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Abstract 

In today‘s turbulent competitive business environment, having relevant 

data and high quality market information is critical for business success. 

In this sense, big data has climbed to the top of the business agenda 

transforming the way companies do business. The substantial value added 

of using big data applications and analytics for business success and 

growth has been proved in many business sectors including tourism. This 

study aims to understand the behavioural intention among tourism-related 

businesses in Egypt with respect to the adoption of big data analytics. 

Based on the Technology Acceptance Model (TAM), a questionnaire is 

designed with a measurement scale of 14 statements plus additional 

questions to investigate awareness, implementation status, and key 

challenges for big data adoption. The findings reveal that although the 

high awareness of big data concept and its applications in the tourism-

related business in Egypt, a small number of these businesses is using big 

data analytics. Also, the results of Pearson‘s product moment correlation 

coefficient confirm the statistically significant strong positive relationship 

between ―perceived ease of use‖, ―perceived usefulness‖, and ―attitude 

toward use‖ as independent variables and the dependent variable, 

―behavioural intention‖. Besides, through the multiple regression 

analysis, it is indicated that about 60% of variation in the behavioural 

intention is explained by these three variables. Furthermore, the findings 

refer to cost of big data tools and infrastructure, lack of big data and 

analytics skills, and lack of sponsorship from top management as the key 

challenges for big data adoption in tourism-related businesses in Egypt. 

Finally, some recommendations have been presented as well as 

preparatory steps have been suggested as guidelines for tourism-related 

businesses in Egypt to help them adopting big data analytics in their 

business environment.  

 

Keywords: Big data, Tourism in Egypt, Decision making, Behavioural 

intention.  
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Introduction 

In today‘s turbulent competitive business environment, having relevant 

data and high quality market information is critical for business (Lam and 

McKercher, 2013). Evidently, companies that rely on data to reinforce 

decision making gain higher yields in comparison to those that do not 

(Brown, Chui, and Manyika, 2011). Most businesses in different sectors 

recognize the value of data to support their steady growth and sustainable 

success (Ritchie and Ritchie, 2002). This has been confirmed through the 

findings of a study of 142 CEOs from private companies in different 

sectors illustrating that increasing recognition of the role of data in 

making right decisions achieving healthy growth in revenues (Black, 

2011). Cooper stated that ―the tourism sector is also data hungry, for 

having the right information at the right time provides businesses with 

knowledge about customers, buying behavior, and market trends that can 

help developers, marketers and operators make the right investment and 

product decisions‖ (as cited in Lam and McKercher, 2013: 82). Also, the 

tourism-related businesses need to have high quality data to stay 

competitive because of the ever-changing business environment (Lee, 

Close and Love, 2010). Likewise, the heightened need for data in 

tourism-related businesses is explained by the necessity to understand 

tourists behaviour, the satisfaction of tourists needs, and the correlation 

between consumers expectations and the products offered by the tourism 

suppliers in destinations (Lennon, 2003). 

Recently, research, discussion, and analysis with respect to supporting 

decision-making using new data streams have increasingly emerged. 

Power (2016) illustrated that the data collection space is rapidly 

expanding with increasing data amounts and volume, more data variety 

and faster, higher velocity data, and many new data sources. These 

expanding new data streams are typically called as ―big data‖ (Davenport, 

Barth, and Bean, 2012). It is argued that big data has climbed to the top of 

the business agenda transforming the way companies do business 

(Labrinidis and Jagadish, 2012; Chen et al., 2016; Muller et al., 2016). 

Generally, big data is often about where people are, where they intend to 

be soon, what their activities are, what they buy or what they are looking 

for to buy (Fuchs, Hopken, and Lexhagen, 2014). All of these said topics 

of interest also are applicable to the behaviour and whereabouts of 

tourists. Hopken, and Fuchs (2016) demonstrated that the big data usage 

become vital for tourism-related businesses due to the crucial role and 

significance of social media and online product reviews in tourism. 
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In response to this stated importance of big data in the tourism filed, this 

study aims to understand the behavioural intention among the tourism-

related businesses in Egypt to adopt big data analytics. 

Literature review 

The term big data is widely used and has been defined in several and 

different ways according to people understandings, however it is basically 

derived from business intelligence and analytics (Sun et al., 2016; Power, 

2016). Hurwitz et al. (2012:16) defined big data as ―the capability to 

manage a huge volume of disparate data, at the right speed, and within the 

right time frame to allow real-time analysis and reaction‖. Another 

definition presented by McKinsey Global Institute (2013) stating that big 

data refers to data sets whose size is beyond the ability of typical database 

software tools to capture, store, manage and analyze. The most cited 

definition of big data is the data sets that are characterized by their 

volume (how much data), velocity, (how fast that data is processed) and 

variety (various types of data) that, because of their size and complexity, 

cannot be analyzed through traditional methods (Laney, 2001; Labrinidis 

and Jagadish, 2012; Chen et al., 2016). These three qualities of the big 

data (volume, velocity, and verity) are considered as the main 

characteristics of big data. However, an additional characteristic, veracity, 

was suggested to refer to accuracy of data and reliability of data sources 

(Phillips and Hoskisson, 2015). From this, it can be said that big data 

involves extracting information from large amounts of available data and 

analyzing this data based on innovative technological approaches to 

broaden the scope of knowledge, and business and market insights. 

In recent years, different businesses and industries have seen an upsurge 

of interest in big data. Versace and Massey (2012) explained that in this 

digital age, more than 2.5 quintillion bytes of data is daily created, 90% of 

the data in the world today have been created in the last 2 years alone, and 

the big data market is amounted to $5.1 billion in 2012 and is estimated to 

grow to $53.4 billion by the year 2017. The big data in the business 

environment are mainly sourced from data collected by companies about 

customers (e.g. addresses, purchase history), and transactions (e.g. point 

of sale data) or externally collected financial data (e.g. competitive 

intelligence), supply chain/inventory data (e.g. sensor data, product 

tracking), inputs from customer service interactions (e.g. web/call logs), 

and demographic or other data supplied by a third party (e.g., social 

media data) (Li et al., 2015). The big data sources can be summarized in 

five different groups as illustrated in Figure 1. 
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Figure 1. Big data sources 

Source: Demunter, c. (2015). Overview of big data sources with relevance 

for a system of tourism statistics. Working Group on Tourism Statistics, 

21-22 September 2015, Luxembourg. 

 

In this regard, many studies have been conducted exploring the main 

business areas that big data can be used in driving decisions. In 2013, the 

Economist Intelligence Unit surveyed about 212 global executives to 

investigate their views on the increasing integration of big data into 

organizations decision-making processes. This survey findings revealed 

that the most practices of big data in their business were concentrated in 

human resources management, financial management, investment 

decisions, sales strategy, marketing strategy, product development and 

innovation, supply chain management, and operations. Likewise, the Data 

Warehousing Institute (2013) conducted a survey on 641 data 

management professionals and found that most business tasks that have 

been improved through employing big data in their business were data 

analytics, information exploration and discovery, accurate business 

insights, greater business value from big data, broader data sourcing for 

analytics, business optimization, recognition of sales and market 

opportunities, segmentation of customer base, more data for data 

warehousing, sentiment analytics and trending, addressing new business 

requirements ,development of new data-driven products, understanding 

business change, definitions of customer behaviors aspects, better 

targeted social influencer marketing, quantification of risks, and cost 

control. More recently, in 2017, NewVantage company conducted a big 

data executive survey with 1000 respondents in financial and insurance 

services, health sector, media, and entertainment services. It found that 

these sectors have a range of big data initiatives with successful results 
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including decrease expenses through operational cost efficiencies, 

establish a data-driven culture, create new avenues for innovation and 

disruption, accelerate the speed with which new capabilities and services 

are deployed, launch new product and service offerings, increase revenues 

and new revenue sources, and transform and reposition business for the 

future.  

As a research area, Halevi and Moed (2012) argued that research on big 

data emerged in the 1970s but has seen an explosion of publications since 

2008. They proceed explaining that, although the term is commonly 

associated with computer science, the data shows that it is applied to 

many different disciplines including health, engineering, arts, humanities 

and environmental sciences. Herein, many empirical research papers 

indicated high adoption of big data analytics in many different sectors 

such as supermarket sector (Ochieng, 2015), financial services industry 

(Seth, and Chaudhary, 2015), social sector (Strange, 2015), 

telecommunication companies (Lee and Jung, 2014).  

However, few research on big data applications in the tourism field have 

been done in the last years. This is confirmed by Baggio, (2016:3) who 

said, ―although the much hype about the big data issue, not many tourism 

researchers have decided to pay some effort in studying these topics, and 

only a handful of them have invested time and resources in considering 

the possibilities of an application of big data to the tourism and hospitality 

field‖. One of the big data and tourism studies is conducted by Davenport 

(2013) who interviewed 21 industry participants including airline, hotel, 

rail, online travel agency, and travel management executives. He found 

that the benefits of big data for the tourism businesses are better decision 

support, new products and services, better customer relationships, and 

cheaper and faster data processing. This study recommended that tourism 

businesses need to research big data, strategize about big data, explore big 

data technologies, study the changes they need to make for business and 

operational processes, start assembling big data skills, and work with 

partners. Likewise, Phillips and Hoskisson (2014) studied the inclusion of 

big data in decision making in the hospitality Industry and found that 

analyzing ―Twitter‖ data with Apache Hadoop is the most ―big data‖ 

applications at surveyed hotels. Hadoop is an open source software that 

stores and processes huge amounts of complex, unstructured data such as 

opinions, emotions, and attitudes contained in sources like social media 

posts, blogs, online product reviews and customer support interactions 

(Hortonworks, 2013). 
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For the tourism sector, Soualah et al. (2016: 752) illustrated that ―with the 

intensive use of social networks and web sites specialized in e-tourism 

(TripAdvisor, Booking.com, etc.) web users are no longer passive 

recipients of contents; they absorb information from the web and in return 

produce their own new content. Professional tourism services collect this 

data while providing information or services to users‖ and these data sets 

are big data. Accordingly, businesses tend to invest in big data 

applications since ―they cannot rely anymore on the data provided by 

their destination management organization because se it is often a couple 

of months old by the time it gets to them. With last-minute booking 

becoming the norm, intelligence therefor requires a near-real-time aspect 

in order to be useful tourism businesses‖ (Wiersma, 2013: 15). In this, it 

is worth mentioning that, at the official statistics level, innovative 

methods for compiling official tourism statistics from non-traditional 

sources have gained a considerable attention over the last decade. Many 

initiatives have emerged globally that adopt big data sources for tourism 

statistics (e.g. mobile positioning data, booking and ticketing data, web 

searches, social media, etc.) (Alawwad et al., 2016). 

In the Egyptian context, based on the results from ―Google search engine‖ 

as well as the Egyptian Universities Libraries Consortium database, there 

were no published studies in field of big data and tourism in Egypt. From 

this sprang, the main purpose of this study is to understand the 

behavioural intention among the tourism-related businesses in Egypt to 

adopt big data analytics. Three main study objectives were specified as 

follows: 

1- exploring the awareness and implementation status of big data 

analytics in the tourism-related businesses in Egypt; 

2- investigating the behavioural intention among the tourism-related 

businesses in Egypt to adopt big data analytics; and 

3- determining the key challenges for big data implementation in the 

tourism-related businesses in Egypt. 

Methodology 

The study depended on the Technology Acceptance Model (TAM) which 

is developed by Davis (1989). The TAM is one of the most influential 

models that is widely used for measuring technologies adoption among 

professionals and academics (Lee, Kozar. and Larsen, 2003; Chuttur, 

2009). Many previous studies have adopted and expanded this model 

which was empirically proven to have a high validity (Ramayah et al., 

2002: 2). The main purpose of the TAM is to evaluate user‘s acceptance 
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of emerging IT systems and technologies through measuring three factors 

which are: 1) perceived ease of use, 2) perceived usefulness, and 3) 

attitude toward using new technology (Davis, 1989; Ramayah et al., 2002; 

Lee, Kozar. and Larsen, 2003; Chuttur, 2009).  

Data collection 

High-management level and IT professionals at the leading tourism-

related businesses in Egypt including travel agencies, hotels, and the 

national air transport carrier (EgyptAir), were targeted. In November 

2016, invitations sent via e-mails to target participants asking them to 

complete a web-based survey. Thereafter, many reminders were sent 

every two-weeks till the end of January 2017. The survey drew responses 

from 103 respondents form travel agencies and hotels. However, no 

responses from the EgyptAir were received. This sample is relatively 

small. However, it is still valid for statistical analyses as explained by 

Susan, Spinks, and Canhoto (2015) who indicated that a sample size of 

100 respondents is acceptable at 90% confidence level.  

