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Abstract. In an effort to determine the motivation of local and outbound tourists, this case study explores domestic tourism in the Kingdom of Saudi Arabia (KSA). An examination of the KSA domestic tourism literatures and based on a review of scholarship in this area, an electronic survey was designed and disseminated to Saudi Arabian citizens resulted in 106 respondents. These respondents’ show the importance of the security/safety, favorable weather and cultural attractions among other variables in the travel decision process. Recommendations are made regarding implementing possible strategies to improve tourism activities and events, local awareness of positive aspect of tourism and quality of tourism product in KSA.
1. Background

In 2008 prior to the start of the summer holiday season, Prince Sultan bin Salman, secretary-general to the now designated General Commission for Tourism and Antiquities (SCTA), announced a five-year plan which specifically focuses on the development of domestic tourism in KSA (Abdullah, 2008). First, the population of Saudi Arabian citizens in the Kingdom continues to grow about 3.4% in 2010 from 2004 (currently at 18.5 million) according to the Central Department of Statistic and Information in Saudi Arabia. Therefore, providing a “built-in” market of potential domestic tourists is essential to accommodate the growing demand of local tourists. In 2008, 38% of the population was under the age of 15 which seems to indicate that family and young adult tourism activities should thrive in this country for many years to come (Population Reference Bureau, 2008). Second, Saudis apparently have the money, time and interest in vacationing is shown by the fact that Saudis spent almost six billion US dollars on 4.7 million international tourist trips last year (MAS, 2009). With more than 75% of these trips being to neighboring Middle East countries (such as UAE, Bahrain, Egypt, Syria and Jordan), it makes sense to develop domestic tourist assets to encourage Saudi citizens to “holiday at home” (Abdullah, 2008). Third, investments in tourism would provide: educational opportunities (more career choices), much needed job growth, and appreciation/preservation of regional natural beauty, dance, food, music, crafts and antiquities. Fourth, hand in hand with the tourist business development will no doubt be government sponsored infrastructure projects which will enhance access to tourism activities (i.e. road way improvements, mass transit, etc.).

1.1. Problem statement
This project’s central question is to determine “What are the factors that would motivate Saudi Arabia’s citizens to vacation within Saudi Arabia instead of traveling outside the country?”.
1.2. Objectives
Based on the problem statement above, the following research objectives were formulated:
1. To identify what motivates Saudi Arabian tourists to travel domestically within the country.
2. To identify what motivates Saudi Arabian tourists to travel outside the country.
3. To determine what changes to the current domestic tourism offering would motivate Saudi Arabian tourists to choose a domestic trip over an international trip.
1.3. Method of research

The primary data for this research project was collected through an electronic questionnaire. The questionnaire was disseminated online to target Saudi Arabian tourists who had domestic and international travel experience.

Secondary data sources were consulted in order to partially validate the survey results. Among these many resources were two particularly informative studies: “Explicit and Implicit Motivation towards Outbound Tourism: A Study of Saudi Tourists” authored by Dr. A. Alghamdi in 2007 and “Motivation for Domestic Tourism: A Case Study of the Kingdom of Saudi Arabia” conducted by Dr. N. Bogari in 2002. Another invaluable information source is the SCT’s research website, www.mas.gov.sa, which houses tourism-related data on a variety of subjects (i.e. Domestic and Outbound Tourism, Tourism Establishments, Quick Response Statistics, etc.). Further insight was obtained from the “Tourism Masterplan Socio-Cultural Impact Report” which was produced in 2001 by the SCT and an outside team of consultants.
1.4. Significance of the study
According to tourism expert Robert W. Mcintosh (1995), understanding the customer is essential in order to be successful in the tourism industry. Studying tourists’ motivations is the key to understanding tourist behavior and beyond that understanding the tourism system (Gunn, 1988). However, tourist motivations, specifically international tourists’ needs, embody different ideas (due to cultural differences, etc.) making studying motivation a very complex subject to tackle. The only way to identify tourist motivation is through the contemporary literature of tourist motivation. Although motivation is the driving force behind all tourist actions (Crompton, 1979), few researches have been undertaken about domestic and outbound tourists’ motivation in Saudi Arabia (Alghamdi, 2007).

In general, there are three reasons for understanding domestic tourism issues in KSA. First, determining tourist motivation is the initial step in designing a product to the travelers’ needs/wants, as well as being able to subsequently successfully market the offering. Second, understanding tourist motivations is the root to tourist’s satisfaction through the interaction of expectation. It would be illogical to examine tourist satisfaction without first understanding tourist motivation. Third, studying tourist motivation helps marketers understand the decision-making process of the tourists which would give insight as to the best product match for each customer (Crompton, 1997). The timing of this study is perfect because, as mentioned previously, the SCTA’s eighth operational plan focuses on conducting research to encourage domestic tourism within Saudi Arabia (SCTA, eighth operational plan 2003-2008, 2009). To design and market the features of the “destination - KSA” to its native people (followed by regional tourists and then eventually international tourists), we need to understand what motivates them to travel.
2. Literature Review

The literature review below is organized around the following themes:
1. The current tourism situation in KSA.
2. Saudi Arabian international tourists destination.
3. Saudi Arabian domestic tourists destination.
4. Travel motivation of Saudi Arabian tourists.
2.1. The current tourism situation in Saudi Arabia
Prior to the new millennium, specifically before the foundation of the Saudi Commission of Tourism and Antiquities (SCTA), very little data was recorded regarding this industry. In April 2000, the government of KSA took an important first step towards building a tourism industry in their country; they established the Supreme Commission of Tourism (SCT). Since its inception the SCT has devised and implemented a strategy whose goal is to grow tourism into a perennially noteworthy contributor to the nation’s GDP. (Note: in 2008 the organization was renamed the “Saudi Commission for Tourism and Antiquities” SCTA.)
According to its charter, the SCT, among other responsibilities, was to set up a “Tourism Information and Research Center”. Known as MAS (an Arabic acronym), the National Center for Tourism Information and Research was created in 2002 with a vision statement that reads as follows:  “to establish a pioneering and specialized scientific center for information, research, studies and statistics related to the tourism industry in the Kingdom of Saudi Arabia, thus providing an effective and positive contribution to tourism development in Saudi Arabia” (MAS, Vision Statement, 2009). The MAS’s website (www.mas.gov.sa) has proven to be invaluable resources for this project. In its relatively short existence, the MAS has amassed an impressive amount of tourism data. This essential branch of the SCTA collects, interprets and disseminates this data for the benefit of all KSA tourism stakeholders (i.e. investors, governmental ministries, tourists, media, tourism business owners, UN World Tourism Organization, etc.).
2.2. Saudi Arabian international tourists

