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CHAPTER FIVE
DESIGN OF THE FIELD RESEARCH

Introduction

The .objective of this chapter is to discuss the methods used
in collecting the data for the study. Specifically, the
chapter aims at explaining the methodology conceived and the
research setting rather than the analysis of the findings them-
selves, which will be examined in the next two chapters.

The design of the field research passed through four equally
important stages.

These are:

(1) Statement of the research sequence, problems and
objectives.

(2) Formulation of the research hypotheses.,

(3) Identification of the sample.

(4) Development of the questionnaires.

In the following pages, the aspects pertaining to each of

these stages, together with the methodological frameowrk, will
be discussed,

1. Statement of the research sequence, problems and objectives.

Briefly speaking, the broad purpose of this study is to
explore the relevance and contribution of marketing, as it is
practised by tourist destination countries and tourist industry
sectors, to the satisfaction of the tourist consumer and, in turn,
increase the tourist arrivals in a destination country as an
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ultimate ocutcome. To achieve this end, the thesis runs,
bricfly as follows.

Firstly: The nature and scope of marketing were discussed.
The objective in this case, was to explore the extent to which
marketing concepts and practices could be applied in the service
sector in general, and in tourism in particular. Therefore,
the nature and scope of marketing of services were the subject of
an extensive discussion. In order to investigate the extent to
which marketing could be applied in tourism, the nature and scope
of tourism were discussed before the study moved on to review
the literature which outlined the nature of marketing in tourism.
Next, the tourist markets were investigated and identified in
order to determine Egypt's market share and, in this, the nature
and scope of tourism in Egypt were examined.

Secondly: Based upon the above analysis, the study proceeded
to establish a marketing strategy for tourism. To achieve this
aim, the nature of planning was discussed. The critical role
of marketing research in tourism was emphasised, followed by a
general discussion of demand and supply in tourist markets.

To deepen the analysis on the demand side, tourist behaviour
was extensively discussed in terms of the tourist motivatien,
image and attitude, life style, demcgraphics, and custams and
habits, all of which affected the tourist decision to choose a
tourist destination country. The tourist market segmentation
was the subject of an extensive analysis, with same light being
shed on the objectives of tourism marketing, and the objectives
of the Tourism Development Plan .in Egypt were touched upon.

Thirdly: The study proceeded to anlayse the contribution
which various marketing tocols, the marketing mix elements in the
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particular, make to improve the satisfaction of the tourist
consumer with a tourist destination country.

The following are same of the important observations and
problems which have arisen from the literature review:

Firstly: It is emphasised that services marketing in general,
and tourism marketing in particular, in spite of their importance
to the econcmy, have received little attention fram marketing
theorists. Consumer and industrial products have provided the
major focus for enquiry and research by both academics and research
students. However, the application of marketing concepts and
techniques to tourist firms, travel trade (tour operators and
travel agents), and tourism destination countries, present a
fertile area for study.

Secondly: Marketing of tourist destination countries faced
a number of problems which appeared to threaten its acceptance by
the practising National Tourism Administrations (NTAs). These
problems can be summarised as follows:

1. Tourism has often been regarded as a camplex and
milti-faceted phencmenon: it consists of a number of
disparate enterprises for, after all, there is no
inherent similarility in operating a hotel and running
an airline, and yet both are needed to serve the needs
of tourists. Thus, tourism today presents an unparalleled
challenge to the marketers, bcth in the developing
econamies as well as in.the highly industrialised countries.
The development of the tourism product involves the building
of tourist infrastructure within the country, including
such constituents as hotels, airlines, shipping campanies,
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transport agencies, railways, tour operators, entertainment
and shopping facilities, etc., and then marketing of the
product thus put together.

Ancther problem is that the core product of tourism, or
the place of the holiday, cannct be modified. Country-
side, stately hames and waterways cannot be modified in
the same way that manufacturers can improve a physical
product. Therefore, the marketers of tourism destination
countries are faced with a problem of fitting the core
product to the markets which are available. This 1is
contrary to established marketing principles, where the
product can be modified to satisfy the requirements of
the markets. In tourism, the only opportunity the
marketers have to carry out modifications is via the
augmented: product, in the form of enhancing facilities
and modes of transport. The main problem of the product,
coupled with the variation in tourism needs from market
to market, means that the marketing strategy needs to be
varied, based upon the vairation of requirements in the
different countries [1].