Survey instrument 

Based on the TAM dimensions, a measurement scale with 14 statements 

was developed to realize the study objectives (Figure 2). In addition, the 

questionnaire involved 3 other sets of questions about respondents‘ 

profiles, big data awareness, implementation status, and key challenges 

for big data implementation in tourism-related businesses in Egypt. To 

assess the internal reliability of the study dimensions, Table 1 showed that 

the Cronbach‘s alpha coefficient for the 3 items used to measure the 

―perceived ease of use‖ was 0.856. By using 5 items in measuring 

―perceived usefulness‖, the alpha coefficient is 0.843. Also, 3 items were 

used in measuring the ―attitude toward use‖ and showed alpha coefficient 

of 0.787. Besides, the 3 items of ―behavioural intention‖ achieved alpha 

coefficient of 0.832. Overall, the internal reliability coefficients of the 

entire studied dimensions are moderate strong to very strong as all alpha 

coefficients are close to 0.8. With this proved internal consistency 

reliability among the study‘s dimensions, the relationships among the 

questioned items are reliable for further analysis. 
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Figure 2. The study model 

Source: Adopted by the Author based on Davis, F. (1989). Perceived 

usefulness, perceived ease of use, and user acceptance of information 

technology. MIS Quarterly 13(3), 319-340. 

Table 1. The internal reliability of the study dimensions 

Dimension Cronbach’s alpha No. of items 

Perceived Ease of Use 

(PEOU) 

0.856 3 

Perceived Usefulness (PU) 0.843 5 

Attitude toward Use (ATU) 0.787 3 

Behavioural Intention (BI) 0.832 3 

Data analysis 

The data was analyzed through the main three study‘s objectives using the 

statistical software SPSS version 21. Using descriptive statistical 

methods, the collected data from sample tourism businesses was 

analyzed. Pearson‘s product moment correlation coefficient (PMCC) was 

used to examine the strength of association between dependent and 

independent variables. Furthermore, the regression coefficient had been 

used to determine the relations between this study variables. According to 

Saunders, Lewis and Thornhill (2016), if the regression coefficient is 

statistically significant, it can be concluded that a relation is existed 

between the study variables. That, the multiple regression analysis was 

used to investigate the relationship between the study measures. 
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Results  

Profile of the respondents 

As mentioned previously, the sampled respondents were 103 participants; 

approximately 77% of them were affiliated to the hotels while 23% were 

belonging to travel agencies. The high-level management participants 

represented about 41% while IT professionals were 59% of the total 

number of respondents (Table 2).  

Table 2. Demographic profile of the respondents 

Characteristics 

n= 103 

Relative Frequency 

(%) 

Sector 

Travel agencies 

Hotels 

 

23 

77 

Job 

High- level management 

IT professionals 

 

41 

59 

Awareness of and implementation status of big data analytics in the 

tourism-related businesses in Egypt 

Respondents were asked to report on their awareness of the big data 

concept and its applications as well as to state the current situation of big 

data analytics implementation in their business environment. Surprisingly, 

82% of respondents were aware of the concept and its applications in the 

tourism-related business, however only 19% of businesses, where the 

respondents are working for, were actually using them and most of them 

were hotels (Figure 3). 

 

Figure 3. Awareness and implementation of big data analytics in the 

tourism-related businesses in Egypt 
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An associated question was asked about the most used applications of big 

data among those businesses that mentioned initially they are using such 

applications. The respondents said unanimously that the only current used 

big data analytics is online customer reviews at social media networks.  

The relationship between the TAM dimensions and the behavioural 

intention 

To assess the relationship between two variables, the behavioural 

intention (BI) and each of the independent variables of the TAM 

dimensions, Pearson‘s product moment correlation coefficient (PMCC) 

was used.  The Pearson Correlation Coefficients revealed that there is a 

statistically significant strong positive relationship between each of the 3 

TAM dimensions (perceived ease of use, perceived usefulness, and 

attitude toward use) and the behavioural intention (the dependent 

variable). These results, did not show multicollinearity problem in the 

study. Hair et al. (2006: 464) said that ―multicollinearity occurs if the (r) 

value between each pair of independent variable in Pearson‘s correlation 

exceeds (0.90)‖. 

Table 3. Correlations between the study variables 

Variables 

Perceived 

Ease of Use 

(PEOU) 

Perceived 

Usefulness 

(PU) 

Attitude 

toward Use 

(ATU) 

Perceived 

Usefulness 

(PU) 

r 0.695** 
  

Sig. (2-

tailed) 
0.000 

  

N 103 
  

Attitude 

toward Use 

(ATU) 

r 0.633** 0.650** 
 

Sig. (2-

tailed) 
0.000 0.000 

 

N 103 103 
 

Behavioural 

Intention 

(BI) 

R 0.601** 0.733** 0.701** 

Sig. (2-

tailed) 
0.000 0.000 0.000 

N 103 103 103 

** Correlation is significant at the 0.01 level (2-tailed). 
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Furthermore, to examine the causal relationship between three 

independent variables, (perceived ease of use, perceived usefulness, 

attitude toward use) and one dependent variable (behavioural intention) 

the multiple regression analysis is the most appropriate test to apply. The 

model summary table (table 4), illustrated that R square = 0.604 meaning 

that 60.4% of variation in behavioural intention is explained by perceived 

ease of use, perceived usefulness, and attitude toward use. That is to say, 

60.4% of behavioural intention depends on three factors, namely 

perceived ease of use, perceived usefulness, and attitude toward use.  

Table 4. Model summary of regression analysis (PEOU, PU, ATU, 

BI) 

R R Square Adjusted R Square Std. Error of the Estimate 

0.784
a
 0.604 0.583 0.48213 

a Predictors: (Constant), PEOU, PU, ATU. Dependent variable BI. 

From the coefficients table (table 5), it indicated that perceived ease of 

use (t = 4.468, p= 0.000), perceived usefulness (t = 3.240, p= 0.000), and 

attitude toward use (t = 4.4001, p= 0.000) had made substantial 

contributions in predicting behaviour intention of big data adoption in the 

tourism-related businesses in Egypt. 

 

Table 5. Significance of the regression coefficients (PEOU, PU, ATU) 

 
Unstandardized 

coefficients 

Standardized 

coefficients t Sig. 

Model Β Std. Error β 

constant 2.231 0.470  0.656 0.011* 

PEOU 0.252 0.103 0.225 4.468 0.000** 

PU 0.301 0.123 0.343 3.240 0.000** 

ATU 0.339 0.117 0.289 4.001 0.000** 

Notes: *p-value<0.05. **p-value<0.01 (two-tailed). N=103. Dependent 

Variable: BI 

Overall, these abovementioned results were in line with the findings of 

many previous research that have been conducted using TAM model to 

explore the adoption of different technologies other than big data, for 

example, 3G mobile services (Suki and Suki, 2011), online trading (Lee, 
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2009), GIS technology (Mirda, 2010), and mobile banking (Maduku, 

2014). Likewise, these results were consistent with the findings of two 

research papers that used TAM model to study the adoption of big data in 

sectors other than the tourism sector, for example, finance, insurance, 

education, healthcare, government (Hood, 2016) and supermarkets 

(Ochieng, 2015).  

key challenges for big data implementation in the tourism-related 

businesses in Egypt 

Respondents were asked to tell their opinions about the key challenges 

that encounter the implementation of big data applications and analytics 

in the tourism-related business in Egypt. It was a closed-ended question 

with 7 statements, which were adopted from (Capgemini Consulting, 

2014). (Figure 4) 

 

Figure 4. Key challenges for big data implementation 

The top five challenges that may encounter tourism-related businesses in 

Egypt to adopt big data were highlighted in Figure 4. These were ordered 

as per their importance as follows: 

- Cost of tools and infrastructure for Big Data and analytics; 

- Lack of big data and analytics skills; 

- Lack of sponsorship from top management; 

- Lack of clarity on big data tools and technology; and 

- Lack of a coherent data strategy. 

[VALUE]% 

[VALUE]% 

[VALUE]% 

[VALUE]% 

[VALUE]% 

[VALUE]% 

[VALUE]% 

Lack of sponsorship from top management

Lack of a coherent data strategy

Lack of Big Data and analytics skills

Lack of clarity on Big Data tools and

technology

Cost of tools and infrastructure for Big Data

and analytics

Data security and privacy concerns

Resistance to change within the organization
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Conclusion and recommendations 

Nowadays, businesses are influenced by an environment that is 

increasingly dynamic, complex and full of competition. In this turbulent 

competitive business environment, having relevant data and high quality 

market information is critical for business success. In this sense, big data 

has climbed to the top of the business agenda transforming the way 

companies do business. The substantial value added of using big data 

applications and analytics for business success and growth has been 

proved in many business sectors and tourism is no exception. This study 

was designed to understand the behavioural intention among the tourism-

related businesses in Egypt to adopt big data analytics. More specifically, 

three main areas were studied, namely, the awareness and implementation 

status of big data analytics, behavioural intention, and the key challenges 

for big data implementation in the tourism-related businesses in Egypt. To 

realize these study‘s objectives, the Technology Acceptance Model 

(TAM), which is developed by Davis (1989) has been adopted. This TAM 

is one of the most widely used models for measuring technologies 

adoption through measuring three factors which are: 1) perceived ease of 

use, 2) perceived usefulness, and 3) attitude toward using new 

technology. High-management level and IT professionals at the leading 

tourism-related businesses in Egypt, travel agencies, hotels, and the 

national carrier (EgyptAir), were targeted. The survey drew responses 

from 103 respondents form travel agencies and hotels. However, no 

responses from the EgyptAir were received. The questionnaire was 

designed based on the TAM dimensions with a measurement scale of 14 

statements plus additional questions about big data awareness, current 

implementations status, and key challenges for big data implementation in 

tourism-related businesses in Egypt. In the assessment of the internal 

reliability of the study dimensions, it was found that the internal 

reliability coefficients of the entire studied dimensions were moderate 

strong to very strong, meaning that the relationships among the 

questioned items are reliable for further analysis.  

The findings of this study revealed that 82% of respondents were aware 

of the big data concept and its applications in the tourism-related 

business, however only 19% of these businesses were actually using them 

and most of them were hotels. Currently, online customer reviews at 

social media networks is the most used big data application among 

tourism-related business in Egypt. The results of Pearson‘s product 

moment correlation coefficient (PMCC) confirmed that there is a 

statistically significant strong positive one-to-one relationship between 
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each of the 3 TAM dimensions (perceived ease of use, perceived 

usefulness, and attitude toward use) and the behavioural intention (the 

dependent variable). Besides, through the multiple regression analysis, it 

was indicated that 60.4% of variation in the behavioural intention is 

explained by perceived ease of use, perceived usefulness, and attitude 

toward use. Furthermore, the findings highlighted five challenges that 

encounter tourism-related businesses in Egypt to adopt big data, these are 

cost of tools and infrastructure for big data and analytics, lack of big data 

and analytics skills, lack of sponsorship from top management, lack of 

clarity on big data tools and technology, and lack of a coherent data 

strategy. 

This study was not free of limitations. The sample size was relatively 

small due to the low response rate as it is always experienced in research 

that is based on the tourism private sector in Egypt. Also, only two 

tourism businesses (tourism companies and hotels) were covered in this 

study. 

 The original contribution of this research is ascribed to the research topic 

of big data, which has been remarkably growing and is still a new area of 

academic research especially in the tourism field. Also, this research 

contributes to tourism literature in the Egyptian context. However, this 

research should be extended to study other tourism-related businesses in 

Egypt such as airlines, restaurants and car rental services, etc. Also, the 

external and internal factors that affect big data implementation in the 

tourism business environment in Egypt deserves research as well.  

Based on findings of this study, tourism-related businesses in Egypt 

should invest in adopting big data applications and analytics to get more 

comprehensive and deep knowledge about their customers and market 

trends resulting in sound decisions and increasing yields. It is 

recommended to follow the below suggested preparatory steps to adopt 

big data in tourism-related businesses in Egypt. (Figure 4) 

In the same context, the tourism education institutes in Egypt should 

incorporate big data as a subject or a course in their education programs. 

