Inequalities and Hierarchy
(power distance )

8.365

-0.389

F:7 Family relationship
(collectivism)

Demographic variables

5.708

0.344

Gender

Marital Status 0.000 | 2.552 17.70 0.937 0.015 0485 5.962 D.72
Age

Education

Income 0.032 | 1.042| 4.616 0.245
Constant values -4.456 1.142 041
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Five of the seven culture factors (individualisngpcial interdependence
(collectivism), helping others (collectivism), ingglities and hierarchy (power
distance) and family relationship (collectivism)yere found to have a significant
influence on destination selection, whereas unicgytaavoidance and the
differences of groups in society (power distanc&revnot significant in the
selection of a destination. The result of this gtwbnfirmed the results of
previous studies (Assael, 1998; Litvin and Kar, 20Rizam and Sussman, 1995;
You et al 2000) which found that cultural factoes/é an influence on consumer

decision making.

Regarding demographic variables, table 9.1 illtetrdhat two variables (Marital
Statues and income) had influence on destinatidectsen. The result of this
study is similar to findings reported in previouteratures (such as Cat al.,
1996; Metwally, 2004; Oum and Lemire, 1991; Ricardsand Crompton 1988).
For example Oum and Lemire (1991) found that mlasit@us and gender could
affect Japanese tourists’ destination choices.cfhers variables (gender, age and
education) were not significant in any of the madekted. This indicated that the
three demographic variables were not critical deteants in choosing a travel
destination. This result seems to contradict soesilts reported in previous
literature (Leeet al, 2002; Metwally, 2004; Oum and Lemire, 1991; Risan
and Crompton 1988). This is mainly due to the caxipy of the Saudi social
system particularly in relation to gender and agel a@heir interaction with
education, which can alter any expected relatigggsshMoreover, the Saudi
society is not an exception in this regard wheuweiss such as Leh&t al (2002);
Sirakayaet al (2001) found that demographic variables do noehaw influence

in destination selection.

The next sections focus on studying the influerfchese factors on the selection
of the destinations under study (Bahrain, Egypt Brehce). It should be noted
that the positive coefficients associated with sdimetors indicate that Saudi
tourists are more likely to travel to the modeltezstination, whereas the negative

coefficients indicate that they are less likelyisit the specific destination.
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9.3.1 Bahrain model

One pull factor (explicit), one push factor (impjcthree cultural factors and one
demographic variable appear to be significant @mBhahrain model.

- 4.456 + 0.318weatherancenvironmen + 0.963alcohol & sexdesire
expl — 0.366individualism — 0.520social int erdependece
+ 0.383nhelpingothers + 0.963martialstaues
- 4.456 + 0.318weatherancenvironmert + 0.963alcohol & sexdesire
1+ exp - 0.366individualism — 0.520social int erdependelce
+ 0.383helpingothers + 0.963martialstatues

Pr(Bahrain) =

The explicit pull factor “weather and environment” had a pesiteffect on the
odds of a tourist being motivated into travellingg Bahrain, with the odds of
travelling to Bahrain being 1.374 times larger,tlas mean of the weather and
environment factor increases (or for every unitréase in the mean of the
weather and environment factor). The significateeel of this factor is p=
0.038< 0.05. This is statistically significant witlthe analysis and for this reason
was included in the regression. Its representatias in order to determine if the
same effect on odds exists when other relevanabi®s are controlled for. Since
Bahrain is an inland country its weather and emrment are different from those
of Saudi Arabia which is a desert in most of itgioas. Thus, although Bahrain is
not known for its nice weather and attractive emwvinent, yet and because of the
relatively low cost involved, it is expected toratt some Saudi tourists who are
looking for relatively nice weather and an envir@annthat is different from their
desert one.

The implicit push factor “alcohol and sex desirpsdduced a positive effect on
the odds of a tourist being motivated into travejlto Bahrain, with the odds of
travelling to Bahrain being 2.619 times largerttes mean of the alcohol and sex
desires factor increases (or for every unit in@dasthe mean of the alcohol and
sex desires factor). The significance level o$ tlaictor is p= 0.000 < 0.05. This
result is expected since soliciting sex outsidentiagital life and drinking alcohol

are totally not tolerable in the Saudi conservasiad religious society, while it is

easily accessible and tolerated in the Bahrainesgat is a strong pulling for sex
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and alcohol tourists. It was included in the regi@s in order to determine if its
effect on odds exists when other relevant variahtescontrolled for.

The cultural factor “individualism” produced a néga effect on the odds of a
tourist being motivated into travelling to Bahrawith the odds of travelling to
Bahrain being 0.694 times smaller as the mean ef itidividualism factor
increases (or for every unit increase in the mdaheoindividualism factor). The
significance level of this factor is p= 0.004 <®.8nd is statistically significant
within the analysis. This result is consistent witth “Pull-Push” thesis of tourism
and migration in general where people who are sgeki satisfy certain desire or
motive will move from places where they can notisfat that desire to
destinations where they can. As the Bahraini spagetery similar to the Saudi
society in being characterized by collective sodii@, it is very unlikely that
Saudi tourists who perceived that the Saudi sodetyindividualism” to be
attracted to the Bahrain. The inclusion of thigdadn the regression model is to
determine if it has the same effect on odds whéwrotelevant variables are

controlled for.

The cultural factor “social interdependence” prasil@ negative effect on the
odds of a tourist being motivated into travellirgg Bahrain, with the odds of
travelling to Bahrain being 0.594 times smaller tag mean of the social
interdependence factor increases (or for every ingitease in the mean of the
social interdependence factor). The significamell of this factor is p= 0.000 <
0.05 and this is statistically significant withilet analysis. The justification
provided for the negative effect of “individualisrféictor holds here. The reason
for its inclusion in the regression analysis isd&termine if the same effect on
odds exists when other relevant variables are clbed for.

The cultural factor “helping others” produced aipes effect on the odds of a
tourist being motivated into travelling to BahraWwith the odds of travelling to
Bahrain being 1.476 times larger as the mean of iékping others factor
increases (or for every unit increase in the mdaheohelping others factor). The
significance level of this factor is p= 0.011 <®Which is statistically significant

within the analysis. While “collectivism” and “intdependence” cultural traits
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which prevail in both Saudi and Bahraini societi@ght be perceived by some as
limiting their privacy and personal freedom, “helgiother” most likely is not
perceived so, and it is appreciated by everyonsesimost people will not exclude
the possibility of themselves being in need foreotheople help. Consequently,
the similarity between the Saudi and Bahraini d@sein this regards will
encourage Saudi tourists who are attracted by ddwtors to travel to Bahrain.
The reason for the representation of this factoth@ regression model is to
determine if its effect on odds exists when otleevant variables are controlled

for.

The demographic factor “marital status” producqubsitive effect on the odds of
a tourist being motivated into travelling to Balmawith the odds of travelling to
Bahrain being 2.552 times larger as the mean obtlogal class factor increases
(or for every unit increase in the mean of the @lodiass factor). The significance
level of this factor is p= 0.000 < 0.05 and is istatally significant within the
analysis. This is most likely related to the potitybthat married tourists will
travel in groups and as this entails high costeeisfly when travelling to far
destinations, that many families can not afforderBfiore, many married tourists
are expected to be attracted to Bahrain becauseatlatively low cost incurred
as it is very close to Saudi Arabia. It is for tremson that it has been represented
in the regression, in order to determine if the esaffect on odds exists when
other relevant variables are controlled for. Theuheof this study relating to the
influence of martial status on destination selecivas similar to the findings of
Oum and Lemire (1991) study. They found that mbsitatus of Japanese tourists
had an influence on the selection of thdastination. Additionally, Metwally
(2004) found that this variable has a positiveuefice on Gulf Cooperation
Council (GCC) tourists when they select their dedton.

The positive coefficients associated with theseofacindicate that Saudi tourists
are more likely to travel to Bahrain, whereas thgative coefficients indicate that
they are less likely to travel to Bahrain. Therefoweather and environment’,
‘alcohol and sex desires’, ‘helping others’ and fited status’ are contributing to
the Saudi tourists’ decision to choose Bahrain. tha other hand, the Saudi

tourists described within the context of ‘social temlependence’ and
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‘individualism’ are less likely to select BahraiAll these results support the
“pull-push” thesis of tourism.

9.3.2 Egypt Model

There are one push factor (explicit), one pull dadgexplicit), one push factor
(implicit), one pull factor (implicit) and three ltural factors that have an
influence on the Egypt model.

1142-042%scape 0.622atural histoical
oxb” 0.277fun& freedomdiess+ 0.48&lcohok& sexattramins
+0.682ndividuasm- 0.389nequaligs& hierarchy
+0.344familyrelaonship
1142-042%scape 0.622atural histoical
—0277fun& freedomdiess+ 0.48&lcohok sexattramns
+0.682ndividuasm-0.389nequaligs& hierarchy

+0.344familyrelaonship

PrEgtp) =

1+ex

The explicit push factor ‘escape’ produced a negagffect on the odds of a
tourist being motivated into travelling to Egyptdodds of travelling to Egypt, is
0.653 times smaller as the mean of the escaperfaxctieases (or for every unit
increase in the mean of the escape factor). Tdrefsiance level of this factor is
p= 0.003 < 0.05 and is statistically significantthim the analysis. Egypt as a
Muslim Arab country has several cultural traitstthge similar to those prevailing
in the Saudi society, which are most likely thdse tourists are trying to escape.
Therefore, Saudi tourists who are motivated by ‘thecape” factor are very
unlikely to travel to destinations with somewhangar culture such as Egypt.
The reason that this factor is represented ing¢hgeession model is to determine if
the it effect on odds exists when other relevamiatdes are controlled for. The
finding of this study was different form Jang anai 2002) study that found that
this factor had a positive influence in the setattof the West Indies/Caribbean
destinations by British tourists. This might beibtited to that possibility that the
“escape” factor that the British tourists are esogpdo not exist in West

Indies/Caribbean destinations.
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The explicit pull factor ‘natural/historical’ proded a negative effect on the odds
of a tourist being motivated into travelling to Bgywith the odds of travelling to
Egypt being 0.537 times smaller as the mean of nairal/historical factor
increases (or for every unit increase in the mdathe natural/historical factor).
The significance level of this factor is p= 0.0000<05 and is statistically
significant within the analysis. Since the desoes¢e ‘natural/historical’ areas can
be satisfied by visiting the same destination regullg, therefore this result is
most likely because of the high possibility that tespondents had visited Egypt
before; therefore they are looking forward to sew matural/historical sites. The
reason that this factor is represented in the ssgpa is to determine if the same
effect on odds exists when other relevant variabtescontrolled for. This factor
(natural/historical) had a positive influence oneston of Canada, Africa and
negative influence on selection of the U.S, Weslids/Caribbean by the British
tourists (Jang and Cai 2002)

The implicit push factor ‘fun and freedom desirpsdduced a negative effect on
the odds of a tourist being motivated into travgjlito Egypt, with the odds of

travelling to Egypt being 0.758 times smaller as tiean of the fun and freedom
factor increases (or for every unit increase in riean of the fun and freedom
factor). The significance level of this factorps 0.014 < 0.05. This value is

statistically significant within the analysis amat this reason it is represented in
the regression, in order to determine if the saffecteon odds exists when other

relevant variables are controlled for.

The implicit pull factor “alcohol and sex attradisd produced a positive effect on
the odds of a tourist being motivated into travgjlito Egypt. The odd of

travelling to Egypt is 1.628 times larger as theamef the alcohol and sex
attractions factor increases (or for every uniréase in the mean of the alcohol
and sex attractions factor). The significance ll@f¢his factor is p= 0.000 < 0.05
and is statistically significant within the analysiThis could logically be

attributed to the disparity between the Saudi aggpEan societies with regard to
tolerance and accessibility of these factors. “Almand sex attractions” are

totally not tolerated and not easily accessibléhan Saudi societ. This reason that
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this factor is represented in the regression arsigsto determine if the same
effect on odds exists when other relevant variabtescontrolled for.

The cultural factor “individualism” produced a pig effect on the odds of a
tourist being motivated into travelling to Egyptjthvthe odds of travelling to
Egypt being 1.979 times larger as the mean of ndevidualism factor increases
(or for every unit increase in the mean of the wvidlialism factor). The
significance level of this factor is p= 0.000 <®.8nd is statistically significant
This is mainly because of the fact that the Egypsaciety is very individualistic
society compared to the Saudi society, so it vithaat those Saudi tourists who
are looking for more privacy and individualisticcgal life. The reason that this
factor is represented in the regression analys@ determine if the same effect on

odds exists when other relevant variables are colbbed for.

The cultural factor “inequalities and hierarchybduced a negative effect on the
odds of a tourist being motivated into travelling Egypt, with the odds of

travelling to Egypt being 0.678 times smaller as thean of the inequalities and
hierarchy factor increases (or for every unit iase in the mean of the
inequalities and hierarchy factor). The significarevel of this factor is p= 0.004
< 0.05 and is statistically significant within tlanalysis. This is most likely

because the respondents perceived that the Egygi@du$audi society are similar
with regard to the existence of social distancevben the different social groups
“i.e inequalities and hierarchy” so those touristho like to see less social
distance between the different social groups woll be attracted to Egypt. The
reason that this factor is represented in the ssgva analysis is to determine if

the same effect on odds exists when other relexamdbles are controlled for.

The cultural factor “family relationship” producedpositive effect on the odds of
a tourist being motivated into travelling to Egypiith the odds of travelling to
Egypt being 1.411 times larger as the mean of #mily relationship factor
increases (or for every unit increase in the mdaheofamily relationship factor).
The significance level of this factor is p= 0.017005 and is statistically

significant within the analysis. This could be iatited to the fact that as a
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Muslim society the Egyptian society appreciates @aspect family relationships.
This factor is represented in the regression maal@ssist if the same effect on

odds exists when other relevant variables are colbbed for.

The positive coefficients associated with factordicate that Saudi tourists are
more likely to travel to Egypt, whereas the negatwefficients indicate that they
are less likely to travel to Egypt. Therefore, &iol and sex attractions’,
‘individualism’, and ‘family relationship’ were carbuting to the Saudi tourists’
decision to choose Egypt. This could be attributethe fact that all these motives
are reoccurring ones and can be satisfied in three s#estination i.e. tourists who
are motivated by these motives will not bored byngdo the same destination to
satisfy them but to the contrary they find it measy to go to same destination
repeatedly. On the other hand, Saudi tourists whre motivated by ‘escape’,
‘natural/ historical’ and ‘fun and freedom desire@sid are the same time being
described as ‘inequalities & hierarchy’ were le®ly to select Egypt as their
tourism destination. This is most likely becausesthtourists had visited Egypt

before, so they be bored if they visit the samena#thistorical sites.

9.3.3 France Model

One push factor (explicit), one pull factor (exflictwo push factors (implicit),
two pull factors (implicit), one cultural factor @antow demographic variables

appear to be significant in the France model

0.041+0.341social& sport+ 0.53Inatural/ histoical
exp —1.5871alcohol& sexdesires 0.291fun& freedomddees
- 0.347ndividuaism- 0.723martialstaues+ 0.245ncom
0.041+0.341social& sport+ 0.53Inatural/ histoical
1+exp —1.5810&lcohol& sexdesires 0.291fun& freedom
- 0.347ndividuaism- 0.723nartialstaues+ 0.245ncome

Pr(France =

The explicit push factor “social and sport” prodd@epositive effect on the odds
of a tourist being motivated to travel to Francethwhe odds of travelling to
France being 1.406 times larger than the mean @fstitial and sport factor

increases (or for every unit increase in the mefath@ social and sport factor).
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The significance level of this factor is p= 0.0280<05 and is statistically
significant within the analysis. This is most likelbecause of the very
conservative social life in the Saudi society, iberal tourists particularly those
who enjoy interacting with opposite sex are expmbdie be pushed to other
societies (such as the French society) sincevery difficult for them to satisfy

this desire in their Saudi society. The reason thigtfactor is represented in the
regression model is to determine if the same effectbdds exists when other

relevant variables are controlled for.

The explicit pull factor “natural/historical” prodad a positive effect on the odds
of a tourist being motivated into travelling to Rca, with the odds of travelling to
France being 1.701 times larger as the mean ofnttaral/historical factor
increases (or for every unit increase in the mdathe natural/historical factor).
The significance level of this factor is p= 0.0150<05 and is statistically
significant within the analysis. This could be ibiited to the fact France has
many natural and historical sites and places ttiedc tourists from all over the
world particularly from countries that have veryfelient environment, nature and
history such as Saudi Arabia. The inclusion of thigor in the regression model
is to to determine if its effect on odds exists whather relevant variables are
controlled for. As mentioned before this factor tural/historical’ had an

influence on destination selection by British tetsi(Jang and Cai, 2002).

The implicit push factor “alcohol and sex desirgsdbduced a positive effect on

the odds of a tourist being motivated into travgjlto France, with the odds of
travelling to France being 1.206 times smallerhesrmean of the alcohol and sex
desires factor increases (or for every unit ine@aasthe mean of the alcohol and
sex desires factor). The significance level o$ tlaictor is p= 0.000 < 0.05 and is
statistically significant. This is an expected tesince sex soliciting and alcohol

drinking is not allowed in Saudi Arabia and thigsaas pushing factors for those
tourists who are interested in satisfying such réesiOn the other hand, these
desires can easily be satisfied in France. Theoreagy this factor is represented
in the regression model is to determine if the saffiect on odds exists when

other relevant variables are controlled for.
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The implicit push factor “fun and freedom” producegositive effect on the odds
of a tourist being motivated to travel to Francethwhe odds of travelling to
France being 1.338 times larger as the mean offuheand freedom factor
increases (or for every unit increase in the mdathe fun and freedom factor).
The significance level of this factor is p= 0.018005 and is statistically
significant within the analysis. This is mainly bese of the fact that the
conservative nature of the Saudi society puts afldimitations and restrictions
on what many people consider as personal freedaima#airs. On the contrary,
the French society puts no restrictions on perstreadom and is very tolerable
to many different fun activities. The reason th&tbr is represented in the
regression model is to determine if the same effectbdds exists when other

relevant variables are controlled for.

The cultural factor “individualism” produced a néga effect on the odds of a
tourist being motivated into travelling to Franedth the odds of travelling to
France being 0.707 times smaller as the mean ofindasidualism factor
increases (or for every unit increase in the mdaheindividualism factor). The
significance level of this factor is p= 0.011 <®.8nd is statistically significant
within the analysis. For this reason it is représenn the regression to determine

if the same effect on odds exists when other relevariables are controlled for.

The demographic factor “Marital Status” producedegative effect on the odds
of a tourist being motivated into travelling to Rca, with the odds of travelling to
France being 0.485 times smaller as the mean ofdhial class factor increases
(or for every unit increase in the mean of the alodiass factor). The significance
level of this factor is p= 0.015 < 0.05 and isistatally significant in the analysis.
This is most likely due to fact that married totsigend to travel with their
families and this entails high costs particularfythe destination is far and
expensive such like France. Also this may partibdgause married Saudi tourists
who usually travel with their families would like ttravel to destinations with
somewhat conservative culture. The reason whyf#u®or is represented in the
regression model is to determine if the same effectbdds exists when other

relevant variables are controlled for. As mentreefore this factor (Marital
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Status) had a positive influence on Japanese atfdd@aperation Council (GCC)
tourists (Metwally, 2004; Oum and Lemire, 1991).

The demographic factor “income” produced a posi@ffect on the odds of a
tourist being motivated into travelling to Franegth the odds of travelling to
France being 1.042 times larger as the mean dhtimene factor increases (or for
every unit increase in the mean of the income factdhe significance level of
this factor is p= 0.032 < 0.05 and is statisticaignificant within the analysis.
This is mainly because travelling to France entaélsy high cost and only those
tourists with high income can afford to travel t@fce. The reason that this factor
is represented in the regression analysis is terghéte if the same effect on odds
exists when other relevant variables are contrdied Richardson and Crompton
(1988) found that ‘income’ is one of variables daa used to differentiate the

vacation patterns of French and English Canadiansts in Canada.

The positive coefficients associated with somediacindicate that Saudi tourists
are more likely to travel to France, whereas thgatiee coefficients indicate that
they are less likely to travel to France. Therefofsocial and sport’,

natural/historical’, ‘fun and freedom desire’ amdcome’ were contributing to the
Saudi tourists’ decision to choose France. On therohand, “alcohol and sex
desires’, ‘individualism’ and ‘marital status’ dooth contribute to the Saudi

tourists’ decision to choose France.

9.4 Comparison of the Destinations

To further analyze and support the results obtaifieth logistic regressions
presented above, multinomial logit models have based. This is to make
comparisons between the destinations under studlréih, Egypt and France) in
relation to the influence of tourism motivationachk as implicit and explicit push
and pull factors, cultural factors and demograghators which can influence a
tourist’s choice of destinatioMable 9.2 illustrates the result of comparing the

three destinations by using the multinomial logit.
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9.4.1 Bahrain and Egypt

As shown in table 9-2, the factors of ‘escape’egtige’ and ‘social and sport’
have an influence on the decision makaigourist who tends to travel to Bahrain
or Egypt to satisfy these factors. The significateeels is p= 0.003 < 0.05 for
escape factor, p= 0.004 < 0.05 for prestige faatat p= 0.009 < 0.05 for sport
and social factor. By looking 4t values it was concluded that tourists who are
motivated by ‘escape’ and ‘social and sport’ fastare more likely to travel to
Bahrain in order to satisfy these desires. On ttierohand, tourists who are
motivated by ‘escape’ and ‘social and sport’ fastare less likely to travel to
Egypt to satisfy these desires. Furthermore, tmumgho are motivated by the
prestige factor are more likely to travel to Egyptsatisfy this desire and less
likely to travel to Bahrain. This could be attribdt the fact that although
travelling to Bahrain will satisfy the tourists desfor ‘escape’ and ‘social and

sport’ but not the prestige desire which could et better by travelling to Egypt.

According to the pull factors, table 9-2 show tha ‘weather and environment’
factor has an influence on the decision of the istsirwhen he/she chooses
between two destinations (Bahrain, Egypt). Theifigance level of this factor is
p= 0.006< 0.05, whilst thp value indicates that Bahrain is more likely taaatt
Saudi tourists than Egypt. This is most likely hesmthey can find the ‘weather
and environment’ they are looking for in a Destioat‘Bahrain” that is socially
and culturally very similar to their own societydawith less cost as Bahrain is
very close to Saudi Arabia.