On the other hand, it is a fact that tourism by its nature is
samewhat different fram other sectors of the econamy, since
1t is an industry based on the movement of people rather

than of goods., For this reason, it is particularly
susceptible to subjective considerations quite apart from

the play of economic forces. Politics and social pressures,
psychological attitudes, changes of fashion, may all
influence the course of tourism development markedly and
unpredictably. It is essential, therefore, that the tourism
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industry should be as flexible as possible to be able to

adapt to changing conditions and requirements. As a

corollary, the government's management of the tourism

industry should also be as flexible as possible, with the
relevant administrative structure geared to operate accordingly.

The interests and goals of the participants in the tourism
industry from producer to consumer are different:

A. The interests of seller and buyer are not identical;

each seeks different benefits. Potential travellers chocse

a destination country or a tourist service because of the
attractions offered, the price demanded and the enjoyment,
satisfaction and pleasure expected. The seller expects to
realise revenue and profit, econamical utilisation of his
plant and equipment, return on invested capital and so forth..
He adjusts the services he offers and their price in such a
way that they attract the number and the type of custamer best
suited to achieving his aims,

B. National Tourist organisations and other official 6rgan-
isations involved in tourism pursue.goals that are complementary
to - but again, not idenfical with - those socught by the tourist
service enterprises. Briefly, these may be aimed at:

- ¢reating or expanding business and employment opportunities
in the destination area,

- increasing foreign exchange revenue from tourism, thus
contributing to improvements in the balance of payments,

- increasing tax and other government revenues,

- lmproving the utilisation factor of existing tourism
facilities,
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- directing investments towards tourism facilities likely
to produce an overall benefit for the naticnal econcmy.

C. The interests of the distribution sector of the tourist
industry, i.e..the 'travel trade' - travel agents, tour
cperators, and other travel intermediaries - are not identical
to those of travellers, the tourism service enterprises, or
the official tourism organisations. Travel intermediaries
seek to attract customers by offering a range of services,
destinations, travel arrangements, price levels, etc.

It is therefore of secondary importance to them, all other
factors being equal:

- which destination they sell,

~ which services their customers use,

- whether their selling practices conform to - or are in
contradiction with - the aims of the Naticnal Tourist
Organisations,

It 1s noticed that an awareness of this absence of identity

of interests, motivations, and objectives are between tourists,
suppliers of tourism services, the travel trade, and official
tourism organisations, is essential to all considerations

and plans about the creation, and marketing of travel and
tourism.. Overlooking this essential fact is probably the
basic cause for many misunderstandings, disputes and less
successful marketing and pramotion schemes in tourism.

With respect to the pricing issue, in practice, however,
pricing a tourism destination country is a complex matter.
Individual suppliers of tourism services; airlines, hotel
groups, local transportation firms, entertainments,
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attraction administrators, etc., not only tend to

determine their prices independently of each other,

but also do so with an eye on the reactions of their
immediate competitors. In other words, many parties have
different aims, and with no coordination among them, share

in the price decision-making of a tourist destination country.
This burdens the marketers of tourist destination countries

who have little or no control over these variocus tourist
sectors.

In most cther industries, the supplier has full or at least
decisive control over his product, its pricing, its quality,
and the manner in which it is distributed and pramoted.

In tourism, however, the position of the distribution sector
is much stronger. Trade intermediaries (travel agents,
tour operators, charter brokers, reservations systems and
other distribution specialists) have a far greater power to
influence and to direct demand than their counterparts in
other industries. Since tour operators in particular do,
in fact, control demand, they also have increased bargaining
power in their relaticns with suppliers of tourist services
and are in a position to influence their pricing, their
product policies and their promotional activities.

