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1. CHAPTER ONE: INTRODUCTION

1.1. Background of the topic

This thesis investigates the Saudis’ international vacation behavior. Within this context, this
chapter provides a brief overview of tourism forms and characteristics of tourism trips, and
then goes on to introduce outbound travel in Saudi Arabia. It then establishes the research
content, with background information about the problem significance, problem statement, and

the purpose of the research.

1.1.1. Vacation behavior

This thesis investigates the Saudis’ international vacation behavior. The subject of vacation
behavior has an important role in the tourism context. It is important to theoretical studies as
well as tourism management (Snepenger, King, Marshall, & Uysal, 2006; Uysal, Li, &
Sirakaya-Turk, 2008). Crompton and McKay (1997) mentioned three reasons for the
importance of travel motivation studies: “(1) understanding tourist motivations would pave the
way for creating better products and services, (2) satisfaction with tourism experiences is
intrinsically related to initial motives of tourists, and (3) motives must be identified and
prioritized first before a destination marketer can understand tourists’ decision-making
processes”. In fact, travel motivation studies are extremely important for marketing plans
(Fodness, 1994; Uysal et al., 2008). Therefore, there is a need to adapt the theoretical context
to better comprehend tourist behavior. Within this context, this study aims to contribute to the

continuing discussion regarding vacation motivation and activities.

1.1.2. Travel forms

It is necessary here to clarify the differences between travel and tourism, in order to understand
this study. Travel is concerned with geographic movement. According to the United Nations
World Tourism Organization (UNWTO) (2008, p.9), travel can be defined as “the movement
of people between different geographic locations for any purpose and any duration”. Within
this context, travel has different forms. UNWTO recommends three forms of travel: domestic,

inbound, and outbound travel. Domestic travel is when a resident travels inside his/her country.
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Inbound travel is when a traveler from a foreign country travels to a country. Outbound travel

is when a resident travels outside the country.

While travel is concerned with movement, tourism is concerned with the activities of travelers.
UNWTO explains that tourism is a subset of travel, stating that “tourism is the activities of a
traveler to any destination outside his/her usual environment, for less than a year, and for
business, leisure or any personal purpose other than to be employed by destination (UNWTO,
2008)”. It is important to note that travel would be considered as a tourism trip only when
people travel outside their normal environment or the location where they belong. UNWTO
utilizes the same travel forms (domestic, outbound, inbound) in the tourism context. That
means, for example, that outbound tourism comprises the activities of a traveler who takes a

trip to a destination outside their country. This research deals with Saudis’ outbound tourism.

1.1.3. Characteristics of tourism trips

Tourism trips can be characterized differently and can be classified into many segments based
on their characteristics (e.g., main reason of travel, type of accommodation, etc.) Accordingly,
tourist behavior may differ based on tourism trip segments. UNWTO (2008, p. 24) has
classified tourism by different dimensions which include the main purpose of travel, the type
of tourism product, duration of stay, origin and destination, modes of transport, and types of

accommodation.

A key dimension of tourism trip characteristics is the main purpose of travel. UNWTO (2008)
classifies the purpose of tourism trips into two groups: personal and business. Personal trips
are made for an individual’s leisure purposes. Within the personal travel context, six sub-
categories are identified: holiday, leisure, and recreation; visiting friends, education and
medical care; religion/ pilgrimages; shopping; transit; and other. Business trip are made for
work-related purpose. This category includes work and professionally relevant reasons such as

attending meetings and conferences, or giving lectures.

Others classify tourism trips into three groups. Kester and Carvoa’s (2004) study reports on the
purpose of Saudi outbound tourism from 2001 statistics, showing that 12% of all trips were for
business while the vast majority of trips were related to personal reasons (88%). The personal
trips were taken for holidays only (40%), holidays with visiting friends and relatives (27%),
visiting friends (18%), and health and other private reasons (3%). Another study also confirms

the importance of holiday as a trip purpose (Durand, 2007). It is apparent that the most
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significant purpose here behind Saudi outbound tourism is driven by personal reasons, with a

higher percentage of travelers on holiday.

Accordingly, the motivations behind these types of tourism are quite different (Foo,
McGuiggan, & Yiannakis, 2004). For instance, the major motivation for business tourism is
related to organizational needs, while personal tourism is obviously driven by personal desires
for leisure, visiting friends, etc. Additionally, personal travel features more flexibility and
freedom of choice than business travel. According to the UNWTO (2015), leisure travel
represents about 53% of travel worldwide. Therefore, this thesis focuses on personal leisure

tourism, as it represents the highest percentage of tourism’s categories.

1.1.4. Saudi Arabia outbound tourism market

In recent years, there has been an increasing interest in outbound travel by Saudi tourists. Table
1-1 shows the outbound travel market including the number of trips, and total night trips in the
past decade. To clarify, the outbound trip means how many trips have been taken, while total
night trip means how many nights the tourists have spent on the trips. There has been a
significant increase in the outbound tourism market, including the number of trips and tourism
expenditure, from 2006 to 2015. Saudi tourists made only 2 million outbound tourism trips in
2006, while they made about 21.5 million tourism outbound trips in 2015. Furthermore, they
spent only 25.9 million nights outside Saudi Arabia in 2006, while they spent 251.7 in 2015.
This increase may have occurred due to lack of entertainment in Saudis Arabia. This study

provides an opportunity to understand this significant increase.

Table 1-1 Statistics on Saudi Arabian outbound tourism in the last 10 years

Total Night  Trip

Year Outbound trip (Million)
2006 2.0 25.9
2007 4.1 45.4
2008 4.08 42.2
2009 6.03 54.6
2010 7.2 89.0
2011 15.3 200.0
2012 18.7 121.3
2014 19.8 147.3
2015 21.5 251.7

Source: (MAS).

Table 1-2 shows the tourism expenditure statistics in the Saudi travel market. The outbound

expenditure has grown considerably since 2006, with expenditures on outbound tourism
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demonstrating the largest rate of increase of all tourism forms. Moreover, in the years since

2011, the expenditure on outbound tourism continued to grow more than other tourism forms.

Table 1-2 Statistics on Saudi Arabian outbound, inbound, and domestic expenditure

Outbound “Tourism Inbound “Tourism Domestic “Tourism
Year Expenditure” (Value Receipts” (Value in Receipt” (Value in
in Billion) Million) Billion)
2006 6.8 32.3 18.6
2007 18.3 19.6 31.8
2008 19.6 36.5 37.6
2009 28.4 29.8 334
2010 22.6 25.9 31.3
2011 60 49.2 35.5
2012 62.9 57.8 32.6
2014 69.2 58.2 44.5
2015 96.3 88.3 47.1

Source: (MAS).

An analysis of Table 1-1 and Table 1-2 indicate a dramatic change in Saudi travel behavior
regarding outbound travel. There has been a sharp rise in the number of Saudi outbound tourists
recently, as well as in tourism expenditure and total night trips of outbound travel. In fact, the
expenditure rate of Saudi tourists abroad is one of the highest worldwide (Alghamdie, 2007);
therefore, it is important to understand what motivate Saudis to travel out of the country for

tourism.

1.2. Statement of the problem

The importance of this research lies in the identification of Saudi tourists’ motives and
activities. The interest in outbound tourism on the part of Saudi Arabian tourists has increased
significantly. However, little is known about Saudi tourists’ motivation and travel behavior.
There is limited research on Saudis’ vacation behavior, for example, and it is not clear what
factors drive their motivation when they travel abroad or what type of activities they prefer.