Annually millions of Saudis travel to other countries and spend billions of dollars on these out-of-country vacations. According to GTCA “Main Tourism Indicator” data, the top five international destinations for Saudi travelers last year (2008) were: Egypt, Syria, UAE, Bahrain and Jordan. On the surface this trend might seem to indicate that Saudi travelers are looking for destinations where they have language, religion, culture and proximity (relatively close to home) in common. But if that were the case, why aren’t they staying in-country for vacation (Table 1).
From Table 1, Saudi travelers spent almost $6 billion on their international travel ventures in 2008. This, interestingly, represents almost $1 billion over the 2007’s expenditures and yet there was a decrease in the number of tourists (100,000 fewer in 2008) between the two years. Their tourism (per traveler) spending is the fourth largest of any nationality (Alzaide, 2009). The data shows on average each Saudi spent $1,450 over 14 days (which was the average length of stay). This means outbound Saudi tourists spent $100 per person per day while on their international vacations! It is important to keep in mind that this travel is being undertaken by 4 million Saudis (approximately 20% of the citizens of KSA).
The five-year data spread of Table 1 indicates that outbound tourism has been occurring at least over this timeframe, but has been experiencing some significant fluctuations. The year 2005 was the highest in recent years with 4.4 million overnight travelers leaving KSA. In contrast, 2006 showed less than half that number (2 million) traveling abroad (MAS, Tourism Statistic, 2008, 2009). This phenomenon can be explained in part by the severe downturn in the Saudi stock market and political instability in the region which both were occurring during 2006.
This data is interesting, but it doesn’t really give us any insight as to what is motivating this international travel (or even whether Saudis consider these tourism expenditures as excessive).
2.3. Saudi Arabian domestic tourists
In spite of the fact that one-fifth of the Saudi citizens choose to vacation in an international setting does not mean that they are not participating in domestic tourism as well. Table 2 shows that 28.8 million Saudis participated in domestic tourism within the Kingdom last year. The financial effect of these activities added the equivalent of $10 billion to the country’s economy. Although not quite up to the level reported in 2005 (35.3 million overnight visitors), there has been steady increases since the 2006 recession. According to data collected by the SCTA, we know that the cities of Jeddah, Riyadh, Mecca, Medina and then Dammam were the most visited destinations by domestic tourists (MAS, Main Tourism Indicators, 2009). Verbally they may tell the SCTA survey person they came to shop, visit family, go to a festival, or for religious reasons. However, the survey never digs deeper to find out what is really motivating their actions or if there is some other type of tourism activity that they would prefer to be experiencing.
Table 1. Outbound tourism 2004-2008
[image: image1.emf]Criteria   % Change      07 - 08  2008  2007  2006  2005  2004  

       

Total travel Abroad (000)  - 2.3  4,705  4,817  2,336  5,009  4,234  

Tourist Departures  - 0.9  4,087  4,126  2,000  4,403  3,811  

Same -   Day Visitors  - 10.6  618  691  335  606  423  

Number of Nights Abroad - (000)  - 7.6  41,908  45,376  25,944  56,143  52,844  

Average Length of Stay  - 9.1  10  11  13  13  14  

Tourism Expenditure M $  21  5,906  4,879  1,804  3772  4,256  

Average Expenditure tourist/day($)  31.2  141  107  69  67  80  

         

 


Source: MAS (2009).
Table 2. Domestic tourism 2004-2008
[image: image2.emf]Criteria  % Change      07 - 08  2008  2007  2006  2005  2004  

       

Total Visitors (000)  1.3  30,044  29,672  28,400  32,228  39,615  

Tourist Overnight  0.8  28,775  28,549  27,080  30,236  35,282  

Same -   Day Visitors  13  1,269  1,123  1,320  1,992  4,333  

Number of Nights Abroad - (000)  4.9  197,662  188,403  183,527  196,737  216,870  

Average Length of Stay  4.5  6.9  6.6  6.5  6.5  6  

Tourism Expenditure M $  18.3  10,072  8,472  8,603  8,524  9,685  

Average Expenditure tourist/day($)  12.4  50  45  46  43  44  

         

 


Source: MAS (2009).
Another statistic gathered from tourists is their mode of transportation. Approximately 80% of domestic tourists use their personal vehicles in order to get to their domestic vacation “experience”, 10% fly, 5% went on the bus and 1.5% rented a car (MAS, Main Tourism Indicators, 2009). In the interest of increasing domestic tourism, this data might indicate to the government that they should improve road travel conditions. However, without knowing the motivation behind these transportation choices (i.e. how far away from home are they traveling, is this the only way to get to the destination, etc.) the investment in this type of infrastructure improvement may not be appropriate. Case in point, a new 2,400 km long railroad is being built (expected to be finished by 2012) which will connect the East with West and the North with the Center of the country (Ghafour, 2009). It remains to be seen whether Saudi tourists will want to give up their cars and take public transportation to their tourism destinations. What would motivate them to make that choice? If no one asks them, we will never know.