To add, the ministry of tourism in Egypt should work with the industry 

and academia to build and develop big data skills for the tourism private 

sector.  
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Figure 4. Preparatory adoption steps of big data 
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Abstract: 

While touring new places, tourists are exposed to new sites, new 

civilizations, as well as new cultures. For some people, having a week on 

a cruise ship or a vacation in a beach resort is a favorable choice, while 

for some others visiting places that represent suspense, excitement and 

horror is another choice. All these practices of visits have entered the field 

of tourism under the term of "Dark Tourism". In Egypt, there are many 

places that can be exploited for implementing dark tourism as a new trend 

in the Egyptian tourism industry. The research's core problem emerges 

from the fact that Egypt has many dark tourism sites of attraction, but 

they are not well exploited. This paper is built on one hypothesis which is 

promoting dark tourism in Egypt will result in creating a variety in the 

Egyptian tourism product and consequently increasing the number of dark 

tourists' to Egypt. 

Therefore, this paper examines the concept of dark tourism and its 

different categories, shed light on the Egyptian sites of attraction that can 

help in promoting dark tourism in Egypt and identify the focus areas of 

the proposed strategy for promoting dark tourism in Egypt. The paper 

depended on some methods including review of literature and 

questionnaire forms distributed to a number of travel agencies and 

tourism experts in Egypt (October 2016: February 2017). The findings 

revealed that dark tourism can be promoted in Egypt throughout 

implementing a strategy depending on three basic factors, which are 

determining the target market of dark tourism, creating variation in the 

Egyptian dark tourism programs and finally increasing the advertising 

campaigns.  

Relevant recommendations are given.  

    

Key words: Dark Tourism, Black Spots, Warfare Tourism. 
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Introduction 

While tourists travel commonly to see a beautiful landscape or to 

enjoy the great civilizations of a certain country, there is another category 

of tourists who travel to experience something unusual e.g. a 

concentration camp where thousands of people were tortured to death, a 

natural disaster zone that has been broadcasted across television screens, a 

haunted place that is full of suspense and excitement (Kendle, 2008). This 

illustrates how some people became fascinated with death, disaster and 

bizarreness. Consequently, this fascination entered the realm of tourism 

today and numerous sites of death, mystery and disasters began to attract 

millions of visitors from all over the world, e.g. Auschwitz Concentration 

Camp in Poland where thousands of Jewish citizens faced cruel death, 

Anne Frank‘s House in Netherlands, where Anne Frank and her family 

faced death and Arlington National Cemetery in the USA in which many 

American public figures and celebrities are buried. All these practices and 

more have been considered as a pattern of tourism and became known 

as "Dark Tourism" (Heisel, 2013). Egypt includes many dark tourism 

sites of attractions, but they are not well exploited. Instances of these 

attractions in Egypt include warfare sites, genocide sites and some places 

that are believed to be haunted. The problem of the study emerges from 

the fact that despite Egypt has many dark tourism sites of attraction, they 

are not well exploited and as a result of that no dark tourists are attracted 

to Egypt. This research will help in creating a new trend in the Egyptian 

tourism industry, which is dark tourism throughout shedding light on the 

key factors for promoting dark tourism in Egypt. The importance of this 

research focuses on some significant issues e.g. dark tourism as a new 

trend in the Egyptian tourism industry and one of the important means 

that aims at creating a variety the Egyptian tourism product, creating a 

strategic for promoting dark tourism in Egypt and shedding light on the 

role of travel agencies in Egypt, as well as the Egyptian tourism bodies in 

order to successfully promote dark tourism in Egypt.  Hence, the 

objectives of this research aim at identifying the concept of dark tourism 

and its categories, identifying the suggested sites of dark tourism in Egypt 

and identifying the focus areas of the proposed strategy for promoting 

dark tourism in Egypt. The research depends merely on one hypothesis, 

which is promoting dark tourism in Egypt will help in creating diversity 

in the Egyptian tourism product and consequently increasing the number 

of dark tourists' to it. 

 

 

 

http://www.vagabondish.com/dark-tourism-travel-tours.
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Review of literature  

1- The Concept of Dark Tourism:  

The term "Dark Tourism" was firstly coined in the middle of the nineties, 

by both of Professor 'John Lennon' and Professor 'Malcolm Foley' at the 

University of Glasgow in Scotland (Niemela, 2010). While some people 

are quick to say they had never been involved in something with a name 

like dark tourism, the scope is broad and the one might be a dark tourist 

without realizing that (Foley & Lennon, 2000). Dark tourism is defined as 

traveling to macabre places e.g. battlefields, genocide sites and haunted 

buildings (Copeland, 2011). However, this is not the sole definition of 

dark tourism; dark tourism can also be defined as:  

1. The tourism that involves visiting places that represent horror, 

suspense, suffering and disaster e.g. the killing fields of Cambodia and 

Rwanda, where many people were executed (Pickover, 2013). 

2. The tourism that involves the representation of inhuman acts that are 

interpreted for visitors in a number of places around the world (Foley & 

Lennon, 2000). 

3. The tourism that includes visiting exhibitions which have a real or a 

recreated death, suffering or the seemingly macabre as a main theme. 

4. The tourism that involves traveling to the sites and places that are 

connected to a certain kind of disasters or those places which witnessed 

death or atrocities e.g. places of genocide (Borthwick, 2013). 

5. The tourism that includes visiting the sites that are connected to death 

and horror, as well as misery and catastrophe (Molokac & Molokacova, 

2011).  

6. Traveling to a location wholly or partially motivated by the desire for 

actual or symbolic encounters with death, particularly, but not exclusively 

violent death (Copeland, 2011).  

7. The tourism that attract a certain category of tourists who are fond of 

visiting sites of death, disasters and destruction (Sharpley & Stone, 2009).  

8.  A type of tourism where tourists visit the historical places that 

witnessed some events characterized by being somber and grim.  

There are some other terminologies that can be used alternatively with the 

term dark tourism e.g. Atrocity tourism, Morbid Tourism (Bissell, & 

Mackay, 2009), Black Spot Tourism and Thanatourism, which was coined 

from the old Greek word Thanatos, that means death (Slayton, 2006). 

From dark tourism, some other related terminologies emerged e.g. "Dark 

Tourists" and "Black Spots". Dark tourists are the tourists who are fond of 

visiting dark tourism sites of attraction for the purpose of identifying them 

and knowing their exciting and bizarre nature (Isaac & Cakmak, 2013). 

Black Spots or Dark Spots are dark tourism's sites of attraction that are 
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characterized by being perilous places or sites of extreme horror (Phelan, 

2010; Trikha, 2011) and the more thrilling the place is, the more 

interesting is the dark tourism journey (Joly, 2010).  Dark tourism is now 

considered as one of the important new trends in the tourism industry, 

particularly of the twenty first century's contemporary leisure (Dalton, 

2014). This is the result of the new era of leisure that the world is now 

entering, when quality rather than quantity became the focus of 

researchers, policymakers and managers. Many factors helped in 

spreading dark tourism around the world and one of them was the media 

which played an apparent role in raising people's awareness about global 

atrocities and was one of the important factors that led to the appearance 

of dark tourism as a new leisure activity (Elkington & Gammon, 2013 and 

Williams, 2008). White and Frew (2013) stated that dark tourism is now 

becoming a growing phenomenon as well as an emergent area of 

scholarly interests. On the other hand, Isaac & Ashworth (2012) stated 

that traveling to places associated with death is not a new phenomenon, 

because many people for a long period of time have the tendency to travel 

to the sites that are linked, in one way or another, with death, suffering, 

violence and disaster. Furthermore, the human nature is considered one of 

the motivations that prompt people to book dark tourism tours for the 

purpose of being an eyewitness of suffering. This makes people more 

eager to understand how other people live through catastrophe and 

showing sympathy to victims. Statistics proved that there is a growing 

number of people who are eager to visit dark tourism sites of attraction, 

for instance in 2010 about 800,000 tourists visited the Jewish Museum in 

Berlin which chronicles the Holocaust, while Ann Frank House in 

Netherlands and the Alcatraz Prison in the USA receive more than one 

million visitors annually (Reheen, 2011).  

2- Categories of Dark Tourism:  

Dark spots have been classified into dangerous places, haunted places, 

and places of torture and fields of death (Bittner, 2011). Hence, dark 

tourism has been categorized into hardship tourism, warfare tourism, 

genocide tourism and horror tourism (Stone, 2012). There is also another 

categorization of dark tourism, which classified dark tourism into disaster 

tourism, battlefields tourism, genocide tourism, cemeteries/grave tourism, 

and ghost tourism (Garcia, 2012; Fonesca et al., 2016).  

2/1 Disaster Tourism:  

It is a type of tourism, where tourists visit the sites of either a natural 

disaster or an industrial disaster or both of them. Disaster tourism gives 

the tourist a chance to see the outcomes and the negatives of the occurred 

disaster (Nagai, 2012). 
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2/2 Battlefield Tourism:  

It is the tourism that involves visiting places where wars and battles took 

place (Kuukasjarvi, 2006) e.g. visiting the sites of Hasting battle, 

Bannockburn Battle, in Britain, as well as visiting the sites of Isandlwana 

battle, Blood River battle in South Africa and Second World War 

Memorials in Netherlands (Venter, 2007; Gieling; Eo Ong, 2016). 

Therefore, battlefield tourism is also known as "Warfare Tourism" or 

"Killing-fields Tourism" (Ashworth, 2004; Helal, 2005). Battlefield 

Tourism is not only confined to visiting wars and battlegrounds, but also 

includes visiting the cemeteries of war victims and the military museums 

that commemorate these events e.g. visiting the Imperial War Museum in 

London, which commemorates the history of the First World War 

(Kuukasjarvi, 2006). 

2/3 Genocide Tourism:  

It is the tourism which includes visiting places where genocides and cruel 

killings took place, as well as visiting the sites that witnessed rough 

sufferings led to death (Libett, 2013). The foremost international genocide 

tourism attractions are for instance Ground Zero in the USA where the 

terrorist attacks of 11
th

 of September 2001 took place, Nanjing Massacre 

Memorial Hall in China which marks the anniversary of Nanjing 

massacre (Stone, 2012), the Killing Fields of Cambodia where 17,000 

person were executed, the Tuol Sleng Genocide Museum in Cambodia 

which chronicles the genocide of torturing more than 15,000 person to 

death (Libett, 2013) and the Crime Museum in London which displays 

photographs and sentences of the British criminals e.g. Jack the Ripper 

(Evans, 2013).   

2/4 Ghost Tourism:  
It is the tourism that involves visiting places that are supposed to be 

haunted or those which are claimed to be controlled by a supernatural 

power e.g. haunted building and castles. Ghost tourism is also the tourism 

that involves all the related visits to the other world. This illustrates how 

these tours have a kind of metaphysical interpretation and thrilling 

experiences (Garcia, 2012). 

2/5 Cemeteries Tourism:  
It is the tourism where tourists can visit famous graves and cemeteries 

e.g. city cemetery of Krakow in Poland, the national graveyard of 

Budapest in Hungary (Pecsek, 2015) and the mausoleum of Saint Thomas 

Becket in Canterbury Cathedral in England (Simkin, 2014), who faced 

King Henry the Second and prevented his encroachment upon the church 

(Guy, 2012).   
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3- Dark Tourism Destinations in Egypt: 

The fascination with Egypt sprouts a tremendous height throughout 

history, and the passion for the ancient Egyptian civilization was and still 

in increase. The Egyptian land is full of many places which are full of 

excitement, mystery and bizarreness, which can give Egypt the 

opportunity to be a distinguished dark tourism destination. Instances on 

these places are those which witnessed wars, genocides, massacres and 

horror. Promoting dark tourism in Egypt will only be confined to three 

categories, which are: warfare tourism, genocide tourism and ghost 

tourism, which represent the tourism product of dark tourism in Egypt.    

3/1 Warfare Tourism Destinations in Egypt:  

3/1/1 The Mortuary Temple of Ramesses the Third - Luxor: 

The Mortuary Temple of Ramesses the Third (1184-1153 BC) in the west 

bank of Luxor is one of the important structures of the New Kingdom. 

Apart from its size, architectural and artistic importance, the temple is 

probably best known for being the source of some inscribed relieves and 

sculptures that depict the advent and defeat of the sea peoples of the 

Libyans and Phoenicians during the rule of Ramesses the Third (Romey, 

2003; Golia, 2010; Peters, 2011).  

3/1/2 Abukir Bay - Alexandria: 

Abukir Bay in Alexandria witnessed the Battle of Abukir Bay in 1798, 

which was one of the most violent navy battles over history as it lasted for 

a whole day between the French and English forces. The battle ended by 

the destruction of the French naval fleet where the majority of its ships 

were totally damaged and the others were seized (Sharaf Eldin et al., 

2013).   