Understanding tourist behavior helps destination managers better understand how to manage
their tourism resources more professionally, achieve customer satisfaction, and provide helpful
information to the marketing departments of tourism destinations (Crompton & McKay, 1997,
Uysal, et al., 2008). Thus, this research attempts to provide some evidence, suggestions, and
implications for future academics and practitioners. These evidences and implications could be

useful to Saudi destination managers in planning successful tourist experiences.
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1.3.  Purpose of the study

This thesis is set to investigate the Saudis’ international vacation behavior. It has three

objectives:

1. To explore and provide a review of the literature on tourist motivation and vacation

activities
2. Toinvestigate Saudis’ international vacation motivations and activities

3. To provide recommendation for future research and destination management

1.4. Research questions

Within this overall framework, the thesis has four research questions:
1. What motivational factors are most important to the Saudis when they travel abroad?

2. What are the different tourism motivators, based on demographic groups, related to the

Saudis when they travel abroad?
3. What are the component tourist activities of Saudi's trips when they travel abroad?

4. What are the different vacation activities based on demographic groups related to the

Saudis when they travel abroad?

1.5. Significance of the study

The findings of this study contributes to understanding Saudi vacation behavior and the
differences between demographic profiles of traveling Saudis. Moreover, this study provides
resources and practical implications for destination management in their efforts to develop
better marketing plans for Saudi tourists. The findings of this research provides analytical
framework for tourism researchers as well. The outbound tourism market in Saudi Arabia is

growing and there is a lack of research within the vacation behavior context.



Fawaz Alreshaidan, 2016, Chapter 1 6
1.6. Overview of the thesis

This thesis is comprised of five chapters, including this introduction. The next chapter contains
the literature review. This chapter reviews previous studies regarding tourism motivation and
vacation activities. The third chapter explains the research design, study setting, sample, data
collection process, instrument, and data analysis. The fourth chapter presents the results and
discusses them. The last chapter concludes the thesis with a summary of important findings,

and provides implications and recommendations for future research.
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2. CHAPTER TWO: LITERATURE REVIEW

The aim of this thesis was to explore the behavior of outbound vacation tourists from Saudi
Arabia. Within this context, this chapter provides a review of the literature on tourist behavior
with particular interest in Saudis’ outbound vacation motivations and activities. The key
purpose of presenting tourist behavior literature is to establish a theoretical framework for

Saudis’ travel motivations, preferences, and activities.

2.1. Studying tourist behavior

Many tourism scholars state that it is critical to understand tourist behavior to improve tourism
management (Mo, Howard, & Havitz, 1993; Pearce, 2005). Within this context, several
scholars developed models in an effort to explain tourist behavior (Moscardo et al., 1995;
Pearce, 2005). In 2005, Pearce developed a conceptual map for tourist behavior. Pearce’s
(2005) concept map for tourist behavior demonstrates that to manage tourists’ on-sSite
experiences, it is important to understand tourist- and destination-related factors, as well as
choice-related factors and their influence on choice. Pearce’s map states that the more we
understand the tourists and the destinations, the better we will be able to manage tourists’ on-

site experiences and improve the outcomes of tourists’ on-site experiences.

THE TOURIST
Culture
Demographics
Sodial networks OUTCOMES
Parsonality
Values Tourists'
Experence = salisflaction
Altitudes = enjoyment
= complaints
Motives = lsaming
¥ Tourists' on-site = skill developmant
. Travel axperiences = health
Choice ' P
Social, cultural and Hosts'
k anvironmental contacts v impacts
eetimatin 1 . = income, employment,
Destination | images economic wellbaing
Acthvities/atiracti » social and cultural effects
clivities/attractions
Salting Salling
Facilitizs » consenation support and
Serde sile specias changes
';r\.lm.. = management challenges
R
Other tourists
Managemeant
DESTINATION
We need to understand these to manage these to improve these

Figure 2-1 Conceptual map
Source: (Pearce, 2005)
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Pearce’s map identifies several dimensions of the tourists that need to be understood such as
culture, demographics, social networks, personality, values, experience, and attitudes. For
instance, tourists’ behaviors differ due to various demographic variables such as nationality,
age, income, and gender. To illustrate, a survey of the literature shows that several studies have
reported significant differences between tourists based on their demographic profiles
(Alghamdi, 2007; Bogari, Crowther, & Marr, 2003; Kesgin, Bakir, & Wickens, 2012; Kim &
Lee, 2002; Tsiotsou & Vasioti, 2006). In one such study, Alghamdi (2007) conducted a study
to test the influence of demographic variables on Saudis’ vacation behavior and found evidence
that the variables did influence behavior. For example, Saudi females traveling to Egypt were
more motivated by prestige than males. Further, Tsiotsou and Vasioti (2006) studied the effect
of demographic characteristics such as age, education, employment, and family status on tourist
behavior in Greece. They also found that tourists behave differently based on their
demographic characteristics, reporting that age and education have significant effects on tourist
behavior while occupation and family status were not shown to have a significant effect.
Understanding these dimensions provides better opportunities to manage tourists on site

behavior.

Pearce’s (2005) concept map demonstrates that destination-related factors are important in
managing tourism. Pearce (2005) identifies several elements within these destination-related
factors, which are activities, attractions, settings, facilities, service, hosts, and other tourist
management. These elements are destination attributes, and key travel motivators (Uysal et al.,
2008). A core motive behind travel is to visit a certain destination in order to enjoy its nature,
services, touristic activities etc. (Moscardo, Morrison, Pearce, Lang, & O’Leary, 1995). For
example, Seddon and Khoja (2003) found that Saudi outbound tourists were motivated by
destination attractions such as malls and green parks. Therefore, studying those destinations’

dimensions helps tourism managers to better predict and manage tourists’ on-site behavior.

Another model of tourism motivation being studied is destination choices model (Moscardo et
al., 1995). A 1995 study was conducted by Moscardo et al. working with Australian tourists to
establish whether motivation for travel is related to activities carried out whilst abroad. There
were 1503 respondents who were asked to select from amongst 30 different items to describe
the ‘benefits [they] sought’ when choosing a travel destination. Eight key motivations were
found: escape/excitement, self-esteem/self-development, family relations, physical activity,
safety/security, self-esteem/social status, escape, and relaxation. Using the responses, those
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surveyed were divided into three groups: Those that were ‘externally orientated’ and interested
in social groups, sports and with high self-esteem; the ‘internally orientated’ seeking self-
development; and the final group who were looking for ‘escape/relaxation’. A strong
relationship was found to exist between the motivations of the traveler and the activities
available at chosen destinations. In addition, those placed in the same group concerning

motivation were found to share similar attitudes about travel.

| DESTINATION CHOICE MODELS

I_Hesearch derived fiom_models |

The Development Images of qDestinaﬂnn choice
traveller "~ oflmages | destinations destination
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| Sty | i

.