2.4. Travel motivation of Saudi Arabian tourists

As Dr. Naima Bogari of King Abdulaziz University, Jeddah, KSA said back in 2002 in the abstract of her work entitled “Motivation for Domestic Tourism: A Case Study of the Kingdom of Saudi Arabia”, “tourism motivation in developing countries and Islamic culture has received scant attention from researchers”. Like many travel researchers, Bogari utilized the concepts of push and pull factors in order to describe motivations of domestic tourists in KSA. Bogari aptly explains, “the idea behind this concept is that people travel because they are pushed by their own internal forces and pulled by the external forces of the destination attributes” (Geoffrey lan Crouch, 2004: p. 51).
For the purpose of this study, Bogari distributed surveys to domestic tourists in the cities of Jeddah and Abha, both considered to be popular tourist destinations of the time. This resulted in 505 usable questionnaires being collected and analyzed in order to attempt to determine what motivated domestic travel. In the survey, respondents were asked to rate 36 push factors (using a Likert scale where “1” was “strongly disagree” to “5” which was “strongly agree”) as they relate to their motivation for domestic travel. Of these, nine push factors were identified through analyzing the collected questionnaires: cultural value, utilitarian, knowledge, social, economical, family togetherness, interest, relaxation, and convenience of facilities. Similarly, survey takers rated 40 pull factors (using a Likert scale where “1” was “very unimportant” to “5” “very important”) as to the level of influence each factor has on their domestic tourism choices. Nine pull factors proved to carry the most importance: safety, beach sports/activities, natural/outdoor, historical/cultural, religious, budget, leisure and upscale.
Of particular interest was the top result in each category; for push factors it was “cultural value” and for pull factors it was “religious”. By using the phrases “to visit the Kaaba” and “to visit the Prophetic Mosque” to describe the “religious pull factor”, the importance of the religious pull factor was almost guaranteed as what good Muslim would not say that they want to visit the holiest shrines of their religion. (In fact, visiting the Kaaba in Mecca is part of hajj which is required by all Muslims once in their life time.) Certainly, when formulating any survey one must keep in mind that respondents may be influenced by the desire to answer what they think the surveyor wants to hear rather than what the respondent really feels (Cook, 2004).
Another study published by University of Glasgow in 2007 called “explicit and implicate motivations of outbound tourism”. This study focused on outbound tourists contradicts Dr. Bogari’s study which focused on domestic tourists. The doctoral candidate Abdulraheem Alghamdi, who conducted the study, saw the large amount of money being spent by Saudis on international vacation destinations and he wanted to find out what was influencing their travel destination choices. To this end, Alghamdi administered a questionnaire to Saudis who were traveling to one of three destinations: Bahrain, Egypt, and France. This resulted in him collecting a total of 486 surveys which were analyzed for the explicit and implicit push and pull factors associated with their decision-making process. The push factors most often identified (explicit and implicit) included: ‘escape’, ‘prestige’, ‘social and sport’, ‘experience and excitement’, ‘enjoying natural resources’, ‘knowledge’, ‘relaxation’, ‘alcohol and sex desires’ and ‘fun and freedom desires’. The pull factors (explicit and implicit) which were most important to the respondents were: ‘expenditure’, ‘outdoor activities’, ‘natural and historical’, ‘weather and environment’, ‘alcohol and sex attractions’ and ‘fun and freedom attractions’. Further, he sought to determine if there were any correlations between cultural and demographic factors and the push and pull factors identified. The regression methods employed found variables that did in fact influence Saudi tourist destination selection. The most influence pull variables are weather and environment then cultural attractions, cost and outdoor activities. The most influence pull factors are knowledge, escape and enjoying natural resources (Alghamdi, 2007: p. 219).
The quantitative survey results were validated during 25 qualitative interviews which were conducted by Alghamdi. During this process he utilized the “third person technique” in order to attempt to relieve the interviewee’s potential anxiety in discussing religiously-forbidden topics, such as alcohol consumption.

3. Methodology

This section describes the method of research that was used to accomplish the goal of this study. The aim of this research is to identify reasons (motivating factors) why some Saudi Arabian tourists prefer travel abroad instead of choosing local destination?
3.1. Survey administration

For the purposes of this research project a survey was designed in English using the online survey tool “Survey Monkey”, which was accessed at www.surveymonkey.com. This site allows one to: build a web-based survey, e-mail it to potential respondents, tabulate the data and create graphical representations of the results (Survey Monkey User Manual, 2009). Once the survey was created, a unique link was generated which when clicked on would bring potential respondents to this Saudi travelers’ survey. The on-line survey method allows for surveys to reach more (qualified) people in less time (Sutton, 2004).
The link to the survey was posted on three websites: Saudi Student Forum in the U.S. (www.saudiforum.us), Saudis in USA (www.saudiusa.com) and KSA Students Union (www.ksastudents.com). These three websites were chosen because most of the users are Saudi nationals who are attending universities in the U.S., and therefore would be able to respond to a survey written in English. In addition, by virtue of the fact that they attend schools in the U.S., the students have all experienced traveling outside the country and thus would be able to answer the international travel section of the survey.
The Saudi Student Forum in the U.S. (www.saudiforum.us) is the website of an organization that helps connect Saudi students studying in the U.S. and Canada. The website provides a forum for over 30,000 Saudi students in the U.S. to discuss common issues related to studying abroad and also provides information focused on professionalism and leadership development skills. The second website utilized to disseminate this survey was Saudis in USA (www.saudiusa.com). With over 3,700 students registered here, this active website offers up-to-date information concerning issues relevant to Saudis living in the U.S. The third website is called KSA Students Union (www.ksastudents.com). This website helps Saudi students attending universities all over the world with various issues related to school information, cultural interaction and posts important KSA government notifications. Many organizations also have links to them on popular social networking sites such as Facebook.com, Twitter.com, Myspace.com, Flicker.com and Youtube.com. The link for this survey was posted on the Facebook.com page for each of those organizations in order to get more exposure to Saudis and thereby increase the number of respondents. Finally, the survey’s link was sent via e-mail to the survey initiator’s Saudi contacts list in an effort to increase the number of respondents. The initiator’s friends were asked to forward the e-mail, which includes a link of the survey, to other Saudi citizens. In an effort to make the survey more truthful, a control on computer IP addresses was applied so the respondents cannot take the survey more than once from the same computer.
3.2. Population and sample size
The target for this survey was Saudis (males and females) with both domestic and international tourism experiences.  The minimum age requirement for participation was 18 years old.  The survey questions were written in English as this is the language of the U.S. (where the survey writer is studying).  In order to encourage more completed surveys, the respondents were allowed to answer the open-ended questions in Arabic.  As stated previously, the survey was on-line based so technically one would have to have access to the internet in order to participate.  The internet was utilized to disperse the survey and to have the results “returned” to the researcher.
3.3. Questionnaire design
The end result was a 20-question survey; due to a variable page length feature on Survey Monkey, it appeared as only a three-page survey. The sections were entitled: 1) Domestic Trips, 2) International Trips, and 3) Respondent Profile.