3/1/3 The English Mountain - Bahariya Oasis:  

The English Mountain, which is located at Bahariya Oasis, witnessed the 

military actions happened in Bahariya Oasis throughout the world wars' 

years. It goes back to the era of Williams; the British captain who 

stationed in this area during the First World War. It includes the ruins of 

the First World War's British fortress that was established to observe the 

movements of the Libyan Sanusi tribes and soothe ruins of some 

buildings of the British soldiers (Sampsell, 2006).  

3/1/4 Mansoura National Musuem – Mansoura:  
The Mansoura National Museum is considered a living testimony to 

steadfastness and sacrifice made by the Egyptians during their heroic 

resistance to the French military crusade led by King Louis the ninth in 

Egypt in 1249. This museum was originally the house of Fahrul-Din Ibn 

al-Qadi, the chief judge in Egypt. It was converted in to national museum 

including statues and paintings of Louis the ninth's crusade in Egypt, in 

https://en.wikipedia.org/wiki/Temples_of_a_Million_years
https://en.wikipedia.org/wiki/Temples_of_a_Million_years
https://en.wikipedia.org/wiki/Theban_Necropolis
https://en.wikipedia.org/wiki/Theban_Necropolis
https://en.wikipedia.org/wiki/New_Kingdom
https://en.wikipedia.org/wiki/Sea_Peoples
http://www.badawiya.com/attractions.htm
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addition to 46 piece assets e.g. invader's weaponry, military gear, King 

Louis's helmet and the chair that he was offered to jail. There are also 

sculptures and busts of King Louis the Ninth and Prince Toran Shah in 

addition to a painting displays the major battle in the city of Mansoura. 

The museum's paintings and sculptures were made by Egyptian artists 

who wanted to commemorate a significant chapter in the history of Egypt 

throughout the Islamic era   

 (http://fineart.anamil.net/En/MusemsDetailsE/9). 

3/1/5 Muhammad Anwar El- Sadaat Museum – Alexandria:  

It is a unique museum in Alexandria, located over 260 meters in the 

complex of Alexandria library. It was established to mark the anniversary 

of the former Egyptian president 'Muhammad Anwar El- Sadaat' and 

chronicles an important era in the modern Egyptian history. The museum 

displays some of president El- Sadat possessions e.g. medals, his personal 

radio, his personal pipe, his personal cloak, his library, his personal 

books, a collection of his suits including the suit that he was wearing in 

the moment of his assassination and a collection of Arabian swords. The 

museum also includes some rare visual recordings and a short story 

written by president El- Sadaat himself  

(http://www.bibalex.org/en/Center/Details/sadatmuseum?Keywords=).  

3/1/6 The Alabaster Tomb – Alexandria:  

The Alabaster Tomb is located at the northern side of 'Lateen Tomb' in Al 

Horaya Road in Alexandria. Archaeologists suppose that this tomb is a 

part of 'Sema' or the 'Royal Tomb", which is the tomb of Alexander the 

Great in particular (Venit, 2002). 

3/1/7 Heliopolis Military and War Memorial Cemetery – Cairo:  

Heliopolis War and Memorial Cemetery of Cairo goes back to the period 

when a Middle East command set up in Cairo shortly before the outbreak 

of the Second World War. There are now 1,742 Commonwealth 

casualties of the Second World War buried or commemorated in the 

cemetery and 83 war graves of other nationalities. The pavilions at the 

entrance to the cemetery house the Heliopolis Port Tewfik Memorial to 

almost 4,000 men who served and died with the Indian Army during the 

First World War in Egypt and Palestine. The pavilion at the rear of the 

cemetery houses the Heliopolis Aden Memorial to more than 600 men of 

the Commonwealth forces who died in the defense of Aden during the 

First World War and who have unknown graves  

(http://www.cwgc.org/find-a-

cemetery/cemetery/2018702/HELIOPOLIS%20WAR%20CEMETERY). 

 

 

http://fineart.anamil.net/En/MusemsDetailsE/9
http://www.cwgc.org/find-a-cemetery/cemetery/2018702/HELIOPOLIS%20WAR%20CEMETERY
http://www.cwgc.org/find-a-cemetery/cemetery/2018702/HELIOPOLIS%20WAR%20CEMETERY
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3/1/8 Chatby Military and War Memorial Cemetery – Alexandria:  

The Cemetery is located in the main Alexandria cemetery complex. It was 

used for burials until April 1916. There are now 2,259 First World War 

burials in the cemetery and 503 from the Second World War. The 

cemetery also contains war graves of other nationalities, some of which 

date to 1882. The Chatby Memorial stands at the eastern end of the 

cemetery and commemorates almost 1,000 Commonwealth servicemen 

who died during the First World War 

(http://webcache.googleusercontent.com/search?q=cache:vG3ajHakOnUJ

:www.cwgc.org/search/cemetery_details.aspx%3Fcemetery%3D10702+

&cd=1&hl=ar&ct=clnk&gl=eg). 

3/1/9 Hadra War Cemetery - Alexandria:  

This cemetery was established in April 1916 when it was realized that the 

cemetery at Chatby would not be large enough. This cemetery was 

extended for the Second World War burials, including 1,700 First World 

War burials in the cemetery and 1,305 from the Second World War. It 

also contains war graves of other nationalities and some non war burials 

(http://www.cwgc.org/find-a-

cemetery/cemetery/54600/ALEXANDRIA%20(HADRA)%20WAR%20

MEMORIAL%20CEMETERY) 

3/1/10 Alamein War Cemetery – Alamein: 

Alamein War cemetery is located at Alamein village at a distance of 130 

km in the west side of Alexandria. It consists of the Commonwealth 

Cemetery, the Italian Cemetery and the German Cemetery. The cemetery 

was designed by 'J. Hubert Worthington' and includes 7367 grave 

involving 281 graves of unknown soldiers made of limestone, porcelain 

and marble. The cemetery involves the Cremation Memorial which 

commemorate the soldiers who were burnt in Alamein War in 1941, the 

Cross of Sacrifice, a memorial of the 1941 south African invasion's 

victims of Sri Lanka (Commonwealth War Grave Commission: El 

Alamein and the War in Western Desert), a memorial for the victims of 

the ninth Australian invasion and a memorial for Italian and German 

soldiers at the western side of the cemetery (A Field visit to Alamein War 

Cemetery).  

3/1/11 Alexandria Naval Unknown Soldier Memorial – Alexandria: 

The Alexandria Naval Unknown Soldier Memorial is located in 

Alexandria. It was built under the rule of 'Muhammed Ali',  and was 

originally a memorial to Khedive 'Ismail'. In 1946 the Egyptian president 

gave his orders about transforming this place to a memorial of the 

unknown naval soldier under the leadership of the Egyptian Navy (Said, 

2015; Dessouki 2016). 

https://en.wikipedia.org/wiki/Muhammed_Ali_of_Egypt
https://en.wikipedia.org/wiki/Isma%27il_Pasha
http://www.almosafr.com/forum/t54609.html
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3/1/12 Cairo Unknown Soldier Memorial – Cairo:  

Cairo Unknown Soldier Memorial is the most visible landmark of Nasr 

city district in Cairo (Gado, 2010).  The memorial was designed in 1974 

upon the request of the former Egyptian president 'Mohamed Anwar El-

Sadaat' for the purpose of honoring and commemorating the Egyptians 

and Arabs who lost their lives in the Egyptian war of 1973. The site also 

was chosen for president El-Sadaat's tomb after his assassination in 

October 1981. This memorial is also the venue of the Egyptian military 

celebrations e.g. the celebrations of the sixth of October (Meital, 2015).  

3/2 Genocide Tourism Destinations in Egypt: 

3/2/1 Tell Al-Robb "Mandis" – Dakahliya:  

Tell Al robb is one of the most important hills in Lower Egypt, 

particularly located at the town of Sinbilaween in Dakahliya governorate. 

It witnessed one of the cruelest genocides that took place in the time of 

the 5
th

 dynasty which was the result of destructing a 4
th

 dynasty Pharaonic 

museum. The remnants of 35 skeletons of the genocide's victims were 

found in this area and it was noticed from the shape of the skeletons that 

they were resisting strongly against their foes (Lxxv, 2000). 

3/2/2 Caracalla Hall - Alexandria: 

Caracalla hall is located in Alexandria and it was basically an equestrian 

club. It was the place in which one of the most violent massacres occurred 

in 215 AD, and became known as Caracalla Massacre. The story of this 

massacre goes back to the desire of Empire Caracalla to avenge himself 

on the people of Alexandria who used to mock and deride him. Recently, 

a large number of humans' and animals' skeletons were found as the 

remnants of this brutal massacre (Twinger, 2010).  

3/2/3 Zuwayla Gate - Cairo: 

Zuwayla gate is the southern gate of Cairo and one of its main important 

gates (The Monuments in The Vicinity of Bab Zuwayla Cairo, 2013). It 

was also the place of executing criminals, for instance on the 13
th

 of April 

1517, Zuwayla Gate was the place where Sultan Toman Bay was 

executed in front of the Egyptian crowds (Thompson, 2010; Al Mubaidin, 

2014). 

3/2/4 Al-Azab Gate – Cairo:   

Al-Azab Gate is associated to a famous massacre in the Egyptian history, 

which is the citadel's massacre. This massacre was ordered by 

'Muhammed Ali' in 1811, so that he could get rid of the Mamluks' 

existence in Egypt. It was a real violent massacre, where the passage of 

Al-Azab Gate and the citadel's patio were filled with a huge number the 

Mamluks' corps (Ziemech, 2004; Amer, 2015). 

 

https://en.wikipedia.org/wiki/Yom_Kippur_War
http://www.masress.com/shorouk/178854
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3/2/5 Denshawai Museum – Al-Minufiyah:  

The Denshway Museum of  Al-Minufiyah was established in 1999 to 

commemorate the Denshawai Incident, which was the outcome of the 

dispute that occurred in 1906 between some British military officers and 

the people of Denshawai village. The museum is dedicated to 

commemorate the Egyptian peasants who killed a number of British 

officers in 1906 and also to mark the anniversary of the seven Egyptian 

peasants who were hanged on 26 June 1906 by the British forces 

(Carcanague, 2012). 

3/3 Ghost Tourism Destinations in Egypt: 

3/3/1 The Valley of the Kings' Ghosts and King Tutankhamun's 

Curse:  

The Valley of the Kings is located in the eastern bank of the Nile's river in 

Luxor. Because of its high archaeological value, it was considered as one 

of the important world heritage sites at UNESCO (Weeks & 

Hetherington, 2006). One the other hand, the Valley of the Kings is 

considered one of the places that witness some paranormal and 

supernatural phenomena. Many tales were being told about the existence 

of ghosts of the Egyptian Pharaonic kings and nobles wondering at night 

in the desert of the New Valley. Many people claimed seeing a Pharaonic 

king's apparition riding his chariot and wearing his golden collar and 

Pharaonic dress. The archaeologists who work in the Valley of the Kings 

always say that they feel the existence of something paranormal in this 

place. Furthermore, some strange phenomena took place in this area, 

which claim the existence of the curse of pharaohs in it (Vandenburg, 

2004).  

3/3/2 King Akhenaton's Ghost – Minia:   

The Egyptian Pharaoh 'Akhenaton' ruled Egypt in the 8
th

 dynasty of the 

modern kingdom. He made a real religious and cultural revolution in the 

period of his rule, (Jackson, 2011) e.g. monotheism. In mysterious 

circumstances, Akhenaton was killed by the monks, who suffered a lot 

during his rule. After his death, they cursed him and obliged him to 

wonder in the desert of Tell Al-Amarna as a ghost (Caldecott, 2001).   

3/3/3 Baron Empain Palace – Cairo:  

Despite the wonderful design of Baron Empain Palace, it is claimed to be 

haunted. There are rumors that claim hearing voices for the transfer of the 

furniture of the palace in the middle of the night and the lights that turn on 

suddenly in the back yard of the palace and die suddenly as well. The 

doorman of a building in front of the palace said that ghosts only appear 

in this palace at night and do not allow anyone to remain inside it for a 

long period of time. He also said that the existence of ghosts is true. The 

https://en.wikipedia.org/wiki/Al-Minufiyah
https://en.wikipedia.org/wiki/Al-Minufiyah
https://en.wikipedia.org/wiki/Denshawai_Incident
https://en.wikipedia.org/wiki/British_military
https://en.wikipedia.org/wiki/Denshawai
https://en.wikipedia.org/wiki/Peasants
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evidence on the doorman's claim was what happened in 1982, where 

many passers-by saw smokes emitting from the main room of the palace, 

then in the afternoon the glows of fire were soon extinguished without 

anybody's intervention (Cook, 2012).  