As noted above, although tour operators have aims not
consistent or might contradict those of Naticnal Tourism
Organisations, hcwever, tourist receiving countries are
inevitably dependent on overseas tour operators in ways that
cannot be changed. They are particularly dependent on large
tour operators dealing in mass tourism. Developing countries
need them for several reasons. Tour operators being in the
travel business are equipped with first hand knowledge of
the market situation. Secondly, they have resources at
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their disposal to pramote a destination. One should bear
in mind that National Tourist Organisations in most
developing countries are short of funds to pramote the
country. If pramotion of the country is done without the
help of tour operators, the image projected of a country
would not be effective to reach pecple which, in turn, means
that money is wasted. Finally, tour operators organise
package tours aimed at cutting the cost of travel and making
holidays easier to be undertaken (especially in the case of
long haul travel) for the public.

The contribution of tour operators in introducing and
stimulating travel to new destinations, especially in developing
countries is well recognised. It is no exaggeration to say
that without them, new destinations would never be considered

by potential long-haul travellers.

Having accepted this great power of tour operators, on the
cther: side, this weekens to a.great extent the position of the
marketers of tourist destination countries.

Most official tourist organisations encounter difficulties
whenever they came to get approval from the government for the
budgets they rightly feel are needed to continue their efforts
in the promotional field from year to year. Public funds

are always limited and the coampeting claims of other govern-
ment departments are often more urgent., Admittedly, there

1s general agreement that tourist pramotion is necessary and
even desirable, but considerable arqument tends to arise over
such questicns as how much to spend, what to achieve, and where
to achieve it, These arguments do not always lead to
clarification and agreement, mainly because so far there does



422

not yet exist a reliable and generally aplicable method to
porove a direct casual relationship between tourist promotion
spending and revenue,

In the more traditional manufacturing industries the control

of the individual producer of the final product put on sale

is usually quite well assured throughout the distribution
system, and therefore the control of the effectiveness of

sales and promotion or advertising activities is a manageable,
although at times, a difficult task. In the tourist industry
on the other hand, the end product, the satisfactiocn of people’s
desire to travel and to see new places, depends not on the
efficiency of one producer but rather on the performance of
numerous enterprises of different kinds, not always with
identical aims, operating in different places and at different
times, It follows that any pramotional effort, nc matter

how well planned and executed, may fail if cne or more of theose
involved in producing tourist satisfaction fall down on their
part of the job. And, it also follows that it is virtually
impossible to measure exactly the contributicn of each
individual member of the industry to cverall results, as
expressed in national tourist revenue.

Thirdly: Although the above problems have weakened and
threatened the acceptance of marketing by the practising Naticnal
Tourist Administrations (NTAs), marketing, as our review of the
literature outlined, can play a critical role in improving the
satisfaction of the tourist consumer and, in turn increase the
tourist arrivals in a destination country, when it 1s practised as
professionally and formally as in other industries. It is the
conclusion that marketing has a vital role and considerable sign-
ificance in determining the success or failure of a Naticnal Tourist
Organisation in attracting more tourists to visit the country.
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The same is true for tour operators who can persuade and increase
the tourist demand for a particular destination country by
adopting marketing concepts and techniques.

Having stated the research area, the fieldwork objective
can now be summarised as follows:

To verify the existence of the so—called marketing oriented
philosophy in the Egyptian Tourism Bodies, and the British and
Irish Tour Operators. In other words, to determine whether
the marketing concept and modern marketing practice have been
adopted and implemented by these tourism sectors in promoting Egypt

as a tourist destination country in the British and Irish tourist
markets.

This cbjective will be examined from different angles as
follows:

1. An examination of the degree of familiarity of British
and Irish Tour operators with Egypt as a tourist destination,
and the influence of the marketing activities undertaken by
the Egyptian Tourism bodies on this familiarity.

2. An examination of the marketing activities carried out by
British and Irish Tour Operators to promote Egypt's tourism
in the British and Irish tourist markets.