Destination
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research

Travel
molivation
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&

research

P

l Market segmentation research

[P SN

Figure 2-2 Destination choices model
Source: (Moscardo, 1995)

In order to understand tourist behavior, it is important to recognize its divergent nature (Cohen,
1972; Mo et al., 1993). Cohen (1972) states that tourists’ behaviors are not homogeneous, as
tourists have different characteristics and travel preferences. Cohen furthermore (1972)
clarifies that many tourists prefer traveling to a similar culture destination while others prefer
traveling to quite diverse cultures. Moreover, many tourists prefer to make travel plans and
decisions by themselves while others prefer dealing with tour guides or travel agencies (Heung,
Qu, & Chu, 2000). This divergence in tourist behavior creates a need to adopt a theoretical
framework. For that reason, in 1972, Cohen proposed a theoretical typology of international

tourists in an attempt to understand their heterogeneous nature (Mo et al., 1993).

Cohen’s (1972) typology is one of the most widely cited within the tourism context (Mo et al.,
1993). It differentiates tourists based on the degree to which they pursue novelty or familiarity
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in their vacation travel. The primary argument in Cohen’s theory is that when choosing a
destination for a travel, tourists look for a destination which is the right balance of novelty and
familiarity, depending whether they want their vacation to be similar or different to their day-
to-day lives. The choices made regarding mode of travel, accommodation type, services
available and local people and culture all depend on where on the continuum the traveler falls,

and also determines which of four tourist roles they assume.

Cohen (1972) suggested that depending on the combination of novelty and familiarity sought
by the tourist, a tourist can be categorized into one of four roles: the organized mass tourist,
the individual mass tourist, the explorer and the drifter. The organized mass tourist leans
strongly toward familiarity, and seeks an environment abroad similar to what they experience
at home, with little flexibility over itinerary. The individual mass tourist similarly seeks a
familiar environment, but assumes more control over itinerary. The explorer seeks a more novel
experience and likes to interact with local people and starts to sample their culture, whilst
maintaining familiar routines and comforts from home, thus not completely immersing
themselves in the host environment. The most novelty-seeking tourist is the drifter who fully
embraces the host culture, and chooses destinations which are off the beaten track (Mo et al.,
1993).

In 1993, Mo et al. (1993) developed the international tourist role scale in order to test Cohen’s
theory empirically in a local tourism situation. The international tourist role scale has three
types of dimensions: destination-oriented dimensions, tourist service dimensions, and social
contact dimensions. Thus, it measures tourist travel behavior and preferences abroad based on
degrees of novelty or familiarity. The methodology involved following multiple sources at
various points in time and tracking relevant information on each of the three dimensions. Mo
et al. (1993) stated that the international tourist role scale was found to be reliable and valid,
but additional tests would be required to determine if these dimensions can be generalized to

any other country and culture.

Within this context, a review of the literature shows that several studies have replicated the
international tourist role scales to test its reliability (Doran, Larsen, & Wolff, 2014, Jiang,
Havitz, & O’Brien, 2000). Jiang et al. (2000) replicated the international tourist role scale with
American tourists traveling abroad and found it to be a reliable and effective method of tourism
motivation measurement. However, they stated that “the scale would measure the novelty-

seeking preferences of international tourists more effectively if it were supplemented by other
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measures” (Jiang et al., 2000, p. 964). Additionally, Gnoth and Zins (2010) replicated the
international tourist role scale in Thailand and Vietnam with international travelers from more
than 50 countries. However, this study was not able to confirm the success of the scale, except
through adaptations and the development of critical questions.

2.2. Empirical studies on Saudis’ tourist behavior

A survey of past studies shows that few attempts have been made to assess Saudis’ travel
preferences (e.g., Algahtani & Saba, 2014; Seddon & Koja, 2003). Algahtani and Saba (2014)
conducted a study in which they investigated the preferences of the respondents between
outbound tourism travel or inbound tourism travel, within Saudi Arabia, by utilizing
quantitative approach. They found that 96% of Saudi tourists prefer outbound tourism. The
most important reasons and preference for outbound tourism rather than inbound tourism were
(in order):

1. The diversities of options and tourism bases in outbound tourism.

2. The ease of planning and booking in outbound tourism.

3. The quality of service and appropriate prices in outbound tourism.
4. Pleasure, value, and benefits in outbound tourism.
5

Simplicity and clarity of procedures in outbound tourism.

Algahtani and Saba’s (2014) study indicates that Saudis prefer outbound destinations as they

are characterized by comfort, value, good service, reasonable prices, and easy accessibility.

Seddon and Khoja (2003) classified Saudi Arabian tourism patterns and attitudes. The findings
of their study suggest that one of the reasons why Saudis travel abroad is because there are
better recreational facilities and opportunities for them, as opposed to their home country. The
tourism industry in Saudi Arabia is also not well established, which contributes to pushing the
Saudis to travel abroad in order to access better experiences. This outbound tourism experience
therefore offers them an environment conducive to a successful travel experience, away from
work and their daily routine, and as well gives them an opportunity to have a peaceful time for
themselves. Additionally, Seddon and Khoja found several dimensions were important for
most of the respondents: ‘campsites’, ‘toilets’, ‘guides’, ‘children’s play-ground’, ‘restaurant’,

and ‘wildlife displays’. At the same time, few respondents placed importance on ‘driving
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trails’, ‘snack shop’, ‘picnic areas’, and ‘hiking trails’. This study indicates that Saudis seek

comfortable attractions in their travel, a finding consistent with Algahrani’s (2014) study.

2.3. Studying tourist motivation

2.3.1. Tourist motivation definition

It is necessary here to clarify tourist motivation definitions to recognize the meanings inherent
in this study. Murray (1964) defines motivation as “an internal factor that arouses, directs, and
integrates a person’s behavior. “[a motive] is not observed directly but inferred from his
behavior (as cited in Snepenger, King, Marshall, & Uysal, 2006, p.140)”. Fodness (1994,
p.555) defines motivation as “the driving forces behind all behavior”. Additionally, Crompton
and McKay (1997) define motivation as “a dynamic process of internal psychological factors
(needs and wants) that generate a state of tension of disequilibrium within individuals” (p. 427).
A survey of the literature shows that these definitions are supported by most tourism scholars
(Snepenger et al., 2006; Uysal et al., 2008).

2.3.2. Theoretical framework on tourist motivation

A survey of the literature shows that tourism scholars have proposed several theoretical
frameworks applicable to classify tourism motivation (Dann, 1997; Iso-Ahola, 1982). A well-
reported motivational framework is the push and pull factor published by Dann in 1977
(Crompton, 1979; Dann, 1977; Iso-Ahola, 1982). The push and pull factor theory has been one
of the most accepted theories used by tourism researchers to explain tourist motivation
(Snepenger et al., 2006; Pearce, 2011; Uysal et al.,2008). Uysal et al. (2008) explains that the
push and pull factors theory is a one of the most cited approaches within the travel motivation
research, and describes it as a predominant paradigm for tourist motivation discussions. The
literature on tourist motivation suggests that push and pull factors are critical determinants for

tourist behavior (Snepenger et al., 2006; Uysal et al., 2008).

It is necessary here to clarify exactly what is meant by push and pull factors. The term push
factor refers to “the desire to travel”, while the term pull factor refers to “the choice of
destination” (Crompton, 1979, p.410). Push factors are socio-psychological concepts

motivated by tourist environments. They are internal motivators for traveling (e.g., escape,
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relaxation, and prestige). On the other hand, the pull factors are physical concepts. They are
the tourists” motivation toward the destination choice—either tangible resources (e.g., the
attractiveness of destinations, sunshine, sea, snow, cultural events, etc.), or tourist perceptions
and expectations (Dann, 1977; Uysal & Jurowski, 1994; Uysal et al., 2008). The idea of push
and pull factor is that tourists travel for vacation because of push factors—that is, internal
factors such as escaping from the conditions of home environment (e.g. escape from hot
weather) — and then they are influenced by pull factors in their choice of a certain destination
(e.g., cold weather).