Research Methodology: 

A mixed methodology was used which incorporated both primary and 

secondary data collection. The secondary sources were discussed above 

and included different books, theses, dissertations, periodicals, work 

papers, journals' articles and internet websites. The primary data 

depended on distributing two questionnaire forms. The first one was (150) 

questionnaire form directed to a random sample of travel agencies 

"Category A" in the Egyptian cities of Cairo, Alexandria and Mansoura. 

The number of the retrieved valid forms was (129). The second 

questionnaire form was directed to a random sample of 20 tourism experts 

represented by the Ministry of Tourism, the Egyptian Authority for 

Tourism Development, the Federation of Tourism Chambers and the 

Egyptian Tourism Board. The number of the valid retrieved forms was 

(14). The findings of the two questionnaire forms are presented below. 

Although this sample is not statistically significant, because of the 

difficulty in determining the actual size of the total community, it is 

important to provide broad indications to major directions, with the aim 

of knowing different points of view and suggestions about dark tourism as 

a new trend in the Egyptian tourism industry. A pre-test was carried out to 

test wording, layout and completion time. After the questionnaire was 

adjusted, it was eventually carried out in five months. The obtained data 

were analyzed by using the SPSS program (Statistical Package for the 

Social sciences). These methods helped in collecting more data for 

reaching a specific conclusion depending on data analysis. Field research 

was also carried out through visiting some Egyptian dark spots e.g. Al-

Sadat Museum, Alamien Cemeteries, Mansoura National Museum and 

Alexander Palace in Mansoura.   

Discussion:  

Part one: The questionnaire form of travel agencies in Egypt:  

Table (1): Organizing dark tourism tours by travel agencies in Egypt 

Percent Frequency
*
 Opinion Code 

3.10 4 Yes  1 

9.90 125 No 2 

100 129 Total   

* More than one answer is valid 
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Table (1) shows that the majority of travel agencies in Egypt representing 

(96.90%) did not organize dark tourism tours, which means that there was 

no actual implementation of dark tourism in Egypt. 

Table (2): The proposed tourism patterns that can be added to the 

travel agencies in Egypt 

Percent Frequency
*
 Tourism Patterns Code 

76.74 99 Dark Tourism  1 

23.26 30 Other tourism patterns 2 

100 129 Total  

* More than one answer is valid 

Table (2) shows that the majority of travel agencies in Egypt representing 

(76.74%) like to add dark tourism as a new pattern to their tourism 

programs, for creating a kind of diversity. 

Table (3): The chosen pattern of dark tourism that can be added to 

the tourism programs of travel agencies in Egypt 

Percent Frequency
*
 Dark Tourism Patterns Code 

75.97 98 Warfare Tourism  1 

23.26 30 Genocide Tourism  1 

21.71 28 Ghost Tourism  1 

* More than one answer is valid 

Table (3) shows that the majority of travel agencies in Egypt like to add 

warfare tourism in their tourism programs representing (75.96%), because 

of the existence of many war sites in Egypt. 

Table (4): Egypt as a Dark Tourism Destination 
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1 Dark Tourism 

attracts the 

Domestic 

Tourists 

5 3.88 19 
14.7

3 

3

8 

29.4

6 

3

4 
26.36 

1
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12.4
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 Egypt as a Dark Tourism Destination  2.81 56.2 Neutral   

* More than one answer is valid 

Table (4) presents the respondents' points of view about Egypt as a dark 

tourism destination, which are indicated as: 

- Regarding the respondents' views on "Egypt is considered an 

important dark tourism destination", the majority of the views 

were neutral representing (64.65%) of the relative weight. 

- Regarding the respondents' views on "Dark Tourism attracts the 

international tourists", the majority of the views agreed on that, 

representing (72.40%) of the relative weight. 
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- Regarding the respondents' views on "Dark Tourism attracts the 

domestic tourists", the majority of the views disagreed on that, 

representing (46.36%) of the relative weight. 

- Regarding the respondents' views on "Egypt has an enough 

number of genocide tourism sites of attraction", the majority of the 

views were neutral, representing (45.89%) of the relative weight. 

- Regarding the respondents' views on "Egypt has an enough 

number of genocide tourism sites of attraction", the majority of the 

views were neutral, representing (45.89%) of the relative weight. 

- Regarding the respondents' views on "Egypt has an enough 

number of ghost tourism sites of attraction", the majority of the 

views disagreed on that, representing (41.09%) of the relative 

weight. 

- Regarding the respondents' views on "Egypt has an enough 

number of warfare tourism sites of attraction", the majority of the 

views agreed on that, representing (75.50%) of the relative weight. 

- Regarding the respondents' views on "Can genocide tourism attract 

the highest percent of dark tourists?", the majority of the views 

disagreed on that, representing (46.67%) of the relative weight. 

- Regarding the respondents' views on "Can Ghost Tourism attract 

the highest percent of Dark Tourists?", the majority of the views 

disagreed on that, representing 41.71% of the relative weight. 

- Regarding the respondents' views on "Can warfare tourism attract 

the highest percent of dark tourists?", the majority of the views 

disagreed on that, representing (72.09%) of the relative weight. 

Eventually, the general views were neutral about "Egypt as a dark 

tourism destination", representing 56.26% of the relative weight. 

Table (5): The most important site for Genocide Tourism in Egypt  

Code Site Frequency
*
 Percent 

1 Tell all Robb at Dakahliya 

governorate 
5 3.88 

1 Caracalla Hall in Alexandria 21 16.28 

1 Zuwayla Gate in Cairo 103 79.84 

1 Al- Azab Gate in Cairo 48 37.21 

1 Monastery of Martyrs in Sohag 9 6.98 

1 Denshway Museum in Al-

Minufiyah  
28 21.71 

* More than one answer is valid 

According to table (5), the majority of the respondents agreed that 

'Zuwayla Gate' in Cairo will be the foremost site of attraction for 

genocide tourism in Egypt, representing (79.84%) of the relative weight. 
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Table (6): The most important site for Warfare Tourism in Egypt 

Code Site Frequency
*
  Percent 

1 The Mortuary Temple of Ramesses the third in Luxor  37 28.68 

1 The English Mountain in Bahariya Oasis   41 31.78 

1 Abukir Bay in Alexandria  35 27.13 

1 Mansoura National Museum in Mansoura  29 22.48 

1 Muhammad Anwar Al- Sadaat Museum in Alexandria 57 44.19 

1 The Vaults of Al-Montazah Palace in Alexandria  32 24.81 

1 Al- Chatby Cemetery  17 13.18 

1 Alabaster Tomb in Alexandria 17 13.18 

1 Heliopolis Military and War Memorial Cemetery in 

Cairo 
58 44.96 

1 Chatby Military and War Memorial Cemetery in 

Alexandria  
37 28.68 

1 Hadra War Cemetery in Alexandria 31 24.03 

1 Alamein War Cemetery in Alamein  91 70.54 

1 Alexandria Naval Unknown Soldier Memorial in 

Alexandria  
35 27.13 

1 Cairo Unknown Soldier Memorial in Cairo  40 31.01 

1 Port-Said Martyrs Memorial in Port Said  14 10.85 

1 Ten Israeli Soldiers Memorial in Ariesh  10 7.75 

* More than one answer is valid 

According to table (6), the majority of travel agencies' managers in Egypt 

agreed that 'Alamein War Cemetery' in Alamein will be the foremost site 

of attraction for warfare tourism in Egypt, representing (79.84%) of the 

relative weight.  

 Table (7): The most important site for Ghost Tourism in Egypt 

Code Site Frequency
*
 Percent 

1 Valley of the Kings in Luxor  33 25.58 

1 Tell Al-AMarana in Minya  19 14.73 

1 Baron Empain Palace in Cairo  101 78.29 

1 Alexander Palace in Mansoura  12 9.30 

* More than one answer is valid 

According to table (7), the majority of travel agencies' managers in Egypt 

agreed that Baron Empain Palace' in Cairo will be the foremost site of 

attraction for ghost tourism in Egypt, representing (78.29%) of the 

relative weight. 
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Table (8): Other proposed sites of attraction for Dark Tourism in 

Egypt 

Code Site Frequency
*
 Percent 

1 Salah Al-Dien citadel in Cairo 1 0.78 

1 Qaitbay citadel in Alexandria  1 0.78 

1  Sixth of October Panorama in Cairo  1 0.78 

1 The Bar Lev line area in Suez  1 0.78 

1 Tabat Al-shagara area in Ismailia  1 0.78 

* More than one answer is valid 

Table (8) shows that the other dark tourism proposed site from the 

respondents' points of view are Salah Al-Dien citadel in Cairo, Qaitbay 

citadel in Alexandria, Sixth of October Panorama in Cairo, The Bar Lev 

line area in Suez and Tabat Al-Shagara area in Ismailia. These sites 

presented (0.78%) of the relative weight for each one of them.  
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attracting a large number 

of dark tourists 

1 Promoting dark tourism 

should rely on attracting 

tourists and managing 

black spots in Egypt  
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 The Focus Areas for Promoting Dark Tourism in Egypt   3.69 73.73 Agree   

* More than one answer is valid 

Table (9) presents the respondents' points of view on the focus areas of 

the dark tourism's marketing strategy in Egypt, which are indicated as: 
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- Regarding the respondents' views on "Promoting dark tourism in 

Egypt should rely on the pricing", the majority of the views agreed 

on that representing (69.33%) of the relative weight. 
- Regarding the respondents' views on "Promoting dark tourism in Egypt 

should rely on finding the right target market", the majority of the views 

agreed on that representing (81.33%) of the relative weight. 

- Regarding the respondents' views on "Promoting dark tourism in 

Egypt should rely on imitating other countries' dark tourism 

programs", the majority of the views agreed on that representing 

(77.33%) of the relative weight. 

- Regarding the respondents' views on "Promoting dark tourism in 

Egypt should rely on affecting the other dark tourism markets' 

share", the majority of the views were neutral representing 

(62.67%) of the relative weight. 

- Regarding the respondents' views on "Promoting dark tourism in 

Egypt should rely on the competitive advantage of the Egyptian 

dark spots", the majority of the views agreed on that representing 

(81.33%) of the relative weight. 

- Regarding the respondents' views on "Promoting dark tourism in 

Egypt should rely on the large travel agencies for attracting a large 

number of dark tourists", the majority of the views agreed on that 

representing (70.00%) of the relative weight. 

- Regarding the respondents' views on "Promoting dark tourism in 

Egypt should rely on attracting tourists and managing black spots 

in Egypt", the majority of the views agreed on that representing 

(77.14%) of the relative weight. 

- Regarding the respondents' views on "Promoting dark tourism in 

Egypt should rely on organizing one tourism program for all the 

dark spots in Egypt", the majority of the views disagreed on that 

representing (56.00%) of the relative weight. 

- Regarding the respondents' views on "Promoting dark tourism in 

Egypt should rely on cutting down the marketing costs", the 

majority of the views were neutral representing (65.33%) of the 

relative weight. 

- Regarding the respondents' views on "Promoting dark tourism in 

Egypt should rely on increasing the sale of the Egyptian black 

spots' products and services", the majority of the views agreed on 

that representing (74.67%) of the relative weight.  

- Regarding the respondents' views on "Promoting dark tourism in 

Egypt should rely on looking for new dark tourism markets", the 
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majority of the views agreed on that representing (78.67%) of the 

relative weight.  

- Regarding the respondents' views on "Promoting dark tourism in 

Egypt should rely on estimating its cost", the majority of the views 

agreed on that representing (77.14%) of the relative weight.  

- Regarding the respondents' views on "Promoting dark tourism in 

Egypt should rely on looking for a small portion of the dark 

tourism market and increasing it", the majority of the views were 

neutral representing (81.83%) of the relative weight.  

- Regarding the respondents' views on "Promoting dark tourism in 

Egypt should rely on protecting the current position of dark 

tourism's products and services that are accompanied by good 

promotional campaigns", the majority of the views agreed on that 

representing (76.06%) of the relative weight.  

- Regarding the respondents' views on "Promoting dark tourism in 

Egypt should rely on the tourist's perception of the Egyptian dark 

spots' value", the majority of the views agreed on that representing 

(78.57%) of the relative weight.  

Eventually, the general views agreed on that there an availability of 

creating a strategy for dark tourism in Egypt, depending on some 

basic key factors", which are determining the target market of dark 

tourism, creating a variation in the Egyptian dark tourism programs 

and finally increasing the advertising campaigns. 