The first page of the survey, “Domestic Trips”, consisted of four questions whose purpose was “to identify what motivates Saudi Arabian tourists to travel domestically within the country” (Objective One). The first two questions were open-ended (fill-in-the-blank) and the last two were attitudinal response utilizing a five answer Likert scale.
Section One of the Survey: Domestic Trips

Question 1: When traveling within Saudi Arabia for a leisure-holiday what part of the country do you most often choose to go to?
This first domestic tourism question seeks to determine what destinations are the most popular among the respondents.  The answers to the next two questions are designed to be based on the response given in this question.

Question 2: What is the most important variable that influenced the choice?
This open-ended question helps determine which variables most influence the choice of destination for the domestic tourist.
Question 3: Please check the circle that best matches the importance of the following destination characteristic in your decision to travel to the domestic location stated in Question 1 above.
In this question, the respondent is asked to indicate how important certain physical characteristics of destinations are in their decision making process. A five-point scale 1-5 was used which begins at “not important at all” and runs all the way through “extremely important” with “no opinion either way” in the middle. The 13 destination characteristics utilized in this question was based on the literature review. The “pull factors” included: favorable climate, natural beauty, cultural attractions, quality of accommodations, quality of food and beverage, wide range of recreational activities, shopping, nightlife, special events and festivals, security and safety, reputation of employees, distance/travel time, and friendliness of residents (toward tourists).
Question 4: Please choose the circle that best represents your level of agreement or disagreement with the following intangible reasons for traveling within Saudi Arabia for holiday.
Similar to the previous question, this question asks the respondents to indicate their personal feeling (level of agreement or disagreement) as to the likelihood for certain intangible reasons to motivate them to participate in domestic tourism. The five answer-based Likert scale this time was “strongly disagree”, “disagree”, “undecided”, “agree” and “strongly agree” (with the implied numerical values being one through five). The eight variables included: to fulfill my curiosity for new things, to find adventure, to gain a new experience I can’t get at home, to get a break from my daily routines, to gain new knowledge, to gain prestige by being able to say I had been there, to escape the pressure of my job and to seek privacy.
Section Two of the Survey: International Trips

As state previously, in 2008 over 4 million Saudis traveled outside of their country for vacation and they end up spending $5.9 billion in the process. Therefore, the second page of this survey, “International Trips”, consisted of nine questions of which the purpose of numbers 1-8 was “to identify what motivates Saudi Arabian tourists to travel outside the country” (Objective two). Question 9 was written as an open-ended question “to determine what changes to the current domestic tourism offering would motivate Saudi Arabian tourists to choose a domestic trip over an international trip” (Objective three).

Question 1: What country do you most often visit for leisure purposes when traveling outside of Saudi Arabia?

This first outbound tourism question seeks to determine what international destinations are the most popular among the respondents. The answer to the next question should be based on the response given in this question.
Question 2: What is the most important variable that influences this choice?
This open-ended question helps determine which variables most influence the choice of destination for the international tourist. In addition, open-end question created that give library to answer the question and at the same the question time does not carry any sexual references which might be offensive to other respondents. Dr. Algamdi received many complaints from his respondents when he asked if they traveled for sexual or drags reasons.
Question 3: Do you ever travel outside of Saudi Arabia specifically for an experience that is unavailable domestically?
Question 4: If yes, what was the experience?
This combination of questions is attempting to determine if KSA lacks something that their citizens are looking for and, therefore, is motivating them to travel outside of their country in order to find/experience it. Question 3 has only two possible responses (yes or no) while Question 4 is open-ended which accommodates the wide variety of potential answers on this subject.
Question 5: Please check the circle that best matches the importance of the following characteristic in your decision to travel to the country identified in Question 1 above.
This is the same question that was used in Section One (Question 3); however, this time the respondent is to refer to their preferred international destination’s characteristics. Again there were five levels of importance to choose from and 13 pull factors (in this case mostly tangible attributes) to be evaluated.
Question 6: Please check the circle that best represent your level of agreement or disagreement with the following intangible reason for traveling outside of Saudi Arabia for holiday.
This is the same question that was used in Section one (Question 4) however this time the respondent is to indicate their personal feeling (level of agreement or disagreement) as to the likelihood for certain intangible reasons to motivate them to participate in international tourism. Again there were five answers to choose from for each of the 8 factors (some “push” and some “pull”) to be evaluated.
Question 7: If given the choice to take a domestic leisure holiday or an international leisure holiday, which would you take?
Question 8: Why?

Question 7’s purpose is to find out if the Saudi survey taker prefers domestic or international destinations. The open-ended Question 8 gives the respondent the opportunity to explain his/her preference for domestic or international travel (articulated in Question 7).
Question 9: What one thing would you recommend be added to the tourism offering in Saudi Arabia?