The fun and freedom desires factor has an influemca tourist’'s decisions when
he/she wants to travel abroad (Bahrain or Egyptyrioter to satisfy this factor.
The significance levels of this factor is p= 0.0830.05, while thep value

indicates that tourists who are motivated by thistdr are more likely to travel to
Bahrain than Egypt. The same result was found wi#bn and freedom

attractions’ factor, whereas this factor has atuérice on a tourist's decision
when he/she chooses between Bahrain and Egyptsigh#icance levels of this

factor is p= 0.002 < 0.05, while the B value fastfactor indicates that Bahrain is
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more likely to attract Saudi tourists than EgypbheTsame explanation provided

above can hold here.

Five cultural factors (Individualism, The differeaxof groups in society (power
distance), Social interdependence (collectivismglpkhg others (collectivism)
and Inequalities and Hierarchy (power distancegp dlave an influence on the
decision making of a tourist (The significance leva&f these factor are p= 0.000 <
0.05), (p= 0.033 < 0.05), (p= 0.015 < 0.05), (p60A < 0.05) and (p= 0.046 <
0.05)). Thep value indicates that the people who tend to beviddalists are
more likely to travel to Egypt and less likely tavel to Bahrain. Whereas people
who tend to be collectivists (‘social interdepenckrand ‘helping others’ factors)
are more likely to travel to Bahrain and less kil travel to Egypt. Furthermore,
people who think that there is a power distanc8andi society (‘the differences
of groups in society’ and ‘inequalities and hielgrdactors’) are more likely to

travel to Bahrain and less likely to travel to Egyp

The demographic variable marital status has amenite on tourist's decision
when he/she chooses between two destinations (Bakgypt). The significance
level of this factor is p= 0.003<0.05, whilst tBevalue indicates that married

tourists are more likely to travel to Bahrain thariravel to Egypt.

9.4.2 Bahrain and France

As shown in table 9-2, the factor of ‘alcohol amx slesires’ has an influence on
tourist’'s decision when he/she chooses between destinations (Bahrain,
France). The significance levels is p= 0.000 < Qlit&wise thef value indicates
tourists who are motivated by ‘alcohol and sex mssare more likely to travel to
Bahrain to satisfying this factor and less likedyttavel to Francelhe same result
was found with ‘Alcohol and Sex attractions’ fagtarhereas this factor has an
influence on a tourist's decision when he/she chsobetween Bahrain and
France. The significance levels of this factorsQp000 < 0.05, while thp value
for this factor indicates that Bahrain is more ljke attract Saudi tourists by this
factor than France. This is main because they atisfg these motive in Bahrain

without incurring the high cost of travelling todfce as this group of tourists
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need to travel frequently since their motive faaviel needs to be satisfied on
regular basis.

The culture factor ‘social interdependence (collésin)’ also has an influence on
the decision making of tourist. The significanceeleof this factor is p= 0.014<
0.05. Thep value indicates that the people who tend to bkcivists are more
likely to travel to Bahrain and less likely to tedvto France. This is mainly
because ‘Social interdependence (collectivism)tural trait prevail more in

Bahrain compared to France.

The marital status variable also has an influenceaatourist's decision when

he/she chooses between two destinations (Bahrangc€). The significance level

of this factor is p= 0.001 < 0.05, while tRevalue indicates that married tourists
are more likely to travel to Bahrain than to trakeeFrance.

9.4.3 Egypt and France

Table 9-2 illustrates that the factors of ‘escaped ‘social and sport’ have an
influence on a tourist's decision when he/she chsdsetween two destinations
(Egypt, France). The significance levels is p= @.810.05 for escape factor and
p= 0.000 < 0.05 for sport and social factor. Byking at B values it was

concluded that tourists who are motivated by ‘estd@actor are more likely to

travel to France to satisfy these desires. Andstaiwho motivated by ‘social and
sport’ factor are more likely to travel to Egypt $atisfy these desires. This is
logical since the ‘escape’ desire can be betterimEtance than Egypt because its

social and cultural codes of conduct are very dhfiie from that of Saudi Arabia.

Regarding pull factors, Table 9-2 shows that tregural/historical’ and ‘weather
and environment’ factors have an influence on siigridecision when he/she
chooses between two destinations (Egypt, Frand&. significance level of this
factor is p= 0.032 < 0.05 and p= 0.024 < 0.05 retpely. While, thep value
indicates that these factors are more likely traattSaudi tourists to France rather
than Egypt. According to Nicolau and Mas (200&pifrists are motivated by the

climate, the destination distance becomes unimpbttethem
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Implicit push factors of ‘Alcohol and Sex desiresid ‘Fun and Freedom desires’
also have an influence on a tourist’'s decision whefshe chooses between two
destinations (Egypt, France). The significancell®f these factors are p= 0.000
< 0.05 and p= 0.000 < 0.05 respectively. Additinahe p value indicates that
tourists who are motivated by the ‘alcohol and degires’ factor are more likely
to travel to Egypt in order to satisfy these desif@n the other hand, tourists who
are motivated by the ‘fun and freedom desires’daere more likely to travel to

France to satisfy these desires.

Similar results were found with regards to the ¢hlal and sex attractions’ factor.
This factor has an influence on a tourist’'s decisihen he/she chooses between
Egypt and France. The significance levels of thigdr is p= 0.000 < 0.05, while
the B value for this factor indicates that Egypt is mdikely to attract Saudi

tourists than France.

Three cultural factors (Individualism, Inequaliti@sd Hierarchy (power distance),
and Family relationship (collectivism)) also had @fluence on the decision
making of tourists, when he/she chooses betweenptEgnd France (The
significance levels of these factors are p= 0.000.65), (p= 0.049 < 0.05), and
(p= 0.050 = 0.05)). Additionally, th value indicates that the people who tend to
be individualists and collectivists (family relatighip) are more likely to travel to
Egypt and less likely to travel to France. Further people who think that there
is a power distance in Saudi society (inequaliied hierarchy factor) are more

likely to travel to France and less likely to trateEgypt.

According to demographic variables, gender andrrebave an influence on the
decision making of a tourist when he/she choosesds®n Egypt and France (The
significance levels of these variables are p= 008205), and (p= 0.007 < 0.05))
and thep value indicates that females are more likely tvét to Egypt than
males. With regards to income, the B value indgdteat tourists with high

income are more likely to travel to France.
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Table 9-2 : Multinomial Logit Regression Models between Bstination (Bahrain, Egypt and
France

Bahrain and Egypt Bahrain and Francg Egypt and France

B value B value

Factors

Explicit Push Factors

F1: Escape .003 | 501 | -501| .680 | .074 | -.074 | 012 | -427 | .427
F2: Prestige 004 | -449 | 449 | .054 | -297 | .297 349 | 152 | -.152
F3: Social and Sport 009 | .443 | -.443 | .161 | -.247 | .247 .000 | .690 | -.690

F4: Experienceand Exciteme| 433 | .120 | -.120 | .192 | .211 | -211 | .568 | .090 | -.090
F5:Enjoying Natural Resourg .698 | -.061 | .061 | .330 | -.166 | .166 537 | -.105 | .105

F6: Knowledge 397 | -.168 | .168 | .247 | -251 | .251 .706 | -.083 | .083
Explicit Pull Factors

F1: Expenditure 122 | -201 | .201 | .171 | -.186 | .186 912 | .015 | -.015
F2: Outdoor Activities .822 | .035 | -.035| .254 | -.186 | .186 180 | -.222 | 222
F3: Natural [Historical .055 | .413 | -413| .763 | -.070 | .070 .032 | -.483 | .483

F4: Weather and Environment0o0é | .458 | -458 | .699 | .071 | -.071 | .024 | -.387 | .387
Implicit push factors
F1:Alcohol and Sex desires| .069 | .250 | -.250 | .000 | 1.715 | -1.715 | .000 | .1465 | -.1465
F2:Fun and Freedom desires .003 | .359 | -.359 | .560 | -.075 | .075 .000 | -.434 | 434

Implicit pull factors
F1:Alcohol and Sex attractionss19 | .096 | -.096 | .000 | 1.226 | -1.226 | .000 | 1.130 | -1.130

F2:Drugs attractions 375 | -.115 | .115 | .716 | -.062 | .062 758 | .053 | -.053
F3:fun and freedom attractions02 | .396 | -.396 | 216 | .164 -.164 .065 | -.232 | .232
Culture factors

F1: Uncertainty Avoidance | .781 | -.062 | .062 | .248 | -.263 | .263 379 | -.201 | .201
F2: Individualism .000 | -590 | .590 | .236 | .151 | -151 | .000 | .741 | -.741
F3: The differences of

groups in society (power 033 | .265 | -.265| .313 | .122 | -122 | .236 | -142 | .142
distance)

F4: Social interdependence
(collectivism)

F5: Helping others
(collectivism)

F6: Inequalities and
Hierarchy (power distance )
F:7 Family relationship
(collectivism)

Demographic variables

.015 | .375 | -.375| .014 | .380 -.380 974 | -.005 | .005

.001 | .681 | -.681 | .079 | .382 -.382 138 | -.298 | .298

.046 .328 | -.328 | .937 | .013 -.013 .049 | -.315 | .315

.100 .269 | -.269 | .746 | .049 -.049 .050 | .317 -.317

Gender 437 | -253] 253 | 138 | 507 [ -507 | .032 | 743 | -743
Marital Status 003 | .728 | -.728 | .000 | 1.079 | -1.079 | .741 | .108 | -.108
Age 223 | -211| 211 | 627 | .084 | -084 | .082 | 295 | -295
Education 933 | .010 | -010 | .693 | .046 | -.046 | .757 | .036 | -.036
Income 068 | 229 | -229| 347 [ -111 | 111 .007 | -340 | .340

The results obtained from the multinomial logit ttegere similar to results
obtained from logistic regressions in relation twoe tinfluence of tourism

motivations, cultural factors and demographic fegtthat influence a tourist’s
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choice of destination. It is important to note tha results of multinomial logit
test found that an extra four factors have an arfke in destination selection.
They include prestige, fun and freedom attractidghs, differences of groups in

society (power distance) and gender.

9.5 Summary

In this chapter, the influence of cultural factodemographic variables and
tourism motivations on destination selection hagerbdiscussed. The findings of
logistic regression tests and multinomial logitsesuggest that six cultural factors
(individualism, the difference of group in the sy, social interdependence
(collectivism), helping others (collectivism), inggjities and hierarchy (power
distance) and family relationship (collectivismjhree demographic variables
(marital status, income and gender), three explpmish factors (‘escape’,
‘prestige’ and ‘social and sport’), two explicitlptactors (‘natural /historical’ and

‘weather and environment’), two implicit push fastd‘alcohol and sex desires’
and ‘fun and freedom desires’) and two implicit Ipfaictors (‘alcohol and sex

attractions’ and ‘fun and freedom attractions’) véaan influence on destination

selection.

In more detail the logistic regression testvas used to investigate the influence
of tourism motivation (explicit and implicit), dergaphic variables, and cultural
factors (combined) on destination selection. Tiseilte of this test revealed that in
Bahrain one explicit pull factor (weather and eamiment), one implicit push
factor (alcohol and sex desires) three culturaltoiac (individualism, social
interdependence, and helping others) and one deploigr variable (marital
status) had an inflluence on tourists’ selectioBalrain as a tourism destination.
In Egypt, logistic regression tests revealed theg explicit push factor (escape),
one explicit pull factor (natural/historical), onmplicit push factor (fun and
freedom desires) one implicit pull factor (alcolamid sex attractions), and three
cultural factors (individualism, inequalities angtarchy and family relationship)
influence tourists’ choice of Egypt as a tourisnstdetion. In France logistic
regression tests revealed that one explicit pusiorfa(social and sport), one

explicit pull factor (natural/historical ), two irfipit push factors (alcohol and sex
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desires, fun and freedom), one -cultural factor igiddialism) and two
demographic variables (marital status, income) ariduential on tourists’

selection of France as tourism destination,.

On the other handnultinomial logit tests were used to investigate the influence
of tourism motivation (explicit and implicit), dergaphic variables, and cultural
factors separately on destination selection. Tkalte of these tests revealed that
in Bahrain compared with Egypt three explicit pdabtors (escape, prestige and
social and sport), one explicit pull factor (weathed environment) one implicit
push factor (fun and freedom desires), one imppail factor (fun and freedom
attraction), five cultural factors (Individualisfihe differences between groups in
society (power distance), Social interdependenodetivism), Helping others
(collectivism) and Inequalities and Hierarchy (powdistance) and one
demographic variable (marital status) have an @emfbe on a Saudi tourist's

decision when he/she chooses between two destisdfie. Bahrain and Egypt).

Moreover, the results of the multinomial logit tédst comparing Bahrain to
France revealed that one implicit push factor (adtoand sex desires), one
cultural factor (social interdependence), and oamabraphic variable (marital
status) have an influence on a Saudi tourist’s siteti when he/she chooses
between two destinations (i.e. Bahrain and Frarfa@thermore, the results of the
multinomial logit test for comparing Egypt to Francevealed that two explicit
push factors (escape, social and sport), two exjplidl factors (natural/historical,
weather and environment), two implicit push fact@ohol and sex desire, fun
and freedom desires), one implicit pull factor ¢ol and sex attractions), three
cultural factors (Individualism, Inequalities andekarchy (power distance), and
Family relationship (collectivism)), and two demapghic variables (gender and
income) have an influence on a tourist’s decisidremvhe/she chooses between

Egypt and France.

Moreover, this chapter contributes to the tourisnotimation literature by
investigating to what extent the tourism motivatipdemographic characteristics
of tourists, and cultural factors (combination dif three of these variables or

separately) have an influence on destination deledin an Islamic context
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through the use of two tests (logistic regresseststand multinomial logit tests).
Its practical contribution is that the results lilstchapter can prove useful in the

planning of tourism planners and marketers.
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CHAPTER TEN: THE RESULTS OF INTERVIEWS

10.1 Introduction

As mentioned in the methodology chapter (chaptelb3, research contains two
phases. The first phase is the quantitative appréaeestionnaires); the second
phase is the qualitative approach (interviews). Thain objective of the

interviews in this study is to validate the resuwts#tained from the quantitative
approach (questionnaires), relating to the tounmsotivation of Saudi outbound

tourists (explicit and implicit) and the culturadctors that describes the Saudi
society. Moreover, interviews aid to confirm theefudness of using the third

person technique in investigating sensitive issadslamic and restricted society.
Therefore, one of the aims of this chapter is taly@e the data of the interviews
and compare the results obtained from the quanttapproach with the results
obtained from the qualitative approach, and todedé the usefulness of using the
third person technique to investigate the sensiggees. The next sections will

discuss the results of the interviews.

10.2 Demographic Profile of Interviewees

Table 10-1 shows the characteristics of the ingevees. The average age of the
tourists interviewed in this study was 31 with axga from 23 to 39. 15
participants had university degrees, seven of thiemd secondary school
education, two had post graduate education, andhadéntermediate degree. The
majority of the participants were married, but thnearticipants reported they
were single. The average monthly income of therviwgvees was SR9100 with a
range from SR3000 to SR15200. All interviewees waes because it is difficult
to interview women by men in Saudi Arabia for ctdlureasons (see Abdul-
muhmin, 1998). The result of this part is to soméet similar to the results

provided by quantitative approach in this study (skeapter 7)
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Table 10-1:Participants Characteristics and Demographics

Participants Characteristic and demographics

Marital status age Educational level Monthly

income

Participantl Married 36 University 10500
Participant2 Married 29 Post graduate 12300
Participant3 Married 28 Secondary schoq| 4500
Participant4 Married 34 University 8700
Participant5 Married 30 University 9800
Participant6 Married 26 Secondary schoq| 4200
Participant? Married 33 University 9800
Participant8 Married 39 Intermediate 5000
Participant9 Married 29 Secondary schoa| 4500
Participant10 Married 27 University 7000
Participant11 Married 39 Secondary schodl 5500
Participant12 Married 29 Secondary schodl 4500
Participant13 Married 30 University 9000
Participant14 Married 37 University 12000
Participant15 Married 28 University 8500
Participant16 Married 37 University 14800
Participant17 Married 32 Post graduate 15200
Participant18 Single 25 Secondary schoal 3000
Participant19 Single 23 Secondary schoql 3000
Participant20 Married 30 University 11800
Participant21 Married 28 University 8500
Participant22 Married 32 University 10500
Participant23 Single 25 University 8700
Participant24 Married 39 University 14500
Participant25 Married 27 University 8900

10.3 Tourism Motivations

The following sections will discuss the resultstioé explicit and implicit tourism

motivations (push and pull).

10.3.1 Explicit Motives

10.3.1.1 Push Factors

Table 10-2 illustrates the results of analysishaf 25 interviews relating to push
factors (explicit). Overall, from the analysis dtietinterviews regarding the push
motives, the dominant motives for Saudi outboundrison were escape,
relaxation, knowledge, social, natural, and prestighe following section will

discuss these motives in more details
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Table 10-2:Explicit push motivations of tourists (interviews)

the Results of Interviews

Push Motivations

n Enjoying
Participants Escape Relaxation Knowledge Family Natural Prestige
resources
Participant1 Changl_ng life Relaxation f_or Learning about ) ) )
routine body and mind new cultures
Participant2 Fed up with my ) Learning about ) ) )
work other countries

- Changing life Know other

Participant3 routine cultures
Take break from En_]r(;‘)gng
Participant4 daily pursue of relaxation - - beautiful -
life
landscapes
Participants Change the ) Learn other ) ) )
routine cultures
Meeting new .

. ) ) ) Enjoy cold )
Participant6 people, Learn weather.

other cultures

- Changing life ) ) Enjoy cold )
Participant7 routine relaxation See new culturg weather.
Participant8 Changl_ng life: relaxation Learning about - - -

routine new cultures
Participant9 - - Learn other - - -
cultures
Increase my
Participant10 - Recharge knowledge about - - -
myself -
other countries
Refresh
- ) To know other
Participantll - physically and traditions - -
mentally
Participantl2| reliving boredon - To see other - - -
cultures
To know Enjoying
. different The
Participant13 ) ) countries and ) beautiful )
their culture. landscapes
to show my
Getting away friend that |
Participantl4| from the demand - - - - travel to
of home and job outbound
destinations
Take a break
Participantl5| from the daily Relaxation. - - -
pressure of life
itisa
Participant16 Change life Relaxation To know other char_1ce to ) )
routine cultures be with my
family
To enjoy the
Participant17 - - - - good -
weather r.
To enjoy
Participant18 - - - - and change -
the weather.

. escaping from ) ) ) enjoy the )
Participant19 everything weather
Participant20 Relaxation .TO know the - - -

different places
) To enjoy
Participant21 Escaping form - - - cool -
demanding
weather
Participant22 Changing the fife| - pe)ayation - - -
routine
Participant23 ) ) To know other ) enjoy the )
cultures weather
it is a good
- chance to
Participant24 - be with my - -
family
Increase my
Participant25 - Relaxation knowledge about - - -

other countries
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10.3.1.1.1 Escape

In general 14 interviewees out of the total of 2&ntioned escape as one factor
that pushes them to travel (see table 10-2). Sexgnof the 14 interviewees
mentioned that they wanted to "change the dailyimewf their lives" and that is
why they made the decision to travel abroad ancegtimned that they are "trying
to take a break from the daily pressures of lifehe others provided unique
reasons ranging from "being fed up with work", fadieving boredom", "getting
away from demanding"”, and "escaping from everythikgllowing the analysis
above, tourists who are pushed to travel as atrektheir wish to escape, mostly

travel to change the daily routines of their lives.

Participant 16 said:

"...My life's daily routine involves getting up eaitythe morning,
take breakfast with my family, take my childresd¢bool and go to
work. Additionally, | work in a merchant bank, eagnod money,
but | don't like my job because of its very demagdiature. After
work, | go back to my children's school, collearth go home eat
and watch TV together with my family, and finalty t9 bed. The
same routine, the same things making like life \mging and |
sometimes feel like just changing this routine ef@mna single

Though there were numerous examples explaining pavticipants want to
satisfy the escape factor, typical comments retatdhe need to change life
routine. The term ¢changé was repeatedly mentioned by the participants in

numerous occasions to explain why they are pushé&avel.

After analysing the interviews, the researcher tbtimat the escape factor is one
of the most important factors that push Saudi stsirio travel abroad. This result
is consistent with results that have been obtafn@u the quantitative approach
(see chapter 6). Moreover, This result is consistgth result previous research
(see chapter three) which found that escape isngyortant push factor for
Japanese tourists (Heung et al 2001; Kim and L@@0Q;2Kim and Prideaux, 2005;
Gibert and Terrata, 2001; Yuan and McDonald, 1988y et al, 2000), for the
United States tourists (see Chiang and Jogaratd@dh; Crampton, 1979; Josiam
et al 1999; Kim et al 2006; Kim et al 2007; Kim afhalip, 2004; Kim and
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Prideaux, 2005; Kim and Lee, 2000; Yuanal, 2005), for British tourists (Jang
and Cai 2002; Kozak, 2002; Yuan and McDonald, 199§}y and O'Leary, 1999;
You et al, 2000), for German tourists (Baloglu and Uysal, @;9%amorozy and
Uysal, 1994; Kozak, 2002; Leet al, 2002; Yuan and McDonald, 1990), for
French tourists (Yuan and McDonald, 1990), for Aaisin tourists (Kim and
Priseux, 2005; Oh et al, 1995) for Korean tour(gisn and Lee 200; Kim et al
2003), for Chinese tourists (H=t al,2007; Kau and Lim 2005; Kim and
Prideaux, 2005.) for Cypriot tourists (Yoon and bly2005) and for Kenyan
tourists (Beh and Buyere (in press).

10.3.1.1.2Relaxation

Out of the 25 interviewees, 11 specified the rdiaxafactor as what pushes them
to travel abroad. Specifically, 8 generally argubedt they travel to relax, while
the remaining 3 specified that they travel to refa body and mind, to recharge
the body and to refresh mentally and physicallyoSéhwho discussed relaxation
as a factor briefly discussed that they seeminginted to spend time in another
environment. They used few words to describe whey tecided to travel and
repeatedly used the wordselax”, "relaxationl or any of their synonyms like

"repose”, "recreation”, "amuse", "leisure”, etcthmeir response.