3. An exploration of the attitudes of British tourists towards
Egyptian tourism, and the influence of the marketing
activities of the Egyptian Tourism bodies, travel intermediaries,

and tour operators offering the country as a destination, on
these attitudes.
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4. An examination of the degree of satisfaction experienced
by British tourists with Egypt as a tourist destination,
and the influence of the marketing activities undertaken
by the Egyptian Tourism bodies, travel intermediaries, and
tour cperators on this satisfaction. The satisfaction

of these custamers should be the ultimate target of all
tourism bedies,

2. Formulation of the Research Hmtheses

In the Egyptian Tourism bodies and the British and Irish
Tour operators' context, however, there is no available research
which indicates the current state of marketing development in
these tourism bodies. Therefore, the following hypotheses can
be drawn to guide the collection, analysis and interpretation of
data as follows:

Hypothesis 1: The degree of familiarity with Egqypt as a
tourist destination country possessed by British
and Irish Tour operators and their attitudes
towards the country are influenced by the marketing
activities of the Egyptian Tourism bcdies.

Hypothesis 2: The more familiar tour operators are with Egypt as
a tourist destination country, the more likely they
are to pramcte visits to the country.

Hypothesis 3: The attitudes of visitors towards Egypt as a
tourist destination are influenced by the marketing
activities of the Egyptian Tourism bodies, travel
intermediaries, and tour cperators offering the
country as a destination.
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The degree of satisfaction experienced by tourists
with Egypt is influenced by the marketing
activities of the Egyptian Tourism bodies,

travel intermediaries and the tour operators.

The following diagram portrays the above hypotheses:

Figure 5.1
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3. Identification of the Sample

Due to the unique position of tour operators in tourism
marketing, especially in the case of developing countries such as
Egypt, India, etc., which are inevitably dependent on foreign
tour operators in ways that cannot be changed as stated earlier,
it was thought appropriately, that by exploring the degree of
familiarity with Egypt as a tourist destination possessed by
British and Irish Tour operators and their marketing activities
undertaken to pramcte Egypt in the British and Irish tourist
markets, it would be possible to obtain a better idea about the
current status of marketing in these tourisms sectors, 1i.e.
‘Egyptian Tourism bodies and British and Irish Tour operators.

Having stated earlier that the marketing concept philosophy
stresses the importance of consumers, and emphasises that
marketing activities start and end with their satisfaction, it
can be argued that a tourist destination and its consumers are
two faces of one coin. By that is meant that any investigation
on whether or not a National Tourist Organisation has camitted
itself to the so-called marketing oriented philosophy can take either
one of the two faces or both. So, it was decided appropriately,
that by investigating tourists' attitudes, image, and satisfaction
with Egypt as a tourist destination country, it would be possible
to cbtain a better idea about the state of marketing in the
various tourism sectors, i.e. Egyptian Tourism bcodies, travel
intermediaries and tour operators.

Thus, and in order to achieve the objective of the study
and examine: the aforementicned hypotheses, the field work was

divided into two parts, namely, a tour operators' survey, and a
consumer survey.
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1. Tour Operators survey

The main purpcses of this survey were, firstly, to examine
tour operators' familiarity with BEgypt as a tourist country in
general, and their attitudes towards the attractions of the
country, the prices of the tourist services, and the relations with
the Egyptian Tourism bodies and their pramotional activities in
particular, from which we can assess the extent to which Egyptian
Tourism bodies committed themselves to satisfying tour operators'
needs and in turn to encourage and persuade them to pramote Egypt
as a tourist destination. Seccndly, to investigate the marketing
activities carried out by tour operators to pramote Egypt in the
British and Irish tourist markets, from which we can assess the
degree to which tour operators committed themselves to the so-
called marketing oriented philosophy on one hand, and satisfying
their customers' needs and wants on the other.

To achieve these two ocbijectives, a structured questionnaire
was prepared for each.

As Egypt has been established as a tourist destination country
for a long time, it was planned at the very beginning of the field
work to survey all tour operators (census) who were Known as
pramoting Egypt in Britain. Therefore, a list of 27 tour operators
was obtained from the 'Travel Trade Directory 1982 Edition'.