Question 9 was included in this survey in order “to determine what changes to the current domestic tourism offering would motivate Saudi Arabian tourists to choose a domestic trip over an outbound trip” (Objective 3). Space is provided here so that the respondent can fully explain his/her suggestion as to what improvement can be made to KSA’s tourism environment. The answers will be categorized and tabulated in the interest of being able “to rank the changes required to motivate a domestic choice over an outbound choice” (Objective 4) as outlined by our survey respondents.

Section Three: Respondent Profile
On the third (and final) page of this on-line survey, respondents are asked to answer seven questions of a demographic nature: gender, age, education level, marital status and income. Two of the questions are included to find out how often the respondent travels and how long their trips usually are. Together these questions provide a picture of each respondent.
4. Data Analysis and Findings
4.1. Respondents’ demography
Over a two-week period of time, respondents returned their surveys via e-mail to the survey initiator. A total of 106 surveys were received, of which 73 (or 68.9%) were complete (all questions answered). In order to give us a picture of who the respondents are, this report begins with the results from the survey questions in section 3 (“respondent profile”). The average age of the respondents was 28 years old. The majority of the participants were males, representing 70%. On the subject of marital status, the respondents were somewhat evenly split: with 43% of the respondents being married and 57% single. In addition, 44% of the respondents are college (undergraduate) students and 56% are graduate students. The average monthly income of the respondents was around 9,000SR which works out to approximately $ 31,000 per year (Fig. 1).
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Fig. 1. Trips and length of stay.
Fifty percent of the respondents reported traveling once a year with an additional 20% taking two trips and another 23% taking three international trips per year. Regarding the average length of each trip, about 80% of the 70 people who answered this question stated their trips were two weeks long or less (36% - two weeks, 19% - more than one week, and 21% - one week). Now that we have a general picture of the type of person who responded to the survey, we can examine more closely their specific tourism experiences.

4.2. Domestic tourists’ motivation

Section One: Domestic Trips
Question 1: When traveling within Saudi Arabia for a leisure-holiday what part of the country do you most often choose to go to? (Fig. 2)
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Fig. 2. Most visited provinces and cities.
Almost all survey takers answered Question 1, although a few of the responses proved to be invalid (i.e. Egypt). The open-ended design of this question resulted in names of cities and/or names of provinces being listed. Additionally, most of the respondents provided more than one answer. Therefore, the data was divided into a province chart and a city chart (see Fig. 2) which include the most popular responses in each category.
As you can see, Mecca province was the most visited, followed by the Eastern province then Asir province. These results are repeated in the city chart as Jeddah and Mecca are both in the Mecca province, Dammam and Khobar in the Eastern province and Abha is the capital of the Asir province. Saudi Arabian tourists are 100% Muslim and every Muslim must visit Mecca at least once in their life. This could be the reason behind selecting Mecca and Jeddah as the most popular destination. It was surprising that the Riyadh province only ranked 4th in popularity on the province chart in spite of the fact that it is home to the nation’s capital city of Riyadh (which didn’t even rank among the nation’s top seven domestic tourist city destinations on the city chart).
Question 2: What is the most important variable that influenced this choice? (Fig. 3)
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Fig. 3. Motivation variables by tourists.
Another open-ended question, Question 2, provided the respondents the opportunity to fill in whatever word or phrase they felt best described what influenced their internal travel destination choice(s). As with Question 1, many respondents gave more than one answer, with a total of 89 participating. Due to the variable nature of the responses, they had to be coded. The column entitled “Favorable weather” included such phrases/words as nice weather, cool climate and cold environment. The column “Natural Attractions” coded based on the redundant of words such as see, forest and mountain. The category “close destination” derived from the redundant phrases or words such as distance, close to home and short destination. The column “New Activities” coded based on the repeated phrase/words such as social events, cultural events and verity of entertainment. The column “convenient of services” coded based on the redundant phrases/words such as cleanness of the place, excellent accommodation and excellent facility. The column “Ground Mosques” coded based on the redundant of the word and phrases such as: the holy places, performing Hajj, taking Umrah. The column “Friendly resident” coded based on the redundant of the words/ phrases such as type of People and somebody I know.
The answers provided give a clear indication that favorable weather (climate) and natural variables are strong influences on domestic tourists with about one-quarter of the survey takers including at least one of these factors. Tied for second (but significantly behind number one) were “close destination” and “new activities”. Running a close third (with eight responses each) were the influences of “convenient services”, “Grand Mosque”, “beaches” and “friendly people”.
Question 3: Please check the circle that best matches the importance of the following destination characteristic in your decisions to travel to the domestic location stated in Question 1 above. (Fig. 4)
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Fig. 4. Domestic tourism pull factors.
The choices provided for this question were a scale of one to five with “1” being “not important at all” and “3” was “NO opinion either way” through “5” which was “extremely important”. The respondents were asked to rate thirteen different destination characteristics (pull factors).
With an average score of 4.42, “security and safety” is almost at the half way point between “somewhat important” and “extremely important” therefore giving it the highest ranking of all of the factors listed. On the other hand, “nightlife” received the lowest ranking of all of the factors (with an average score of 3.32) thereby leaving it nearest to the choice “no opinion either way”.
Question 4: Please choose the circle that best represents your level of agreement or disagreement with the following intangible reason for traveling within Saudi Arabia for holiday. (Fig. 5)
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Fig. 5. Domestic tourism push factors.
For this question a one to five scale was also used; however, in this case the “1” was “strongly disagree” and the “5” was “strongly agree” (with “undecided” in the middle as the “3” answer). Almost every survey taker (104 in total) answered this question: indicating whether they agreed or disagreed as to each of eight intangible reasons (push factors in this case) having motivated them to travel within KSA. The reasons “to get a break from my daily routines” and “to escape the pressure of my job” averaged the highest agreement scores among the participants. At the other end of the scale, we found “prestige” was the least likely of the eight reasons listed to motivate domestic travel.
4.3. Outbound tourists’ motivations

Section Two: International Trips

Question 1: What country do you most often visit for leisure purposes when traveling outside of Saudi Arabia? (Fig. 6)
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Fig. 6. Outbound popular destinations.
In this section the first question was open-ended and resulted in 19 countries names being offered by 67 respondents as to international destinations, but a list of the most repeated countries was created. The U.S. was mentioned often, however, due to the fact that the survey was disseminated to Saudi students who are for the most part studying in the U.S., this result is something expected. If we eliminate the U.S. from the answers, we can see that the Middle East countries of Egypt, Bahrain and UAE (which all border KSA) are the most popular destinations for these Saudis. Considering the proximity of these countries and according to the research encountered, the responses were not unexpected.