The literature on push and pull factors indicates that there is debate concerning identification
of the push and pull (Crompton, 1979; Dann, 1977; Snepenger et al., 2006; Uysal et al., 2008).
Tourism scholars have identified many push and pull factors. Dann (1977) using word-based
scale development approaches acknowledges two push factors—anomie and ego-
enhancement—as the main forces of travel motivation. Crompton (1979) recognize seven push
(socio-psychological) and two pull (cultural) motives using unstructured in-depth interviews.
The push factors include: escape from a perceived mundane environment, exploration and
evaluation of self, relaxation, prestige, regression, enhancement of kinship relationships, and
facilitation of social interaction. The pull factors are novelty and education. As can be noticed,

tourism scholars have identified various push and pull.

Several attempts have been made to clarify the relationship between push and pull factors, and
a strong relationship between them was identified (Bogari et al., 2003; Kim & Lee, 2002;
Klenosky, 2002; Uysal & Jurowski, 1994). Klenosky (2002) interviewed students at a
Midwestern university aged 18 years or older to explain the relationship between push and pull
factors in general. They found that push and pull factors involve two different decisions made
at different times. However, they also work together simultaneously (Uysal & Jurowski, 1994).
Uysal and Jurowski (1994) found significant connections between push and pull factors: “A
series of multiple regressions of push factors were regressed again onto the four pull factors

and all the models were significant” (Uysal et al., 2008, p.419).

So far, this section has focused on the push and pull factors. The following section discusses
another important theory of tourism motivation, which is ‘the socio-psychological model’. In
1980, Iso-Ahola introduced a motivation theory related to recreational tourism. A few years
later, Iso-Ahola (1982) developed the socio-psychological model of tourism motivation, which

is considered one of the core theories in tourism motivation study as it represents an important
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means to advance the understanding of the socio-psychological theories of tourism motivation

(as cited in Snepenger et al., 2006).

The idea behind the socio-psychological model of tourism motivation is that tourists are
motivated by two forces: escaping and seeking. 1so-Ahola (1982) explains that tourists engage
in vacationing because of two motivational forces: escaping, as in the desire to escape the
everyday environment; and seeking, as in the desire to seek psychological rewards. In addition,
Iso-Ahola proposes two dimensions for each force (personal and interpersonal), and four sub-
dimensions (personal escape, personal seeking, interpersonal escape, and interpersonal
seeking). Iso-Ahola’s theory asserts that tourists travel to escape personal/interpersonal
environments, or to seek personal/interpersonal rewards. It is also possible to be influenced by
the two forces (Iso-Ahola, 1982). Iso-Ahola (1982) explains that although there are two sets of
motivational forces—escaping and seeking—tourists may engage in both forces concurrently.

The socio-psychological model of tourism motivation is relatively similar to the push and pull
factors theory (MacKay & Crompton, 1997; Uysal et al., 2008). McKay and Crompton (1997)
state that “Iso-Ahola’s escape-seeking dichotomy and the concept of push-pull factors are
interrelated” (p. 428). Of the two forces identified by Iso-Ahola (1982) escaping represents the
push factors, which are the desire to escape the everyday environment; and seeking represents
the pull factors, which are the desire to obtain psychological rewards. It can be inferred from

these definitions that both theories are similar.

Several studies have replicated Iso-Ahola’s model of tourism (Fodness, 1994; Ross & Iso-
Ahola, 1991; Snepenger et al., 2006). Snepenger et al. (2006) examine 1so-Ahola’s model both
empirically and operationally in the tourism leisure context. They developed 12 items of
measurement to assess the four sub-dimensions (personal escape, interpersonal escape,
personal seeking, and interpersonal seeking). The findings supported Iso-Ahola’s theory and
confirmed the four dimensions. In addition, an examination of the motivational levels was
applied to tourism and to recreation experiences to identify any differences. Snepenger et al.
(2006) found that tourism experiences showed higher levels of motivation, especially for the
personal escape and personal seeking. Their findings also suggest that the tourism experience
results in elevated amounts of inspiration, especially in terms of personal escape and personal
seeking. Furthermore, the authors “found no relationship between the number of recent

domestic and international vacations and tourism motivations among the subjects” (Snepenger

et al., 2006, p. 140).
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Previous studies have stated that there is a need to carry out more research on the socio-
psychological model (Iso Ahola, 1982; Snepenger et al., 2006). Iso-Ahola (1982) stated that
even though these dimensions are present in recreational tourism, there is a need to determine
the relationship between them, as well as the influence level for each force. Snepenger et al.
(2006) stated there is a need to perform more research to test and validate 1so-Ahola’s theory

in a variety of tourism contexts.

Previous studies have reported that tourists may be driven by multiple motivations (Iso-Ahola,
1982; Pearce, 2011; Snepenger et al., 2006). Although tourists travel for one primary reason
(e.g., business, holiday, visiting a friend, etc.), they may be influenced by other motivations as
well. To clarify, many business travelers engage in touristic activities. For instance, studying
international tourism in the Middle East, Kester and Carvao (2004) found that concerning the
purpose of travel for outbound tourism from Saudi Arabia in 2001, 30% of Saudis traveled for
multiple reasons. It is obvious that tourism motivation is not limited to one single motive;

rather, there are numerous factors involved.

A survey of the literature shows that tourism scholars have reported tourists are influenced by
many tourism motivators (Pearce, 2011; Snepenger et al., 2006). Pearce (2011) reported the
presence of variety in tourism motivation, as it stems from human motivation. Pearce (2011)
carried out research to identify the most important tourism motives. Upon analyzing about 1600
respondents from Western and Asian countries, he found that “novelty, escape/relax,
relationship strengthening, autonomy, seeking nature, self-development through involvement
with hosts or the site, simulation, self- development of a personal kind, relationship security
(enjoying being with a similar other), self-actualization (getting a new life perspective),
isolation, nostalgia, romance and recognition (prestige of traveling)” were the most important
motives (in order) (p. 64). In addition, Pearce (2011) reported three core motives for tourism:

novelty, escape/relax, and to enhance relationships with family/friends.

2.3.3. Empirical studies on tourism motivation

A survey of the literature shows that tourism researchers have conducted many empirical
studies on tourism motivation in several destinations, with different groups of participants
(Alghamdi, 2011; Bogari et al., 2003; Kesgin et al., 2012; Kim & Lee, 2002). Most of these
studies utilized the push and pull factors (e.g., Alghamdi, 2011; Bogari et al., 2003; Klenosky,
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2002; Kim & Lee, 2002; Uysal & Jurowski, 1994). In fact, push and pull factor theory is

commonly used in tourism studies.