Then, a copy of the first questionnaire, together with a covering
letter, were sent to tour operators, asking them to fix a mutually
convenient time for a meeting with the researcher. After a few
days, the researcher received letters from same tour operators
informing him that they had stopped offering Egypt. Accordingly,
the researcher felt that the list obtained from the 'Travel Trade
Directory' was out of date and misleading, due to the time-lag,
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and another way was called for to up-date the list. So, a
meeting with the managing director of the Egyptian State Tourist
Office in London was arranged. At this meeting the researcher
got a new list of 34 actual tour operators who are dealing with
Egypt at the present time. Thirty one of them are British and
the remaining three are Irish. In addition to the list
obtained, the researcher found it a great opportunity to have a
long discussion with the staff of the BEgyptian State Tourist
Office about the marketing activities undertaken by the office
in the British and Irish tourist markets. According to the
new list, then, another copy of the first questionnaire,
together with a copy of the second questionnaire and a personal

letter fram the researcher for each, were sent to the agencies
of tour operators.

During the period fram the end of April to the end of July
1984, additional letters were sent and several telephone calls
were made in order to enhance and receive the campleted question-
naires either by means of self-campletion or personal interviews,

After this extensive follow-up, the researcher received the
carmpleted questionnaires, as table 5.1 explains.

The main objectives of the personal interviews with tour
operators were; firstly, to get more information which could
not be obtained by the questionnaires, and more details about the
problems facing = their tours to Bgypt and their suggestions to
avoid such problems in the future. Secondly, to examine the
degree to which tour operators could assist the researcher in the
consumer survey, i.e. Pre-Tour and Post-Tour Questionnaires,by

distributing them to their customers who were going to or
returning from a visit to Bgypt.

*
See Appendices.
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Table 5.1: Response rate of Tour Ocerators' Survey

CL .| Questicnnaire |Questionnaire

: o] 3
100 34 100

1. Distributed questionnaires 34
2. Total response 29 85 29 85
3. Usable questionnaires 26 27
4, Incampleted (blank question-
naires returned) 3 2

5. Questicnnaires campleted by

personal interviews (out of

those usable) 15 15

II. Tourist Consumer Survey

Two questicnnaires were prepared, i.e. pre tour and post
tour. The pre tour questionnaire was distributed at Heathrow
Airport to those British visitors who were going to visit Egypt,
in order to determine what image and expectations they had about
the country,. The post tour questionnaire was distributed to those
British visitors who arrived at Heathrow Airport coming back from
Egypt, to assess the level of their satisfaction with Egypt as a
tourist destinaticn country, from which we could determine whether
or not the Egyptian Tourism bodies, travel intermediaries, and

tour coperators committed themselves to the so~called marketing
oriented philosophy.

The peopulation of this survey was defined as all British
tourists who were going to or coming back from Egypt during the

period of time starting at the end of May until the middle of
October 1984.
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Although Egypt has been known as a winter destination, the
two thirds of the survey time were in the summer season which was
usually considered as (off-season) for tourism in Egypt, and
therefore, it might be argued that same bias could be resulted
in the findings of the study. That is, the country was tco
hot, or the efficiency of services was higher, etc. (the
seasonal related problems). On the contrary, however, it could
be stated that the influences of that time defect might be
eliminated if the following facts are appreciated.

Firstly, the survey time reached September and the first
two weeks of Octcber, the beginning of the peak season, in which
the researcher received the majority of ccmpleted questionnaires
fram the respondents.

Secondly, it could be, on the other hand, an opportunity
for the researcher to examine the ways, if any, by which the
Egyptian Tourism Authority tried to fill in off-season by
developing other kinds of tourism, i.e. conferences, sunny
beaches, etc.

Finally, it is stressed that the reaction of respondents
mainly depends on the reason(s) for which they visited Egypt
-~ at that particular time, and what kind of tourism they were loocking
for, etc.