Part two: The questionnaire form of the tourism experts in Egypt:  

Table (10) Countries that can compete Egypt for dark tourism 

Code Country Frequency  Percent  

1 USA 5 33.33 

1 UK 1 6.67 

1 Germany 5 33.33 

1 Poland 6 40.00 

1 Romania 4 26.67 

1 Rwanda 2 13.33 

* More than one answer is valid 

According to table (10), the majority of tourism experts in Egypt agreed 

that 'Poland' is the country that can strongly compete Egypt for dark 

tourism, due to the existence of the Jewish concentration camps and 

Holocaust buildings in it (Libett, 2013). 
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Table (11) Success factors of dark tourism in some countries 

Code Success Factor Frequency
*
 Percent 

1 
The variety in dark tourism sites of attraction 11 73.33 

1 The existence of  the enough services and 

requirements that dark tourists need 
10 66.67 

1 
The variety in dark tourism programs 5 33.33 

1 The reasonable prices of dark tourism 

programs for all ages  
7 46.67 

* More than one answer is valid 

According to table (11), the majority of the respondents agreed that the 

variety in dark tourism sites of attraction' is the most important dark 

tourism success factor representing (73.33%) of the relative weight, then 

the existence of the enough services and requirements that dark tourists 

need representing (66.67%) of the relative weight, then the existence of 

reasonable prices of dark tourism programs representing (46.67%) of the 

relative weight and eventually the variety in dark tourism programs 

representing (33.33%) of the relative weight. 

 
Table (12) The other patterns of dark tourism that can be applied in Egypt 

Code Patterns Frequency
*
 Percent 

1 
Disaster Tourism  4 26.67 

1 Political Tourism  1 6.67 

* More than one answer is valid 
According to table (11), the majority of the respondents agreed that two other 

patterns of dark tourism can be applied in Egypt, which are disaster tourism 

including places of accidents e.g. famous airplanes crashes and vehicle accidents 

representing (26.67%). They also mentioned to the political tourism representing 

(6.67%) as another pattern of dark tourism that can be applied in Egypt through 

visiting the Egyptian squares that witnessed famous political events (Nagai, 

2012).  
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Table (12) The important factors for carrying out an effective 

strategy for promoting dark tourism in Egypt 

Code  Factor Frequency
*
 Percent 

1 Setting up an internet website including all the Egyptian 

dark tourism sites of attraction 
3 20.00 

1 Utilizing the Web.2 including the different forms of social 

media 
5 33.33 

1 Offering the essential services and requirements for the 

dark tourists 
1 6.67 

1 Offering varied prices for the Egyptian dark tourism 

programs 
4 26.67 

1 Offering varied Egyptian dark tourism programs 3 20.00 

1 Organizing marketing campaigns for dark tourism in Egypt  2 13.33 

1 
Utilizing audio-visual advertising tools for promotion  1 6.67 

1 Participating in the international tourism conferences and 

exhibitions 
1 6.67 

* More than one answer is valid 

According to table (12), the majority of the respondents agreed that the 

most important factor for carrying out an effective strategy for promoting 

dark tourism in Egypt is utilizing the Web.2 including the different forms 

of social media representing (33.33%), then offering varied prices for the 

Egyptian dark tourism programs representing (26.67%), then setting up an 

internet website including all the Egyptian dark tourism sites of attraction 

as well as offering varied Egyptian dark tourism programs representing 

(20.00%) for each one of them, then organizing marketing campaigns for 

dark tourism in Egypt representing (13.33%) and eventually participating 

in the international tourism conferences and exhibitions, offering the 

essential services and requirements for the dark tourists as well as 

utilizing audio-visual advertising tools for promotion representing 

(6.67%) for each one of them. 
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Table (5) the responsible authority for organizing dark tourism 

programs in the Egyptian dark spots 

Code 
Authority Frequency

*
 Percent  

1 The Egyptian travel agencies "under the 

cooperation of the Egyptian association 

for tourism promotion" 

10 66.67 

1 The tour operators in the other dark 

tourism countries 
1 6.67 

* More than one answer is valid 

Table (5) shows that the responsible authorities for organizing dark 

tourism programs in the Egyptian dark spots are the Egyptian travel 

agencies "under the cooperation of the Egyptian association for tourism 

promotion" representing (66.667%) as well as the tour operators in the 

other dark tourism countries representing (6.67%).  

2.6 Do you expect a successful future for dark tourism in Egypt?  

Table (5) The future of Dark Tourism in Egypt  

Item 

Response 

 M
ea

n
  

R
ela

tiv
e 

W
eig

h
t    

 Item
 

D
irectio

n
  

Totally 

Agree 
Agree Neutral 

Disagre

e 

Totally 

Disagre

e 

Don't 

Know  

F  % F % F % F % F % F % 

Do you expect a good 

future for Black 

Tourism in Egypt? 

- - 8 53.33 6 40.00 1 6.67 - - - - 3.33 66.60 Agree 

According to table (5), the majority of the respondents expect a successful 

future for dark tourism in Egypt, as the percentage of the respondents who 

agreed on that was the highest representing (53.33%). 

Results: 

This study revealed some significant results as indicated in the following 

points:  

- The existence of the Egyptian dark tourism product in Egypt. 

- Three categories of dark tourism will be promoted in Egypt.  

- Dark tourists will be attracted to the Egypt. 

- The existence of dark tourism destination in various places in 

Egypt including Cairo, Alexandria, Luxor Dakahliya, Minufiyah, 

Port Said, Arish, Ismailia, Suez, Sohag and Minia.  

- The uniqueness of the Egyptian dark spots will encourage the 

tourists to visit Egypt.  
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- Dark tours in Egypt will depend on the large travel agencies in 

Egypt. 

- Many travel agencies in Egypt are enthusiastic to organize dark 

tourism programs.  

- Dark tourism in Egypt will create a variety in the Egyptian 

tourism product. 

- Dark tourism in Egypt will create new job opportunities for the 

Egyptian youths.  

- Dark tourism in Egypt will be an opportunity toward achieving 

tourism development in many Egyptian areas, which will lead to 

achieve profitability and consequently enhancing the national 

economy. 
- Dark tourism marketing strategy will depend on three basic factors, 

which are determining the target market, creating variation in dark 

tourism programs and finally increasing the advertising campaigns.  

By visiting some dark spots in Egypt, it was found out that these sites can 

really do help successfully in promoting dark tourism in Egypt. This is 

because of the distinguished nature of the Egyptian dark spots and the 

unique characteristics they have, as for instance being scary, grim and 

somber. People who work in these sites do not know the concept of dark 

tourism and tourists who visit these sites e.g. Alamien cemeteries come in 

specific times of the year for visiting the graves of their buried relatives, 

but they have never been included in dark tourism programs.  

By implementing SWOT analysis on dark tourism destinations in Egypt, 

some important facts have been identified, as indicated: 

 

 

1- Strength: 

- The existence of the Egyptian dark tourism product, presented in 

the destinations of warfare tourism, genocide tourism and ghost 

tourism. 

- The uniqueness and high quality of dark tourism sites of 

attractions in Egypt. 

- Dark tourism in Egypt will create variety in the Egyptian tourism 

product.  

- Dark tourism in Egypt will result in attracting a new category of 

tourists to Egypt i.e. dark tourists.  

- Dark tourism in Egypt will help in enhancing the authenticity and 

national identity of many people through warfare tourism.  

- The preparedness of many travel agencies in Egypt for organizing 

dark tourism programs.  
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- The availability of creating an effective marketing strategy for 

dark tourism in Egypt depending on the large travel agencies in 

Egypt.  

2- Weaknesses:  

- Many Egyptians do not know what dark tourism is. 

- Dark tourism can be strange or unusual tourism pattern for many 

Egyptian local residents. 

- There is no available information about the Egyptian dark spots. 

- Not all categories of dark tourism will be applied in Egypt. 

- No Egyptian travel agencies are specialized in organizing dark 

tourism tours. 

- The lack of a well-skilled labor for dark tourism. 

- The lack of promotional campaigns for dark tourism in Egypt. 

- Tourists can not be welcomed in some dark tourism destinations 

e.g. the countryside's destinations.  

3- Opportunities:  

- An opportunity for creating a variety in the Egyptian tourism 

product.  

- An opportunity for creating new job opportunities for the Egyptian 

youths.  

- An opportunity for helping Egypt to enter the international 

competition as a dark tourism destination. 

- An opportunity for scholars to consider Egypt as a new dark 

tourism destination.  

- An opportunity for achieving the tourism development in many 

Egyptian areas. 

- An opportunity for maximizing the Egyptian tourism profitability. 

- An opportunity for enhancing the national economy. 

4- Threats: 

- The existence of environmental problems e.g. pollution in many 

dark tourism destinations in Egypt. 

- The increased international competition represented in various 

dark tourism destinations in the USA as well as Europe and Asia.  

- Many dark tourism destinations need a strong tourism 

development strategy, including infrastructure and 

accommodation services.  

- The cultural gap between dark tourists and local residents in some 

areas. 

- The unstable price of the Egyptian pound is a threat not only for 

dark tourism, but also for many other types of tourism. 
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Conclusion:  

Dark tourism is a new trend in the global tourism industry, which 

achieved a major success in many European, African and Asian 

countries. There are many dark spots in Egypt that can be exploited 

for promoting dark tourism in Egypt, represented in places of wars, 

genocides and horror. Dark tourism in Egypt can successfully be 

promoted by implementing a strategy consisting of three basic factors, 

which are determining the market of dark tourists, creating variation 

in the Egyptian dark tourism programs and increasing the advertising 

campaigns for drawing the attention to this new trend of tourism in 

Egypt. As a result of promoting dark tourism in Egypt, the number of 

tourists visiting Egypt will be increased and this will reflect positively 

on the whole Egyptian tourism industry as well as the Egyptian 

Economy.  

Recommendations: 

a- Travel agencies' Recommendations: 
1- The necessity of the existence of Egyptian travel agencies 

specialized in organizing varied tourism programs for the 

Egyptian dark tourism destinations, depending on the variation of 

dark tourism programs, determining the target market of dark 

tourism in Egypt and maximizing the promotional campaigns.   

2- Travel agencies in Egypt must have the enough skilled labor e.g. 

tour guides, tour leaders and tour programmers who have a good 

acquaintance with dark tourism. 

3- The Egyptian travel agencies must offer varied dark tourism 

programs including different prices for encouraging tourists to 

visit the Egyptian dark spots.  

4- There must be a successful cooperation between with the 

Egyptian travel agencies and the international travel agencies in 

the other dark tourism countries, to benefit from their previous 

experiences. 

5- There must be a successful cooperation between the Egyptian 

travel agencies and the Egyptian Ministry of Tourism to carryout 

a successful plan for attracting many nationalities to the dark 

spots in Egypt.  

6- Travel agencies in Egypt must convene meetings and organize 

workshops with tourism experts to discuss the new trends in 

tourism e.g. dark tourism and look for new ideas for attracting 

dark tourists to Egypt.  
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7- Travel agencies in Egypt must pay their attention to the domestic 

tourism market by offering varied dark tourism programs with 

reasonable prices. 

8- Travel agencies in Egypt must successfully cooperate with the 

Egyptian Ministry of Tourism for increasing the dark tourism's 

marketing and advertising campaigns e.g. presenting multilingual 

footages and documentaries about the Egyptian dark spots.  

9- Travel agencies in Egypt must depend on Web.2 represented in 

the different forms of social media for marketing Egyptian dark 

tourism, because of the significant role they play in spreading the 

information. 

      b- Egyptian Ministry of Tourism Recommendations: 

1- The Egyptian Ministry of Tourism and its related bodies e.g. the 

Egyptian Tourist Authority, the Egyptian Tourism Development 

Authority and the Egyptian Tourism Federation must carry out a 

precise study about the Egyptian dark spots and tackle any 

problem related to them.  

2- There must be a successful cooperation between the Egyptian 

Ministry of Tourism and the Egyptian Ministry of Antiquities 

concerning the destinations that can be exploited for promoting 

dark tourism in Egypt.  

3- The Egyptian Tourism Board must establish a detailed database 

about all the Egyptian dark spots and their different patterns.  

4- There must be a successful cooperation amid the Egyptian 

Ministry of Tourism, the Local Tourism Authority, the local 

organization and the private sector bodies to prepare the Egyptian 

dark spots for the tourists e.g. improving both of infrastructure and 

superstructure in the Egyptian dark spots that lack these services. 

5- There must be a successful cooperation between the Egyptian 

Ministry of Tourism and the Egyptian Tourism Chamber to shed 

light on the Egyptian dark spots and prepare successful tourism 

programs for them. 

6- There must be a successful cooperation between the Egyptian 

Ministry of Tourism and the Egyptian Ministry of Antiquities for 

providing a specialized tour guides for Dark Spots in Egypt. 