Participant 11 said:

"....After several months of working hard, | wantétax and enjoy
the greatest treasures in life that you cannotrafffim purchase on
daily basis. This includes the beautiful beached #re pleasant
climate, stays in luxury hotels, and stay in platet offer you all
comfort and wellness that your body needs...."

Participant 22 also has this to say:

"....Life always needs some fresh moments. Wher@geul to go
out with your family and relax in very beautifuldobes, hotels,
etc. In fact, just a moment of total relaxatioraimew environment
where you are free from work and the daily actigtof life would
give you the freshness you need to carry on....."

As a result of the analysis of the interviews, #tisdy revealed that relaxation is
one of the motives that drive Saudi tourists todétaabroad. This result is in

support of the results that were obtained from dli@ntitative approach (see
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chapter 6). Moreover, this result is consistenthwatior research in the area of
tourism motivation (see chapter three), which fotimat relaxation is one of the
motives that drive tourists in different countrieBhis factor has been found
important for German tourists (Jamorozy and Uy$8B4; Kozak, 2002; Leet
al, 2002; Yuan and McDonald, 1990), for US touristsof@pton, 1979; Josiam et
al 1999; Kim et al 2007), for Japanese touristsa(@h al, 1995; Chiang and
Jogaratnam, 2005; Kim and Prideaux, 2005; Gibedt Berrata, 2001; Yuan and
McDonald, 1990; You et al, 2000), for British taats (Jang and Cai 2002; Kozak,
2002; Yuan and McDonald, 1990, You and O'Leary,9198ou et al, 2000), for
Chinese tourists (Hangin and Lam, 1999; Kau amd 2005), for French tourists
(Yuan and McDonald, 1990), for Australian tourig®h et al, 1995), for South
Korean tourists (Kim 1997; Kim and Lee, 2001), Kigerian tourists (Awaritfe,
2004) and for Taiwanese tourists (Jang and Wu, 2006

10.3.1.1.3 Knowledge

16 out of the 25 interviewees expressed the désikeow the outside world and
to observe new things as a factor in their decigmrtravel. They repeatedly
explained that they travel for cultural reasonsséa”, "meet”, "know", or "learn
from other cultures”. In almost all their respongbe respondents repeatedly used
the words know, knowledge, learn, culture and tran$. They had a very mixed
approach to their responses but almost all of teeplained that they travel for

cultural and traditional reasons.

Participant 25 said:

..... | travel primarily to receive real interactiowith the outside
world to understand other people, their cultureadition and
values and reflect on my own and see the good addsiae of my
own cultural heritage. That would help me not omyunderstand
the world and myself better, but as someone workistlp a
multinational company here in Saudi Arabia, it wibtilelp me to
know how to treat other people...."

The analysis of interviews revealed the fact thatreasing knowledge is
considered one of the reasons that push Saudsteua travel abroad. This result
is similar to the results that were obtained frdm tuantitative approach (see

chapter 6). Moreover, This result is consistenthwihe results of previous
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research (see chapter three), which found thaivladye factor is important for
the US tourists (Chiang and Jogaratnam, 2005; Fishé Price, 1991; Fodness,
1994; Kim and Lee, 2000; Kim et al 2006; Kim et2807; Kim and Prideaux,
2005), for Japanese tourists (Cha et al, 1995; ;2Rbi and Lee, 2000; Kim and
Prideaux, 2005), for British tourists (Jang and 2@02; Kozak, 2002; Yoet al,
2000) for Chinese tourists (Hamgin and Lam, 1998y tét al, 2007; Kau and
Lim, 2006; Kim and Prideaux, 2005), for Australisnurists (Kim and Prideaux,
2005; Oh et al, 1995) for Nigerian tourists (Awi;jt2004) for German tourists
(Kozak, 2002) and for Kenyan tourists (Beh and Bey@ press)).

10.3.1.1.4 Family Factor

Results of the analysis showed that two out of 2Beparticipants interviewed
indicated that they are pushed to travel as a trefuthe social factor. Their
responses indicated that they are drawn to traveltd their need to spend some
time with their families. However, this factor istran important push factor since
only 2 out of the 25 respondents indicated thay tinaevel to satisfy the social
factor. The respondents insisted that they traxietqrily because they want to be

with their families.

Participant 24 said:

“...I don’t have much interest in travelling. | ontyavel when |
think it is a good chance to spend more time wighfamily. Since |
always work and go home late and have little ortinte to spend
with my children.....”

Although some interviewees considered this fadeamnily factor) to be one of the
motives that drive tourists to travel abroad, thes been debatable. This is
because if people want to spend some time withr tfagnilies, they do not
necessarily need to do that in overseas destinatidass they have another

motive, for example prestige, escape and so on.

This result to some extent is similar to the reslitained from the quantitative
approach (see chapter 6) Furthermore, This resultansistent with result
previous research (see chapter three) which fourat family and friend

togetherness is one of the motives that drive staiin deferent countries. It has
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been found important for Japanese tourists (Clal, €995; Kim and Prideaux,
2005; Yuan and McDonald, 1990; You et al, 2000) floe US tourists (see
Crampton, 1979; Fisher and Price, 1991; Kim et08i&2 Kim et al 2007; Kim and
Prideaux, 2005; Yuast al, 2005), for British tourists (Jang and Cai 2002aMu
and McDonald, 1990, You and O'Leary, 1999; Yewal, 2000) for German
tourists (Jamorozy and Uysal, 1994; leteal, 2002; Yuan and McDonald,1990)
for French tourists (Yuan and McDonald, 1990), fawstralian tourists (Kim and
Prideaux, 2005; Oh et al, 1995) for South Koreamists (Kim et al, 2003; Kim
and Lee, 20D) for Chinese tourists (Hangin and Lam, 1999; Kimd@aux,
2005), and for Taiwanese tourists (Jang and We6 R0

10.3.1.1.5 Enjoying Natural Resources

Nine out of the 25 respondents clarified that they pushed to travel by factor of
enjoy natural resources. Two of them had the de4%oeenjoy the beautiful
landscapes" and some of them talked about the tanpoe of enjoying a different
weather, after they might have spent longer peraddie year in the high weather
temperatures of Saudi Arabia. It is important ttertbat the weather temperatures
of Saudi Arabia always run as high as 50 degreesigtade during summer
periods and in most times of the year they arerad@b degrees. The respondents

repeatedly used the wordsrijoy, cold, weathé&iin their responses.

Participant 17 said:

AU Saudi Arabia is relatively hot and it would beery
unrealistic for me to spend the whole year in shohweather. It is
my country and though | struggle as much as | caadapt to the
weather, | must confess that | have found it imipdess| always
travel at least twice a year to enjoy the cold Vkeatespecially
during summer periods....."

Participant 4 said:

“....Location and landscape is very important as fas my
destination choice is concerned. In Saudi Arabia, naturally lack
the kind of attractions | find in other countriekd lakes, rivers,
thick mangrove forests and grasslands. When | ertulwatch
places of natural attractions on TV, it creates thesire in me to
visit places with such landscapes....."
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The analysis of the interviews revealed that ematural resources factor is one
of the motives that drive Saudi tourists to trambload. This desire could be
attributed to several issues. Firstly, the Saudietp is now exposed to foreign
media and they watch the beautiful places all akerworld. Secondly, beautiful

natural resources such as rivers, lakes, forestd,weeather (in the summer), are

unavailable in most of Saudi Arabia.

This result is consistent with the result obtaifiexn the quantitative approach
(see chapter 6). Moreover, this result is simitathte results of previous research
(see chapter three) which found that enjoying rétuesources factor as an
important for the US tourists (Kim et al 2006) flapanese tourists (Heung et al,
2001; Kim and prideaux, 2005), for British tourigtsozak, 2002), for German
tourists (Kozak, 2002), for Australian tourists (@&hal, 1995), for South Korean
tourists (Kimet al 2003; Kim and Lee, 2002), for Chinese touristaykand Lim
2005), and for Nigerian tourists (Awaritfe, 2004)

10.3.1.1.6 Prestige

Out of the 25 respondents, only one identified pestige factor as the main
reason why he travel. The single respondent argbedhe travel to show his
friends that he travels to outbound destinatiorve®@ithe fact that only one
respondent is motivated to travel as a result o fhctor, the factor can be
considered to be less important for Saudi touridtsmay be that as travel has
become more frequent, it is perceived to be lesstigious. Travel may have
become part of the indigenous lifestyle rather tegmbolic of a higher lifestyle.

Prestige potential disappears with frequency obexpe.

Participant 14 said:

“....to show my friend | travel to outbound destioat.....

Just a single participant argued that the pregtigir is one of the motives that
drive him to travel. However this provides someig¢ation that prestige may be
one of the motives that drive Saudi tourists todlaabroad. This result to some
extent is similar to the results obtained fromqantitative approach (see chapter

6). Moreover, this factor has been previously idet as a significant motivation
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for tourists in several countries (see capter jhfeeexaple it was important for
the US tourists (Crompton, 1979; Kim and Jogarat2@02; Kim and Lee, 2000;
Kim and Prideaux, 2005; Kim et al 2006; Kim et 20007), for Japanese tourists
(Cha et al 1995; Kim and Prideaux, 2005; Yuan araDbhald 1990) for British
tourists (You and O'Leary, 1999; Youn and McDonB®0) for German tourists
(Jarmrozy and Uysal. 1994; Yuan and McDonald 1980} rench tourists (Yuan
and McDonald 1990) for Australian tourists (Kim aRddeaux, 2005; Oh et al
1995) for South Korean tourists (Kim 1997) and @inese tourists (Hangin and
Lam; 1999; Kim and Prideaux, 2005).

10.3.1.2 Pull factors

Table 10.3 shows the results of analysis of thein&rviews relating to pull
factors (explicit). Overall, from the analysis dietinterviews regarding the pull
factors, the main factors that attract Saudi outldotourism were expenditure,
natural and weather attractions, and historicabetibns. The following section
will discuss these pull attractions in more details

Table 10-3:Explicit pull attractions (interviews)

Pull attractions
Natural and weather
attractions

Participants

expenditure Historical attractions

Participantl Places of natural beauty

Participant2 Low expenses Culture attractions

Nature attractions

Participant3 Culture attractio

Nature attractions

Participant4 Low expenses Islamic culture

Participant5 Low expenses

Participant6 Low expenses Good weather

Participant? Low expenses Good weather

Participant8

- Nature attractions
Cheaper -

Participant9
Participant10 Low expenses -
Participant11 - Nice weather -
Participant12 Low expenses -
Participant13 Low cost -
Participant14 - Good nature -
Participantl5 Low expenses Good weather Islamditioa
Participant16 - Nature attractions Culture att@adti
Participantl7 Low expenses Nature attractions Gukttractions
- Good weather,
Participant18 Good scenery
. Good weather,
Participant19 Nature attractions
Participant20 packages for tourig Nature attrastio Culture attractions
Participant21 Low expenses Good weather -
Participant22 Low expenses -
Participant23 Low expenses Good weather
Participant24 Cheaper -
Participant25 Low expenses Nature attractions -
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10.3.1.2.1 Expenditure

17 out of the 25 respondents explained that thayetras a result of the
expenditure factor. Several interviewees relater timterest to travel directly to
the cost. To all, they choose destinations thatheaper than those that are more
expensive. This supports the claim that the costoafism services in Saudi
Arabia is very high. Respondents repeatedly usedwbrds “low expenses”,

cheaper”, “low cost”, and “packages for tourist"describe this factor.

Participant 7 said:

“.....I have a big family and earn very moderate immcompared
to Saudi standards. | choose destinations thatcleap because |
can't afford to travel with my entire family to neorcostly
destinations.....”

After analysing the interviews, the researcher tbtimat the expenditure factor
was the most important factor that attracts Saadrists to travel abroad. This
result supports the result obtained from the qtetnte approach (see chapter 6).
Moreover, this result is consistent with previoeseaarch (see chapter three),
which found that expenditure is one of the factbed attract tourists form several
countries to specific destinations. It attracts alegse tourists (Yuan and
McDonald, 1990), the United States tourists (Kima&t2006) British tourists
(Kozak, 2002; Yuan and McDonald, 1990) German &isr(Kozak, 2002; Yuan
and McDonald, 1990), French tourists (Yuan and Mué)d, 1990), Chinese
tourists (Hangin and Lam, 1999; Kau and Lim 20Q%)d Hong Kong tourists
(Zhang et al, 2004).

10.3.1.2.2 Natural and Weather Attractions

11 out of the 25 respondents indicated that theypailed to travel as a result of
the natural attractions factor. While eight of thangued that they are pulled to
travel as a result of nature attractions, othegsied that their decision to travel is
being pulled by "good nature" "good scenery" anth¢es with natural beauty".
They repeatedly employed the words “nature”, “aticans”, “good”, “Africa”, in
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their responses. Moreover, 8 out of the 25 resputsdmdicated that they are
pulled to travel as a result of the weather fadkespondents repeatedly used the
words “nice, good, weather” to justify why they gralled to travel to specific
destinations. Some explained that relaxation in iee nweather sometimes
improves their mental health. Lack of natural aficns such as rivers, lakes,
forests and nice weather (in summer) in Saudi Axraid the availability of them
in some neighbouring countries; such as Syria, hebaJordon, Oman, and so on

attract a lot of Saudi tourists to these countries.

Participant 3 noted:

“l like seeing places with natural beauty. Wherréveisit places like

Cape Town, | have the opportunity to visit the bluaters of the

Atlantic and Warmer Surf, the Metropolitan Area, bleashaped

Mountain, lush valley, and some other places ofirstbeauty”
Participant 14 noted:

“....Whenever | visit Africa, | am thrilled with theatural attractions
of this continent. They include a year-round damgliclimate,
abundant wildlife, beautiful beaches....... "

Participant 7 said:

..... | choose countries with a very good weatheot Nist because |
want to relax but because | want to improve my alesndd physical
health. Saudi Arabia has a very hot weather arid & problem to my
health if | don’t relax after every six months &drleast a week in such
a nice weather....”

Analysis of interviews shows thatatural and weather attractions attract Saudi
tourists to travel abroad. . This result suppohs tesults obtained from the
quantitative approach (see chapter 6). Moreovas, itbsult is consistent with
previous research (see chapter three), which foilwad natural and weather
attractions is one of the factors that attract igtsirform several countries to
specific destinations. It attracts Japanese tauigbu et al., 2000), the United
States tourists (Kim et al 2006) British touridkotak, 2002; Jang and Cai 2002;
You et al., 2000) German tourists (Jamorozy andalyy994; Kozak, 2002; Lee
et al, 2002), Australian tourists (Oh et al, 1995), amaith Korean tourists (Kim

et al2003).
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10.3.1.2.3 Historical Attractions

7 out of the 25 respondents clarified that they @rked to travel to satisfy the
historical attractions factor. Since Saudi Aralsaadministered by strict Islamic
principles, most participants argued that they wdnto use their journeys to
educate themselves about the values of Islam froen perspectives of other
Islamic countries. 5 of the respondents sugges$i&idthey are being pulled by the
culture and tradition in general while the remagniwo suggested that they are
pulled by the Islamic culture. This was common vg#rticipants that visit turkey

a country that has a secular tradition though Emlis country.

Participant 15 noted:

“l always wanted to learn about the Islamic tradit from a secular
perspective. | visited Turkey and found that thoumyh Islamic

country, it is very much tolerant with other rebgis. Turkish people
live with people from different religions and exsecthe wealth of
tolerance of other religious practices as profesbgdhe teachings of
the prophet Mohammed peace be upon him”

After analysing the interviews, the researcher tbuhat historical attractions
attract Saudi tourists to travel abroad. This itesupports the results obtained
from the quantitative approach (see chapter 6).thEumore, this result is
consistent with previous research (see chaptee}hvehich found that historical
attractions is one of the factors that attract igtsirform several countries to
specific destinations. It attracts Japanese taui(¥bu et al, 2000; Yuan and
McDonald, 1990), the United States tourists (Kimakt2006), British tourists
(Jang and Cai 2002; Kozak, 2002; Yetal, 2000; You and O'Leary, 1999; Yuan
and McDonald, 1990), German tourists (Jamorozyldyshl, 1994; Kozak, 2002;
Lee et al, 2002; Yuan and McDonald, 1990), French touristaugy and
McDonald, 1990), Australian tourists (Oh et al, 839Chinese tourists (Hangin
and Lam, 1999; Kau and Lim 2005) Nigerian tour{gta/aritfe, 2004) Taiwanese
tourists (Jang and Wu 2006) and Hong Kong tou(igtsing et al, 2004).
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10.3.2.1 Push factors
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Table 10-4 shows the results of interviews retatm push factors (implicit). As

seen in this table, some Saudi tourists have tisgedéo travel to satisfy their

desire to have sex with strangers and to drinkhalcand other motives such as to

watch movies in cinemas or to attend musical fatiand so on. The following

sections will discuss all of these matters in naetails.

Table 10-4: Implicit push motivations of tourists (interviews)

Implicit motives

Participants

desires for sex

desires for alcohol consumptign

Other desires

Participant1*

Refused to answer

Refused to answer

Refused to an

swer

Participant2*

Refused to answer

Refused to answer

skdfto answer

Participant3*

Refused to answer

Refused to answer

Refused to an

swer

Participant4*

Refused to answer

Refused to answer

Refused to an

swer

Participant5*

Refused to answer

Refused to answer

Refused to an

swer

Participant6

Some Saudi tourists have desire
sex while they are travelling abroad

oConsumption of alcohol is one of Some
the motives that drive some Sauddesire  to

tourists to travel to neighbourin
countries.

tourists  havg

watch
g pornographic movies
in  cinemas, watch
movies, to attend

music festivals that
can be prohibited in
Saudi Arabia

h

Participant7

I don’t know.

I don’t know.

desire to watch
movies in the cinemas

Participant8

While abroad, some Saudi tourig
frequently visit prostitutes.

tsSome Saudi tourists have desire
consumption of alcohol while the
are travelling abroad

offhe desire to go tq
y theatres to see plays

Participant9

Some Saudi tourists have the des
for sex with different types of wome
from different nationalities.

irSome Saudi tourists travel
h neighbouring countries for just on
night to drink alcohol.

0 Some Saudis have th
edesire to watch|
movies that are no

D

available in  Saudi
Arabia
Some Saudi tourists have desire foSome Saudi tourists spend most|ofo  watch  Arabic

Sex.

their time in western pubs an

ddances in nightclubs

Participant10 nightclubs drinking alcohol.
To have sex with prostitutes is theTo satisfy the desire of consumptignfreedom
Participant1l main motive for some Saudi touristsof alcohol is very important fo
decision to travel abroad some Saudi tourists
To have sex is one of the reasons|obome Saudi tourists find i -
- their travelling abroad important to satisfy their desire far
Participant12 the consumption of alcohol while
they are abroad.
- I don’t know. I don’t know. The desire for visitin
Participant13 musical shows.
Some Saudi tourists do travel abropdsome Saudi tourists have desire for
Participant14 to satisfy the desires for sex. consumption of alcohol
The main reason for travelling abroadSome have the desire to tgstreedom.
Participant15 for some Saudi tourists is to have sexlifferent types of wine
with strangers.
Some Saudi tourists have desire foSome Saudi tourists travel abroad|tdhe desire to watch
Participantl6 | Sex. satisfy their desire for th¢ mixed music festivals
consumption of alcohol.
Not all Saudi tourists but some ¢fSome Saudi tourist have desire for.
Participant17 them have desire for J

prostitutes.

sex witrthe consumption of alcohol whil

they are abroad
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Continued table 10-4: Implicit push motivations oftourists (interviews)

Results of Interviews

.. Implicit motives
Part|C|pants desires for sex desires for alcohol consumption Other desires
Travelling abroad for some SaugdiTravelling abroad for some SaugdiDesire to watch mixed
Participant18 tourists is a good chance to vigittourists is a good chance to vigitand western
prostitutes. nightclubs and to drink alcohol. comedies.
Some Saudi tourists have desire foSome Saudi tourist have desire fol can't specify.
Participant19 sex. consumption of alcohol while they
are travelling abroad
Some have the desire to have sex wit€onsumption  of  alcohol i$ To watch Arabic belly
Participant20 as many women as possible important for some Saudi tourists.| dancers in ni_ghtclut_)
that are prohibited in
Saudi Arabia.
. I don’'t know and cannot speak forl don't know. I don’t know.
Participant21 h
other tourists.
Participant22 I don’t think so. I don’t think so. des_ire_ to  watc
movies in the cinemas
- Some Saudi tourists have desire fo€onsumption of alcohol is the firgt _
Participant23 Sex. reason for tourist decision to travel.
Travelling abroad for some Saudi Some have the desire to tgstesire to  watch
Participant24 tourists is a good chance to visitdifferent types of wine movies in the cinemas
prostitutes. and plays in theatres
The desire to have sex with strang@ravelling abroad for some Saudi_
Participant25 women  pushed Saudi tourists taourists is a good chance to drink
travel abroad alcohol.

* The researcher directly asked them about their dege of sex and alcohol consumption

10.3.2.1.1 Sex Motive

This question asks if other Saudi tourists travestdtisfy their desire for sex. Out
of the 20 respondents, one of them categoricakbprdves that Saudi tourists
travel to satisfy this desire. One respondent esgg@ some reservations in
attempting to speak for the others. Two were inbdolihe remaining 16 were of
the opinion that some Saudi tourists travel to s$atitheir desire for sex.
Respondents described this need as “have desigefo, “sex with a stranger”,
“have desire for sex with different types of womieom different nationalities”,
and/or “have desire to have sex with as many wonasnpossible”, and

“travelling abroad is a good chance to visit prtges”

Participant 16 noted:

"....I like taking an approach to certain issues aaying things as
they are. | wouldn't announce it from the rooft@ss| know it is a
sensitive question, but | can assure you that, sBeeli tourists do
travel abroad to satisfy certain desires that tekmic religion and
Saudi culture do not permit. This includes the ssfor sex...."

Participant 21 noted:

For me, the conscience is what judges evernyblochnnot speak
for people | don’'t know. When we travel, we do mte the right to
concentrate on other people's affairs and | domink | have the
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moral authority to question what other Saudi's dogng when they go
abroad..."

