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especially the Internet which continues to gain importance in the tourism sector. Since the 1980s, 

Information Communication Technology (ICT) has been transforming tourism globally. One of the 

major results is the changing in traveler’s behavior. The purpose of this paper is to examine and describe 

the relationship between the expansion of ICT applications and the community’s behavior in tourism 
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transactions are rapidly increasing. Moreover, Silver@
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net provides new ways to promote business. Website 

becomes the essence of online business as to show 

their services and products. Internet gathers all com@

petitors and consumers in one place. It brings new lane 

to promote, advertise products and services in market. 

Muñoz and Amaral (2010) add that the importance 
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how travelers behave is of critical importance to travel 

suppliers and tourism authorities.
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       Nielsen (2010) indicates that Nielsen Online presi@

dent Jonathan Carson says, “Travel is a category ex@

tremely suited to the Internet due to the latter’s ability 
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the arrangements and experience of today’s traveler”. 

Frendberg and Svensson (2008) criticize that however, 

all is not well when it comes to online booking and 

the travel services do, apart from what is already men@

tioned, have some limitations. The amount of time and 
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perienced users. 

Literature Review
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speed that even a literate person is feeling as if he or 

she is illiterate being not able to cope up with such 

an information explosion (Harichandan and Welukar, 

2012). 
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      William et al., (2007) show that the rate of techno@

logical innovation in ICT has accelerated dramatically, 

and the sector today is ordered of magnitude larger 

than it was 20 years ago, and it encompasses a more 

diverse universe of players than ever before. Today, 

the sector includes hardware, software, the Internet, te@

lephony, and content, application, and support servic@

es, provided by entities ranging from corporate giants 

to garage entrepreneurs to individual developers and 

���
@������	
�
�����!	|�����

	��

�

	�
�	�������@

tions are integral parts of the value proposition, and the 

}
�
����	����
~	��	�������@	
���
�����	�
��	�
�������	

productivity when lots of people share access.
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nomenal across the globe. Moreover, Ma et al., (2003) 

explain that information communication technologies 

(ICTs) have been applied in tourism since the early 
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appeared shortly afterwards. However it is the devel@

opment of the Internet that brought the revolutionary 
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tourism principals, airlines and hoteliers, an opportu@

nity to sell directly. 

       In other words, Dixit et al., (2006) point out that 
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of time, Internet has proved its worth successfully in 

taping tourism opportunities utilizing modern commu@

nication technology. Dixit et al., (2006) add that on@
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for availing tourism products and services. Even in its 
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ergies from the use of the Internet. The tourism sector 

has been a pioneer in adopting and developing ICT ap@

plications and today is rated among the top product or 

service categories purchased via the Internet in many 

countries. Travel products and services appear to be 

well suited to online selling because they possess the 
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travel products are high involvement products that are 
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consumer goods, which make them suitable for sale 

through the Internet (Bonn et al., 1998).

      Law et al., (2004) summarize that the rapid growth 
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coupled with a rapid increase in tourism demand, have 
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In other words, Internet serves as a new communica@
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pliers of travel services and products. This new chan@

nel also enables tourism businesses to improve their 
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competitiveness and performance.

2- Consumer behavior in online booking 

       The Internet is a relatively new medium for com@

munication and information exchange that has become 

present in our everyday life. The number of Internet 
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(USD 961 billion) and recorded an increase of 20 % to 
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  Oppenheim and Ward (2006) show that the rapid in@

crease is explained by the growth in the use of broad@

band technology combined with a change in consumer 

behavior.
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these processes have on the consumer and society” 
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younger, wealthier, better educated, having a higher 

“computer literacy” and are bigger retail spenders. 

Moreover, Hasslinger et al., (2007) add the following 
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innovative, impulsive, variety seeker, less brand and 

price conscious, and with a more positive attitude to@

wards advertising and direct marketing. 
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purchasing online within their range of budget at home 

or in anywhere. Online consumers don’t have limits to 

online shopping. They also use Internet for compari@

son of prices of goods and services, news, visit social 

networks and search information and so on. The reces@

sion has so much impact on online consumer behavior 

(Rodriguez, 2009). 