Kesgin et al. (2012) utilized the push and pull factor theory to identify the motivations of British
tourists visiting Alanya in Turkey using a convenience sample containing 505 tourists. They
found three facilitating factors (‘price/deal’, ‘time/children  constraints’, and
‘information/recommendations’), six push factors (‘fun/enjoyment’, ‘relaxation’, ‘bring family
and friend together’, ‘escape’, ‘learning/exploring’, ‘relationship’), and seven pull factors
(‘nature/weather’, ‘novelty &  prestige’, ‘hospitality’, ‘culture/sightseeing’,
‘activities/shopping’, ‘convenience/facilities’, and ‘popularity’). They also found that the
British visit Alanya because of at least one push factor: the sun. In addition, Kesgin et al. (2012)
found that the most important pull factor for British tourists was the price. Additional factors
were considered important, including ‘relaxation', 'family & friend togetherness', 'escape',

'learning & exploring’, 'novelty/familiarity & prestige’, and 'hospitality & accommodation'.

Kim and Lee (2002) utilized the push and pull factor approach to investigate tourism
motivation for visitors to the national parks of South Korea. Using factor analysis, they
identified four push factors and three pull factors. The push factors were: ‘family togetherness’,
‘appreciating natural resources’, ‘escaping from everyday routine’, and ‘adventure and
building friendship’; the pull factors were: ‘various tourist resources’, ‘information and
convenient facilities’, and ‘easy accessibility to national parks’ (Kim & Lee, 2002). Additional
analyses were conducted to demonstrate the differences between respondents’ demographic
profiles. The results demonstrated that females rated the items ‘family togetherness and study’
and ‘key tourist resources’ significantly higher than did males. Males rated the items
‘appreciating natural resources and health’ and ‘adventure and building friendship’

significantly higher than did females.

2.3.4. Empirical studies on tourism motivation in Saudi Arabia

A survey of literature shows that few studies have been conducted on Saudis’ tourism
motivation (Albughuli, 2011; Bogari et al., 2003). One of the first studies of Saudi motivations
was reported by Bogari et al. (2003), who conducted a study to discover Saudi domestic tourism
motivation using the push and pull factors. This study indicated nine push factors: ‘cultural
value’, ‘utilitarian’, ‘knowledge’, ‘social, economic’, ‘family togetherness’, ‘interest’,

‘relaxation’, and ‘convenience of facilities’. In addition, it indicated nine pull factors: ‘safety’,
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‘activity’, ‘beach sports/activities’, ‘nature/outdoor’, ‘historical/cultural’, ‘religious’, ‘budget’,
‘leisure’, and ‘upscale’. The findings suggested that ‘religious was the most important pull
factor, whereas ‘cultural value’ was the most important push factor. The least important factor
perceived by Saudis was the ‘nature /outdoor’ factor. Other factors perceived to be less
important were ‘interest factor’, ’relaxation factor’,” utilitarian factor’, ‘activity factor’, and

‘beach sport/activity factors’.

In 2011, Albughuli published a paper in which she explored motivation and values for Saudi
domestic tourism, utilizing push and pull factors to understand Saudi motivation. The purpose
of Albughuli’s research was to determine Saudis’ travel motivation and their level of
satisfaction with the services provided in their own country. The results showed that the most
important motivational factors were “relaxation” and “religion”. In addition, the findings
suggested that eight push factors were considered important: ‘relaxation’, ‘spirituality’,
‘family’, “cultural’, ‘activity’, ‘knowledge’, ‘loyalty’, and ‘economic’. Furthermore, there were

five important pull factors: ‘religious’, ‘safety’, ‘entertainment’, ‘luxury’, and ‘local culture’.

Table 2-1 Major studies about tourist motivation

Author | Study Method Push factors Pull factors
British . . . ., ‘Nature/weather’, ‘novelty
tourists Fun/enjoyment’, ‘relaxation’, & prestige’, ‘hospitality’
Kesgin : Quantitative | ‘bring family and friend & prestige , NOSpratity’,
traveling . . , culture/sightseeing’,
etal., (push and together’, ‘escape’, e . e,
toward ) ) 0 activities/shopping’,
(2012) pull factor) learning/exploring’, ] . o0
Alnaya, . . 5 convenience/facilities’,
relationship ] L
Turkey and ‘popularity
Visitors to ‘Family togetherness’, ‘Various tourist
Kimand | South Quantitative | ‘appreciating natural resources’, | resources’, ‘information
Lee Korea’s (push and ‘escaping from everyday and convenient facilities’,
(2002) national pull factor) routine’, and ‘adventure and and ‘easy accessibility to
park building friendship’ national parks’
Albugh Saudis . Quantitative ‘Relgxa’tl?n > SP 1r,1t1‘1311t.y 2, ‘Religious’, ‘safety’,

. domestic family’, ‘cultural’, ‘activity’, . . , ,
uli tourism (push and ‘Ynowledoe’. “lovalty’. and entertainment’, ‘luxury’,
(2011) - pull factor) ] .g, - OYay and ‘local culture’

motivations economic
., ‘Cultural value’, ‘utilitarian’, Safety ’.a.chl,ty » ‘beach
. Saudis s . . . , | sports/activities’,
Bogari . Quantitative knowledge’, ‘social, economic’, | . ,
domestic o . > . nature/outdoor’,
etal., (push and family togetherness’, ‘interest’, | .. . ,
(2003) trav'el . pull factor) ‘relaxation’, and ‘convenience of historical/cultural’,
motivations e ‘religious’, ‘budget’,
facilities’. Tas ) ‘ )
leisure’, and ‘upscale’.
Saudis o Esca’pi: , ‘prestige’, “social and ‘Expenditure’, ‘outdoor
Algham Quantitative | sport’, ‘experience and L

. outbound . A activities’, ‘natural and

di . (push and excitement’, ‘enjoying natural L, ]
tourism y . historical’, and ‘weather
(2007) S pull factor) resources’, ‘knowledge and . ,
motivations L) and environment
relaxation
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Few studies have reported on Saudis’ outbound travel motivations (Alghamdi, 2007; Algahtani
& Saba, 2014; Mumuni & Mansour, 2014; Seddon & Khoja, 2003;). Alghamdi (2007)
conducted a research study to investigate explicit and implicit Saudi outbound vacation
motivations. With this aim, Alghamdi’s research utilized push and pull factors to examine the
influence of Saudi culture, demographic variables, and tourist motivations on destination
selection. The findings of factor analysis indicated six explicit push factors (‘escape’,
‘prestige’, ‘social and sport’, ‘experience and excitement’, ‘enjoying natural resources’,
‘knowledge and relaxation’), and four explicit pull factors (‘expenditure’, ‘outdoor activities’,
‘natural and historical’, and ‘weather and environment’). Moreover, the findings recognized
two implicit push factors (‘alcohol and sexual desire’) and three implicit pull factors (‘alcohol
and sex attractions’, ‘drug attractions’, and ‘fun and freedom desires’). Outbound tourism is a
special phenomenon for Saudis as they are pushed by many factors and pulled by destination

attributes.

2.4. Studying tourist vacation activities

Previous studies have reported that vacation activity is an important determinant of travel
behavior (Brey & Lehto, 2007; Mumuni & Mansour, 2014; Uysal et al., 2008; Moscardo et al.,
1995). Moscardo, et al. (1995) explains that a core motive behind travel is to participate in
activities (e.g., attend concerts, festivals, etc.) and suggested that tourist activity is a critical
determinant of tourist behavior. For instance, Alghamdi (2007) found that the Saudis are
motivated to travel abroad to participate in outdoor activities. There are a number of

explanations for why vacation activity is an important determinant.