Question 2: What is the most important variable that influences this choice? (Fig. 7)
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Fig. 7. Outbound motivation variable.
As in Section One, this second question was open-ended regarding influences that prompt Saudis to travel. Once again, similar answers were grouped together in categories to facilitate easier comparisons to data in other questions. The variables “Favorable Weather/Nature” derived from such words and phrases as weather and beautiful climate. The variable “Close Distance” came from responses like near, not far, and short distance. The column “Variety of Activities” coded based on the redundant of words/phrases such as many thing to do, wide range of activities and lot of staff to do. The column “Friendliness” derived from the redundant of words/phrases such as people are friendly, nice people, open minded people. The column “Cost” generated from the redundant of words/phrases such as cheap, not costly and reasonable price. The column “Culture” came as a result of the repetition of words/phrases such as fashion, study and cultural attractions. The column “Family” coded as a result of the redundant of phrase words such as “family vacation” and “fun for family”. The code “Freedom” came as a result of the redundant of words/phrases such as “think I can do only their” and “freedom”. The column “Movies Theater” generated from the redundant of words such as cinema and movies. The column “Nightlife/Club” came as result of words such as nightclub and nightlife. These answers were garnered from 63 respondents, of which many listed more than one external influence (pull factor) in response to this question.
Yet again, “Favorable Weather/Nature” and “Close Destination” were found to be the first and second most popular influences for Saudi travelers. Also the third highest pull factor again involved “Activities” however this time the descriptor was “Variety of Activities” where as in the domestic travel section “new activities” was cited.

Questions 3 & 4: Do you ever travel outside of Saudi Arabia specifically for an experience that is unavailable domestically? If yes, what was the experience? (Fig. 8)
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Fig. 8. Experiences unavailable domestically.
Of the 69 people who chose to answer Question 3, 52 (76%) said “yes” (they traveled outside of KSA for an experience that is not available in the country), while 17 (24%) said “no” (disagreed with that statement). In the follow-up Question 4, the “yes” responders were asked to state what experience(s) they sought internationally rather than domestically. As with other open-ended questions, the responses were coded into different categories for comparison purposes. Once again, “Favorable Weather/Nature” was reported as providing significant motivation for Saudi travelers. One new category that was popular (ranked 1st) in this question was entitled “Different Culture” which came from such responses as culture, history of the country, learning about a new culture and exposure to a different culture. The column “Variety of Activities” came as redundant of words/phrases such as winter sports, fishing and swimming. The column “Freedom” generated from the redundant of words phrases such as “more choices for women and freedom”. The column “Shopping” came from the redundant of words such as malls and shopping stores. The column “Nightclub” came from the redundant of words phrases such as nightclub and nightlife.

Movie theaters, which are not available in KSA (except for a few movie screenings which occurred in late 2008 in two cities in the western province of Mecca) was coded based on the redundant of word phrase such as Movies and cinema.

Question 5: Please check the circle that best matches the importance of the following characteristic in your decision to travel to the country identified in Question 1 above. (Fig. 9)
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Fig. 9. Outbound pull factors.
Sixty-eight respondents answered the question and 42 skipped it.
What concerns most the respondent is the safety and security of the outbound destination. Interestingly, cultural attractions are getting the tourists attention or because most of the survey takers are high educated citizen and they might not represent the whole picture of tourists demand.
Question 6: Please check the circle that best represents your level of agreement or disagreement with the following intangible reasons for traveling outside of Saudi Arabia for holiday. (Fig. 10)
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Fig. 10. Outbound push factors.
It was found that the most important intangible motivations for international travel turned out to be “to gain a new experience I can’t get at home” and “to get a break from my daily routines” (which was also the #1 reason for domestic travel). Tied for second place were: “to fulfill my curiosity for new things”, “to find adventure”, “to gain new knowledge”, and “to escape the pressure of my job”. Taking into account the experiences (and education level) of our participants, it’s no wonder that we are seeing these responses.
Questions 7 & 8: If given the choice to take a domestic leisure holiday or an international leisure holiday which would you take? Why? (Fig. 11)
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Fig. 11.
Tourist preferences between local and international destinations.
With this question, an overwhelming number (96%) of the 71 respondents reported they would prefer to travel internationally rather than domestically. The column “New Experience” derived from the redundant of words/phrases such as see new thing, new places and view more of the world. The column “Variety of Activities” generated from the redundant of words/phrases such as more choices, lot of verity and lot of things to do. The column “Cost” generated from the redundant of words/phrases such as low cost, prices and cheap. The “Favorable Weather/Nature” derived from the redundant of words/phrases such as hot, humid and climate. The column “Quality of Accommodation” derived from the redundant of words/phrases such as better services, good accommodation and high quality of services. The column “Culture” derived from the redundant of words phrases such as learning from other people, knowledge and studying. The column “Family Restriction” derived from the words/phrases such as less option for families, extra protective and no family privacy. The column “Friendliness” derived from the redundant of phrases/words such as not friendly with tourist, friendly citizen. The column “Freedom” derived from the redundant of words phrases such as more choices for women and I feel freer.