Due to the absence of a readily available socio~economic
characteristics of British visitors who were going to or ccaming
back from Egypt at the beginning of the survey time, a total
convenience sample size of 750 for each questionnaire, i.e. pre-
tour, and post-tour, was thought adequate for the nature and scope
of this expleoratory study.
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It was decided that it would be difficult for the
researcher to distribute the questionnaires himself at Heathrow
Airport, throughout the survey time (May-October), while he was
living in Glasgow with his family, because of cost and time
limitations. Therefore, during the interviews made by the
researcher with the marketing and managing directors of tour
operators, the researcher tried to convince them to distribute
the questionnaires by their tour managers, to their custamers,
while in the aircraft flying fram London to Egypt for the pre-
tour questicnnaire, and while in the aircraft coming back for
the post-tour questicnnaire, in return for giving them a copy of
the overall results when the researchwas coampleted. Initially,
after explaining the purpose and the benefits of the study to them,
four of them agreed, i.e. Thomas Cook, Thomson Holidays, Cosmos,
Bales Tours. However, the final agreement was dependent on the
results of a discussion with the other concerned managers in tour
operators' agencies. lLater, three of them refused because they
had their own questionnaire and as they thought, it might annoy
the tourist consumer to give him two questionnaires at one time.
However, Bales Tours only agreed to assist the researcher by
distributing 200 qustionnaires of each; pre tour and post tour,
during the survey time,* Ancther way had to be called for to
distribute the remaining questionnaires. The researcher called
on Egypt Air, and after a long discussion with the managing
director of Egypt Air in the U.K. and the manager of Egypt Air
Station in Heathrow Airport, explaining to them, by the researcher
himself and by the Director of the Egyptian Education Bureau in
London (the researcher's sponsor), the research benefits for Egypt
in general, and Egypt Air in the particular, as a component of
Egypt's tourism product, they agreed to co-operate with the
researcher by distributing the remaining questicnnaires (550) of

x
See Appendices.
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each; pre tour questionnaires to those British visitors who
were going to visit Egypt and willing to participate, during
the pre-flight time, and to be collected before they get in
the aircraft. The campleted questionnaires were sent to the
researcher later. The distribution of post-tour question-
naires was to those British visitors arriving fram Egypt at
Heathrow Airport and who were willing to participate in the
study. A stamped addressed return envelope was enclosed.

It should be mentioned that, in order to obtain different
distinctive views, and to avoid repetition and imitation among
the respondents' views, Egypt Air and Bales Tours were reguested
to distribute the questionnaires only to those heads of parties
who were willing to participate in the study. For instance,
i1f a married couple were going to or caming back fram Egypt,
only the husband should be asked to £ill in the questionnaire.

A telephone call was made at the end of every week through-
cut the survey time, to the manager of Egypt Air Station in
Heathrow Airport, as well as to the Middle East manager of Bales

Tours, in order to enhance and follow up the distribution of the
questicnnaires,

Table 5.2 gives details about the distributed questionnaires.
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Table 5.2: Response Rate of Tourist Consumer Survey

Pre Tour Post Tour
Questionnaire | Questionnaire

1. Distributed questionnaires 750 1 100 750
2. Completed questionnaires returned 335 44.7 288
3. Incampleted (blank question-

naires returned) - -~ 24
4. Total response
----

4. DeveloEnt of the Questionnaires

This step in the research design is concerned with the
development of the questionnaires constructed for data collection.
The field research in its two parts was carried out mainly by
means of a self-campletion questionnaire: however, a pilot study
in which fifteen of each of the two tour operators' questionnaires,
as well as twentv-five of each of the pre tour and post tour
questionnaires, were campleted either by the managing directors,
or the marketing directors, the tour managers of the tour
operating campanies, in the presence of the researcher himself.

Description

The aim of conducting such a test was threefold:

1. To ascertain respondents' reaction to the question-

naires in terms of layout, form, type and length of
questions,
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2. To test the accuracy and relevance of the terminology
used which differs from other kinds of research due
to the nature of tourism area, and

3. To gain insight into the ease or complexity of the
questionnaires' comprehensicn, and foreseeable
interpretation by the recipient in its self-
campletion form.

In the following, the aspects pertaining to; source of
ideas for questions, type of questions, type of scales, and the
rationale for the items included in the questionaires, will be
discussed.