First, tourism motivation is not stable (Mumuni & Mansour, 2014). Mumuni and Mansour
(2014) stated that a major problem with tourist market segments is that tourist motivation is
not stable (e.g., members of a family may be motivated by different factors although they are
traveling to the same destination). On the other hand, tourist activities are stable and can be
measured. Second, a survey of tourism literature shows that tourists are exceedingly dynamic
and active during their vacations (Brey & Lehto, 2007). Tourism can involve expectations of
opportunities for particularly pleasurable activities. In fact, one major reason for travel is to
engage in such enjoyable activities as shopping, diving, visiting historical places, playing
different kinds of sports, etc. Accordingly, vacation activity is an important determinant of

tourism behavior, and the study of such activity based on segmentation has been suggested
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Table 4-4 Importance of tourism motivational factors by age
— . Mean scores
Motivational items F-value P-value
18-24 25-34 35-44 45+
To get away from my normal environment 650 7.24 6.83 5.96 F(3,273)=1.954 121
To have a change in pace from my everyday life 852 8.76 8.29 717 F(3,113)=3.520 .017
To overcome a bad mood 763 7.20 6.38 4,98 F(3,273)=6.946 .000
To avoid people who annoy me 5,09 4.06 4.11 3.28 F(3,273)=2.534 .057
To get away from a stressful social environment  6.13 6.012 5.80 574 F(3,273)=2.413  .067
To avoid interactions with others 391 387 381 3.04 F(3,272)=1.260  .288
To tell others about my experience 535 392 346 319 F(3,121)=4.280 .007
To experience new things about myself 852 846 7.68 7.06 F(3.273)=4.530 .004
To feel good about myself 761 712 633 581 F(3,273)=3.797 .011
To be with people of similar interests 6.57 6.43 546 5.47 F(3,273) =.605 .612
To bring friends/family closer 6.39 582 541 5.32 F(3,273) =.906 439
To meet new people 6.46 4.17 4.05 4,83 F(3,273) =6.448 .000
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Figure 4-2 Importance of tourism motivational factors by age

There were significant differences in the mean scores of six items: ‘to have a change in pace
from my everyday life’, F (3, 113) = 3.520, p <.017; ‘to overcome a bad mood’, F (3, 273) =
6.946, p <.000; ‘to tell others about my experience’, F (3, 121) =4.280, p <.007; ‘to tell others

about my experience’, F (3, 121) = 4.280, p <.007; ‘to experience new things about myself’,
F (3, 273) =4.530, p <.004; ‘to feel good about myself’, F (3, 273) =3.797, p <.011; and ‘to

meet new people’, F (3, 273) = 6.448, p < .000.

Respondents over 45 years old (M = 7.17) rated ‘to have a change in pace from my everyday
life” significantly lower than other groups (18-24, M = 8.52; 25-34, M = 8.76; 35-44, M = 8.29).
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Table 4-7 Important vacation activities by age

Mean scores

Vacation activities items 1824 2531 3544 445 F-value P-value
Just relaxing 9.09 8.88 858  8.39 F(3,272) =1.911 .128
Visiting beaches 7.91 7.79 7.63 7.09 F (3,270) =1.865 .136
Lazing around 258 281 272 374 F (3,114) =1.369 .256
Visiting amusement parks and so on 842 796 7.59 7.60 F (3,270) =1.707  .296
Going sightseeing 8.13 8.76 874 878 F (3,116) =.579 .630
Shopping 820 843 7.58 7.76 F(3,113)=1.012 .121
Sleeping 446 510 415 444 F (3,267) =.562 .640
Visiting historical places 7.02 7.42 7.59 7.37 F(3,272) =1.249 .292
Visiting museums 6.59 6.59 6.96 7.00 F (3,266) =1.541 .204
Attending cultural festivals 6.54 6.09 6.46 6.36 F(3,270) =1.591 .192
Watching movies 765 6.78 562  5.00 F (3,272) =1.012 .000
Camping 48 369 429 398 F (3,272) =1.382  .249
Exploring the outdoors 7.15 7.86 7.66 8.18 F (3,118) =.967 411
Playing golf 278 219 2.18 1.87 F (3,121) =.983 403
Playing other sports 4.74 3.73 4.22 3.70 F (3,269) =1.157 .327
Going on safari 591 567 589 543 F (3,272) =.325 .807
Diving 5.09 357 3.50 2.87 F(3,118) =3.511 .017
Attending sporting events 552  4.69 364 328 F (3,271) =1.433  .233
Attending music concerts 552  4.69 3.64 3.28 F (3,119) =4.346  .006
Visiting nightclubs 463 3.28 2.92 2.54 F (3,120) =2.832  .020
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Figure 4-4 Important vacation activities by age
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4.4.2. Motivational factors

The findings of this study suggest that the most important motivational factors were personal
escape and personal seeking. In term of personal escape, the item ‘to have a change in pace
from my everyday life’ was the most important. A major motive for Saudi outbound tourism
is the fact Saudis need ‘to have a change in pace from everyday life’. Participants were most
interested in just escaping their everyday environment and relaxing. Other escape factors were
also important for participants, including ‘to get away from my normal environment’ and ‘to
overcome a bad mood’. It is important to do this in a completely new environment rather than
in the same environment in which one exists every single day. Saudis are motivated to embark
on outbound vacations to escape a stressful social environment and that necessitates traveling

abroad in order to keep away from such a stressful setting.

This finding is consistent with previous studies on tourism motivation. In the case of Saudi
tourists, Alghamdi’s (2007) research found that Saudi outbound tourists are motivated by
‘escape’ factors. Moreover, Albughuli (2011) reported that relaxation is one of the two most
important factors for Saudi tourists. Comparing this finding with international tourists, it is
consistent with British tourists visiting Alanya (Kesgin et al., 2012; Kim & Lee, 2002). Kesgin
et al. (2012) found that ‘learning/exploring’ and ‘escape’ are important motivations for British
tourists. Kim and Lee (2002) reported that ‘escaping from everyday routine’ is an important
factor for visitors to the national park of South Korea. The previous studies show the

importance of personal escape for the tourists.

Despite the fact that some findings of this study are consistent with these past studies, other
studies found different results. For instance, Bogari et al. (2003) reported that the most
important motivational factors for Saudi inbound travelers were religious and cultural values.
A possible explanation of this difference in results might be the different time of the study.
Bogari et al.’s (2003) study was the first study on Saudi tourism motivation, and as such it was
conducted before the number of Saudi outbound travelers had increased significantly (see
Table 1-1). An additional possible explanation could be that Saudis travel domestically for

different reasons and purposes.

Regarding personal seeking, the findings of the current study demonstrate that ‘to experience
new things about myself’ is very important for Saudi outbound tourists. In relation to the

personal seeking factor, Saudis may also find it desirable to travel abroad ‘to overcome a bad
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mood’ and hence free their minds. The finding clearly demonstrates that Saudi tourists place

high importance on the personal seeking dimension.

This finding is consistent with previous studies on the behavior of both Saudi and international
vacation travelers. For instance, Alghamdi (2007) found pull factors were important for Saudi
outbound tourists as they seek new experiences. Bogari et al. (2003) found 9 important pull
factors, and Albughuli (2011) identified 5 important pull factors. Additionally, the current
study’s finding is consistent with previous international studies (Kesgin et al., 2012; Kim &
Lee, 2002). Kesgin, et al. (2012) and Kim and Lee (2002) found pull factors were very
important for British and South Korean tourists. Thus, it can be inferred that personal seeking

is important for most tourists.