7- The Egyptian Ministry of Tourism must take part in the 

international conferences and exhibitions e.g. ITB "Internationale 

Tourismus-Börse Berlin", to shed light on the Egyptian dark spots 

in such important gatherings.  

8- The Egyptian Ministry of Tourism must be keen on presenting 

annual statistics about the numbers of dark tourists in the other 
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countries and compare them with the number of Dark Tourists in 

Egypt.    

9- There must be a successful cooperation between the Egyptian 

Ministry of Tourism and the Egyptian Ministry of Education to 

raise students' awareness about the new trends in the tourism 

industry e.g. dark tourism. 

10- The Egyptian Ministry of Tourism, the Egyptian Tourism Board 

and the Egyptian Tourism Federation must be keen on promoting 

dark tourism as a new trend in the Egyptian tourism industry, 

throughout organizing training courses, workshops and 

conferences about dark tourism in Egypt. 

11- There must be a good number of communication channels 

between the Egyptian Ministry of Tourism and the Egyptian travel 

agencies through increasing the numbers of meetings, conferences 

and symposia that discuss the different categories of Dark 

Tourism in Egypt. 

12- There must be a successful cooperation between the Egyptian 

Tourism Board and the Egyptian Tourism Federation for identifying 

the target market of dark tourism and attracting it successfully.  

13- The Information and Decision Support Center of the Egyptian 

Ministry of Tourism as well as the Egyptian Tourism Federation 

must publish periodicals about the new trends in the Egyptian 

tourism e.g. dark tourism, so that proper decisions can be taken 

and accordingly numbers of dark tourists can be increased. 

14- The Egyptian Ministry of Tourism must pay its attention to the 

process of tourism marketing in general and dark tourism 

marketing in particular through increasing the different forms of 

marketing and advertising campaigns. 

15- The Egyptian Ministry of Tourism and the Egyptian Tourism 

Board must set up a website for dark tourism in Egypt.  

16- The Egyptian Ministry of Tourism and the Egyptian Tourism 

Board must be keen on considering Egypt as a dark tourism 

destination in the international website of dark tourism 

"www.dark-tourism.com". 

17- The Egyptian Ministry of Tourism and the Egyptian Tourism 

Board must utilize different forms of social media for marketing 

dark tourism in Egypt, as they play a significant role in informing 

a large number of people about the Egyptian Dark Spots.   

18- The Egyptian Ministry of Tourism must endeavor to establish a 

national museum to chronicle the history of the Egyptian criminals 

http://www.dark-tourism.com/
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and the punishment they faced, as it plays an important role in 

attracting a large number of dark tourists.  

19- The Egyptian Ministry of Tourism must sign cooperation 

agreements and protocols with the foundations that can benefit 

from the Egyptian dark spots e.g. movie production companies 

that can produce documentaries about Egyptian warfare and 

genocide destinations as well as horror movies in the Egyptian 

Ghost Tourism Spots. 

20- The Egyptian Ministry of Tourism must cooperate with the 

Ministry of Higher Education for establishing an academic 

research center about dark tourism.  

21- The Egyptian Ministry of Tourism must carry out dark tourism 

researches in order to benefit from the other countries' experiences 

in this trend. 

22- There must be government spending programs that aim at helping 

travel agencies and the Egyptian tourism bodies in activating dark 

tourism in Egypt.  
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االرغبىبد الحدّضخ فِ طنبعخ السْبحخ فِ مظسالسْبحخ السٌداء كأحد   

 "الفسص ًالزحدّبد "

 

رُعزجررس العةلررخ ثررْا السررْبحخ ًاتمرربكا الزررِ  رريدد وحررداصبي مضْررسح ً بم ررخ لْسررذ 

فزرسح شمنْرخ يٌّ,رخ, حْنترب رٌاعردد اتمربكا الزرِ ُعسفرذ  َثبلحدّضخ, حْش رسعع ىره العةلخ إلر

ثأحررداصيب ًربزّايررب التضْررسّا, ًىرررا مررب دفررع  ررسّحخ معْنررخ مررا السررْبػ إلررَ شّرربزح مضرر  ىررره 

وحداس اإلصبزح ًالعنف ًالتعبنبح ًالظٌاىس الغسّجخ الزِ  ع,َاتمبكا, ثيدف مشبىدريب ًالزعسف 

عزبدح, ّظيس نتط السرْبحخ السرٌداء, ًالررُ ّعزجرس نت ربي حدصذ ثيب. فجغبنت اتنتبي السْبحْخ الت

فسّداي ّزتْص ثشسّحخ معْنخ ما السْبػ محرٌز اىزتربميه ىرٌ شّربزح اتمربكا الزرِ  ريدد وحرداس 

السعت ًالمزر  التضْرسح, ًالزرِ رتضر  التنرزظ السرْبحِ ليررا النتط.ىررا, ًرزتحرٌز مشر ,خ الجحرش 

سررزاداميب كتمبطررد ل,سررْبحخ السررٌداء فررِ مظررس, حررٌو ًعررٌد العدّررد مررا التٌالررع الزررِ ّت ررا ا

ًل نيب لْسذ مسزغ,خ االسزغةو اتمض . اعزتد الجحش ع,رَ فرسع ًاحرد ًىرٌ وع رفعْر  السرْبحخ 

السٌداء فرِ مظرس سرٌف ّرإدُ إلرَ ن,رك رنرٌم فرِ التنرزظ السرْبحِ التظرسُ ًثبلزربلِ شّربدح 

مفيٌم السْبحخ السرٌداء ًونٌاعيرب وعداد السْبػ الٌافدّا إلْيب.  ّيدف الجحش إلَ الزعسف ع,َ 

التاز,فخ ًكْفْرخ رسرٌّميب فرِ مظرس. ًلرد اعزترد ىررا الجحرش ع,رَ الدزاسرخ النظسّرخ, مرا نرةو 

السعررٌم إلررَ ال زررت ًالتساعررع ًالرردًزّبد الزررِ رنبًلررذ التشرر ,خ مٌإررع الجحررش, إإرربفخ إلررَ 

مررا  ررسكبد الدزاسررخ التْدانْررخ مررا نررةو رٌشّررع اسررزتبزاد اسزمظرربء مٌعيررو إلررَ مغتٌعررخ 

السْبحخ "فئو و" فِ مظس ًونسٍ مٌعيو إلَ مغتٌعخ ما نجساء الم بم السْبحِ فِ مظرس, 

. ًلد ره رح,ْر  النزرب ظ مرا نرةو ثسنربمظ 6102حزَ فجساّس  6102ًذلك فِ الفزسح ما وكزٌثس 

", صره رره اسرزاةص النزرب ظ ًالزرساػ مغتٌعرخ SPSSالحصمخ اإلحظب ْخ ل,ع,رٌم االعزتبعْرخ "

 ٌطْبد.ما الز

 سْبحخ الحسًة. -ممبطد السْبحخ السٌداء  –ال ,تبد الدالخ: السْبحخ السٌداء 

 

 

  

 

 

 

 

 

 ًلْد سْد ومْا 

 ك,ْخ السْبحخ ًالفنبدق

 عبمعخ التنظٌزح 

  

 

 رغسّد نْسُ العصة

 ك,ْخ السْبحخ ًالفنبدق

 عبمعخ ح,ٌاع  

 

 دعبء ستْس محتد حصه

 ك,ْخ السْبحخ ًالفنبدق

 عبمعخ التنظٌزح 

 

 وحتد عبدو محتٌد محتد حتبد

 ك,ْخ السْبحخ ًالفنبدق

 عبمعخ التنظٌزح 
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Abstract 

The tourist image of any destination is vital in attracting more tourists to 

the destination. This research aims to evaluate the image of the Egyptian 

tourism product in the brochures of the UK tour operators. The content 

analysis was used to analyse the text and pictures in seven brochures 

produced by main tour operators in UK tourist market about Egypt. This 

knowledge may give a better understanding of the UK tour operators‘ 

perspective about Egypt.  The findings of this paper demonstrate that the 

total image of Egypt is positive. But, there are many attractions that were 

ignored.  

Keywords 

Brochures, Destination, Egypt, Tourist Image, Tour Operators  

 

Introduction               

Tourist destinations need to have an individual brand image in order to 

differentiate themselves from competitors. Moreover, the image and 

brand development need to be focused on the potential customers 

(D‘Hauteserre, 2001). 

Tourists all over the world are confronted with a wide spectrum of travel 

destinations. Numerous offers are provided to the customer and the choice 

is dependent on the destination‘s value for the individual person. 

Therefore, creating unique images of destinations and standing out from 

competitors have become a difficult task for destinations all over the 

world (Schwaighofer, 2013). 

Information sources for tourism activities have changed greatly over the 

last ten years, mainly due to the impact of new technologies. Public 

authorities in charge of tourism development are still assigning great 
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quantities of money to posters, brochures and videos (Molina & Esteban, 

2006). 

In this information age, despite the availability of alternative promotional 

tools, such as e-brochures and websites, which are easily accessible, 

printed travel brochures remain as popular as ever (Ip, 2008) 

Literature Review 

Meaning of Tourism Product and Tourism Destination 

A tourism product focuses on facilities and services designed to meet the 

needs of the tourist. It can be seen as a composite product, as the sum 

total of a country‘s tourist attractions, transportation, accommodation and 

of entertainment which result in customer satisfaction (Turtureanu, 2010). 

The destination is the place of the tourism activity; where the tourism 

products or services are consumed (Della, 2012).  

Tourism destination includes basically the following components 

(Middleton et al., 2009): 

 Elements of tourist attractions (natural, cultural, architectural and 

industrial heritage, social attractions, sports, etc.).  

 Facilities and services offered by providers in the hospitality 

industry (accommodation, food services, transport services, 

shopping and other services).  

 Access routes to the destination (infrastructure, transport 

equipment‘s, operational factors, government regulations, 

destination image and the price paid by the tourist)  

The Importance and Influence of Destination Image 

The influence of the previously held image on the choice of tourism 

destinations has been considered by several authors who put models for 

decision-making in the holiday destination (Matos et al., 2012). 

Nevertheless, the influence of destination image is not limited to the 

choice of the destination, but affects the tourist‘s behavior at all stages. 

Thus, DI turns out to be a basic factor in the analysis of tourists‘ behavior, 

before, during, and after the vacation experience (Matos et al., 2012).  

Destination Image Formation Process 

According to San Martín and Del Bosque (2008, p.3), the image 

formation process is defined as "the development of a mental construct on 

the basis of a few selected impressions among the flood of total 
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impressions". These impressions are elaborated, embellished and ordered 

in the individual‘s mind.  

As the result of a perceptual and cognitive process (the primacy of the 

importance and value given to each attribute of tourist destinations), the 

destination image is formed from several sources of information 

(reference groups, group membership, media, etc.).  Thus,  any  person  

can  build  an  image  of  any  destination in their mind  without  ever  

having  been  there (Dominique & Lopes, 2011). 

Leisen (2001) recognizes that people with past tourist experiences have 

more clear and different images of a destination. Bonn et al., (2005) make 

emphasis on the need to properly identify the destination attributes that 

enhance image perception from people with previous travel experiences. 

Factors Influencing Destination Image Formation 

According to Baloglu and Mccleary (1999), the major factors which 

influence destination image are categorized into  two main  types:  

stimulus  factors  (the  information  sources  from  destinations  and 

independent agents)  and  personal  factors  (characteristics,  mental  

construction, social  and psychological  state...).  

Image of Egypt  

Tourist images of Egypt in the United States have both positive and 

negative attributes. For instance, Egypt was perceived to score well in 

terms of its historical and culture attractions, accommodation, and value 

for money, friendly people, beautiful natural attractions and good climate. 

However, it was scored badly in terms of its local food, nightlife and 

entertainment, personal safety, good quality of infrastructure and 

standards of hygiene and cleanliness. The tourism crises negatively 

impacted on the tourist images of Egypt in international tourist markets ( 

Jalil, 2010). 

Moreover, Bryce (2007) demonstrated that Egypt was presented and 

promoted in European tourism brochures with two dimensions. Two 

themes are dominated on the brochures: the beach tourism in Red Sea 

resorts and the Pharaonic civilization. 

Sources of Information in Tourism 

When planning a trip, tourists need information on their travel 

destinations to ensure that they make the best possible choice. Moreover, 

because travel products are intangible and involve complex decisions 
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associated with high costs, they are considered high-risk products. These 

factors lead people to seek a greater amount of information through a 

wide range of sources (Hernandez et al., 2013).  