      Online shopping or booking behavior depends on 

four factors such as Shopping motives, personality 
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services. Mavri and Angelis (2009) add that ICT en@

able travelers to access reliable and accurate informa@

tion, as well as to make reservations in a fraction of 
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       According to Muñoz and Amaral (2009) travel 

products and services appear to be well suited to on@
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through the Internet. 
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       Morrison, et al., (2001) display the topic from the 

consumers’ point of view, Internet is a valuable tool 
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that Internet enables consumers to engage directly 

with suppliers and challenge the role of intermediaries. 

It also allows consumers to interact dynamically with 
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4.1. Online travel & tourism information search
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online search behaviors are motivated by their func@
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search travel information are, in order, general search 

engines, vertical search engines, online travel agents 

OTAs, portal travel channels, and social media such 

as review sites, online communities. Travelers usually 

are directed to social media sites by the general search 
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before travel decisions, especially accommodation 
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tivations for consumers to seek online travel reviews 

are convenience and quality, risk reduction, and so@
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recommendation of the company or friends and col@
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the brand website, OTAs, and Trip Advisor, and make 

online booking via the brand websites or OTAs. Skad@
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of attitude and behavior, including inquiring for more 

information, coming back to the website, and visiting 
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cant impact on online sales, with a 10% increase in 
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by early negative information, especially when the 

overall set of reviews is negative, whereas positively 

framed information together with numerical rating de@
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4.2. Online travel & tourism booking
       Lang (2000) mentions that while travelers are 

increasingly turning to the Internet for information, 
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perceived lack of a secure payment method, a lack 

��	��
*��
��	�
	
��	
���
�����	�
�	�	
���	���	�	���@

sonal service and human interface. Bogdanovych et 

al, (2006) add that travelers prefer booking their inter@

national trips from a travel agent rather than booking 

online, due to the advantages of travel agents in social 

interaction, expertise and the possibility to save time 

on search, though they believe it is cheaper to book 

online. 
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of online travel booking validated mainly by the fol@
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ternet, including perceived risk, security, convenience, 

time saving and usefulness. Secondly, the character@
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quality, competitive price, pricing patterns, service 

performance and reputation, terms and conditions. 
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expectancy, online shopping experience, subjective 
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4.3. Loyalty after online booking
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ment, users’ satisfaction toward tourism websites are 

mainly attributed to the (functionality and usability of 

websites) information function and search speed of the 

website. 
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      As it was mentioned, the online shopping trend 
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the prevalence of Internet has inevitably changed the 
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rooms at anytime, anywhere, and can receive immedi@
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       Moreover, The Nielsen Company conducted a 

survey in 2010 and polled over 27,000 Internet users 

�
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North America a to look at how consumers shop on@

line. Globally online shopping is made on books and 
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purchase and bought usually books and cloths. Airline 

tickets, book hotel reservations are also commonly 

bought through Internet which indicates the progress 
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24% are concerned to purchased online ticket for air@

lines while 17% made hotel reservations due to which 

the globally impact is that travel arrangements in@

creased online 7% point and 9%  in 2010 respectively 

(Nielsen, 2010).        
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sive attention since the beginning of electronic busi@

ness development. The OTAs mainly focus on online 
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tourism and electronic business. Up to date, all of the 
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vice. The penetration rate of online travel booking for 

example in America is 70%, 50% in EU and 30% in 

India.      

Global overview
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sales and sales through intermediaries in transporta@
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tractions.

Source: Euro Monitor International (February 
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lion (2013), 25% of total sales.
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billion, 23% total accommodation sales.
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of online travel sales (2013). Europe was the second 
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screens is sequential or simultaneous. Smartphones 
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or TV.
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gain loyalty over the long term, travelers have been 

sharing their reviews, photos, videos, travel services 

and other content for years., let’s see (Trip Advisor), 
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online purchase of travels, travel consultants are advis@

ing both novice travelers and experienced globetrot@

ters to search for the big online travel web sites: Trave@
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deals (Dixit. et al., 2006). 
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need to provide personalized alerts and information. 
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easy to access via mobile devices.
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ads, which fuel their growth. From search engine to 

knowledge engine: providing not only links but also 

answers. Steady growth for Google Hotel Finder and 

Google Flights Search Engines.
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online channel, over a third of TUI Travel and Thomas 

Cook’s sales in 2013 were made online.
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planning, 62% of them researches upcoming trip, 45% 

sources trip ideas, 43% read reviews and 31% watched 

travel videos.
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travel intent with 43% of searches; Europe was the 

second with 35% of global searches, Asia with only 
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searching & booking in 2013 are: United States, Spain, 