The findings of this study suggest that motivational factors differed by demographic profile.
Generally, in an analysis of all the demographic groups, deviating from the normal routine
seemed to surface as the major motivational factor for all demographic groups. As a matter of
gender, females demonstrated more motivation in general in most of the motivational factors
than did males. This could be a result of the social restrictions that face women in Saudi Arabia
(e.g., they are not allowed to drive in Saudi Arabia, and they are required to wear hijab). These

social restrictions may motivate Saudi women to travel abroad and escape the Saudi culture.

Nevertheless, the findings of this research indicate no significant gender differences in the
results, except for the item ‘to bring friends/ family closer’. Women rated this item significantly
higher than did men. This finding is consistent with Kim and Lee (2002), who also showed that
females rated this item significantly higher than men. However, other studies found different
results. For example, Alghamdi (2007) found that male placed significantly high importance
on social factors, including family togetherness, while Kesgin et al. (2012) found no gender
differences on these items. It can be concluded that it is still not clear whether males and

females differ in their level of interest in family togetherness.

In an analysis of the effect of age on motivational factors in general, the 18-24 age group
demonstrated the highest ratings for most of the items. This could be a result of a sense of, and
love for, adventure within the 18-24 age group. The young people stand to be most fascinated
by trips and would want to meet new people in their lives. In addition, although contributing
in only a small way to motivational factors, the desire to tell others of their experiences during

the period they were on their trip would also motivate young people. In contrast, the 45+ age
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group respondents seem to be more interested in factors that lean toward meeting people with

similar interests rather than meeting completely new people in their lives.

Regarding significant differences by age, this study found 6 such significant differences. The
results showed that the 18-24 age group placed significantly higher importance on personal
escape factors ‘to have a change in pace from my everyday life’ and ‘to overcome a bad mood.
This finding is consistent with the Korean national park’s visitors studied by Kim and Lee
(2003). On the other hand, other studies found different results. Alghamdi (2007) found no
significant difference in escape factor scores, while Kesgin et al. (2012) found that the 34-54
age group rated escape factors significantly higher than other groups. This difference in
previous studies’ results shows it is still not clear whether various age groups demonstrate

different levels of interest in personal escape factors.

Additionally, this study found that the 18-24 age group rated the item ‘to tell other about my
experience’ significantly higher than other groups. This finding is consistent with Alghamdi
(2007), who found those younger than 25 placed significantly higher importance on prestige.
Other international studies found different results, however. For example, Kesgin et al. (2012)

found no significant difference in this item by age.

The last analysis of motivational factors by age shows that the 18-24 age group rated the items
‘to experience new things about myself” and ‘to meet new people’ significantly higher than did
the other groups. This could be because young people have less life experience and therefore
would like to experience new things about themselves. This finding is consistent with
Alghamdi (2007), who found that respondents from 18 to 24 years old placed significantly
higher ratings on these items than did 35-44 years old. However, other international tourist
studies demonstrated different results. For instance, Kesgin et al. (2012) reported that the 34-

54 age group rated ‘make new friend’ significantly higher than other groups.

4.4.3. Vacations activities

The results of this study show that Saudis prefer to participate in seven diverse activities. Apart
from just traveling abroad, Saudis also have quite a number of activities that seem to come up
as interesting while they are abroad. The most important vacation activity reported in the

current study was ‘just relaxing’, followed by ‘sightseeing’ and ‘shopping’. Saudis are mostly
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interested in having free time and relaxing. This finding is consistent with a motivational factor
item finding, specifically ‘to have a change in pace from my everyday life’. Thus, time abroad
proves to impact their experience of personal freedom and they would rather spend that time
relaxing before they embark on traveling back to Saudi Arabia.

These results match those observed in earlier studies as well (Mumuni & Mansour, 2014;
Seddon & Khoja, 2003). For instance, Mumuni and Mansour (2014) reported that “just
relaxing” and ‘shopping’ are the most important vacation activities for Saudi outbound tourists.
This is also consistent with Seddon and Khoja’s (2003) research, which found shopping to be
one of the important vacation activities for Saudis. This finding is also consistent with other
international studies (Choi & Tsang, 2002; Heung et al., 2001; Kesgin et al., 2012). Heung et
al. (2001) reported that just enjoying their holiday is the most important factor for Japanese
leisure travelers. Kesgin et al. (2012) found relaxation was important for British tourists visiting
Turkey. Choi and Tsang (2000) found sightseeing to be one of the most important vacation

activities for their study participants.

Additional items were considered important. The current study found the following items were
important for the majority of participants: ‘visiting beaches’, ‘exploring the outdoors’, and
‘visiting historical places’. This finding is consistent with previous studies on vacation activity.
For example, Mumuni and Mansour (2014) found ‘visiting beaches’ was an important activity.
This is also consistent with Seddon and Khoja’s (2003) finding that ‘walking and picnicking’

is an important vacation activity for Saudis.

This study found numerous tourist activities appear to be unimportant, as well. Saudis showed
less interest in participating in the following items: ‘visiting night clubs’, ‘diving’, ‘attending
sporting events’, and ‘attending music concerts’. These findings were slightly different from
those of previous studies. For instance, the findings of Alghamdi (2007) suggested that ‘visiting
nightclubs’ is an important tourist activity for Saudi outbound tourists, while Mumuni and

Mansour (2014) found it slightly important.

The findings of this study suggest there are significantly different ratings based on gender.
Males placed higher importance on participating in most vacation activity items in general.
Specifically, results for 7 items were different. On the one hand, males placed significantly

higher importance on 5 items, which are: ‘camping’, ‘exploring the outdoors’, going on safari’,
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‘diving’, ‘attending sport event’, and ‘visiting nightclubs’. A possible explanation for this could
be the Saudis’ culture, where males tend to participate more in physical activities. On the other
hand, females placed significantly higher importance on two items: ‘sleeping’ and ‘shopping’.
This is understandable, as females usually are more interested in fashion and shopping.

The findings of the current study are consistent with previous vacation activity studies for some
items, and differ for other items. For example, in term of outdoor adventure items (‘camping’,
‘exploring the outdoors’, going on safari’, ‘diving’, and ‘attending sport events’), the findings
of this study are consistent with the work of Choi and Tsang (2011), which found that males
were significantly more interested in outdoor adventure. However, other studies have reported
different results in this regard. For example, Mumuni and Mansour (2014) found females
placed higher importance on outdoor adventure. Furthermore, Heung et al. (2001) found no

significant difference by gender regarding outdoor adventure.

Regarding ‘visiting nightclubs’, males in the current study rated this activity significantly
higher than did females. This finding is consistent with findings for Hong Kong tourists (Choi
& Tsang, 2011), but other previous studies have found different results. For example, Mumuni
& Mansour (2014) and Alghamdi (2007) found that females placed higher importance on this
item than did males, while Heung et al. (2001) found no significant difference by gender.