Unfortunately, despite the fact that sex with asfyer is prohibited in Islamic
tradition and teachings, the analysis of the inesve revealed that some Saudi
tourists have the desire to engage in sex withramgér and they travel abroad to
satisfy this desire. These results gave some itidicabout those people and to
what extent their faith in God is very weak. Thaggumably need more care
from religious leaders in Saudi Arabia to incretsar faith and the dangers that
emanate from such practises. This result supploetsesults from the quantitative
approach (see chapter 6). Moreover, Travelling @adrio satisfy sex desires was
found popular amongst tourists from several coastr(see chapter 3). For
example, it was found that Japanese tourists (YKa06), Norwegian tourists
(Memish and Osoba, 2003), the United States tauiidbsiamet al., 1998),
British tourists (Belliset al.,(2004), French and Canadian tourists (Hewegdl@l.,
2001) travel abroad to satisfy their desire for. sex

10.3.2.1.2 Alcohol Consumption Motive

Out of the 20 interviewees that answered this guesd suggested that they don’t
know and the remaining 16 argued in the affirmatiMee opinions of the various
respondents did not diverge much and most direatlyepted that some Saudi
tourists travel for alcohol consumption. Respongedéescribed this need as
“alcohol desire”, “visiting pubs and nightclubs’“the desire to test different

types of wine”. “satisfy the desire of the consumption of alcohol’
“Consumption of alcohol is important for some tms”, “Travelling abroad for

some Saudi tourists is a good chance to drink alcbh

Participant 10 noted:

"...Some Saudi tourists spend most of their time pagtgnd dancing
in western pubs and nightclubs. In some circum&snearly in the
morning, you see them wandering around drunk, figdi impossible
to trace their hotel rooms..."

Participant 9 noted:

...... could imagine that, Some Saudi tourists traveldgmhbouring
countries for just one night to drink alcohol.."”
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The result of the analysis of the interviews regdahat alcohol consumption is
one of the desires that drive some Saudi touristgravel abroad. This result
supports the result from the quantitative appraaele chapter 6). Moreover, this
desire push tourist from several countries to frggee chapter3) Tassiopulos
(2004) argued that wine is an important motivafi@ninternational and domestic
tourists who follow wine trails. Jaffe and Pastérn@004) found that some
foreign tourists in Israel want to visit a winenyaitend a wine festival, and in the
USA student tourists have motivations to drink almlowhile they are travelling

for tourism (Gerlach 1989; Josiashal 1998; Josianet al 1999).

10.3.2.1.3 Other Desires

13 of the 20 respondents indicated that some Saudsts travel to satisfy other
desires. In contrast to other respondents, theydvspecify a specific desire but
had diverse opinions of what these desires werpulBp desires indicated by
most of the respondents were the desire "to watohies in cinemas"”, "to watch
Arabic belly dancers in nightclubs”, "to attend meugestivals”, and "to watch
drama in theatres". One respondent could not gpéwif kind of desire and two
others talked about the desire for "freedom" arglied that it was any kind of
freedom that they cannot get in Saudi Arabia, assalt of their mono-cultural

heritage.

Respondent 6 noted that:

".... some Saudi tourists have the desire to watcétese movies in
cinema's that are not existing in Saudi Arabia, .0.attend music
festivals that are prohibited in Saudi Arabia. Farstance, one
popular friend of mine who regularly visit neighbimg countries
selects only countries where there are musical ededy American
and British musicians...."

Participant 10 also noted:

"....I wouldn’t really know about a typical desireaththey would like
to satisfy, but some go for the desire to be ineansngly less
restrictive environment and consume drugs and ottersumables
that are illegal in Saudi Arabia....to watch Arabielly dancers in
nightclubs that are prohibited in Saudi Arabia..."
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According to the results of the interviews condd¢ctsome Saudi tourists travel
abroad to satisfy some desires that can not toakisfisd in Saudi Arabia for

cultural reasons. These desires include watchingiesoin cinemas, attending
music festivals, watching drama in theatres andrsoThe researcher noted that
this desire might have been created by the recgruseire of the Saudi society to
western values as a result of the openness of dlei $ociety to western and
world media. This result supports the result fromamtitative approach (see

chapter 6).
10.3.2.2 Pull factors

Table 10-5 illustrates the results of the intengethat relate to pull factors
(implicit). These pull attractions can be dividatto three types of attractions
which are 1- sex attractions 2- alcohol attracti@asother attractions. . The

following sections will discuss all of these attians in greater detail.

Table 10-5:Implicit pull attractions (interviews)

Participants Implicit attractions
Sex attractions Alcohol attractions Other attractins

Participant1* - - -

Participant2* - - -

Participant3* - - -

Participant4* - - -

Participant5* - - -

Participant6 Availability of prostitutes, limited Alcohol is available at an availability of
legal impediment. affordable price, verity of wine.| Cinemas,
Availability of
theatrs
Participant7 | don’t know | don’t know. The availability of
Cinemas
Participant8 Availability of beautiful girls from Availability of public bars, free Availability of
different countries sales and consumption of alcohol | theatres especially in
Egypt.

Participant9 Availability of prostitutes Liberal consumption of alcohol, np Availability of
punishment, possibility of purchagemusical festivals
and consumption of different classesespecially western
of wine. musical festivals,

availability of
Cinemas

Participant10 Availability of prostituteg, availability of alcohol availability of Arabig

availability of pimps dances in nightclubs

Participant11 Availability of prostitutes Varity | alcohol is available at ap Availability of

of prostitutes, no punishment affordable price Freedom Availability
of musical concerts

Participant12 Availability of prostitutes Availability of wine with high| -

Quality.
Participant13 I don’t know | don’t know -
Participant14 availability of prostitutes, pimpscheap wine
and streetwalkers T
Participant15 Availability of sex services, agentévailability of alcohol with a| Free public parks
providing these services, brothelsreasonable alcoholic content. where families and
and pimps limited legal individuals can

interact freely

impediment, cheap.
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Continued tble 10-5: Implicit pull attractions (int erviews)

Participants Implicit attractions
Sex attractions Alcohol attractions Other attractiins
Participant16 Availability of prostitutes, counsie Availability of wines and alcohol of Availability of music
that don't have strict laws especiallydifferent tastes festivals  especially
laws relating to prostitution western oriented
music
Participantl?7 freely engage in clandestine sexuAlailability of wines and alcohol -
activities

Participant18 Tolerant legal system especiallpvailability of alcohol with cheap| -

relating to prostitution, sex and price
romance.

Participant19 Availability of prostitutes no | Availability of alcohol. Cheap winej -

punishment countries where no law limits the
level of alcohol consumption.

Participant20 liberal policies on sexual practices cheap and strong alcohol Nightclubs that
provide Arabic belly
dancers like in Egypt

Participant21 | don’t know | don’t know -

Participant22 I don’t think so I don’t know availability of
Cinemas,
Availability of
theatres

Participant23 Availability of prostitutes no | availability —of alcohgl no | -

punishment punishment

Participant24 Availability of prostitutes good | availability of alcohol good price | availability of

price Cinemas

Participant25 Easy to findprostitutes availability of alcohal good price | -

. The researcher directly asked them about their deg of sex and alcohol consumption

10.3.2.2.1 Sex Attractions

This question asks what sex attractions attractesSaudi tourists. Out of the 20
respondents, one of them categorically disapprawed Saudi tourists are not
attracted by sex factors. Three respondents dithanat any idea if sex attractions
attract other Saudi tourists. However, the renmgrii6é respondents answered this
question. Though a significant number of them ptedi diverse responses
relating to the sex attractions that attract soraadstourists to travel abroad,
most of their responses revolved around the concépthe availability of
prostitutes in the respective destinations. Thegtimemployed words like sex,
pimps, prostitutes, brothels, streetwalkers, varit prostitutes, beautiful girls
from different countries etc. Some of the respoitsléndicated that respective
tourism destination government policies relating siex tourism attract some
tourists looking to have sex. They described toigijpby using several words like
“limited legal impediment”, “no punishment”, fiberal policies on sexual

practices ", “tolerant legal system”, “easy tfind prostitutes”, “freely engage
in clandestine sexual activities”. Tow respondenientioned the cost of sex

tourism in destinations as “good price” and “dpg’.
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Respondent 15 noted:

“....Some Saudis prefer to travel to specific degions where they
can satisfy their appetite for sex. They choosetirtons that
provide sex services, brothels and pimps. Themary destination is
usually the South East Asian countries like Phihpg, Thailand and
Indonesia where prostitutes are cheap and legalednpents are
limited.....”

The results of the analysis of the interviews réaahat some Saudi tourists are
attracted by sex attractions (e.g. pimps, prostitubrothels) that are available in
some countries. This result supports the resulainbtd from the quantitative
approach (see chapter 6). Furthermore, this rasuttonsistent with previous
research (see chapter three) which found that gect@ions is one of the factors
that attract tourists form several countries toc#jme destinations. It attracts
tourists from Germany, the Briten, Switzerland yitaFrance, North America,
Japan, Australia, New Zealand, Spain, Sweden dmer &candinavian countries
(Chutikul, 1996; Herold et al, 2001; Josiam etl&98; Josiam et al, 1999; Nyanzi
et al, 2005; O’Connell and Davidson, 1996; Omorz03; Steinfatt, 2002;
Yokota, 2006).

10.3.2.2.2  Alcohol Attractions

Out of the 20 respondents, four respondents dichagé any idea about alcohol
attraction for other Saudi tourists. However, temaining 16 respondents gave a
variety of alcohol attractions. Though about 12h&fm were generally concerned
with the availability of alcohol in the destinati@hoice for other Saudi tourists,
most of the respondents employed words like “ality of wine” and
“availability of alcohol”. 7 respondents were nonly concerned with alcohol
availability but on the price of alcohol in the tieation. They thought that other
tourists select destinations based on the pricalazfhol, with cheaper countries
attracting more tourists than more expensive cmtiRespondents employed
words to describe this attraction as “good pricé’theap wine”, “affordable
price”. 2 respondents referred to the variety of wine andtat of different
tastes Some respondents indicated that the toleranc&colal consumption and

the lack of punishment for those who drink alcohtifact some Saudi tourists.
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However, the availability of places to consume htidike bars, and nightclubs
had a significant influence on tourist destinattiice.

Respondent 18 noted:

“....Some Saudis like visiting places with contrdllend safe
environments for the consumption of alcohol. Tinejuide places like
pubs, nightclubs, bars, etc. They prefer countvig®re such places
are open 24 hours and 7 days a week. Nonethelesst, pubs have
limited opening times and in such cases, they densif their
accommodation allows them to consume alcohol plyat.”

This response was very similar to those of mostpaedents. However,
respondent 20 noted:

“....Most middle income earners in Saudi Arabia aegy concerned
about the prices and quality of alcohol when chogsia tourist
destination. They like consuming strong alcohot tkaunavailable in
Saudi Arabia. They blend their need to consumehalcavhile on
holiday with their interest in communal life. Whitaey visit a foreign
destination, they go to communities that have angir alcohol
consumption tradition and embrace their lifestyl@fey stay with
them, consume as much alcohol as they can and wiegnreturn
home, they are highly exhausted.....”

The result of the analysis of the interviews sholea alcohol attraction is one of
the factors that attract some Saudi tourists teetrabroad. This result supports
the result obtained from the quantitative appro@ee chapter 6). This result is
consistent with previous research (see chapteeXhmhich found that alcohol

attraction is one of the factors that attract tetsrito specific destinations (see
Alant and Bruwer, 2004; Charters and Ali-Knight,02) Getz and Brown, 2006;

Jaffe and Pastenak, 2004, Josiam et al, 1998).

10.3.2.2.3 Other Attractions

Other implicit pull attractions that influence thehoice of tourists' travel
destination include the availability of cinemasgdtres, nightclubs, freedom, and
so on. The respondents were not very particulatoasheir views on what
primarily influences the destination choice of atBaudis. However, 11 of the 20
respondents suggested that some tourism attractibas are not available in

Saudi Arabia for cultural reasons, attract somedBStawurists. 5 of them argued
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that the "availability of cinemas” in some destioas which show Arabic and

foreign films attracts some Saudi tourists to aegions like Egypt. Some of them
referred to the "availability of theatres”, "availlity musical festivals" and "

availability Arabic belly dancers in nightclubs$Some participants referred to the
"availability of freedom" in foreign destination¥hey argued that some Saudi
tourists prefer travelling to destinations whereytltan feel the freedom to do
what they want to do. For example, women can gputalic areas such as cafes

without the veil and so on.

Respondent 6 noted:

“...Though most Saudis seems not to be very paaticwith their
needs when in a foreign country, they normally stekacquire
information on the availability of cinemas, filmg dramas, of
different cultural heritage....”

After analysing the interviews, the researcher shdte@at some Saudi tourists were
pulled to travel abroad as a result of the avditggbof some attractions that are
unavailable in Saudi Arabia for cultural reasonsede include the availability of
cinemas, theatres, musical festivals, Arabic badigcers, freedom and so on. It is
important to note the Saudi government has praddbiinemas in Saudi Arabia.
But Saudis can watch western movies via satellitannels. This makes the
prohibition of cinemas baseless as Saudis stilehascess to the same western
values that should be transmitted via cinemas. Téslt supports the result

obtained from the quantitative approach (see ch&)te

In general, the results of implicit motives (pustidaull) support the findings of
previous studies (Business Middle East, 2001; Bi@ay, 1995; Metwally,

2004). Business Middle East, (2001) argued thatSmwrists were attracted by
the fact that the Bahraini tourism market allowasumption of alcohol and offers
a more liberal atmosphere. EI-Gawhary (1995) atgoed that nearly a million of
Arab tourists, mostly from Saudi Arabia, visitedit©an 1994. During their time

in Cairo, they visited nightclubs, Arab pubs, Amtp shows, and even mingled
around with Arab prostitutes. Metwally (2004) confed that Bahrain and Dubai

try to attract Saudi tourists by offering many etaming goods and services and a
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social lifestyle that are not available in SaudaBia for cultural and religious

reasons.

10.4 Cultural factors

Table 10-6 illustrates the results of analysis lod 25 interviews relating to
cultural factors (power distance, uncertainty agaoice, and individualism vs.
collectivism). The following section will discuskdse cultural factors in more

detail.

10.4.1 Power Distance

Power distance refers to how cultures deal with quadity between
people(Hofstede, 1980T.he results of analysis of the 25 interviews reakatto
power distance revealed that 21 out of the 25 medgats believed that there is a
power distance in Saudi Arabia. Saudi Arabia isvkmdo be ruled by a royal
family like most countries in the Arabian Gulf regi (At-Twaijri and Al-
Muhaiza, 1996). Consequently, the country is prdity centralized, conditional
upon the high power distance in Saudi Arabia. Hawethe events in Saudi
Arabia in recent years have reduced the powerrdistal he governance system is
moving towards a democratic system of governmeth wie use of democratic

principles to elect councillors.

Respondents described the power distance in aalbia as: “there is a big gap
between the different social layers”, “there isuam disparity between people”,
“there is a clear difference between the rich #mel poor”. “hierarchy exists”,
“people in Saudi society are not equal in statu$’of the respondents indicated a
contrary opinion that there is no power distanceSiaudi Arabia, and they
described it as “no differences between differgnoups of people in Saudi
Arabia”. “There are very limited differences beten people in our society”,

“There is no big difference between people in Sardbia”.

Participant10 noted:

“...The society comprises the very rich and educaieds who are
very powerful, and the poor and helpless who dbald any power in
our society...”
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Participant18 noted:

There are very limited differences between peap our society.
We all respect and love each other. Power and osinean nothing
to us. We take into consideration the views of yaues

The analysis of the interviews shows that powetadise is something that exists
in Saudi Arabia despite the fact that the Islamaclition and teachings generally
do not accept any power distance in Islamic sasetin Islam everybody is
eqgual, the only difference between them which eptable in Islam relates to the
extent to which each individual respects Islamiagples (Piety). This is similar

to the result obtained from quantitative approasbe(chapter 8). Furthermore,
this finding is consistent with previous studiesgSAl-Twaijri and Al-Muhaiza,

1996; Bjerke and Al-Meer, 1993). Furthermore, Hedst (1980) had categorized

Arab countries in his study as large power distanmentries.

Table 10-6:Cultural factors (interviews)

Participants

Cultural factors

power distance

uncertainty avoidance

individualisnvs.
collectivism

Participantl

There is a big gap between t

eOur society dose not like uncle

arThe  family and  social

different social layers in Saudi situations. relations are very strong and
Arabia are always maintained

Participant2 There is much disparity Saudi people try to avoid theThere is a strong bond
between people, in cultural unclear situations. between members of the
groups and family circles same family.

Participant3 There is a clear difference Most Saudis want to work in long In Saudi Arabia, peoplé
between the rich and the poor| term jobs. prefer to handle thei

problems individually.

Participant4 There are no differences Unclear situations are avoided byWe always strive to livg
between different groups gf Saudi people. together, look after each
people in Saudi Arabia. other.

Participant5 Saudi culture influences youngWe have strict rules and regulationsThere is a strong relationship
people to respect their eldersthat must be respected by all classelsetween people in thig
and tribal leaders to respegtof people. kingdom.
their subjects.

Participant6 There is a great difference Saudis don't like ambiguities and| don’t think these days our
between groups of people inare generally predisposed to stricsociety is like before where
Saudi Arabia. policies. everyone respects the life of

the neighbour or relative.

Participant7 We respect and acceptMost Saudis want to work with the Things are changing thege
hierarchy. government and not the privatedays and our society is aldo

sector.

following the global world

Participant8

There is a power distance
our society. It is common in th
family and tribe.

nThe people in Saudi Arabia pref
e to understand things as they are.

orl see people as individual
and | try to do things as a
individual also.

=

Participant9

People in Saudi society are n
equal in status. For example tl
members of royal family arg
very different from ordinary
Saudis.

ptOur society is much organised af
ds not very tolerant with too man
2 choices.

ndPoverty has shifted focu
from communality  to
individual needs ang
problems.

Y
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Continued tble 10-6:Cultural factors (interviews)

the Results of Interviews

Participants

Cultural factors

power distance

uncertainty avoidance

individualisnvs.
collectivism

Participant10 | Our society comprises the verylt is very important to work in well We are always together; we
rich and educated class whighestablished companies and theeat and share everything
are very powerful, and the pogrgovernment. together as that is part of olir
and helpless which don'’t wield cultural heritage.
any power.

Participantl1 | The rich control everything and We do not like ambiguous we live always together
they are very much respectedsituations
in our society compared to the
poor.

Participantl12 | There are differences betweenWe follow strict rules both in ouf People don't care about thejir
groups in our society. private and public lives. relatives and neighbours as

they used to do before.

Participantl3 | People are identified ang It is important for many Saudi Whatever we do, our focus
respected by their positions.people to work in well-organized is always on helping each
Those in higher positions wieldd employment. other.
more power and respect than
those in lower positions.

Participantl4 | In organisations in Saudi We respect rules from the Korah,We live a communal life a:
Arabia, the people in the top Sharia everywhere, in our work, our ancestors and elders.
management don’t care aboltfamilies, etc.
those below.

Participantl5 | The poor have no say in thisEmployment with the governmentPeople are not very
society. They just work for the is much secured and many peopleoncerned about the
rich who dictate everything. prefer to work there. problems of their

community.

Participant16 | Hierarchy exists in family, We like to work in organised We live together and do nqt
work, school, tribe, and so on. environments with strict rules andwant to miss each other far

respect for Islam. longer period. Even when
we are older, we still try tg
keep in touch because that
bond is always there.

Participantl17 | Unfortunately, there are Ambiguity is not our way of life. We like living ogether,
differences between groups [n because that is Allah's basjc
the Saudi Society. doctrine

Participantl8 | There are very limited We like to always have clear Saudis are very collectivist.
differences between people [nobjectives, no matter how difficult
our society. the situation in front of us is.

Participant19 | There is a hierarchy in our Saudis generally do not like to bewWe help each othe
society. involved in situations with much especially if someone has

ambiguity. some special events that
need our support.

Participant20 | There is no big difference Most Saudis don’t like to discover The relationship between
between people in Saudithings that are not within the families and the communit
Arabic. bounds of their Islamic heritage. is still strong, despite the

global influence on ou
culture.

Participant21 | There are differences betwee¢nMost Saudi people try to avoid Collectivism still exists in
groups in Saudi Arabia. unclear situations. Saudi Arabia

Participant22 | These days there are noPeople in Saudi Arabia preferThe relationship, especially
differences between the groupssituations where everything is clear.family relationship, is still
in Saudi Arabia strong in Saudi Arabia.

Participant23 | The rich are not equal to theAmbiguity is not acceptable in The people in Saudi Arabia
poor in Saudi Arabia Saudi Arabia tend to help each other

Participant24 | People in the Saudi society arePeople in Saudi Arabia do not likelndividualism is something
not equal in status. ambiguous situations that exists in Saudi Arabia

especially in the big cities.

Participant25 | We can acknowledge Mystery is not acceptable.

differences between groups.

each other.

Saudi people like to heIT
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10.4.2  Uncertainty Avoidance

Uncertainty avoidance refers to the extent to wipebple in a society perceive
ambiguous situations to be a threat, and the extewhich they attempt to avoid
such situations. Among other things, uncertaintyidgance involves systems that
offer greater employment stability, set out morarfal rules, reject aberrant ideas
and behaviour, and admit the possibility of absolumtith and the achievement of
expertise (Hofstede, 1980).

The results of analysis of the 25 interviews realgtio uncertainty avoidance
revealed that all respondents believed that thenmiaty avoidance is something
that exists in the Saudi society. Saudi people tbetatened by ambiguous
situations, and they try to avoid these situatioypgstablishing more formal rules,
rejecting deviant ideas and behaviour, and acogptie possibility of absolute
truths. Respondents described the uncertainty amogl in the Saudi society as
“avoiding unclear situations”, “work in long tem job”. “strict rules and
regulations”, “work with the government”, “work in well-organized
employment ”, “do not like complex situations™Mystery is not acceptable”,

and so on

Participant18 noted

“....We do not like to be in complex situations,evehwe have to
decide on different choices. We want to always ltée@ objectives,

no matter how difficult the situation in front of is....".

Participantlthoted

“....Itis very important to work in well establisdecompanies and the
government, because in small and less establistieatg companies,
employees are not protected due to the terms ofdbetracts....”

Participantl&oted

“...Saudis generally do not like to be involved iituations with
much ambiguity....”