Their responses were categorized resulting in the top three reasons being: 1) “new experience”, 2) “variety of activities”, and 3) “cost”.
Question 9: What one thing would you recommend be added to the tourism offerings in Saudi Arabia? (Fig. 12)
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Fig. 12. Tourists recommendations.
Fifty-nine people took the time to answer this open-ended question. The request for “one thing that should be added to KSA tourist offerings in order to improve them” was greeted with responses which implied do nothing or one change wouldn’t help enough, to all the way at the other end of the spectrum, a listing of several suggested changes.
As we see, adding more diversity to tourist activity offerings was most often recommended. For instance, some respondents wrote an idea, when they asked for one thing to recommend, such as “movie theater”, “ski diving”, “hot balloon” and “museum”. Specifically, the lack of activities for single males was brought up. The next most popular suggestions are “increase quality of services and infrastructure” which characterized by respondents’ such as “easy online booking system for hotel and tourism services”, “clean public restroom” and “improve the services of the highway road off-city”. Third most popular suggestion was to “reduce costs” supported by respondents such as “strong control over prices”, “better prices” and “the prices outside is cheaper than home”. Fourth recommendation was “increase awareness of positive aspect of tourism” supported by respondents such as “educates people” and “we need open minded”. As a final point, Saudi tourists need more information and promotion about the destination. This is supported by the respondent’s comments such as “online information” and “I don’t know much about the tourist places”. These unfortunate internal perceptions have Saudis seeking more value for their tourism money in locations outside the Kingdom which are easily accessible and have a more developed tourism sector (accommodations and activities).

To further this discussion, in the next section, courses of action for all the tourism stakeholders (i.e. government, tourism businesses, KSA residents, etc.) will be outlined and evaluated.

5. Conclusion and Recommendations
5.1. Introduction

Operations and service delivery are the foundations of a prosperous tourism industry. While creating innovative strategies to set the direction for change to the tourism business and developing strategies in support of moving to a co-created are critical, the ability to execute and deliver those strategies is equally important. In addition, the experiences provided by tourism services are critical element. Many companies focus on the goods delivery and not on the experiences. With Saudi Commission of Tourism and Antiquities (SCTA) focusing on growing domestic tourism expenditures in the country, this case study project was embarked on to investigate what motivates Saudis to travel and what might motivate to choose domestic tourism.

5.1.1. Domestic tourists’ motivation

The survey indicated there are some “push and pull” factors at work influencing Saudi domestic travel choices.
The top five destination characteristics which “pull” (draw) people to a Saudi location are:
(1)
Security and safety.
(2)
Quality of food and beverage offering (not highly rated for international travel).
(3)
Friendliness of residents towards visitors.
(4)
Quality of available accommodations.
(5)
Natural beauty of destination.
The two “push” factors most often chosen were:
(1)
To get a break from my daily routines.
(2)
To escape the pressure of my job.
5.1.2. Outbound tourists’ motivations

Of equal importance is what influences Saudis to travel abroad.
The survey indicated several “pull” factors:

(1)
Security and safety.
(2)
Cultural attractions.
(3)
Natural beauty of destination.
(4)
Quality of available accommodations.
(5)
Wide range of recreational activities.
(6)
Friendliness of residents towards visitors.
(7)
Favorable climate.
The international “push” factors are:
(1)
To get a break from my daily routines.
(2)
To gain a new experience I can’t get at home.
(3)
To escape the pressure of my job.
5.2. Conclusion

Accessing global ideas and attraction have never been easier. Using internet, phones and other technology by tourists creates an influential dialog 24/7 around the globe. Creating a dialog with tourists through different channels would lead to understanding their interest and trend. The study found that there is a lack of experiences/activities (see Figs. 11 and 12). In addition, the study indicates that Dubai, Egypt and Bahrain are the most visited destinations. These destinations share many natural, weather and cultural experiences with KSA. Understanding the experiences of the experiences/activities available at these destinations could help design products in Saudi Arabia that match outbound tourist’s preferences.

Good products and services are not enough; experience is what the customers (tourists) really want. Experiences have always been the heart of entertainments, from plays and concerts to movies and TV shows (Pine, 1999). In a comparison between outbound and domestic tourists, the study shows most tourists prefer an international destination because of what they call “new experience” (see Fig. 11). The values of the experiences that are available in these outbound destinations attract Saudi tourists to foreign destination.
In addition, policy makers can influence tourists’ perceptions. The media has a great influence on tourists’ perceptions. According to DoubleClick, a marketing company, the Internet has more influence on tourist perception then the TV and the print Ad (DoubleClick touch point IV: How Digital Media Fit Into Consumer Purchase Decision, 2006). From the policy maker prospective, it is crucial to listen to the tourist voice. An easy and efficient way to communicate with customer would be though the Internet. Unfortunately, tourism services and advertisement through the Internet has not been activated effectively in the Kingdom to meet with tourists needs.
Giving a tourists access to the survey, by developing a meaningful dialogue, have helped in indicating some new trends. In a comparison between outbound and domestic tourism, the study found a new trend emerged for Saudi international tourists priorities, which is #2 “cultural attractions” (see Fig. 9). The SCTA has been instrumental in the recovery of over 10,000 stolen antiquities (Sheraih, Sultan Bin Salman: SCTA recollect 10,000 pieces of lost antiquaites, 2009)
A concern brought up by the respondents was that the quality of tourism products in KSA does not match the high prices that are being charged for them (see Fig. 12). Saudi tourists gave an average (4.14 of 5) to the variable of “quality of food and beverage” (see Fig. 4). Therefore, Tourism Company should become more tourists-centric to provide the tourists with the quality and create a well-reputation to the business and tourism industry of Saudi Arabia. The internal environment clearly plays an important role in moving a company to a customer-centric organization. The tourism’s infrastructure, its technology, its processes and its people all need to be aligned and realigned as necessary to meet a customer’s expectation at that particular moment if it is to truly co-create with its customers. Successful customer-centric endeavors need its operators and service deliveries to be agile, responsive, and creative. Tourism programs that have learned to execute a customer-centric philosophy have created a “robust operating process, centered on an operating plan that links strategy and people to results.” (Bossidy and Charan, 2002: p. 226).
Learning is an important element of innovation tourism environments. In fact, leaning, social and technology are the pillars of innovation. Educating citizen about the positive aspect of tourism is a key element for prosperity tourism as well as economy. The study found, domestic tourists are concerned about the friendliness of the local residents (third highest pull factor) in the domestic areas. Complaints were brought up by some tourists about the friendliness of local citizens. For example, a survey respondent mentioned that he would love to return to the south region (Abha City) for the cool weather that can be found there; however, he was not made to feel comfortable by the people of that region during his last visit so he probably would not return. He further stated he thought the people of Egypt are much friendlier, easy-going and open-minded, not to mention the prices in that country are more reasonable. In addition, the tourism awareness program is not specifically targeting specifically locals who live in popular tourist destination such as Jeddah, Abha and Taif. The study found that tourists tend to travel to “change daily routine” and “skip the job pressure”. Therefore, for the program to be more acceptable and effective among citizens, the SCTA should promote tourism as a relief of work pressure and a break from daily routine.
5.3. Recommendations
1. Leveraging tourism entertainments in regions that have cool weather such as Abha, Taif and Al-Baha.
2. Investment to diversity and expand tourist entertainment activities.
3. Promote destinations that are close to tourists.
4. Coordination between the SCTA and the municipality for improving quality of food and beverage.
5. Improve the Broadway's services such as rest areas, gasoline stations and restaurants.
6. Online promoting for tourism products such as hotels and car reservations.
7. Ensure security of tourists area such as hotels, malls and festivals.
8. Stabilize prices of accommodation sectors in peak seasons.
9. Intensive tourism awareness program in places that are becoming popular tourism destinations in Saudi Arabia such as Abha, Taif and Khubar.