Additionally, this study found that females placed significantly higher importance on the items
‘shopping’ and ‘sleeping’ than did males. This finding is in agreement with previous studies
on Saudi outbound vacation activity (Mumuni & Mansour, 2014). Moreover, it is consistent
with other international studies. For example, it agrees with results for Japanese tourists (Heung
et al., 2001). However, it is different from findings on Hong Kong tourists (Choi & Tsang,
2011) which demonstrated that male Hong Kong tourists were more interested in shopping than

were females.

The findings of this study report different respondent ratings based on age. Generally, the
young generation demonstrated the highest ratings while the oldest generation demonstrated
the lowest ratings on most items. A possible reason for this might be the fact that the youth
have more energy and passion. The results also indicate significant differences between age
groups concerning vacation activity items, including: ‘watching movies’, ‘diving’, ‘attending

music concerts’, and ‘visiting night clubs’. Respondents over 45 years old rated these
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entertainment items (watching movies, attending music concerts, and visiting nightclubs)
significantly lower than 18-24 and 25-34 year-old respondents. This finding is consistent with
Mumuni and Mansour’s (2014) study, which reported the majority of 45-and-older respondents

demonstrated the least interest in entertainment items.

In the case of ‘diving’, the youngest generation group rated this item significantly higher than
did other groups. This finding does not agree with Mumuni and Mansour’s (2014) results which
found middle-age participants were more interested in diving. Moreover, it is important to note
that the other studies (Choi & Tsang, 2011; Heung et al., 2001) did not measure this item.
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5. CHAPTER FIVE: CONCLUSIONS

This chapter discusses an overview of the significant findings of this study. It also provides
suggestions for future academics and practitioners in Saudi Arabia. In addition, several

implications of the findings and limitations of the study are discussed.

5.1. Summary of research findings

This study examined Saudi residents’ travel behavior. Particularly, it investigated the
motivations of Saudi outbound tourists and their travel activities abroad. Four research
questions were discussed. Responding to the four research questions in chapter one, data from
this study depicted the vacation behavior of Saudi outbound tourists. For instance, in the case
of the most important motivation factors, the findings suggest that personal escape was the
most important motivational factor for respondents, followed by personal seeking. The items
‘to have a change in pace from my everyday life’ and ‘to experience new things about myself’

were rated the most important.

To explore the difference between demographic groups regarding motivational factors,
additional analyses were conducted. The results of this study suggest that females and younger
age groups were motivated by most of the motivational factors. The females placed higher
importance on most of the motivational factor items than did males, and the 18-24 year-old age

group demonstrated the highest ratings over all other group.

However, in terms of statistically significant differences, this study found 5 significant
differences by age and only 1 by gender. Specifically, females were significantly more
motivated by the item ‘to bring friends/family closer’; and 18-24 year-olds rated the items ‘to
have a change in pace from my everyday life’, ‘to tell others about my experience’, ‘to
experience new things about myself’, ‘to feel good about myself’, and ‘to meet new people’

significantly higher.

Additional examinations were conducted to rate the most important vacation activities
according to Saudi outbound tourists. The findings of the current study suggest that the most
important vacation activity was ‘just relaxing’, followed by ‘sightseeing’ and ‘shopping’.
Saudis are mostly interested in having a free time and relaxing, and for Saudis, to travel is to

be free from everyday life. ‘Shopping’ and ‘sightseeing’ seem to be very important activities
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for them. Additional activities were found to be important such as ‘visiting beaches’, ‘exploring
the outdoors’, and ‘visiting historical places’. In particular, Saudis showed high motivation for

visiting beaches.

Generally, in term of differences in levels of importance demonstrated by different
demographic profiles, this study suggests that generally, males and those in the 18-24 age group
placed higher importance on most vacation activity items than did others. However, in term of
statistically significant differences, this study found seven significant differences by gender
and 4 by age. Males rated 5 significantly higher differences in the items ‘camping’, ‘exploring
the outdoors’, ‘going on safari’, ‘diving’, ‘attending sport event’, and ‘visiting nightclubs’.
Females placed significantly higher importance on the items ‘sleeping’ and ‘shopping’. The
youngest generation rated the items ‘watching movies’, ‘diving’, ‘attending music concerts’,
and ‘visiting night clubs’ significantly higher than did other groups. Some of the current

findings are consistent with previous studies and some are different.

5.1.1. Limitations

A number of important limitations need to be considered concerning this study. First, the
sample size was small due to limitations of time. Second, the data collection was conducted
only during summer, and there is a possibility that Saudi tourists’ reports of motivation and
vacation activities differ by the time of year. The weather during summer in Saudi Arabia is
very hot and the importance of the escaping factor may have increased during summer,

accordingly.

5.2.  Implications

The evidence from this study has important implications for tourism sectors in and outside of
Saudi. Destination management and tourism organizations can use this study to target the
interests and needs of Saudi tourists. For example, the study found that the factors which
motivate Saudi outbound tourists are ‘to have a change from my everyday life’, ‘to experience
new things about myself’, and ‘to get away from my normal environment’. These findings
could be used by tourism managers, both abroad and in Saudi Arabia, to make their trips appeal
more to the Saudi market. Moreover, the study found that the most important vacation activity

driving Saudi tourists abroad is relaxation. A reason for this could be that daily routines for a
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typical Saudi national tend to be stressful, coupled with the fact that the social environment is
fairly strict (Alghamdi, 2007).

Whilst Saudis in general are not discontent with their way of life, it is understandable that there
IS a desire to experience a more liberal environment from time to time, where they can act
freely and without criticism. Managers wishing to boost their tourism industry by targeting
Saudi nationals should consider this when developing their marketing campaigns. For example,
they may market their quiet locations, such as small villages and rural spots which allow to the
Saudi tourists to live without feeling watched, and maintain as many or as little Saudi customs
as they choose. These types of locations may be identified and showcased to appeal to a typical
Saudi traveler. In addition, this study is important for the academic field of tourism since, as
has been explained earlier, Saudi outbound tourism has been growing and there is a need to
understand the Saudi outbound travel motivations scientifically (Alghamdi,2007; Seddon &
Khoja, 2003).

5.3.  Recommendations for further research

Understanding vacation behavior is an important aspect of the tourism market (Snepenger et
al., 2006; Uysal, et al., 2008). Therefore, this study further investigation in the form of more
research about Middle Eastern vacation behavior in general, and Saudi Arabian vacation
behavior in particular, since there is a lack of research within these contexts in spite of its
importance. There is a possibility that some nations have similar vacation behavior.
Determining similarities and differences would provide recommendations for destination

managers.

This study recommends replicating this work with a larger, random sample in order to
generalize its findings. Second, additional studies within the vacation behavior context are
needed during the four different seasons. The findings of this research cannot be generalized
to all Saudi tourists because the data collection was conducted only during summer. It is
important to conduct more research during different seasons in order to compare the results.

This will also help to determine the influence of seasons on vacation behavior.

Next, this study was conducted in Saudi Arabia during the pre-trip stage. Participants were
asked to rate the importance of tourism motivation factors and vacation activities. It is possible

that participants did not answer questions honestly, because they did not pay attention. For
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example, the low rate of ‘visiting nightclubs’ may be the result of the fact that nightclubs are
prohibited by Islamic Religion, which influences Saudi culture and attitude (Bogari et al.,
2003). Therefore, a qualitative research method at popular Saudi tourist destinations should be
used. For example, interviews and observations of Saudis during their vacations might produce

a better analysis of Saudi vacation behavior.