After analysing the interviews, the researcher tbtime uncertainty avoidance is
something that exists in the Saudi society. Thsulteis similar to the result
obtained from the quantitative approach (see cha@je Furthermore, these

findings were consistent with previous studies TAtaijri and Al-Muhaiza, 1996;
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Bjerke and Al-Meer, 1993), in which the uncertaiatypidancdactor was high in
Saudi Arabia. The results of this study also comflHofstede's (1980) study in

categorizing the Arab countries as strong uncest@noidance countries.

10.4.3 Individualism versus Collectivism

Individualism is the propensity of people to takarec of themselves and the
members of their immediate family, suggesting aietgcwhich is not tightly
integrated. On the other hand, collectivism isgh@pensity of people to belong to
groups and to take care of one other in exchangkyalty in a tightly integrated
society in which the distinction is made betweergmoup (relations, clans,

associations) and out-groups (Hofstede, 1980).

Out of the 25 interviewees, 15 believed that S@udbia is a collectivist country.
10 of the participants in this research indicateat this value has been recently
changed as a result of globalisation and the infteeof other cultures on the
Saudi culture.

Respondents described collectivism in the Saudegoas “family relations are
very strong”, “live together, look after each @h’. ‘“strong relationship
between people in this kingdom.”, “live together“help each other”, and so
on. On the other hand, respondents described tthigidoalism in the Saudi
society as “prefer to handle their problems thewes’, “I see people as
individuals and | try to do things as an individa#éo”. “There is too much focus
these days by our society on our own problemsPgbple don’t care about their
relatives and neighbours as they used to do béfdteis more of individualism
and people are not very concerned about the prableimtheir community”,
“Individualism is something that exists in Saudiadia especially in the big cities

in Saudi Arabia”.
Participantléoted

”....0ur families and children always respect eactney and live
together. We live together and do not want to neigsh other for
longer periods. Even when we are older, we stjllttr keep in touch
because that bond is always there...”
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The results indicate that although the life sty&s lthanged in the Arab world
after the 70's, some values have not changed. Onthese values is the
association of the individual to a group, tribeotiner form of associations. Islam,
which is the only formal religion of Saudi Arab@amphasizes to a great extent the
idea of unity. People are urged to care and heth ether and are rewarded for
this.

The researcher re-contacted the interviewees tertast if they live in major
cities or in sub-urban areas or villages. The mebes found something
interesting in relation to the individualism andlectivism factor. Surprisingly,
the researchers realised that all participants lveoin the major cities of Saudi
Arabia are arguing that Saudi society is more iigiglistic, while those who live
in sub-urban areas and villages argue that theiesois collectivist. This might
be as a result of the influence of western andidarealues on the culture of

major cities.

This result is similar to the result obtained frohe quantitative approach (see
chapter 8). Furthermore, these findings were ctersisvith the previous studies
(At-Twaijri and Al-Muhaiza, 1996; Bjerke and Al-Meel993), which suggested
that Saudi Arabia is a collectivist country.

10.5 The Usefulness of Third Person Technique in Invegating Sensitive
Issues
In the third —person technique, respondents aredask relate the beliefs and
attitudes of a third person rather than directlpressing personal beliefs and
attitude, this third person may be a friend, neahb or some people or some
other third parity (Malhotra, 1996; Malhotra andrk&i, 2000; Mcdaniel and
Gates, 1999; Proctor, 1997). The third person tigclenis often used to avoid
issues that might be embarrassing or evoke hgstilianswered directly by a
respondent and reduces the social pressure to agivacceptable answer (see
Malhotra, 1996; Malhotra and Birks, 2000; McDareeld Gates, 1999; Proctor,
1997).
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It should be noted that, different seminal studiase employed the third person
technique in both qualitative and quantitative aesle. Some of them have been
based on investigating sensitive issues with sigamt behavioral concerns. In
quantitative research, the third person technicasebieen employed to investigate
the role of gender in the context of internet pgmaphy (Lo and Wei, 2002),
media censorship in the context of a controverséaiual video that exposed the
private sex life of a Taiwanese politician (Chiaakt 2004), and so on. on more
subtle topics, the third person has been usedvesiigate the perceived impact of
pro and anti smoking ads (Henriksen and Flora, 199@ effect of restricting
gambling advertising (Youn et al., 2000). For lert details of how the third
person technique has been used in research totigatesdifferent issues, see
table 10-7.

To find out the usefulness of using the third persechnique in investigating
sensitive issues in Islamic and restricted soci&te researcher conducted 25
interviews. For the first five interviews, the raseher employed the first person
technique to ask about the desire for the respdrdetnavel for sex and alcohol
consumption. Unfortunately, all of them were vengey and refused to answer

the questions.

An example of the responses from participant 2tesidelow:

"...No. | feel embarrassed being asked something like liecause, | can never
do something like that and | don't think it is pesp."

The researcher responded: "l..am just conducting my research and | am not
trying to accuse you or any other respondetit

Observation: he initially looked angry but when thesearcher gave some
clarifications and assurances, he stared and lodkiethdly.

The respondent's initial uncooperative attitudehnlze due to cultural influences.
Saudi's customarily do not like to be accused offuidilling their religious duties
and for having committed acts that are contraryht® teachings of Islam. This
normally influences people's contempt thereby &figcthe reputation of Saudi's.
This is in support of Oppermann (1999), who suggeshat, in a survey of sex

tourism, if anyone is confronted with the questithre you a sex tourist?” it is
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Table 10-7:Some studies that have used the third persoadhnique

Researcher The title The aims of study
Price and| Measuring the third-person effect of news: the iotpainvestigate the impact of media messages | on
Tewksbury | of question order, contrast and knowledge oneself, and estimated impact on other people.
(1996)
Rojas et al | for the good of others: censorship and the thindqe| this study focused on the discrepancy betwgen
(1996) effect perceived media effects on others and self, and its
relation to pro-censorship attitudes within three
major topics: the media in general, violence |on
television, and pornography.
William, et | The effect of social desirability on perceived nzediThis study examines variations in perceptions| of
al (1999) impact: implications for third-person perceptions. media influence based on the locus of impact (self
vs. other) and the valence of the message (pro-
social vs. anti-social).
Henriksen | Third-Person Perception and Children: Perceiyetie goal of this study was to determine whether
and Impact of Pro- and Anti-Smoking Ads children, like adults, perceive themselves |as
Flora(1999) relatively invulnerable to harmful influences of
persuasive messages
Peiser and Explaining Individual Differences in Third-Persgnthe purpose of this study is to reassess findimgs o
Peter Perception: A Limits / Possibilities Perspective individual differences in third person perceptipn
(2001) and to provide preliminary empirical evidence for
this theoretical perspective
Lo and | Third-person preception and support for porongraplof looking at the relationship between the
Baddon restrictions:some methodolegecal prmlems prepectual and behavioural componentsand| to
(2000) demonstrate that the magnitude of perceptual bias
is not depondable variable in predicting suppart {fo
media restriction
Youn et al | Restricting Gambling Advertising and the Third-Rerg This study investigates whether a third-pergon
(2000) Effect effect occurs for gambling advertising and if this
effect is related to professorship attitudes for
lotteries and casinos.
Chapin(200| Third-Person Perception and Optimistic Bias Amgn®n of the aim of this study is to identify predictp
0) Urban Minority At-Risk Youth of optimistic bias and third person perception
Willnat et | perception of foreign media inflounce in Asia ahdhis study investigate how Asians and Europeans
al (2002) Europe: the third person effect and media impanali | perceive the strength of US media effects on their
culture
Lo and | Third-person effect, gender, and pornography on |tli&xamined the role of gender in third- person effect
Wei (2002) | internet in the context of internet pornography
Wan et al | Perceived Impact of Thin Female Models |inThis study seeks to determine if body image
(2003) Advertising: A Cross-Cultural Examination of Thilddisturbance and eating disorders that have plagued
Person Perception and its Impact on Behaviors Western women are now becoming more common
in Asians well.
Wan, and| Motivation to regulate online gambling and violgnthis study attempts to explain theotivationsthat
Seounmi game site: an account of the third-person effect drive the growing demand for censorshipoofine
(2004) gaming sites
Huh et al| The Third-Person Effect and Its Influence ¢rthe current study examined the perceptual and
(2004) Behavioral Outcomes in a Product Advertising Contexbehavioural components of perceptions of media
The Case of Direct-to-Consumer Prescription Dfugontent effects in the context of DTC drug
Advertising advertising.
Chia et al| Sex, Lies, and Video Compact Disc: A Case Study| drhe aim of this study is to investigate the third-
(2004) Third-Person Perception and Motivations for Mediperson perception and both preventive and punitive
Censorship explanations for support for media censorship| in
the context of a controversial sexual video compact
disc (VCD) that exposed the private sex life of a
Taiwanese politician.
David et al| Methodological Artifact or Persistent Bias? Testthg | To understand the underlying processes associated
(2004) Robustness of the Third-Person and Reverse Thindith the third-person and the reverse third-person
Person Effects for Alcohol Messages media effects, in three experiments researchers
examined different aspects of the cognitive and
motivational explanations by employing various
methodological controls and manipulations.
Huh et al| Perceived Third-Person Effects and Consumer AggudThe aim of this study is to provide empiricgl
(2006) on Prevetting and Banning DTC Advertising evidence on consumer support of DTC ads ah a
total ban on DTC advertising, and how that support
is influenced by individual-specific factors within
the context of the third-person effect framework
Lewis et al| Examining the effectiveness of physical threat®tyaf the third-person effect was examined to explore its
(2007) advertising: The role of the third-person effeander,| association with the extent male and female drivers
and age reported intentions to adopt the recommendatipns
of two road safety advertisements depicting h|gh

physical threats.
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highly unlikely that the respondent would answerthe affirmative Therefore,
the researcher decided to use the third persomitpoh for the rest of the

interviews.

Moreover, among the questions that the researctlerdain the interviews, 20
participants were questioned about the usefulnktiseahird person technique to
obtain sensitive information. Eighteen of the tweparticipants agreed that the
third person technique is useful to get informatiabout sensitive issues
especially in restricted society like Saudi socidtiley described their views by
using several words like “very useful”, "quiteteresting”, "excellent technique”,

“good idea”, “new idea”, “avoid embarrassment’ “smart method”, “easy
method to collect data about sensitive issues”’oDivthe participants argued that
they don’t have any opinion relating to the usedsk of the third person

technique.

Participant16 noted:

"...My opinion is that, it is a good technique toeastigate sensitive
issues....."

Therefore, the third person technique has provedorss of the acceptable
technique to get information about sensitive issesggecially with countries that

have values grounded on their religious heritage.

10.6 Comparison between Survey results and interviewsesults

As mentioned in chapter five (methodology), thisdstcontained two stages. The
first stage employed a quantitative approach (astipnaire), while the second
stage used a qualitative approach (an intervielWwg dim of the qualitative stage
was to validate the results that have been obtaireed the quantitative stage.
According to (Pearce and Lee, 2005) the value ohlbning different study

techniques was to enhance validity and decreassip@dias from lying on one-

dimensional sources of information. Furthermore, ddvantage of using multiple

methods lies in combining the insights from differapproach.
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Table 10-7 provides a comparison between the mesiithe quantitative approach
and the results of qualitative approach in termsoofism motivations (explicit
and implicit) and cultural factors (power distanemcertainty avoidance and

individualism vs. collectivism).

Table 10-8:Comparing between the results of the quantitéate approach and the results of
the qualitative approach regarding tourism motivations and cultural factors

The results of the quantitative The results of the qualitative

approach approach

Tourism motivations Seven push factors Six push factors

‘escape’, 'prestige’, 'social antescape’, ‘'prestige’, ‘family
Explicit (push motives) | sport’, 'experience and excitementenjoying natural resources
‘enjoying natural resources', knowledge'and'relaxation’
'knowledge'and'relaxation’

. R Four pull factors Three pull factors
Tourism motivations . S T L ;
expenditure', 'outdoor activities'| 'expenditure’, natural  and
- . 'natural and historical' and 'weatheweather attractions' and
Explicit (pull motives) . : e A
and environment'. historical attractions
Tourism motivations Two push factors Three push factors
implicit (push motives) | 'alcohol and sex desires’ and 'fursex desires’ 'alcohol desires
and freedom desires' and ' other desires'
Tourism motivations Three pull factors Three pull factors
implicit (pull motives) ‘alcohol and sex attractions', 'drugssex attractions, ‘alcohol
attraction' and ‘fun and freedomgttractions' and ‘other

PN ——§—"S—@—S—§S§@
Cultural factors

power distance There is a power distance in th&here is a power distance in the
Saudi society Saudi society

Cultural factors
uncertainty avoidance | The Saudi society tends to mor&he Saudi society tends to more

uncertainty avoidance uncertainty avoidance
Cultural factors
individualism vs.| The Saudi society is moneThe Saudi society is more
collectivism collectivist collectivist

As seen in this table, the results that were obthifrom the interviews

(qualitative approach) are to a great extent sinbddhe results that were obtained
from the questionnaires (quantitative approachj.dxample, the two approaches
revealed that Saudi tourists are largely pushed @ri@kd by the same factors
(explicit and implicit). Moreover, the two appro@shrevealed that the Saudi
society is described as having a high power digtahigh uncertainty avoidance

and a collectivist society.

In general, the results from two approaches amalesi; however, there are
slender differences between the two in terms ofréselts of the study. Firstly,

while the quantitative approach recognised sevesh factors (‘escape’, ‘prestige’,
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'social and sport', 'experience and excitementijoyeng natural resources’,

'knowledge’, and 'relaxation’) in relation to thgplecit push motives, the

qualitative approach identified only six push fast@escape’, 'prestige’, ‘family’,
‘enjoying natural resource&knowledge' and 'relaxation’). Regarding the explicit
pull motives, the quantitative approach identifiemur factors (‘expenditure’,

‘outdoor activities', 'natural and historical' ameather and environment') while
the qualitative approach identified three factotsxgenditure’, 'natural and
weather attractions ' and ' historical attractijprss for the implicit push factors,

the quantitative approach recognised only two fac{@lcohol and sex desires’
and 'fun and freedom desires’) while the qualietpproach recognised three
factors ('sex desires’, 'alcohol desires' and eotiesires’). Regarding implicit pull
motives, the quantitative approach revealed thraetofs (‘alcohol and sex
attractions', 'drugs attraction' and 'fun and fagedttractions’) and the qualitative
approach revealed three factors (‘'sex attractiatsyhol attractions ' and 'other
attractions'). These differences can be attribetablthe small size of the sample

of interviewees.

In conclusion, the results obtained from the qatiie approach in terms of
tourism motivations (explicit and implicit) and twdal factors support the results

that were obtained from the quantitative approach.

10.7 Summary

This chapter represent the second phase of thdy qigualitative phase). As
mentioned before, the aim of this phase is to @ddidhe results obtained from the
first phase (quantitative approach). The main Itesaf this chapter are as

following:-

The analysis of the interviews is related on thpliek push motives. It suggests
that, six push factors specifically drive Saudirtsts to travel. They are escape,
relaxation, knowledge, family, enjoying naturaloesces and prestige. Moreover,
the analysis of explicit pull factors revealed tllatee pull factors that attract
Saudi tourists to travel. They include expenditmaural and weather attractions,
and historical attractions.
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The analysis of interviews related to implicit pustotives revealed that three
implicit push factors drive some Saudi touristdravel abroad. They include sex
desires, alcohol consumption desires, and othearedege.g. watching movies in
cinemas, attending music festivals). In additiome tanalysis of implicit pull

factors revealed that three implicit pull factongitt attract Saudi tourists to travel
abroad. They are sex attractions, alcohol attrasti@and other attractions (e. g.

"availability of theatres", "availability musicatstivals, availability of freedom).

The analysis of the interviews related to cultdeztors reveal that Saudi society
is described as having a high power distance, bigiertainty avoidance and is a

collectivist society.

Largely the results that were obtained from therwiews are similar to the results

that were obtained from the questionnaires (quetitté approach).

In relation to the usefulness of using the thirdspa technique in investigating
sensitive issues, the result of interviews revedleat using the third person
technique in investigating sensitive issues is ohehe acceptable techniques

especially in restricted society such as Saudiespci

One of the main contributions of this chapter t@ thterature of tourism
motivations is that this chapter provide practegldence about the usefulness of
using the third person technique in investigatiegsitive issues especially in

conservative societies.
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CHAPTER ELEVEN: CONCLUSION

11.1 Introduction

Chapter Eleven aims to outline findings and argusementioned in the previous
chapters, and link them to the objectives of thigdg. It further considers the
implications of the research findings, contribuipn limitations and

recommendations for further research.

11.2 The Findings and the Objectives of the Research

The main purpose of this study is to explore thdivations of Saudi outbound
tourism that relates to the push and pull factbgi( explicit and implicit). This
study also examines the nature of the relationbbigveen push and pull factors
(explicit and implicit). Furthermore, it investiget the differences in motivations
of tourists according to their demographic variablage, gender, marital status,
income and education). Additionally, it looks aetrelationship between Saudi
culture and tourism motivations (explicit and ingi). Finally, it examines the
influence of Saudi culture, demographic variablesl @#ourists motivations on
destination selection. The following sections wdliscuss the aims and the
findings of the study in reasonable detalil.

The first research objective was to assess thevatmnal (explicit and implicit)

push and pull that drive Saudi tourist to go abrfmadourism. The findings of the
current study revealed that Saudi tourists are vatdd to travel abroad for
tourism by both explicit and implicit factors (puahd pull). A summary of these

are listed below.

In relating toexplicit push motives,factor analyses identified seven push factors
(‘escape’, 'prestige’, 'social and sport’, 'expegieand excitement’, ‘enjoying
natural resources’, knowledge' and 'relaxation’. Six of these push factor were
supported by interview results which found thatu@aourists are pushed to
travel abroad by six push factoregcape’, ‘prestige’, ‘family’, ‘enjoying natural
resources’,knowledge' and ‘relaxation’). These reflect that these explicithpus
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factors are very important for Saudi tourists. réfating toexplicit pull factors,
factor analyses identified four pull factors (‘emgeure’, 'outdoor activities',
'natural and historical' and 'weather and envirameThree of these pull factors
were supported by interview results which found tBaudi tourists are pulled to
travel abroad by three factors (‘expenditure'urstand weather attractions' and
‘historical attractions'). These indicted that ghexplicit pull factors are very

important for Saudi tourists.

Regarding toimplicit push factor, factor analyses identified two push factors
(‘alcohol and sex desires’ and 'fun and freedomre®eys These result were
supported by results of interview which found teame Saudi tourists are pushed
to travel abroad by three push factors ('sex desil@cohol desires' and ' other
desires which include fun and freedom desires3dhadicted that these implicit
push factors are very important for some Saudiistairin relating tamplicit
pull factors, factor analyses identified three pull factorsicaol and sex
attractions', 'drugs attraction' and ‘fun and fomedattractions'’). Two of these pull
factors were supported by interview results whictnfd that some Saudi tourists
are pulled to travel abroad by ('sex attractionkohol attractions' and ‘'other
attractions') 'drugs attraction' did not support dpyalitative approach. These
indicted that 'sex attractions and ‘alcohol atioast, and ‘fun and freedom
attractions' are very important for Saudi tourigise result of this study supports
the finding of previous studies (Business Middlest-2001; El-Gawhary, 1995;
Metwally, 2004). For example Metwally (2004) claiththat Bahrain and Dubai
try to attract Saudi tourists by offering many etatiming goods and services and a
social lifestyle which are not available in SaudaBia for cultural and religious

reasons.

The second research objective was to examine th&renaf the relationship
between push and pull factors (explicit and implicThe results of Pearson
correlation test revealed that there are signifigasitive correlations between the
majority of push and pull dimensions in both expland implicit motives in all
destinationsin Bahrain the result of this study revealed that explicill factors
‘outdoor activities' and ‘natural/historical' bothave significant positive

correlations with three of the explicit push fastgrestige’, 'social and sport' and

320



Chapter Eleven: Conclusion

‘'enjoying natural resources'. Moreover, the explcll factor 'expenditure’ is
correlated only with the push factor 'prestige'diidnally, the explicit pull factor

'‘weather and environment' has a significant caiicalavith just one explicit push
factor 'enjoying natural resources', in relatingintaplicit motives The results
suggest that all explicit push factors (‘alcohol asex desires’ and ‘fun and
freedom desires’) have significant positive cotretes with all explicit pull

factors (‘alcohol and sex attractions', 'drugsaeation’ and ‘fun and freedom

attractions').

In Egypt, the result of this study revealed that the exppall factors ‘outdoor
activities' and 'natural/historical' have signifitgositive correlation with five of
the push factors (‘presty ‘social and sport’, ‘experience and excitement’,
‘enjoying natural resources’ and ‘knowledgeéVjoreover the explicit pull factor
‘expenditure’ was correlated with five explicit pufsctors (‘escape’, 'social and
sport’, 'experience and excitement', ‘enjoying nahtesources’). Furthermore, the
explicit pull factor ‘weather and environment' wamsrelated just to one explicit
push factor, 'escape’. In relating to implicit mes The results suggest that all
explicit push factors (‘alcohol and sex desiresl &mn and freedom desires’) have
significant positive correlations with all explicfiull factors (‘alcohol and sex

attractions', 'drugs attraction' and 'fun and fomedttractions’).

In France, the result of this study revealed that theresagaificant relationships
between all explicit push factoregcape’, ‘prestige’, 'social and sport', 'expegienc
and excitement', 'enjoying natural resources’, ‘&ndwledge’) and all explicit
pull factors (‘expenditure’'putdoor activities', 'natural and historical' aneather
and environment’). The only exception is betweea #xplicit pull factor
‘expenditure’ and the explicit push factor 'knowked In relating to implicit
motives The results suggest that all explicit piagitors (‘alcohol and sex desires’
and 'fun and freedom desires’) have significantitives correlations with all
explicit pull factors (‘alcohol and sex attractipridrugs attraction' and 'fun and

freedom attractions’).

The result of a relationship between push and fadtors (explicit) in this

research is congruent to the results suggestedewiqus studies (Baloglu and
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Usal 1996; Bogaret al., 2003; Jang and Cai 2002; Kim and Lee 2002; I€im
al., 2003; Klenoski, 2000; O&t al.,1995; Uysal and Jurowski 1994; Yaet al.,
2000).