10. Promote and develop cultural tourism in the country.
5.4. Future research questions
What kind of tourism activities are tourists of Saudi Arabia interested in (i.e. Agriculture-tourism, eco-tourism, Disney World, etc.)? The study discovered that there is a gap in domestic tourism described as a lack in tourists’ activities available for Saudi domestic tourists. Further studies should determine what are activities and events every region in Saudi Arabia potentially has (specifically for families). What kind of activities popular outbound destinations offer? The study determined that Dubai, Egypt and Bahrain are the popular destinations. Understanding the reason behind tourists visiting these destinations would help in designing a product that matches their preference. Also, the study should determine the best ways to organize and administrate these events.
What policy should the government adopt that would diminish the seasonal nature of tourism in KSA? What are other countries doing to limit their tourism seasonality; examine Dubai and Oman as they have a more mature tourism industry.
What are the most equitable strategies and techniques which could be utilized to reduce the cost of accommodations in the tourism peak season? The current study shows that the high cost of accommodations in KSA is pushing Saudi tourists to travel outside Saudi Arabia seeking (and finding) more reasonable prices and higher service quality (see Fig. 11).
5.5. Limitations of the study

The majority of the answers for the survey were expected to be from the younger generation because they are the ones most comfortable using the Internet in Saudi Arabia (Communication and Internet Technology Commission in Saudi Arabia, 2007). Since there are so many young people living in KSA today, it was important to make sure that they were represented in the survey. However, the survey results would have been more comprehensive if older, more experienced travelers (i.e. those with the responsibility of making family travel decisions) had participated.

In the survey, open-ended questions tended to be the ones most likely to be skipped. They do take longer to answer as you can’t just click on a response, you have to think one up and then type it in. Language skills should not have been an issue as the respondents were given the option of answering those questions in English or Arabic. On the subject of language, it would have been interesting to see how many surveys would have been received if the survey questions had been in Arabic too. Future studies should include an official translation to Arabic language. This would not limit the survey to English speakers only (who obviously are all well-educated). In addition, translating the survey to Arabic language would diversify and increase the respondents’ answers.
The survey was posted on websites which are mostly frequented by Saudis who are attending universities in USA, UK, Canada or Australia. This may have affected their answers to question number one of part two: what country do you often visit for leisure purpose when you are traveling outside Saudi Arabia? For this reason it would make sense to add a question such as: are you currently a student? If yes, at what institution and in what country?
Another “location” issue was that the respondents were not asked what region and/or city of KSA that they are from. Certainly where someone lives would affect where they travel to. What brought this to mind was that it was surprising that very few of the respondents reported travelling to Riyadh (which is known to be a popular tourist destination). This could be explained away if we knew many of the respondents were from Riyadh. The question that was needed to be asked is: from which part of the country are you from?
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دوافع السائح السعودي:
دراسة على الطلاب السعوديين في الولايات المتحدة الأمريكية
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(قدم للنشر في 16/10/1431هـ؛ وقبل للنشر في 29/2/1432هـ)

الكلمات المفتاحية: الدوافع السياحية، السياحة الداخلية، سياح الخارج.
ملخص البحث. تستكشف هذه الدراسة السياحة الداخلية في المملكة العربية السعودية في محاولة لتحديد دافع السائح السعودي في الداخل والخارج. وبعد مراجعة أدبية عن السياحة الداخلية في المملكة العربية السعودية والمستندة والاطلاع على دراسات سابقة في هذت المجال، فقد أُعد مسح إلكتروني وتم نشره بين مواطنين سعوديين نمّ عن إجابة 106 أشخاص. هؤلاء المجيبون أشاروا إلى أهمية وجود الأمن، والجو الملائم، والمعالم الثقافية بين متغيرات أخرى في عملية اتخاذ قرار السفر المحلي. كما قدمت توصيات بشأن الإستراتيجيات الممكنة لتحسين تنفيذ الأنشطة السياحية والأحداث، والتوعية المحلية للجانب الإيجابي من السياحة وجودة المنتج السياحي في المملكة العربية السعودية.
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