Sources of ideas for questions were based upon a detailed
search of the literature for significant ideas relevant to
tourism marketing from the theoretical part of this study, in
addition to important information obtained fram field research
studies conducted in various tourist destination countries all
over the werld, Suggestions made by Professor Baker, the
researcher's supervisor, a long discussion with Mr. Gordon, senior
lecturer in the Department of Marketing at Strathclyde University,
a number of interviews with the staff members of the Scottish Hotel
School, were considered. Suggestions and advice of the
researcher's colleagues were also taken into account.

With regard to the type of questicns, two alternatives are
usually available; open ended, and closed or forced close type
of questions. Each of these types of questions has its own
merits and demerits. While the first are easy to ask, and
may generate more information through allowing free expression
of ideas, they are difficult to answer and still more
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difficult to analyse. Forced choice type of questions need
exploration before their construction, so as to take into account
all possible answers. Without such exploration, they might be
difficult to formulate. However, these questions are easy to
answer, interpret, and encourage respondents by giving the
impression of time-saving (2].

With the exception of the straightforward questions of Yes/No/
Don't Know alternatives, the -main type of questions used in con-
structing these questionnaires was the closed cne. However, the
advantage of obtaining further information was not lost because a
space for additional views: was provided where relevant to be
campleted by the respondent himself, and this allowed, in fact,
more information both in amount and in depth than any other
alternative strategy. In addition to this, sare open-ended
questions were used to give the respondents the opportunity to
- express their feelings and/or views on specific issues.

Concerning the issue of scaling, there are three points
which are subject to argument; numerical versus verbal scaling,

odd versus even scores, and the number of peoints the scale
should include.

Although it is beyond the direct concern of our thesis to
present fully, and critically evaluate each of these issues, the
following main aspects might help in clarifying the scale adopted
in this study.

Firstly: the scale used in the questionnaires is of a
nurerical type, Moser and Kalton [3] indicated that the main
features of measurement by scales is that a person, an object,
Or an attitude is placed at same point along a continuum ranging
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from extreme favourableness to extreme unfavourableness.
When a numerical value is attached to this point, distinction
of degree becomes possible.

Secondly: in view of odd versus even scores, previous
studies (4] showed that odd scores i.e. (1, 3, 5, 7, 9) were
rated more highly by respondents than even scores i.e. (2, 4, 6, 8).
In this sense, Moser and Kalton [5] said: "The choice between an
odd or even number depends on whether or not respondents are to be
forced to decide the direction of their attitudes; with an odd
number there is a middle category representing a neutral position,
but with an even number there is no middle category, so that
respondents are forced to decide which neutral they belong”.
Therefore, the score used in this study is a continucus score,
i.e. (1, 2, 3, 4, 5) which includes both odd and even numbers in
addition to the advantage of the middle category which represents
a neutral position.

Thirdly: with régard to the number of polints the scale
should include, Moser and Halton [6] also stated that "if the
scale is divided too finely, the respondents will be unable to
place themselves, and if too coarsely, the scale will not differ-
entiate adequately between them. Often five to seven categories

are employed, but scmetimes the number is greater”.

Based upon the above, the scale used in the questionnaires
was of a numerical type, running on a five-point rating scale, and
involving as intervals the numbers 1, 2, 3, 4, 5. However, a
separate label 'Don't Know' was added on the scale in the tour
operators' questionnaires, where it was felt that a particular
answer could not be given by the respondent, and the separate
labels, 'Didn't Visit' and 'Didn't Use' were added on the scale
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in same questions in the tourist consumer survey, where it was
felt that the tourist consumer might not use stme of the tourist

services or visit soame tourist attractions.

Four types of questionnaires were used (which are reproduced
in Appendices 1 and 2) to conduct the two main surveys as follows:

1. Tour Operators' Questionnaires.

In this survey two types of questionnaires were used as

follows:

A. Questionnaire No.1:

This questionnaire was designed to test Hl. In other words,
its main objective was to explore the degree of familiarity with
Egypt as a tourist destination country possessed by British and
Irish tour operators and their attitudes towards the country, fram
which we can assess the marketing activities of the Bgyptian
Tourism bodies. The questionnaire encampasses fifteen items
which can be classified under the following areas:

Firstly: The degree of familiarity of tour operators with
gypt as a tourist destination and the factors by which this

familiaritx could be measured.