The third research objective was to examine théemihces in motivations of
tourists according to their demographic variablage( gender, martial status,
income and education). The analysis of differenicesourist's motivations for

different demographic variables indicated a numdsermportant differences in

both "explicit" and "implicit" motivations (push énpull) in relation to the

different demographic variables in all destinationsler study.

In Bahrain, the result of this study revealed that #ge of the respondents has an
influence on just one explicit pull factor (Expétude’). Moreover, this study
revealed that the education of tourists has aruenite on two explicit push
factors (‘Prestige’ and 'Knowledge’) and on oneligitgush factor ('Fun and
Freedom desire"). Furthermore, the result of thidysrevealed that thgender of
tourists, has an influence on two explicit pushtdes (‘'Escape’ and 'social and
Sport’), on one explicit pull factor (‘Expendituyeln relation to touristsinarital
status the results of this study indicate that the nadstatus of tourists has an

inflounce on one explicit pull factor (‘'ExpenditQre

In Egypt, results of this study revealed that thge of respondents has an
influence on two explicit push factors (‘Prestigehd 'Experience and
Excitement’), on two explicit pull factors (‘Outdod\ctivities' and ‘Natural
/Historical'). Moreover, the result of this studgvealed that théncome of
tourists has an inflounce on three explicit pusttdes ('Prestige’, 'Social and
Sport' and 'Experience and Excitement’), on twoliexgull factors ('Outdoor
Activities' and ‘Natural /Historical'). Furthermoreéhe results of this study
revealed that theducation of tourists has an influence on four explicit push
factors (‘Prestige’, 'Social and Sport', 'Expereand Excitement' and 'Enjoying
Natural Resources’), on three explicit pull factdiExpenditure’, 'Outdoor
Activities' and 'Natural/Historical’) and on one gheit pull factor (‘Fun and
Freedom attractions'’). Regarding tipender of tourists, the results of this study

indicate that the gender of tourists has an infteuon one explicit push factor
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('Prestige’), on one explicit pull factor ('NatufHlistorical’), on one implicit push
factor ('Fun and Freedom desire’), In relation d@arists’ marital status, the
results of this study indicate that the maritatusteof tourists has an inflounce on
three explicit push factors (‘Prestige’, 'Sociatl @&port' and 'Experience and
Excitement’), on three explicit pull factors (‘Ootd Activities',
‘Natural/Historical' and 'Weather and Environmendhd on one implicit pull

factor (‘Drugs attractions’).

In France, results of this study revealed that tage of respondents has an
influence on one explicit push factor ('Social aépglort’), on one explicit pull
factor (‘Outdoor Activities’), on one implicit pusfactor ('Fun and freedom
desires’), and on one implicit pull factor ('FundaFreedom attraction’).
Furthermore, , the result of this study revealeat theincome of tourists has an
inflounce on two explicit push factors (‘Social aBdort' and 'Enjoying Natural
Resources'), on one explicit pull factor (‘Natukiktorical’), on two implicit push
factors (‘Alcohol and Sex desires' and 'Fun ancdom desires'), and on one
implicit pull factor (‘'Fun and Freedom attractignMoreover, the results of this
study revealed that thexlucation of tourists has an influence on one explicit push
factor (‘'Experience and Excitement’), on two explmull factors (Expenditure'
and 'Natural/Historical’), on one implicit push tac('Fun and Freedom desire")
and on one implicit pull factor (‘'Fun and Freedottragtions').Regarding the
gender of tourists, the results of this study indicdtattthe gender of tourists has
an inflounce on one explicit push factor ('Pres}igen two explicit pull factors
(‘Outdoor Activities' and ‘Natural /Historical’)hoone implicit push factor ('Fun
and Freedom desire’), and on two implicit pull ¢ast (Fun and Freedom

attraction' and 'Drugs attractions').

The findings of this study relating to the explinibtives are consistent with the
results of previous studies, which found that deraphics variables of tourists
have an influence on tourism motivations (Baloghd &Jysal, 1996; Chat al.,
1995; Hangin and Lam, 1999; Heueagal.,2001; Jamrozy and Uysal, 1994; Kim
et al.,2003; Mok and Amostrong, 1995; Zhagigal.,2004).
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The fourth research objective was to examine thatioaship between Saudi
culture and tourism motivations (explicit and inggh. The research employs
Hofstede’s (1980, 1991) dimensions of culture tectie Saudi society initially.
A factor analysis of 22 cultural items resulted seven underlying domains
‘uncertainty avoidance', 'individualism’, 'diffeces of groups in society (power
distance) 'social interdependence (collectivism)', 'helpirtbers (collectivism)
'inequalities and hierarchy (power distayiceand ‘family relationship’
(collectivism). Moreover, the analysis of the mviews relating to cultural factors
reveal that Saudi society is described as havirlgga power distance, high
uncertainty avoidance and is a collectivist socidtyis result is consistent with
the previous studies (see At-Twaijri and Al-Muhai2896; Bjerke and Al-Meer,
1993).

In Bahrain, the results of the Pearson correlations betweetrallfactors and

explicit push factors indicate that there are digant correlations between three
cultural factors and four push factors. The cultéaator relating to helping others
(collectivism) has significant positive correlat®owith two push factors (escape,
knowledge). The cultural factor of family relati¢mg (collectivism) is positively

correlated to two push factors (escape, enjoyirtgrabresources). The cultural
factor relating to the differences of groups inistyc (power distance) has a

significant negative relationship with the pushtéaof (social and sport).

Moreover, there are relationships between fourucaltfactors and three explicit
pull factors. The cultural factor of uncertaintyo@ance has a significant positive
correlation with two pull factors (outdoor actie@$i, natural/historical). The
cultural factor of helping others (collectivism)shsignificant positive correlations
with three pull factors (outdoor activities, natimestorical, and weather and
environment). The cultural factor of family relatghip (collectivism) has

significant positive correlations with two pull tacs (natural/historical, weather
and environment), while the cultural factor of inatities and hierarchy (power
distance) is correlated positively to one pull éadiveather and environment).

Regarding implicit push motives, there is a siguaifit positive correlation

between one cultural factor relating to the diffexes between groups in society

324



Chapter Eleven: Conclusion

(power distance) with two push factors (alcohol asx desires, and fun and
freedom desires). Furthermore, there are relatipasbhetween four cultural

factors and all implicit pull factors. The cultuffalctor of the differences between
groups in society (power distance) has a signifigaositive correlation with all

pull factors (alcohol and sex attractions, drugsaations, and fun and freedom
attractions). The cultural factor of uncertaintymance has a significant positive
correlation with two pull factors (alcohol and settractions, and drugs
attractions). The cultural factor of individualistmas a significant positive

correlation with one pull factor of (drugs attracts), and the cultural factor of
helping other people (collectivism) is positivelyrelated to one pull factor (fun

and freedom attractions).

In Egypt the results of the Pearson correlations betweeturallfactors and
explicit push factors indicates that there are ifitant correlations between five
cultural factors and five push factors. The cultdeator of individualism has a
significant positive correlation with three puslettars (prestige, social and sport,
and experience and excitement). The cultural factdine differences of groups in
the society (power distance) has a significant tp@sicorrelation with four push
factors (escape, prestige, social and sport, apérence and excitement). The
cultural factor of uncertainty avoidance has a ifiggnt positive correlation with
two push factors, (escape, enjoying natural ress)rcThe cultural factor of
social interdependence (collectivism) has a sigaift positive correlation with
the push factor of enjoying natural resources. Th#ural factor of family
relationship (collectivism) also has a significaositive correlation with the push

factor of enjoying natural resources.

Regarding explicit pull factors, there are relasibips between four cultural
factors and all pull factors. The cultural factdrirdividualism has a significant
positive correlation with three pull factors of penditure’, ‘outdoor activities' and
'natural/historical’. The cultural factor of théfdiences between groups in society
(power distance) has significant positive correlasi with four push factors,
‘escape’, 'prestige’, 'social and sport’, and fexpee and excitement'. The cultural
factor of uncertainty avoidance is significantlylated to the pull factor of

'‘weather and environment'. The cultural factorhe differences between groups
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in society (power distance) is related to the fadkor of 'outdoor activities'. The
cultural factor of helping others (collectivism)pssitively correlated to one pull

factor of ‘weather and environment'.

As far as implicit push factors are concerned,dlae relationships between four
cultural factors and two push factors. The cultuiattor of the differences
between groups in society (power distance) hasifgignt positive correlations
with two pull factors 'alcohol and sex desires' gnd and freedom desires'. The
cultural factors of 'uncertainty avoidance', 'sbaierdependence’ (collectivism)
and ‘'inequalities and hierarchy' (power distanc@yeh significant positive

correlations with one pull factor (‘fun and freeddesires’).

Concerning implicit pull factors, there are relasbips between five cultural
factors and all pull factors The cultural factors umcertainty avoidance and
helping other people (collectivism) have a sigmifit positive correlation with the
pull factor of 'fun and freedom attractions'. Thataral factors of the differences
between groups in society (power distance) anduakiges and hierarchy (power
distance) have a significant positive correlatiathvone pull factor (‘alcohol and
sex attractions'). The cultural factor of sociaemependence (collectivism) has a
significant positive correlation with the pull fact of ‘fun and freedom

attractions'.

In France the result of the Pearson correlations betweem@ilfactors and push
factors reveal that all push factors are signifigaand positively related to five

cultural factors. The cultural factors of 'uncemtgi avoidance’, and 'inequalities
and hierarchy' (power distance) have significarditpee correlations with all push
factors. The cultural factor of social interdepemzke (collectivism) has a
significant positive correlation with the five pufdctors of ‘prestige’, 'social and
sport’, 'experience and excitement’, 'enjoying nahtresources' and 'knowledge'.
The cultural factor of helping others (collectivisrhas a significant positive
correlation with the five push factors of 'escaperestige’, 'social and sport',
‘enjoying natural resources' and 'knowledge'. Anificant positive correlation

between four push factors of 'escape’, ‘prestggejal and sport', and ‘experience
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and 'excitement' are found with the cultural factdrthe differences between
groups in society (power distance).

Regarding explicit pull factors, the result of tRearson correlations between
cultural factors and explicit pull factors revealduht there are relationships
between five cultural factors and all pull facto®ultural factors of uncertainty
avoidance, the differences of groups in societywfgro distance) and social
interdependence (collectivism) have a significargitive correlation with all pull
factors (‘expenditure’, 'outdoor activities', 'matthistorical' and 'weather and
environment’). The cultural factor of inequaliteasd hierarchy (power distance) is
positively correlated to two pull factors of ‘outto activities and
'natural/historical. The cultural factor of helginothers (collectivism) is

correlated positively to one pull factor (‘natulnédtorical’).

As far implicit push factors are concerned, thergust one significant positive
correlation between one cultural factor (‘the dédfeces between groups in
society’) (power distance) with one push facton ‘ind freedom desires'. As to
implicit pull factors, there are correlations besnethree cultural factors and two
pull factors. The factor of differences betweenug®in society (power distance)
has a significant positive correlation with the Ipfactor of 'fun and freedom
attractions'. The cultural factors of inequalitexl hierarchy (power distance) and
family relationship (collectivism) have significapbsitive correlations with the

pull factor of 'fun and freedom attractions'.

The result of a relationship between tourism maidra factors (Explicit) and
cultural factors in this research is consistenhwiite results suggested in previous
studies (Bansal and Eiselt, 2003; Hangin and La@99]1 Gilbert and Terrata,
2001; Kim and Lee, 2000; Kozak, 2002; Sakalatlal.,2004; Youet al.,2000).

The fifth research objective was to test the infltee of Saudi culture on
destination selection. The findings of logistic negsion tests and multinomial
logit tests in this study suggest that six cultuiactors (individualism, the
difference of group in the society, social interelegence (collectivism), helping

others (collectivism), inequalities and hierarctpoWer distance) and family
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relationship (collectivism) were found to have agngiicant influence on
destination selection. The result of the study cordd the result of previous
studies which found that cultural factors haverdtuence on consumer decision-
making (Assael, 1998; Litvin and Kar, 2003; Pizand &sussman, 1995; Yaat
al., 2000) in general and on destination selection @gieg 2002; Muller (1989-
1991); Yavas, 1987) in particular.

The sixth research objective was to test the imiteeof demographic variables of
Saudi tourists on destination selection. Employilogjistic regression and
multinomial logit tests in this study suggestedt tttaee demographic variables
(marital status, income and gender) have an infleern destination selection.
These results show notable similarity with previaiadies which found that
demographic variables have an influence in destinathoice (Metwally, 2004;

Oum and Lemire, 1991; Ricardson and Crompton, 1988)

The seventh research objective was to test theienfle of tourists' motives
(explicit and implicit) on destination selectiomhd@result of the logistic regression
test and multinomial logit test in this study fouttttee explicit push factors
(‘escape’, ‘prestige’ and 'social and sport’), tewplicit pull factors (‘natural
/historical' and 'weather and environment'), tweligit push factors (‘alcohol and
sex desires' and 'fun and freedom desires’) andnwbcit pull factors ( 'alcohol
and sex attractions' and 'fun and freedom attnasiidiad a significant influence
on destination selection. These results relatingxXglicit motives are consistent
with the results of a previous study (e.g. Jang@ad2002; Monsfaled Zhhareg

al , 2004).

In relation to the usefulness of using the thirdspa technique in investigating
sensitive issues, the result of interviews revedlest using the third person
technique in investigating sensitive issues is ohehe acceptable techniques

especially in restricted society such as Saudiespci
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11.3 Implications and Recommendations for Practitioners

The results of this study provides a clear pictfréhe motivations (explicit and
implicit) that drive Saudi outbound tourism and edes how these motivations
are influenced by cultural and demographic varigablé further explains how
tourism motivation, cultural and demographic fastaffect the selection of a

destination.

It is therefore possible to draw the following ingaltions. Tourism motivation is
among one of the most significant fields of tourisgsearch, and also one of the
most complex. In promoting tourism, it is crucialunderstand peoples’ motives
(explicit and implicit), as such an understandiffiigrs a better explanation of the
motives behind tourists’ behaviour and thus alldasrism planners to foresee
tourists’ actions. Furthermore, an understandingtairism push and pull
motivations will also permit travel service provideo be prepared to fulfil or
even exceed the desires of travellers to provitteiasm experience that is highly
enjoyable for the tourist and lucrative for the vés provider. Such an

understanding would form the basis for a successtuism enterprise.

In the light of prior research, (Odt al, 1995; Baloglu and Usal 1996; Holloway
and Plant, 1988), it is useful to examine push @odl motivation in the
segmentation of markets, in designing promotiomagmmmes and packages and
when making decisions concerning the developmendestinations. Holloway
and Plant (1988) maintained that if destinationkaters have a clear grasp of the
reasons for the demand for their from each mar&gtment group, they will be
able to choose advertising and sales messagesintioain and prevail upon
tourists to buy their products, as well as beinfg ab tailor their products more

closely to their customers’ requirements.

The findings of this study reveal that Saudi taisriare motivated by multiple
motivations which are 'escape’, 'prestige’, 'soeiadl sport’, 'experience and
excitement', 'enjoying natural resources’, ' kndg&, ‘expenditure’, 'outdoor
activities', 'natural and historical’, ‘weather @m¥ironment’, ‘alcohol and sex' and

fun and freedom'. Therefore the tourism plannarshe various destination of
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study (Bahrain, Egypt and France) and in Saudi Wratould use these
motivations in the segmentation of Saudi outboundism market and designing
promotional programmes. For example, this studypnaged that escape is one of
the factors that drive Saudi outbound tourism. Trhight be related to the life
routine an average Saudi national experiences oy blasis, which creates the
need to spend a special time in a different plawt enjoy the excitement of a
change, even for a short period. Add to that thtereaof the social environment
of Saudi Arabia; which is considered as fairly eldsand strict. Although most
Saudis are content with such an environment, thtdly appreciate a glimpse of
freedom occasionally, where they are allowed to faeely and comfortably

without the worries of being watched or criticizegothers.

Therefore, the different governments that are logkio attract more Saudi
tourists should consider this in developing theurism attraction strategies. For
example, France has quite a large number of pkhedit in this category, which
need to be promoted and the Saudi tourists shoeldnformed about the
availability of those places. Egypt has many gomchtions in their countryside
that could be good places to ‘get away from it, apart from the fact that those
places have a great shortage of facilities. Beioigdfof camping and desert
adventures, many Saudis are used to spending ilmieg in deserts far away from
urban civilization, living on facilities that canebcarried on with a vehicle.
Accordingly, it is expected that Saudis will easslycommodate the countryside,
small villages, and remote locations that might sexin various tourism

destinations.

Bahrain is a small country with a small populattbat can make it very suitable
for satisfying the desire to escape. Saudi Arabia iarge country that also has
many places which could satisfy the desire to escdpurism planners in the
respective countries need to consider these factorgloing so, the tourism

planners need to understand the Saudi culturetandttributes that might attract
Saudi tourists and determine their satisfactiontheg end of a journey. For

example, privacy is a very important element thatild make Saudi tourists feel

at ease, even in a new place that they visit fefitist time.
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Furthermore, since quite a good number of Saudidisudo consider the prestige
factor as important; governments of the differeastthations, in addition to the
Saudi government, should reflect on that in devielppheir tourism strategy. For
example, France is well-known as a prestige destimaln its promotional

strategy, the French government should emphasia¢ #ispect. Egypt has
destinations with different levels of prestige, &ample Cairo is known as a low
prestige city, while Sharm el Sheikh is known dsgh prestige city, so they need
to promote Sharm el Sheikh to those who preferaweel for reasons of prestige.
In Bahrain, the government may need to check whanth of the country could be
used for prestige tourism and promote it. For theds government, while they
are building the tourism market, they need to abersbuildings and facilities that
can appeal to this aspect of tourism motivation. Wsider to the Saudi

community would notice that gatherings and outirtbaf take place almost daily
and usually in rest houses away from homes, forkind of social occasions

where people talk about their adventures and expees that they wish to share
with others. Many do so with pleasure and pride #mely would repeatedly

mention how unique, attractive and different theilventures were. Obviously,
the self-satisfaction would be greatly increasedoife was talking about a
prestigious place, which indicates the important@restige as a factor among

those affecting the choice of tourism destinations.

Tourists’ budgets limit their abilities to travel particular destinations. Therefore,
countries with a low standard of living could mdrkieemselves to tourists with
smaller budgets at the expense of countries witligh standard of living. For
countries with a high standard of living, they needind a way of dealing with
the expense factor. For example, France is knowm asuntry with a high
standard of living. This means that they needrid & way to stretch the expenses
of tourists by creating facilities suitable for g with limited budgets. Such
facilities need to smartly utilize cost effectiveerments that would result in an
overall reasonable tourist budget but at the same maintain the level of joy
anticipated. Group activities, shared services,ntjtyadiscounts, arrangements
booked in advance and low season activities areesexamples of how cost
effective elements can be realized. Egypt is wetwn for its low standard of

living. Tourism promoters therefore need to argoe tase strongly that those
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with a limited budget can have a good vacation gydE However, tourism
promoters need to be careful not to push potetdiaiists away by stressing on
the fact that Egypt is of a low standard of livithgat might leave the tourist with
the impression that he/she will end up with a madism experience. On the other
hand, it would be necessary to emphasize on thidymaspects and values to be
gained from travelling to such a nearby tourismtidesion, which might give the
tourist a good reason to be convinced that he/slepltked the right destination

for the available budget.

Bahrain can finally be considered a realistic pla@epromote good value for
money as it stands between the high and low stdnafativing countries and
accordingly can attract a significant number ofrigts with medium levels of
income. Saudi Arabia can create reasonable budigstBnation in the smaller
cities to promote domestic and inbound tourism,vigled they have good
economy of scale projects with strong promotiort tten attract a large number
of local tourists. One of the competitive advantagemestic tourism has is the
reasonably priced domestic air travel, which exekich major share of any
tourism programme budget and gives more flexibilityaffording a luxurious

hotel stay or other attractive tourism adventures.

Outdoor activities are one of the factors thataattrSaudi tourists to particular
destinations. Therefore, all the different natioegd to create outdoor events that
can create a good atmosphere for Saudis to visihds and families and stay
together. They can also attend the outdoor adwitivith their friends and
relatives. It is worth mentioning that this facierone of the factors that can be
utilized by domestic tourism planners in creatimgl arranging domestic tourism
programs that are focused around outdoor actiyitespecially in areas with
attractive sceneries and during mild weather caoit Such programs may
include diversified, simple and cost effective wtiées like camping, desert-

surfing, camel riding, hunting, and other acti\stie

In relation to implicit motives, the research fésyposit that those who travel for
implicit motives comprise a significant percentajeSaudi outbound tourists. As

one of the very few countries that truly appliglansic legislation, Saudi Arabia
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completely bans the use of alcohol and consideyssarual relation beyond the
legitimate bond of marriage as a punishable criri@wever, it is a fact that a
considerable share of Saudi tourists are intrigmethis ban to the point that they
would travel abroad mainly to have sex or alcohoboth. The fact that Saudi
Arabia follows a conservative style of living wherale and female interaction is
very limited adds more motives for some Saudiskgelations and experiences
with the other sex through tourism. Unfortunatehg tourists who travel for sex
and alcohol and other related factors do well ionpoting and sharing their
experiences with their friends, colleagues and efamily members, which
creates more and more motives for others to fotluewr steps.

In addition, such tourists cost the government hageunts of money. This
mainly relates to the cost of health care for thoke are affected by one of these
factors, especially when it involves young, inexgeced and uneducated people
who would easily catch the adverse outcomes of agth Moreover, it is evident
that some tourism planners are promoting tourisoggams that apparently seem
as decent and normal programs but actually progiddance to have sex and
alcohol. Therefore, in order to discourage implimbtivations for outbound
tourism the Saudi government should improve letiaat the institutional level
that controls implicit outbound tourism. They shibalso strive to increase public
awareness through different sensitization campaigfeging to the cultural and
health implications of implicit outbound tourism. okkover, the Saudi
government should establish professional educgtimgrams that tackle such
sensitive issues at stages as early as goingdaorietliary school to have a strong
base of knowledge among youngsters of the dangkadwerse effects of alcohol
and illegitimate sex. It would be more practicablasonvincing to share actual
cases of unfortunate people who suffered the outsorof relevant bad
adventures. Furthermore, strengthening the relgyibeliefs amongst young
generations is imperative to establish a solid eament that rejects and

discourages involvement in such obscene acts.