Un

ited Kingdom, Italy, France, Germany, Canada, Mexi@

co, Brazil, and Thailand.
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count for 57% of the travel search volume in Europe.
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surveys about Internet usage, ICT prevalence and on@
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countries included Saudi Arabia and Egypt. The paper 
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analysis and indicators.
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ble (1) shows a comparison between Saudi Arabia and 

Egypt in general number of Internet users and online 
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Table 1. Internet users & online shopping in Saudi Arabia & 
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Items Saudi Ara-
bia

Egypt

Q�����
��
 m 28 m 90

Internet users from any de@
vice including smartphone

50% +

14.328.632

41% +

36.881.374

Internet penetration rate 60% 44%

 Online shopping 10% 10%

 |�
�	 �
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 countries

15 34
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countries
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tion, more than 30% of population in UAE (United 

Arab of Emirates) has online shopping & booking 
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world).
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markets: UAE – Saudi Arabia and Egypt about the 
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• The rate of smartphone penetration in Saudi Ara@

bia about 65%, with number of users about 73%, 

while in Egypt lower than 25%.

• Average number of applications for the smart@

phone owners in Saudi Arabia about 32, in Egypt 

12.

• 72% of Internet users with smartphone in Saudi 

Arabia are female, 60% male. In opposite 70% of 

Internet users with smartphone in Egypt are male, 

43% female.

• Mobile Internet (smartphone & tablets) acquires 

more than 30% of Internet usage in Saudi Arabia, 

which represent the double of international rate, 

while in Egypt about 12%.

Table 2 explains the main reasons for using Internet with smart-
phone:

Reason  Saudi
Arabia

Egypt

 Q���	
���	�����	���
�
�	'
chatting

64% 61%

 Avoid missing news when
being outside home

57% 57%

%
����	[�����
�	[������ 52% 52%

����	����	
��
	�
	�����
�� 21% 37%

No internet access at home 15% 34%

Table 2. Reasons for using Internet with smartphone in Saudi Arabia 

& Egypt . Source: Google: http://think.withgoogle.com, (2012).
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from 16 to 35 years old. In Egypt, The average weekly 
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hours, about 3 hours daily (Rayz, 2014). 
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1- Saudi Arabia
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years old, 17% from 40+ years old.
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videos websites (you tube), governmental web@

��
���	����	
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visits, and time spent per visit.

• Top 20 websites categories are: search engine, vid@

eos (you tube), social networks, mail, technology, 

forums, news, general, horizontal portals, women, 
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@

cyclopedia, entertainment, telecom, translation, 

travel & tourism, banking.

• Based on average monthly internet reach, the top 

20 websites are: google.com.sa, you tube, google, 

face book (59%), live, twitter (33%), msn, micro@
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duit, anchor free, brooonzyah, sedty, hawaaworld, 

m5zn, alnaddy, souq.com. 
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age monthly Internet reach: Souq (13%), Sukar 
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old, 14% from 40+ years old.

• Music websites, religion and dating websites have 
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time spent per visit.

• Top 20 websites categories are: search engine, 

social networks, videos (you tube), horizontal 

portals, mail, technology, general, forums, news, 
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telecom, TV.

• Based on average monthly internet reach, the top 

20 websites are: face book (78%), google.com.eg, 

you tube, google, yahoo, mail.yahoo, Ar.hao123, 

maktoob.yahoo, fatakat, live, ar. wikipedia twitter 

(17%), babylon, microsoft, msn, masrawy, my@

egy, adobe, y8 and youm7.

• ���	�@��������	�����
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age monthly Internet reach: Souq (10%), Jumia 

(7%), Alibaba (4%) and Amazon (4%).  
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Card, 2014), (Bayt.com, 2013) and (YouGovSiraj, 

2013) in 8 countries in Arab world and Middle 
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results are:

•  About (83%) of surveyed consumers (8000) de@
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qualities and prices. Secondly, they make a com@

parison which may be led to the buying or book@

ing decision. Thirdly, (68%) take a decision to 
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10%) do the actual purchase online.
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sumers focused on buying them online at: airline 

tickets and book hotel rooms for tourism services, 

and home appliances, electronics and clothes for 

goods, especially through Souq.com as a main 

website for shopping in Arab world.
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•  (60%) of sample mention that: product price, 

website reputation, safety paying, delivery fees 
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tors to take their actual decision to online buying 

or booking.
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countries possess many of the mega shopping 

centers (malls) included all global brands in vari@

ous products, which facilitates the process of tra@

ditional buying from shops. Unlike Egypt, growth 
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also there is no such a kind or number of shopping 
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and living conditions. But in the end, rates of on@

line shopping are very close in the two countries, 
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•  Mentioned surveys assured that Kuwait, UAE 

and Qatar on the top in online shopping with rate 
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Internet environment in Egypt and Saudi Ara@

bia. Agree that the number of Internet users in 

the two countries is growing daily, despite the 
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of Internet services in terms of speed, volume 

of data and price compared to the level of in@

come for individuals.

• A simple comparison of the bouquets online in the 

two countries, each country has 3 telecom compa@
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sample of prices range for packages. In Saudi Ara@
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of Internet packs are exaggerated, while in Egypt 
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in the region due to the intense competition be@

tween companies to get a bigger market share, 

and where there is no uniform pricing policy. The 
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to buy the new technology only after lower prices 

(Kamal, 2013).

• (52%) of respondents in Saudi Arabia mention 
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packs before buying smart phones or tablet com@

puters.
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more than 59% of Internet users in Egypt use a 

reduced method to access Internet by sharing the 
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of smartphones and tablet computers widely, com@
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pared to Saudi Arabia, which explain that more 

than (52%) of Internet users in Egypt access with 

computers.

Online travel & tourism booking
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arranged the ATM Arabian Travel Market in Dubai 

May 2014 believe that there is a growing expectation 
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of the success of airlines, travel agencies and hotels the 
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Europe and America.
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in 2012, the percentage of Saudis online booking for 

airline tickets does not exceed 7% of the total annual 

bookings, at a time when global rates to 30%.  In spite 

of the fact that Saudi Arabia is an outbound tourism 
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ishes technology applications and Internet services, 

where more than 55% of the population access Internet 

with high penetration. At a time of growing sales and 
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during the years from 2006 to 2012 at rates of up to 
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safety), safety in online payment despite the available 
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reservation without any unpleasant surprises.
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payments for travel agencies, airlines and hotels in the 

Arab world, which provides payment via American 
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online travel & tourism booking, which mainly are: 

• �����
��	%����
�	��������	
��	*��	����
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ternet sales by 46%, followed by Kuwait at 34%, 

then Lebanon 18%, followed by Egypt 12% and 

Saudi Arabia 7% (Fig. 2).
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lowed by the UAE and Egypt at rate 10% then to 

Lebanon 7%, and Kuwait 5% (Fig 3).
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tel booking through (Booking.com), especially with 

smartphones and tablets.
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the category of young people (youth) in some Arab 
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Moreover, 68% of those who booked online for travel 

& tourism visited travel agencies to ensure of their 
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Saudi tourism. Also, Saudis respondents especially 

the youth indicate that tourism websites have become 

like encyclopedia, which they can gather information, 
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and travel agencies.
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results that the percentage of online shopping in Egypt 

ranging from 9% to 10% of the total Internet users. 

Moreover, Amadeus indicates that Egypt’s share of the 
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displays that travel and tourism booking in the Middle 
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growth in 2012 until it reached 71 billion dollars in 

2014. (22%) online booking exceed 15.2 billion dol@

lars. Emirates share alone nearly 50% of the online 
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UAE is the gateway or the key to the growth of online 

tourism booking in the region. In Arabian Travel Mar@

ket (Dubai 2014), Amadeus during its seminar present@

ed report indicates that increasing numbers of holders 
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CusWright (international company for travel market 
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Egypt during the 5th Annual International Conference 

�
	�@��������	�����
��	��	
��	*��	�
	�
��
�	
�����	'	

tourism booking by more than 50%, followed by Ku@

wait at 34%, then 12% by Saudi Arabia, Egypt 10% 

and Qatar by 9%.