Question 1 examined the extent to which tour operators were
familiar with Egypt as a tourist destination country. The answer
to this question was tested by the rest of the questionnaire
questions in general, and questions 2 to 5 in particular,

Question 2 asked respondents to identify for how many years
they were offering Egypt as a tourist destination country, while
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Question 3 concerned the number of visits to Egypt made by anyone
fram the tour operating agencies.

Question 4 was intended to explore the degree of importance

of Egypt among the other tourist destination countries with which
tour operators were concerned.

Question 5 aimed at determining the proportion of tour

operators' total business which was dependent on Egypt as a tourist
destination country.

Secondly: Product and Price aspects (Tour operators' image
about Egypt, and their views on the country's tourist attractions

and services, and their pricesl.

Question 6, items 1 - 29, aimed at identifying the most
lmportant tourist attractiens in Egypt with which tour operators
were concerned.

Questicn 7, items 1 - 10, examined tour operators' attitudes
towards the reasons for which British and Irish tourists visited

Egypt.

Question 8A, items 1 and 2, and B, items 1 and 2, aimed at
explering tour operators' opinions whether or not the tourist

attractions and facilities in Egypt were sufficiently developed
to meet the needs of British and Irish tourists, and their

suggestions for the major improvements need to be made,

Question 9, items 1 - 6, was intended to explore tour
operators’ views and their reaction to the level of price of the
tourist services and excursions in Egypt.
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Thirdly: Promotion aspect: Tour Operators' views on
oranotional activities carried out by Egyptian Tourism Bedies,

This part of the questionnaire attempted to assess the
influence of promotional activities undertaken by the Egyptian
Tourism bodies, on their relations with tour operators.

Questicn 107, items 1 - 6 and B, items 1 - 6 attempted to
assess how strong the relations were between tour operators and
the Egyptian Tourism bodies, and the suggestions of tour operators
to improve these relations, if any, was weak or poor. The answer
to this question was tested by questions 11 to 13.

Question 11, items 1 - 6, asked respondents to determine
how often their agencies had been approached by any of the
Egyptian Tourism bodies.

Question 12, items 1 - 11, explored the pramotional activities
by which tour operators had been approached.

Question 13, items 1 - 6, aimed at identifying whether or not
tour cperators had received any pramotional incentives from the
Egyptian Tourism bodies.

Fourthly: The type and size of tour operators' agencies.,

Questions 14, items 1 - 4, and 15, items 1 - 3, were
intended to determine the type of tour operating agencies, and
now large these agencies were in terms of number of employees,
capital employed, and annual sales turnover.
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B, OQuesticnnaire No. 2:

This questicnnaire was designed to test H2. 1In other
words, its main objective was to examine the extent to which tour
operators comitted themselves to the marketing oriented philosophy
in marketing Egypt in Britain and Ireland. Specifically, it
aimed at exploring the actual planning and performance of tour
operators' marketing functions. Also, to generate information
about the tour operators' approach towards marketing Egypt as a
tourist destination country, as well as their views about the
factors that might restrict travel to Egypt fram Britain and
Ireland. The questionnaire included twenty items which can be
classified under the following three major areas:

Firstly: Tour operators' attitudes towards the marketinc
concept.

Question 1 aimed at identifying whether or not the agency
was custcamer oriented by asking managers to give thelr opinion
on the importance of marketing goals in influencing the agency's
decision towards Egypt as a tourist destination,

Question 2 examined the extent to which tour operators
adopted the policy of full structured and formalised marketing
planning by defining objectives, tasks required, and measurements.

Question 3 asked respondents to determine the title of the

executive who was specifically responsible for marketing activities
1f they existed.

Question 4 was intended to explore whether or not tour operators
researched the custamers' needs and wants before they decided to
offer a new Egyptian tourist product.
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Question 5A and B was designed to investigate the extent
to which tour operators depend on thei<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>