A significant relationship between push and puditéas (explicit and implicit) is
implied by the results In order to develop sucadsefarketing strategies that

increase tourism revenues, a comprehension of gnegh and pull factors and the
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relationship between them is crucial. Marketers atelelopers of tourist
destinations can be greatly assisted by knowledigleeointeraction between push
and pull factors when determining the most succéssbmbinations of these
factors as tourism product bundles that would ettteaconsiderable number of

tourists

The findings of this study have indicated that gn8icant relationship exists
between some tourism motivation factors and denpbtcavariables. Promotional
schemes could be developed to cater for the nefeddferent type of travellers
(Gitelson and Kerstetter, 1990). Attractions algead existence should be
developed and new attractions established by tounsarketers in order to and
attract particular travellers. For instance, as a®strated in this study, female
travellers to Egypt are prestige seekers, and ghibe possible to attract this
segment by offering them special tailor-made taagkages. These could take the
form of all-inclusive package tours, or specialnteetours (e.g., shopping and
food), which would precisely address the desiresio$t of the tourists belonging
to a particular demographic group. Furthermore,ristal would welcome a
package tour that appears to have been to thdirttseir particular tastes and
perfectly fulfils their requirements. However, thizvotal success factor hinges on
a comprehension of what the tourist really desare$ what would attract him/her.
To promote these tour packages, effective adusgtisnd communication
strategies that highlight the benefits and valudra¥elling to Egypt should be
developed, keeping in mind that the simplest arehpbst advertising tools, such
as the word of mouth of a satisfied customer, canetimes be the most effective

tools.

The findings of this study suggest that tourismiwations are related to different
cultural dimensions. Kim and Lee (2000) suggestt tbamprehending the
influence of cultural factors on tourist motivatiomay improve both efficiency
and effectiveness in tourism management Participati various cultural groups
in tourism facilities may be encouraged by a cormension of diverse cultural
values on the part of tourism managers. The pretaf tourism management
practices involving tourism resources should take broader range of users and

their cultural values, preferences and behaviowcofding to Crompton and
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Lamp (1986), people in one target market usualtiedin their tendency to use
different services. Crompton and Lamp (1986) sth# “those who understand
the barriers will make the breakthrough”. This quapplies equally to the use of
tourism services by particular cultural groups. @émprehension of the cultural
tendencies of different groups may assist this manspective (Kim and Lee
2000). This study reveals that the Saudi peoplegie theuncertainty avoidance
factor as the most important cultural factor. Theme destination marketers
should take this into consideration when designimgmotional programmes.
Their advertisements for example should reflect ttee country is safe for
arriving tourists. In addition, advertisements fdaudi inbound and domestic
tourism should emphasise the high safety stand#ris.advisable though to be
very transparent in conveying the actual safetyasibn in the destination country,
even if it involves mentioning the risks that arisimay encounter; such as the
dangers of using a subway in a certain city at thaglgoing to an ATM machine
alone at night. Such protective warnings would makerists feel at ease and
ensure more care is taken by tourists to end up avfileasant tourism experience.
On the other hand, destination marketers needilimeuthe fear of the unknown
as a factor to attract tourists to travel to newtib@tions and practice activities
that they would do for the first time. This applies outbound tourism and for
inbound tourism as well, especially for people wiawdly know Saudi Arabia or
the Middle East. Promoting this historic part o thorld as full of mysteries and
adventures that can be “safely” enjoyed is expetieattract many tourists from

around the world.

The findings of this study reveal that tourism naation, demographic variables
and cultural factors have an influence on destmasielection. Jang & Cai (2002)
argue that the planning of destination developmamd marketing activities
should centre around the factors that uniquely vatei travellers to travel to
particular destinations. In the current competitweironment, marketers ought to
pay attention to the position of their destinatioms terms of travellers'
motivations. For example, this study has found thatpush factor of escape has a
negative effect on choosing Egypt as a destindtprsaudi tourists. Therefore,
the marketing planners in Egypt should improve teéxisattractions and develop

new attractions that could meet this desire of S&udrists. This might involve
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promoting the new land development projects thatlacated far from heavily
populated areas and that have less traffic jamsn@or@é open and green areas. It
is advisable to avoid tourist programs that areceigal to cross with other tourist
programs by time or by location ending up with gatherings of tourists in the
same locations. This might cause a tourist to feat he/she never left his/her
country and never actually “escaped”. To promots¢hattractions, advertising
and communication strategies that emphasize thefitemnd value of travelling

to Egypt should be developed.

The results reveal that the individualism factos lan influence in destination
selection. This suggests that decision makersfiardnt countries should develop
tourism structures that satisfy this factor for @awourists. Saudis are habitually
unwilling to be in a group where they may be expddb rely on others or expect
others to rely on them. In this regard, creatirecps of privacy for Saudi tourists
could be a good way of attracting them to a specifiuntry. Egypt and Bahrain
share similar values of privacy that attract Sauokésause of their cultural
similarities, but this is not the case in Francéick has an entirely different
culture. Thus, the Egyptian and Bahraini tourismnplers could emphasise these
similarities at the expense of the French plannersaddressing this aspect,
tourism industry planners should keep in mind teedi@ tourist programs that
would give tourists their personal distances ardract with them in a reactive

manner mostly.

11.4 Recommendations for Academics and Further Research

The research suggests the following recommendatarfsture research:

1- In relation to the generalisation, future reseaicbuld be replicated for this
study. It can be on more destinations from a warddt flights, points of
origin and departure, times of the year, and so on.

2- The review of the literature in this study revehist there has been a lack of
attention among researchers to study tourism irdiSaabia in general and
outbound tourism in particular. Therefore, theeegsher should give more
attention to the study of outbound tourism, bedide inbound tourism.

There are also other kinds of tourism that havergatkin recent times such
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as marriage tourism, where a tourist travel to otbeuntries to marry
partners where in most cases, they don’'t know tfamilies, cultures and
lifestyles. The researcher can investigate thismfof tourism on the Saudi
society and its influences on the socio econonfiéc df saudi’s, especially
on family relationships.

Unfortunately, the results of this study reveak tt@me Saudi tourists travel
to some counties to satisfy their need of sex desind Alcohol
consumption. It is however important to recogniat tSaudi Arabia is a
religious country and that unlawful sexual intens@au and Alcohol
consumption are prohibited. Therefore, the reseaschn Saudi Arabia
should give more attention to investigate the reagbat stand behind these
unacceptable practices.

This study have employed Hofstede's model in desgiSaudi societal
values. Future research could use other dimensibich are different from
Hofstede's model to describe Saudi culture angtassfinding out if these
dimensions have an influence on tourism motivat@md destination
selection. For example, factors such as persorales, religious and
customs could be investigated to discover if théso ehave a role in
determining differences in tourist's motivationsl aiestination selection.

In relation to the limitation of items of tourism ativations that are
employed in the research, further research coulddme by using the items
of tourism motivation that have not been used is #tudy, to find out if
they have an influence on outbound tourism in Séudbia.

The same method and data analysis can be useddstigate the implicit
motives of foreign tourists who are visiting Saudliabia for diverse
religious duties like the Omra and the Hajj. Thésbiecause, it has been
alleged that some of these people are not entinédyested in performing
the Omra and the Hajj but also want to stay in $&udbia as economic
migrants. This has had negative repercussion oretio®omy and social
values and the government of Saudi Arabia has letsnping down on
such tourism.

This study could be replicated in a different coynespecially an Islamic
or Arabic country, since there is a lack of extauirism motivation research

in these cultures.
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8- An additional area for further research lies in titzvel behaviour of Saudi
outbound tourism, such as involvement, travel plagniength of stay, and
the sources of information they use in making ttravel decisions.

9- The results of this study reveal demographic véeiab Saudi tourists have
an influence on their tourism motivations. Therefdurther research could
be done in different Muslim countries to find outlver these variables have
an influence on the tourists motivations as welhot.

10- the culture have proved to be a factor that hagféatt on the Saudi
tourists, to generalize these findings in Muslinumies further studies
could be done in other Muslims countries could helperify this findings

11- Moreover, the Saudi tourists' decision can be érfeed by the tourism
motivations, demographic variables and culturatdes; further studies in
other Muslims countries could be suggested to ngdeeralizing those
findings is valid.

12- Finally, this study develops and employs a selfell@yed “Integration
Model of Explicit and Implicit Motives” push and lbdractors. the purpose
is to examine the explicit and implicit motives $&udi tourists towards
outbound tourism (see Chapter 4), the method afuagon and application
of this model can be replicated in another filed stfidy, especially

marketing.
11.5 The role of policy makers

The research results not only fill the identifiedpg in tourism motivations
literature, but also provide practitioners and @glinakers with a base from
which they can improve the tourism sector in SaAdabia. Moreover, the

government and its related policy makers and latii® authorities need to
address the outcomes of this study in a way tHbects positively on controlling

outbound and inbound tourism and at the same timewrages domestic tourism.
The following recommended actions depict some ef mireasures that may be

taken in this regard:

1. Improved regulations
the researcher recommend that the appropriate rigsareview all regulations

pertaining to tourism industry in order to ensurattthis industry is regulated in a
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proper way that organizes all aspects related goprbsperity. Moreover, the
outcomes of this study might be utilized in impruyithe terms or clauses

contradictory to these outcomes.

2. Improved communication
Improved direct and indirect communication with rists and potential tourists
plays a pivotal role in sharing needs and concemmd establishing common
grounds of understanding of their motives for temri It would be highly
beneficial to have a systematic dialogue betwedicypmakers and the society in
general to ensure the continuity and success ofraamcation.

3. Professional assistance
The researcher recommends that the appropriateréigh seek the assistance of
international professional tourism agencies andamiations with experience in
this industry and that are aware of the culturad anvironmental aspects and
other characteristics of the Islamic world. Suchvoliement can help in
developing and improving the domestic tourism indusFor example, by
tackling the motives identified in this study andtlae same time matching the

uniqueness of the domestic Saudi environment.

4. Awareness and education campaigns
The outcomes of this study indicated that ther s¢rong need to have organized
awareness and education campaigns targeting yoemgrafions to establish the
minimum knowledge levels that are sufficient to tpod them against adverse
possible effects of tourism related to implicit iwes. It would be wise to revise
relevant education curricula to include special @wass and contents prepared by
academics and religious trusted parties able teepthe required information in

a transparent and clear way.

5. Know your country campaigns
Saudi Arabia contains countless natural and marenbaarist attractions that are
spread all around the country. It is highly advieato utilize the media in
informing Saudi citizens and potential foreign fstg of such Saudi attractions

through professional promotional campaigns.
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6. Governmental subsidies and support
Domestic tourism industry is one of the areas wloemnesiderable governmental
support is allocated. Such support might includeedi financial subsidies,
exemptions, discounted utility services and otleem& of support sufficient to
create a competitive advantage to domestic toundamners to attract more

tourists.

7. Promoting localization
Domestic tourism industry is an attractive indudivy young Saudi workforce.
Thus, it is recommended that industry players shdag¢ encourage recruiting
local workforce, equipping them with the necesdals to train, develop, and

retain their employees through proper human ressusgstems.

8. Tailor made domestic tourism
One of the ways through which the outcomes of shisly might be utilized and
capitalized is to specify the factors behind outimbtourism that are attracting a
significant number of Saudi tourists and desighotamade domestic tourism
programs that match these factors as much as pmsSbtdoor activities, escape,
enjoying natural resources, historical sightseairegamong the factors that can be

easily satisfied through tailor made domestic paiatg.

9. Establishing a viable tourism infrastructure
One of the key contributions of policy makersasptovide the means for a well-
structured and viable infrastructural support foe ddomestic tourism industry
through the proper organization and coordinatiotwben all relevant entities
involved in the provision of services necessaryh® industry; such as airport
travel, land transportation, security servicest@usservices, medical services,

etc.

11.6 Contribution

This study makes several important theoretical methodological contributions

to the existing literature on travel motivation. Maspecifically, it addresses the
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implicit motivations for Saudi outbound tourism armutovides generalized

discussions of tourism motivations.

Firstly, it contributes to the literature of tourigmotivations of outbound tourism,
using push and pull factors, by investigating tingque context of Saudi Arabia.
Previous studies have investigated the tourismvattins of outbound tourism in
nun-Muslim countries. For example, Jamrozy and Uy$894) examined the
variation of motivational push and pull factors@érman travellers, Jang and Cai
(2002) studied the underlying push and pull factbed are associated with British
outbound pleasure travellers. The researchers idatified key motivational
factors that have significant effects on destimattboice. Kozak (2002) used the
concept of push and pull to analyse the motivati@n$,872 British and German
tourist visiting Mallorca and Turkey in the sumnadr1998. Pyo et al., (1989),
Smeatonet al., (1998) and Josiaret al., (1999) studied the motivations of US
outbound tourists, Yuan and McDonald (1990) studibé motivation of
outbound tourism of Japanese and other EuropeaistiguChaet al., (1995)
attempted to delineate the push motivations of dega travellers who travelled
overseas for pleasure, and finally, Hangin and Lgi999) studied the

motivations of outbound Chinese travellers whotg$iHong Kong for tourism.

The second most important contribution to the rditiere relates to an
investigation of the implicit motivations for tosm. Previous studies have
customarily focused on explicit motivations as tely motives for tourism
(Baloglu and Uyssal, 1996; Bogai al, 2003; Cheet al, 1995; Creopton 1979;
Hangin and Lam, 1999; Jamrozy and Uysal, 1994; daxgCai, 2002; Josiast
al., 1999; Kim and Lee, 2002; Kozak 2002; Ratoal, 1989; Smeatoet al, 1998;
Turnbull and Usal, 1995; Usal and Jurowshi, 199dory and Uysal, 2005;Y oet
al., 2002; Yuan and McDonald, 1990). However, explitibtivations are not
necessarily the only motives that drive the toutisttravel. Possibly there are
other motives (implicit) that tourist does not wamteveal for various reasons. At
the time of writing this dissertation, the researcts not aware of any research

paper or dissertation that discusses the implioitivations for outbound tourism.
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This study contributes to the existing literatung $tudying the implicit and
explicit motives, thereby providing a coherent pret of the various factors that
motivate outbound tourism. Though the motivatioms dtudying implicit drivers
to outbound tourism are diverse, the Islamic valwésSaudi Arabia and
destination choices of a significant number of $dadrists have modelled the
researcher's reflection. Saudi Arabia is generd&hown for its religious
conservatism and it is central to the Muslim woltds host to the two main holy
mosques in Mecca and Medina, and other historgs $dr Moslems. Given these
considerations, the researcher believed that Sauthound tourism may be
driven by unique traits that have never been thbafhy other researchers.

Thirdly, pervious research has studied the infleenof demographic
characteristics on tourism motivation in differexttuntries and cultural context
(see chapter 4) and there has been limited res@&arehtigating the influence of
demographic characteristics on tourism motivatiomsnun-Muslim countries.
Therefore, this study filled this gap and contrézutto the literature of tourism
motivations by investigating the effect of Saudiuriets’ demographic

characteristics on their tourism motivations.

Fourthly, previous literature has investigated itiftuence of cultural factors on
tourism motivations in different countries and audtl context (see chapter 4) and
there has been a lack of attention among the r&s&@r to study the influence of
Islamic culture on tourism motivation. Thereforbist study filled this gap and
contributed to the literature by investigating #ftect of Saudi culture on tourism

motivations.

Fifthly, previous literature has investigated thBuence of tourism motivations,
cultural factors and demographic characteristi@asgely on destination selection
in different countries and cultural context (seeamter 4) and there has been
limited research that looks on the inflounce ofsthevariables (separately or
combinational) in an Islamic context. Thereforas ttesearch filled this gap and
contributed to the literature by investigating timéluence of Saudi cultural,
demographic characteristic of Saudi tourists angrisen motivation of Saudi

outbound tourists on destination selection (sepfraind combinational).
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Sixthly, in terms of methodology, in order to intigate the implicit motives the
researcher found that it was difficult to investegauch motives by using direct
questions. Therefore, the researcher employed flivel fperson method to
investigate the implicit motivation for outboundutesm. The results so far
achieved have been encouraging. It is importanetall that this procedure of

information collection is the first of its kind the field of tourism motivation

Seventhly, the study findings not only fill the idgied gaps in relation to the
tourism motivations, but also provide practitionarsl policy-makers with a base
from which they can begin to work out an effectisategy to improve the

domestic tourism in Saudi Arabia.

Finally, this study develops and employs a selfeligyed “Integration Model of
Explicit and Implicit Motives” of push and pull Racs to examine the explicit
and implicit motives of Saudi tourists towards autbd tourism (this has been

discussed in Chapter 4).

11.7 Limitations of the Study

This section of this research identifies the limiitas of the present study. First,
the results presented here cannot necessarily ierajezed to other populations,
although the study sample appears to be representdtthe larger population of
international pleasure travellers from Saudi Arabid@ahrain, Egypt and France.
Moreover, since many tourism destinations are eptasented in the sample, the
results cannot be generalized to the overall pdpuaf outbound tourism from
Saudi Arabia. As Whiting (1968) (cited in Kozak,02) noted, considering more
than one organization or customer group in empirgtadies may make a

generalisation of the findings possible.

Secondly, this study employs Hofstede's model stulising travel motivations
and the implication of Saudi societal values. Nbakdss, Hofstede's model has its
own limitations as it may not be realistic in capig all the factors involved in
cultural studies. For example, Iverson (1997) amhi and Sussmann (1995)

343



Chapter Eleven: Conclusion

identified factors that may affect tourist behavowsing other items that are
dissimilar to those employed in Hofstede's model.

Thirdly, it is also important to recognize that lootind tourists with implicit

motivations do not necessarily reflect the enti@ud@ population. Since the
researcher found the implicit motivations to behleig in Bahrain than other
countries, it can be thought that the Saudi tosirgtio travel to Bahrain are more
likely to travel to satisfy their implicit motivethan Saudi tourists who travel to

other destinations.

Fourthly, some readers may also be tempted to nudker generalisations,
through the assumption that since Saudi Arabiahés dirthplace of Islam, the
results of this study may reflect other Moslem does. While the researcher
accepts this view, he is nonetheless cautiousdrhinking and may suggest that
additional research needs to be done in this aeapme Islamic countries may
have diverse cultural backgrounds that may alsluente their motivations for

outbound tourism.

Fifthly, this research has utilized only the comnitems in previous research that
reflect the tourism motivations (see Chapter Fite)other words, the tourism
motivation items considered in the questionnairesndt comprise all possible
items. For example, the common items that reprgz@stige factor are ‘going to
places my friends want to go’, ‘talking about tafter returning home’ and ‘going
to places friends have not begseeChaet al, 1995; Hangin and Lam, 1998;
Kim and Lee 2000; Kim & Jogaratnam, 2002) Othemgehave not been included
in this study because they have not been widely uiseother studies, such as
“fulfilling one’s dream of visiting a place” (Hangiand Lam 1999), “to gain

others’ respect, to influence others”, “to gainegling of belonging” (Kim and
Lee 2000).
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English Questionnaire
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Dear respondent

| am a research student at the University of Glasddnited Kingdom doing my
PhD in marketing.

The objective of the research is to find the mdiores which drive Saudi tourists

to go abroad for tourism.
| would very much appreciate your co-operation @king my research a success.
Please spare some of your valuable time to complet attached questionnaire.

You are assured that all information provided Wil treated in total confidence.

No names will be published; only aggregate dathbeilused.

Yours sincerely,

Abdulraheem Alghamdi
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Part One (Tourism Motives)

A) The following statements might explain the reasonef your travelling for
tourism.

Please indicate the level of your agreemetit @ach statement.

Do this by circling one of the five numbeftea each statement according to
the following scale:
Example: if you strongly agree with the stateméat t Travelling to historical places
is important for mé then you would circle number 5 as illustratedobe

Strong| Neither Strongl
gy Agree Agree or Disagree rongly
Statements Agree Disagree disagree
Traveling to historical places is important for nPeQ 4 3 2 1
Statements SR Agree Ee:terf gr Disagree SITEIELS
N Agree 9 Digsagree 9 disagree
1 | Seeing and experiencing a foreign destination
. 5 4 3 2 1
is one of my reasons to travel.
2 | The desire to learn new things or increasing
.. N 5 4 3 2 1
knowledge is important for me.
3 | The desire to meet new people is one of the
. . 5 4 3 2 1
motives that drive me to travel.
4 | Trying new food from a different culture is an
. . 5 4 3 2 1
important motive that pushes me to travel.
5 | Finding thrills or excitement is considered as
. . 5 4 3 2 1
one of the motives that drive me to travel
6 | Being daring and adventuresome is important
5 4 3 2 1
for me.
7 | | prefer traveling for tourism to get away from
5 4 3 2 1
the demands of home.
8 | Getting change from a busy job is important
5 4 3 2 1
for me.
9 | Escaping from the ordinary life is considered
. . 5 4 3 2 1
as one of the motives that drive me to trave|.
10 | | prefer traveling for tourism to relieve 5 4 3 5 1
boredom.
11 | Having fun, being entertained are stimulating
5 4 3 2 1
reasons why | prefer to travel.
12 | Traveling for tourism gives me a good chance
. . . 5 4 3 2 1
to visit my friends and relatives
13 | Traveling is important as it is the time when
. 5 4 3 2 1
my family can be together.
14 | Meeting people with similar interests is
. 5 4 3 2 1
important for me.
15 | Visiting places my friends have not been is
- 5 4 3 2 1
satisfying to me.
16 | Traveling for tourism gives me a chance to
. g .. 5 4 3 2 1
visit places my family is originally from.
17 | Going to places my friends want to go is
essential for me.
18 | Traveling for tourism gives me the chance to
. . 5 4 3 2 1
talk about my trip after returning home
19 | The desire to watch sports events pushes me 5 4 3 2 1
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to travel.
20 | Participating in sport is important for me 5 4 3 2 1
21 | Doing nothing at all is one of the reasons that
) 4 3 2 1
drive me to travel.
22 | | prefer to enjoy the cool weather at some
. 5 4 3 2 1
periods of the year.
23 | Visiting national parks/ forests is important
5 4 3 2 1
for me.
24 | To enjoy rural countryside is one of the
. 5 4 3 2 1
reasons for traveling.

B) The following statements might explain which factos draw you to travel
for tourism. Please indicate the level of your agreement watthestatement.