Discussion & results
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means necessarily the increasing in online shopping in 

general and online travel & tourism booking particu@
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booking. Furthermore, the research discusses many re@
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environment of ICT, Internet usage and online

shopping in general, travel & tourism online booking 
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and developing ICT applications and today is rated 

among the top product or service categories purchased 

via the Internet in many countries, especially with the 

rapid increase in tourism demand. Travel products 

and services are well suited to online selling because 
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the electronic environment. 25% of total global travel 

sales accounted 2013 online. 46% of total air travel 

sales 2013 online. 23% of total accommodation sales 
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tool in generating bookings in the short term. 87% of 

international travelers use the internet for travel plan@

ning, 62% of them researches trip, 43% read reviews 

and 31% watched travel videos. North America and 
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factors: booking motives, personality variables, Inter@
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incentives.
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users & penetration rate, prevalence of smartphones 

& tablet. Saudi Arabia is located behind these coun@

tries in the total rate of online shopping & booking. 
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are between 30% to 50% in UAE, Kuwait and Qatar, 

but 10% in Saudi Arabia. For online travel & tourism 
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50%, and in online air travel booking with 46%, Ku@

wait 34%, Lebanon 18% and Saudi Arabia 7%. But, 
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12%, UAE 10% and Kuwait 5%.
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of the country as a tourism market, Egypt is a tourism 
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bound tourism, about 4.5 billion outbound trip, spread 

of ICT, per capita income levels, the level of overall 
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earners. Internet users (+50% Saudi – 41% Egypt) & 

��
�
��
��
	��
�	<�?�	�����@	���	����
J�	�������	���@

��	���	<�	�����	�����@	#	�����	����
J�	�������
��	�
�	

��
�
��
��
	��	����
���
��	'	
����
	<���	�����@	G��	

����
J!	7����
�	
����	�����	������
����	
��	�����

���	

of online shopping in both countries is comparable, 

may be identical, which is approximately 10%.
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Google search are in the top 5 websites in both coun@
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tries, which focuses on how to use them more in moti@

vating online shopping and booking.
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13% in Saudi, and 10% in Egypt. Although, Souq.com 
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Saudis and Egyptians.
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in both countries indicate to: Egypt (12%) superiority 

over Saudi Arabia (7%) in the rate of online booking 

for airline tickets. But in opposite, Saudi outperformed 

in online hotel booking with 12% while Egypt 10%. 

All in all online travel & tourism booking in Saudi is 

12% and in Egypt 10%. 
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described as the privacy of Saudi society. This explain 

that the ICT prevalence may mean increasing the num@

ber of Internet users, increase the Internet penetration 

and the average daily use, but it does not necessarily 

mean increasing the rate of online purchase or book@

ing.
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and analyzed mention that the impact of Internet, its 

penetration, increasing numbers of users, the spread 

of technology applications and smart devices serve 
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behavior (especially Saudi) toward the purchase deci@
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ent products or services, compare between its qualities 

and prices, and following the reviews to decide the 
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cially with the family nature of Saudi society in terms 
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to make sure of booking before traveling to avoid any 

unpleasant situations with family. Add to emphasize 
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tourism bookings then went to travel agents to ensure 
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Conclusion & recommendations
       ICT today is making incredible impact on our lives. 
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tourism are increasing day by day. Various available 

technologies are relentlessly active in shaping the fu@

ture of tourism.

       Internet penetration, spread of ICT, number of 

Internet users, rate of daily use and the spread of smart 

devices came in favor of the Saudi society compared 

to Egyptian society, but the online shopping rates were 
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tourism online booking came close despite the obvious 
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that the ICT prevalence does not necessarily increase 

online shopping, booking rates, but it does mean a di@

rect increase in the Internet penetration, number of us@

ers, and serves the process of gathering information 

and comparison between the goods and services to 

make a purchase decision before heading to vendors.        

       Our results indicate that the use and penetration 

of Internet depends basically on the ICT prevalence 

level in the society. However, when considering the 

use of the Internet for online purchasing or booking, 
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also relevant.
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successfully on consumer behavior towards online 

travel & tourism booking in Saudi Arabia and Egypt:
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behavior to an actual purchase decision and pay online 
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transfer the UAE, Kuwait’ experience in this regard to 

Saudi Arabia and Egypt.
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should depend on social networks such as Facebook 

and Twitter and YouTube site, which are the top web@

sites visited by the Saudis and Egyptians, to achieve 
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booking decision.
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tourism websites focus on the payment safety guaran@
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sured to the limited online booking in Egypt or Saudi 

Arabia compared to surrounding countries or interna@
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users in both are young people (youth) with heavily 

continuous increase and with Internet experience to 

the degree of professionalism, which push towards the 
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