Neither
Strongly | A Agree nor | pj Strongl
N Statements o | Foe | g™ | Do | Sroney
1 Possibility of seeing outstanding scenery
. - e 5 4 3 2 1
makes my trip to this destination excellent.
2 Local festivals attract me to travel to specific
. 5 4 3 2 1
countries.
3 Interesting/ friendly local people are important
5 4 3 2 1
for me.
4 Destinations, which have historical attractigns
5 4 3 2 1
attract me.
5 A standard of hygiene is important for me
. L - 5 4 3 2 1
when selecting a destination for tourism.
6 | prefer traveling to destinations whefe
S . 5 4 3 2 1
outdoor activities are available.
7 Availability of campgrounds and trailer parks
" S 5 4 3 2 1
attract me to specific destination.
8 Availability of activities for the entire family
. . . L 5 4 3 2 1
in this country is one of reasons to visit it.
9 The nice weather is one of the factors that
. 5 4 3 2 1
attract me to this country.
10 | Environmental quality is important for me. 5 4 3 2 1
11 | Cost of trip is important for me. 5 4 3 2 1
12 | The budget accommodation is important for
. . L 5 4 3 2 1
me when selecting tourism destination.
13 | prefer traveling to destinations where the
. . . 5 4 3 2 1
cost of tourist goods and services is cheap.
14 | Availability and cost of public transportatign
. 5 4 3 2 1
is important for me.
15 | Sports attract me to specific destinations. 5 4 3 2 1
Parts Two (Outbound Tourism Motives)
A)There are other motives that may motivate Saudi tousts to go abroad for
Tourism. Please indicate the level of your agreement egith statement.
Neither
N Statements Strongly | Agree Agree or Disagree | Strongly
Agree Disagree disagree
1 Saudi tourists prefer traveling to culturally
) . 5 4 3 2 1
less conservative countries
2 Saudi tourists prefer traveling abroad to get 5 4 3 5 1

know people of the opposite sex.
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Some Saudi tourists prefer traveling abroagd
to search for a romantic relationship

The desire for clandestine sex is considered to
be one of the motives that drive Saudi tourists 5
to go abroad for tourism.

A Saudi tourist considers traveling abroad as
a good chance to visit prostitutes.

Alcohol is one of the motives that influence
Saudi tourists' decisions to travel abroad.

A Saudi tourist prefers traveling abroad to
find interesting and special wine and/or 5
spirits.

The desire to drink wines and/or spirits in
pubs drives Saudi tourists to travel abroad for 5
tourism.

A Saudi tourist considers traveling abroad is a
good chance to enjoy the taste of different 5
wines and/or spirits.

10

With its strict prohibition, the desire of try
drugs is one of the motives of outbound 5
tourism of Saudi tourists.

11

Prohibition of mixed (male and female) mus
festivals in the country pushes Saudi tourist
to travel abroad

c

%]
ol

12

Attending cinema shows is one of the factars
which push Saudi tourists to travel abroad

B) The following statements might explain some at#iction factors that draw
Saudi tourists to travel abroad for tourism. Please indicate the level of your

agreement with each statement

Neither
Strongly | Agree Agree or Disagree | Strongly
N Statements Agree Disagree disagree
1 Destinations that provide cheap sexual
services are more attractive to Saudi 5 4 3 2 1
tourists.
2 Destinations that provide diverse sexual
services are more attractive to Saudi 5 4 3 2 1
tourists.
3 Availability of sexual agents attracts Saudi
. e L 5 4 3 2 1
tourists to specific destinations
4 Availability nightclubs, pubs and discos
attract Saudi tourists to specific 5 4 3 2 1
destinations.
5 Saudi tourists prefer travelling to
o . . 5 4 3 2 1
destinations where alcohol is available.
6 Destinations, which provide cheap alcohal,
. . . 5 4 3 2 1
are more attractive to Saudi tourists.
7 Destinations that provide different kinds of
) . . 5 4 3 2 1
alcohol are more attractive to Saudi tourists.
8 Saudi tourists prefer travelling to
L . 5 4 3 2 1
destinations where drugs are available
9 Destinations that provide cheap drugs are
. . - 5 4 3 2 1
more attractive to Saudi tourists.
10 | Destinations that provide different kinds gf
. . . 5 4 3 2 1
drugs are more attractive to Saudi tourists.
11 | Availability of personal and social freedom 5 4 3 2 1

influences destination choice of Saudi
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tourists.

12 | Availability of mixed music festivals
attracts a Saudi tourist to certain 5 4 3 2 1
destination.

13 | Attending cinema shows enhances a Saudi
tourists’ selection of particular destinations

Part Three (Cultural factors)

The following statements might describe the Saudiosietal culture. Please
indicate the level of your agreement with eachestaint.

Neither
Strongly Agree Agree or Disagree | Strongly
N Statements Agree Disagree disagree
1 One does better working in a group than 5 4 3 5 1
alone
2 When faced with a difficult personal
problem, one should consult one’s friends 5 4 3 2 1
and relatives widely.
3 | like to live close to my good friends. 5 4 3 2 1
4 | would help within my means if a relative
told me that he or she was in financial 5 4 3 2 1
difficulties.
5 The most important thing in my life is to
5 4 3 2 1
make myself happy
6 Aging parents should live at home with
. . 5 4 3 2 1
their children.
7 Children should live at home with parents
. - 5 4 3 2 1
until they get married
8 When faced with difficult personal
problems, it is better to decide what to do 5 4 3 5 1
yourself rather than follow the advice of
others.
9 | would struggle through a personal
problem by myself rather than discuss it 5 4 3 2 1
with my friends.
10 | One’s should live one's life independently
. 5 4 3 2 1
of others as much as possible.
11 | It does not matter to me how my country is
. . . 5 4 3 2 1
viewed in the eyes of other nations.
12 | In Saudi society People are identified by
their position in the social networks to 5 4 3 2 1
which they belong.
13 | People are identified independently of the
5 4 3 2 1
groups they belong to.
14 Ingqughues among people should be 5 4 3 5 1
minimized.
15 | Hierarchy is something that exists in our
. . 5 4 3 2 1
society and is accepted.
16 | There exists always an underlying conflic
5 4 3 2 1
between the powerful and the powerless.
17 | Itis very important to follow society's rules
even if | think it is in society’s best interest 5 4 3 2 1
if | break the rules.
18 | Itis important for me to work in a well- 5 4 3 5 1
designed job situation where the
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responsibility and requirements are clear.

19

It is very important for me to have long-
term security of employment.

20

Society's rules are very strict and have to|be
adhered to rigorously.

21

Tolerance of different behaviours and
opinions are adhered to rigorously

22

Within society there exist clear instructions,
which have to be followed.

Part four (General Information)

Please tick below as appropriate:
1. Gender
a) Male [] b) Female []
2. Status
a) Single L b) Married ]
3. Age
a) Under25 [] b) 25-34 ] 36y44 [] d) 45 or over ]
4. Educational level
a)Primary (or less) [] b) Secondary[] c) Intermediate []d) University
Post Graduate [ ]
5. Monthly income

a) Less than 3000 SR []  b) 3000- 5,999 {]  c) 6000 — 8.999 SH ]
14,999 Sr [
€) 15000 SR and ovq{ ]

6. If you have any further comments, please indicatenem below:

1)
2)
3)
Thank you for your help
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APPENDIX B:

Analysis Tables
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Table 1 Total Variance Explained 24 Push Motivational Itef@splicit)

Rotation
Sums of
Squared

Component Initial Eigenvalues Extractionngtrjri]sg(;f Squared Loadi)ngs(a

% of Cumula % of Cumula
Total Variance tive % Total Variance tive % Total

1 5.792 24,134 | 24.134 5.792 24,134 | 24.134 3.594

2 2.767 11.531 | 35.665 2.767 11.531 | 35.665 3.092

3 1.654 6.890 | 42.555 1.654 6.890 | 42.555 2.735

4 1.342 5.592 | 48.147 1.342 5.592 | 48.147 1.640

5 1.202 5.010 | 53.156 1.202 5.010 | 53.156 3.337

6 1.106 4607 | 57.763 1.106 4607 | 57.763 3.647

7 1.01 4.139 | 61.902 1.01 4.139 | 61.902 1.225

8 .930 3.873 | 65.775

9 .839 3.496 | 69.271

10 .793 3.306 | 72.577

11 .661 2.756 | 75.333

12 .653 2.720 | 78.053

13 .581 2.422 | 80.475

14 572 2.384 | 82.859

15 .500 2.084 | 84.943

16 494 2.059 | 87.002

17 .485 2.022 | 89.024

18 .460 1.915 | 90.939

19 431 1.797 | 92.736

20 417 1.737 | 94.473

21 391 1.629 | 96.101

22 .363 1513 | 97.614

23 317 1.320 | 98.934

24 .256 1.066 | 100.000
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Table 2 Total Variance Explained 15 Pull Motivationalrte (explicit)

Rotation
Sums of

Component Initial Eigenvalues Extraction Sums of Squared Loadings | Squared
Loadings(

a)
% of Cumulative % of Cumulative
Total Variance % Total Variance % Total

1 5.393 35.954 35.954 5.393 35.954 35.954 3.208

2 1.876 12.507 48.461 1.876 12.507 48.461 4.058

3 1.262 8.416 56.876 1.262 8.416 56.876 3.205

4 1.139 7.596 64.473 1.139 7.596 64.473 2.270

5 .789 5.262 69.735

6 .682 4.544 74.279

7 .661 4.409 78.688

8 .618 4.118 82.805

9 .515 3.432 86.238

10 454 3.027 89.265

11 442 2.944 92.208

12 .383 2.555 94.764

13 .335 2.233 96.996

14 .268 1.785 98.781

15 .183 1.219 100.000
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Rotation
) Sums of
o Extraction Sums of Squared
Component Initial Eigenvalues . Squared
Loadings ]
Loadings(a
)
% of Cumulati % of Cumulative
Total ] Total ] Total
Variance ve % Variance %
1 7.152 59.596 59.596 | 7.152 59.596 59.596 6.844
2 1.215 10.124 69.720 | 1.215 10.124 69.720 4.150
3 .881 7.344 77.065
4 .704 5.869 82.934
5 478 3.979 86.913
6 .387 3.222 90.135
7 .302 2.515 92.651
8 .264 2.201 94.851
9 .226 1.883 96.734
10 .158 1.317 98.052
11 A21 1.010 99.062
12 113 .938 | 100.000

Extraction Method: Principal Component Analysis.

a When components are correlated, sums of squared loadings cannot be added to obtain a total

variance.
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Table 4 Total Variance Explained 13 Pull Motivationalrite (implicit)

Extraction Sums of Squared

Rotation
Sums of

Squared

Component Initial Eigenvalues Loadings Loadings(a)
% of Cumulativ % of Cumulative
Total | Variance e % Total | Variance % Total
1 7.755 59.653 59.653 | 7.755 59.653 59.653 7.220
2 1.784 13.721 73.374 | 1.784 13.721 73.374 4.312
3 1.068 8.219 81.592 | 1.068 8.219 81.592 4.790
4 .568 4.370 85.962
5 .385 2.963 88.925
6 .300 2.311 91.236
7 247 1.899 93.136
8 .203 1.559 94.695
9 195 1.499 96.194
10 157 1.208 97.402
11 132 1.014 98.416
12 115 .882 99.298
13 .091 .702 | 100.000

Extraction Method: Principal Component Analysis.

a When components are correlated, sums of squared loadings cannot be added to obtain a total

variance.
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Extraction Sums of Squared

Rotation
Sums of
Squared

Component Initial Eigenvalues Loadings Loadings(a)
% of % of
Varianc | Cumula Varianc | Cumulativ
Total e tive % | Total e e % Total
1 4.039 18.358 18.358 | 4.039 18.358 18.358 2.967
2 2.715| 12341 | 30.698 | 2.715| 12.341 30.698 2.464
3 1.775 8.069 | 38.768 | 1.775 8.069 38.768 2.358
4 1.321 6.006 | 44.773 | 1.321 6.006 44.773 1.868
5 1.234 5.611 | 50.384 | 1.234 5.611 50.384 2.032
6 1.110 5.045 | 55.429 | 1.110 5.045 55.429 1.994
7 1.027 4.668 | 60.097 | 1.027 4.668 60.097 1.549
8 .893 4.058 | 64.155
9 .848 3.854 | 68.008
10 .819 3.724 | 71.732
11 739 3.359 | 75.001
12 .683 3.107 | 78.198
13 .625 2.843 | 81.041
14 .596 2.709 | 83.750
15 .556 2.526 | 86.276
16 519 2.361 | 88.636
17 498 2.265 | 90.902
18 457 2.078 | 92.979
19 441 2.006 | 94.985
20 415 1.888 | 96.873
21 .362 1.643 | 98.517
22 .326 1.483 | 100.000

Extraction Method: Principal Component Analysis.

a When components are correlated, sums of squared loadings cannot be added to obtain a total

variance.
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APPENDIX C:

The Methodology of Studies of Tourism Motivation
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County of Tourists Research Sample size, .

Researchers . R number of Data Analysis

Tourists Destinations Approach
Cases

Crompton USA Qualitative 39

(1979) (Interview)

Yuan and | Japan, Briton,| Overseas tourists Qualitative 1500 personal | Factor analysis,

McDonald West  German| (Interview) interview in Cronbach coefficient alphg,

(1990) and France each country | ANOVA, mean

Fisher and | USA Mexico and Europe Quantitative 238 t-test, OLS regression

Price (1991) (questionnaire)

Fondness USA Florida Quantitative 1000 Factor analysis, coefficient

(1994) guestionnaire alpha, item-to-total correlation,
Chi-Square, Duncan Multiple
Range test,

Jamrozy German overseas tourists Qualitative 1212 Factor analysis,

and Uysal (Interview) Mean, analysis of Variance

(1994) (ANOVA)

Uysal and Qualitative 9367 Factor  analysis, multiple

Jurowski (Interview) regression test

(1994)

Oh et al | Australia outside of Australia Qualitative 1030 Canonical correlation analysis,

(1995) (Interview)

Cha et al (| Japan outside of Japan Quantitative 1199 Factor analysis,

1995) (questionnaire) Cluster  analysis,  Multiplg
discriminate  analysis, chit
square analysis

Pruitt  and Theoretical

LaFont

(1995)

Baloglu and | German outside of German Quantitative 1212 Canonical correlation analysis

Uysal (1996) (questionnaire)

Ryan and New Zealand Qualitative 9

Kinder (Interview)

(1996)

Kim (1997) South Korean Australia Quantitative 120 Factor analysis, Mean scores

(questionnaire)

Josiam et al | USA Florida Quantitative 800 ANOVA, t-test ,Chi-square

(1998) (questionnaire)

Hangin and | Mainland of Hon Kong Quantitative 105 Factor analysis, t-test, one way

Lam (1999) | China (questionnaire) ANOVA

Josiam et al | USA Panama City beach Quantitative 795 Cronbach alpha, Chi-square,

(1999) (questionnaire) ANOVA

You and | UK Outside of Europe Quantitative 405 Cluster analyses, ANOVA, Chi-

O'lever (questionnaire) square test.

(1999)

Clift and | England Southern EuropegnQuantitative 562 Factor analysis, Cronbach

Forrest destinations (questionnaire) alpha, ANOVA t-test

(1999)

You et al| United Long-haul pleasurg Quantitative 1200 for Japan| Factor analysis, mean score, ohe

(2000) Kingdom and| travellers for| (questionnaire) 1208 for United | way ANOVA, Chi-Square

Japan Japanese Kingdom
And outside Europs
for British tourists
Kimand Lee | USA and Japan Overseas tourists Quantitative 165 American | Multivariate analysis of
(2000 (questionnaire) tourist and 209 | variance (MONOVA) factor
Japanese analysis, mean score, Pearspn
tourists correlation
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County of Tourists Research Sample size, .
Researchers . R number of Data Analysis
Tourists Destinations Approach Cases
Gilbert and | Japan UK Quantitative 200 t-test, Chi-Square
Terrata (questionnaire)
(2001)
Heung et al | Japan Hong Kong Quantitative 406 Mean score, factor analysis,
(2001) (questionnaire) Cronbach's Alpha , one way
ANOVA
Herold et al | Canada Dominican Qualitative 16
(2001) (Interview)
Kim and Lee | South Korea 6 national parks [nQuantitative 2720 Factor analysis, Pearson
(2002) South Korea correlation, multiple regression
Kozak British and | Mallorca and| Quantitative 1961 Factor analysis, t-test
(2002) German tourist | Turkey (questionnaire)
Lee et al| German USA, Canada andQualitative 708 Factor analysis,
(2002) Asia (Interview) Multinomial logistic regression
OLS regression
Jang and | UK USA, Canada,| Qualitative 1208 Factor analysis,
Cai (2002) Central/South (Interview) logistic regression,
America, the West
Indies/Caribbean,
Africa, Oceania,
Asia
Kim and | Asian Quantitative 525 Factor analysis,
Jogaratnam | international (questionnaire) t-test, mean score, importancge-
(2002) and Domestic performance analysis (IPA)
American
college students|
Chartrs and | Australia Australia Quantitative Chi square
Ali-Knight (questionnaire)
(2002)
Teye and Caribbean region Quantitative 339 Factor analysis, Coronach alpha
Leclerc (questionnaire)
(2003)
Kim et al | South Korea National park Quantitative 2720 Factor analysis, one way
(2003) (questionnaire) ANOVVA, multivariate
analysis of variance
(MANOVA)
Bogari et al | Saudi Arabia Domestic tourists | Quantitative 1400 Factor analysis, Pearson
(2003) (Jeddah and Abha) | (questionnaire) correlation, OLS regression
Bruwer South Africa Cape Town Quantitative 125
(2003) (questionnaire)
Omondi Theoretical
(2003)
Zhang et al | Hong Kong Outbound Quantitative 292 Cronbach's alpha, mean scare,
(2004) destinations (questionnaire) factor analysis, t- test, ANOVA
Kim and | USA South of Korea Quantitative 556 t- test, LOS regression
Chalip (questionnaire)
(2004)
Awaritefe Domestic Seven destination in Quantitative 367 Frequency, mean score, chi-
(2004) tourists Nigeria (questionnaire) square
(Nigerians) and
foreign tourists
Yuan et al | USA Vintage Indianal Quantitative 510 Factor analyses, ANOVA, mean
(2004) wine and food| (questionnaire) score
festival.
Alant and | Australia Coonawarra ang Quantitative 214 Factor analyses
Bruwer Mclaren Vale (questionnaire)
(2004)
Tassiopoulos| South Africa Quantitative 165
et al (2004) (questionnaire)
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Continued table the Methodology of Studies of Tousm Motivation
Bellis et al | United Ibiza Quantitative The data was | Logistic regression,
(2004) Kingdom (questionnaire) collected in
three years
2000= 752
2001= 374
2002= 1241
Jaffe and Israel Quantitative 257
Pasternak (questionnaire)
(2004)
Yoon and Northern Cyprus Quantitative 500 Factor analyses, men score, G
Uysal (2005) (questionnaire) sqguare
Kim and | US, Australian,| Korea Quantitative 819 Factor analyses, ANOVA
Prideaux Japanese, (questionnaire)
(2005) Chinese
(Mainland), and
Chinese (Hong
Kong SAR)
Mehmetoglu | Norway Wilderness centre in Quantitative 162 Factor analyses, t-tes
(2005) northern of Norway | (questionnaire) Cronbach alpha, Chi-square
Kau and | Chine Singapore Quantitative 240 Factor analyses, Chi-square
Lim (2005) (questionnaire)
Chiang USA Domestic Quantitative 194 Factor analysis. t-test, ANOVA
and (questionnaire)
Jogaranam
(2005)
Jang and | Taiwan Domestic and Quantitative 550
Wu (2006) international (questionnaire)
destinations
Kim et al | USA 10 outbound| Quantitative 469 Factor analysis, MAVOVA
(2006) destinations (questionnaire) mean score, Cronbach alpha
Getz and | Canada Quantitative 161 Factor analyses , mean score,
Brown (questionnaire)
(2006)
Yokota Japan Thailand Qualitative 30
(2006) (Interview)
Kim et al | USA Quantitative 484 Factor analysis, t-test, Cronba¢
(2007) (questionnaire) alpha, Chi- square
Hsu et al (in | China Qualitative 27
press) (Interview)
Beh and | Kenya Kenya Quantitative 465 Factor analysis, ANOVA,
Buyere (in (questionnaire)
press)
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APPENDEX D:

the Questions that have been asked in the intervew
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Section 1: tourism motivation (explicit)

What are the reasons why you travel for tourism?
Do you have some other reasons for travelling?
What is the attraction that influences your decisim travel to a specific

destination or what factors pull you to specifistilgations?

Section 2: tourism motivation (implicit) in first Barson

Is there any desire for sex or alcohol tourismannypsyche?

Section 3: tourism motivation( implicit) in third Parson

Do you think other tourists have a desire for $&t tdrives them to travel abroad?
Do you think other tourists have a desire for comgtion of alcohol that drives
them to travel abroad?

In your opinion, if Saudi tourists want to satisheir sexual desire, what are the
factors that might influence their decision to ck@@ specific destination?

In your opinion, if Saudi tourists want to satisheir desire for the consumption
of alcohol, what are the factors that might infloertheir decision to choose a
specific destination?

In your opinion, do Saudi tourists travel abroadsatisfy some desires that are
strictly prohibited in Saudi Arabia?

Can you describe some of these desires?

What other tourism attractions available in otheurties and unavailable in

Saudi Arabia habitually attract some Saudi toutistspecific destinations?

Section 4: cultural factor

Before asking this question, | would explain to tespondent the meaning of
uncertainty avoidance, power distance, collectiviend individualism. Then |
would proceed with the questions. If the resporslamswer were yes in any of

the questions, | would ask why.
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1- Could you please describe Saudi society, irtiogldo the power distance?

2- Could you please describe Saudi society, intioglato the uncertainty
avoidance?

3- Could you please describe Saudi society, inticgleto the individualism and

collectivism?

Section 5: about the usefulness of the third persai®chnique in investigating

sensitive issues

Before asking this question, | would explain to tespondent the meaning of

third person technique,
What do think about the third person technique afiecting information about

sensitive issues?

SECTION 6: General Information
Are you single or married?

How old are you?
What is your educational level?

What is your monthly income?
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