The role of information sources in destination's image formation has been 

explained by Tasci  and Gartner (2007) when they claim that image is ―a 

construction of a mental representation of a destination on the basis of 

information cues delivered by the image formation agents and selected by 

a person‖, Hernandez et al., (2013) divided sources of information into 

impersonal or personal (Table 1).  

Table 1: Sources of information used in tourism 

Impersonal Personal 

Brochures 

Travel guides 

Local tourist offices 

Magazines 

Newspapers 

Clubs 

Travel agencies 

Friends and family 

Personal experience 

               Source: Hernandez et al., (2013, p.3) 

Information Sources and Destination Image 

The information about a specific destination, which is sometimes 

demanded by tourists, is a particularly important means of promotion for 

the tourism industry. Its value depends on reaching to consumers and 

satisfying their interests and needs. The means of promotion (brochures, 

guides, and tourist offices) are an active and open way of getting 

information to tourist. In the information processing stage, tourists use 

two processing modes in destination decisions: affective choice mode for 

expressive destination attributes, such as the pictures in brochures and 

travel magazines; and information processing mode used to evaluate 

attributes such as the price and the service quality of accommodations 

(Goossens, 2000).  

The media presents information through text and pictures creating visual 

image of a destination. Visual images are very powerful marketing tools 

enabling the destination to communicate a variety of images in a 

compressed format (Choi et al., 2007). The type and amount of 

information sources received influence the formation of the cognitive 

component of image. The cognitive evaluation of attributes is built by 
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external factors such as promotional efforts of a destination through 

media and word of mouth (Singh & Lee, 2009). 

Tourism Brochures as Sources of Information 

Despite the rapid emergence of travel information technology, the 

brochure remains a popular and frequently used information source for 

tourists ( Andereck, 2005). 

Al-Khayat (2009) highlighted brochures as tools to inform, persuade, 

remind and answer further inquiries about destinations by conveying 

positive messages to consumers. One of the main attractions of brochures 

is the fantastic photographs of destination's attributes which help the 

reader to choose a destination. 

According to Owusu (2010) brochure is a small magazine or book 

containing pictures and information about something or advertising about 

something. 

Wicks and Schuett (1994) found that travelers who use brochure's 

information when planning travel will continue to use brochures as a 

guide or reference throughout a trip. 

Brochures are a very popular promotional tool in tourism marketing and 

they are effective if they meet three main objectives: influence on image 

formation, destination choice and satisfaction (Molina & Esteban, 2006). 

Characteristics of Tourism Brochure 

Iordache et al.,(2010) explained the characteristics of tourism brochure as 

follows: 

 

1. Easily accessible to potential clients in terms of content (can be 

printed in any language) and transmission (can be obtained from 

tourist information offices, agencies, etc.., or can be sent by post 

to customer)  

2. Convenient and can be examined by the customer together with 

family or friends, at home, where they have free time and are 

willing to do so.   

3. Truthful and Surprising can present photos and descriptions of 

various places of interest, infrastructure, etc.  

4. Quite advantageous in terms of cost compared to other media 

propaganda, and can be distributed to various parts of the world. It 

can be used for advertising a specialized product to a segment of 
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the market and for the production of undifferentiated products of 

interest to very broad categories of visitors. 

 

Types of Brochures 

There are two types of brochure as follows: 

1- Printed brochures 

 Despite developing information and communication technologies (ICT), 

travel brochures continue being the main promotional tool for many 

places or tourism business (Andereck, 2005). 

  Molina and Esteban (2006) highlighted that brochures play a vital 

role in the formation of an induced image. A brochure is a form of printed 

promotional material designed to communicate with existing or potential 

tourists. The induced image depends upon colorful brochures and 

magazines that are distributed in information centers, travel agencies and 

TV advertisements ( Leisen, 2001). 

2- E-brochures  

E-brochures are a good sample of the digitization of all processes of 

tourism, hotel, travel and catering industries when updating the 

organizations. Theoretically, e-brochures should mainly coincide with 

their printed counterparts in their premises (good presentation, clarity, 

comprehensive information and friendliness). But they have specific 

characteristics: they do not weigh, they are never sold out, they can be 

electronically updated any time, they are cheaper and it is easy to control 

the number of downloads, etc. (Fernández & Mihi, 2011). 

The majority of destination marketing organizations have created online 

marketing systems to extend and distribute their products and services. 

Many websites actually reflect printed brochures. Others allow consumers 

to request printed materials online. There are an increasing numbers of 

sites and online versions of printed brochures as pdf files or interactive 

versions using Flash. Therefore, e-brochures can take on many forms 

(Anuar et al., 2009). 
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Fernández and Mihi (2011) found that the percentage of using electronic 

brochures is less than printed ones, as shown in Figure1.  

 

 

 

        

        

 

   

 

Fig.1: Types of brochure.  

Source: Fernández & Mihi (2011,p.4) 

 

The purpose of the field study is to measure and assess the tourist image 

of Egypt in the brochures presented by United Kingdom tour operators. 

Selected sample of brochures were seven brochures produced by main 

tour operators in UK tourist market about Egypt to assess the tourist 

image. These tour operators are Thomas Cook, Thomson and Red Sea 

Holiday as follows: 

Thomas Cook 

Today, Thomas cook is the second largest European travel group. It now 

has 33 tour operating brands, 2,400 travel agencies, 66 aircraft and 

employs 19,775 full time staff, and there are 23 million customers 

traveling through it each year. Thomas Cook organizes 57 journey  to 

deferent destination around the world, including Egypt (Thomas Cook, 

2017). 

Thomson 

Thomson Holidays is a UK-based travel operator and subsidiary of TUI 

Group. The Thomson Travel Group was owned by the Thomson 

Corporation of Canada until it was floated on the London Stock Exchange 

in 1998. The headquarters of Thomson UK are in Luton, England. 

Thomson organizes holidays to thirty five destinations around the world, 

including Egypt (Thomson, 2017). 

Red Sea Holidays      

Red Sea Holidays is the UK and Ireland‘s leading independent tour 

operator to Egypt. Launched in the UK in 2009, the company is part of 

the Red Sea Group, an integrated leisure travel group that combines tour 

79 

934 

   Printed Brochure   
     E-brochure       
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operations, ground handling, a fleet of Nile cruise ships and the largest 

privately owned hotel group in Egypt (Red Sea Holidays, 2017). 

Objectives of the Research 

There are two questions for the research as follows: 

1- Identifying the positive, neutral and negative attributes of textual 

information of the image of Egypt in UK tour operators‘ brochures? 

2- Identifying the positive, neutral and negative attributes of visual 

information of the image of Egypt in UK tour operators‘ brochures? 

3- Assessing the tourist image of Egypt in the brochures of UK tour 

operators? 

Questions of the Research 

There are two questions for the research as follows: 

1- Is the image of Egypt in the brochures generally positive or negative? 

2. What are the types of tourism that brochures concentrate on? 

Methodology 

To achieve the objectives and answer the questions of the study, a content 

analysis is used as qualitative method using a new checklist designed after 

reviewing earlier studies. Many studies used this technique to analyze 

tourism brochures to measure destination images (Jalil, 2010; Edelheim, 

2007; Jenkins, 1999; Ramachandran, 2005). 

Attributes of the Research 

The research selects 6 attributes including 35 sub attributes was rated on a 

3-point Likert scale (positive, neutral and negative) categories for the 

textual information. Moreover, the research selects 6 attributes including 

17 sub attributes was rated on a 3-point Likert scale (positive, neutral, and 

negative) categories for the visual information of the brochures. 

The research depends on Hoang (2016) to develop the checklist of 

attributes of the study. The framework of Hoang ( 2016) includes all the 

factors influencing the image assessments (Table 2). 
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Table 2: Image assessment dimensions  

Attributes Sub attributes 

 

 

Natural Resources  
 

 Weather (Temperature, rainfall, humidity, hours of 

sunshine(. 

 Beaches (Quality of seawater, sandy or rocky 

beaches, length and overcrowding of the beaches(. 

 Wealth of countryside (Protected nature reserves; 

lake, mountains, deserts, etc(. 

 Variety and uniqueness of flora and fauna 

 

 

General 

Infrastructure 

 Development and quality of roads, airports and ports 

 Private and public transport facilities 

 Development of health services 

 Development of telecommunications 

 Development of commercial infrastructures 

 Extent of building development 

 

 

 

 

Tourist 

Infrastructure 

 Hotel and self-catering accommodation (Number of 

beds, categories, quality) 

 Restaurants (Number, categories, quality) 

 Bars, discotheques and clubs 

 Ease of access to destination 

 Excursions at the destination 

 Tourist centers 

 Networks of tourist information 

 

Tourist Leisure and 

Recreations 

 Theme parks 

 Entertainment and sports activities (Golf, fishing, 

hunting, skiing, scuba diving; water parks, zoos, 

trekking, adventure activities, casinos, night life, 

shopping) 

 

 

 

Culture, History 

and Art 

 Museums, historical building, monuments, etc. 

 Festival, concerts, etc. 

 Handicraft 

 Gastronomy 

 Folklore 

 Religion 

 Customs and ways of life 
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Political and 

Economic Factors 

 Political stability 

 Political tendencies 

 Economic development 

 Safety (Crime rate, terrorist attacks) 

 Prices 

 

 

Natural 

Environment 

 Beauty of the scenery 

 Attractiveness of the cities and towns 

 Cleanliness 

 Overcrowding 

 Air and noise pollution 

 

Social 

Environment 

 Hospitality and friendliness of the local residents 

 Underprivileged and poverty 

 Quality of life 

 

Atmosphere of the 

Place 

 Luxurious 

 Fashionable 

 Place with a good reputation 

 Family-oriented destination 

Source: Hoang (2016, p.16). 

 

The checklist of attributes which used in this study to assess the tourist 

image of Egypt  in the brochures of UK tour operators text will clarified 

in the findings of the research. 

The collected data were processed and analyzed. This includes steps of 

content analysis like editing, coding the attributes, classification, 

tabulating the data and performing several statistical computations such as 

frequencies and percentages. 

 

Findings and Discussion 

Firstly: Analysis of Textual Information 

In figure 2 all of the brochures focused mainly in the Textual 

Information on the natural resources attributes of Egypt image (27.09%). 

The results shown that brochures focused on tourist leisure and 

recreations attributes (26.64%). Moreover, Tourist facilities attribute 

image of Egypt produced (23.29%). The culture, history and art attributes 
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27.09% 

10.96% 

26.64% 

7.46% 

4.57% 

23.29% 

Image of Egypt in Brochures Through Texutal 
Attributes Rate  

Natural Resources

Culture, History and
Art

Tourist Leisure and
Recreations

Accessibility

Social Environment

presented (10.96%). Accessibility attributes (7.64%) and finally the social 

environment attributes shown (4.57%).  

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 2: The rate of textual information’s attributes in brochures 

 

Table (3) indicates to the frequencies and percentages of positive, 

negative and neutral attributes in the textual information of the seven 

brochures of the three UK tour operators in details.  

Table 3: The analysis of the textual information of the seven brochures  

Attributes Sub attributes Positive Negative Neutral 

Fre

q. 
% 

Fre

q. 

% Fre

q. 

% 

 

 

 

 

Natural 

Resources 

Red sea 24 13.5 0 0 7 3.9 

Coral reefs 41 23 2 1.1 0 . 0 

Beaches 31 17.4 0 0 2 1.1 

Sands 17 9.6 0 0 0 0 

weather 9 5 0 0 6 3.4 

Average Temperature 8 4.5 0 0 0 0 

Sunset 6 3.4 0 0 0 0 

River Nile 9 5 0 0 0 0 

Desert(Safari-camels) 15 8.4 0 0 1 0.6 

Total 160 89.9% 2 1.1

% 

16 9% 

Total 178             (27.09%) 

 Temples 20 27.8 0 0 0 0 
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Culture, 

History and 

Art 

 

Tombs 6 8.3 0 0 0 0 

Museums 9 12.5 0 0 2 2.8 

Pyramids 5 6.9 0 0 3 4.2 

Sphinx 4 5.5 0 0 2 2.8 

Luxor 9 12.5 0 0 0 0 

Customs and ways of 

life 

9 12.5 0 0 3 4.2 

Festivals and  

conferences 

0 0 0 0 0 0 

Total 62 86% 0 0 10 14

% 

Total 72             (10.96%) 

 

 

 

Tourist 

Leisure and 

Recreations 

 

Snorkeling 22 12.6 0 0 2 1.1 

Diving 25 14.3 0 0 0 0 

Diving facilities 14 8 0 0 0 0 

Shopping 25 14.3 3 1.7 2 1.1 

Sports 23 13 0 0 5 2.8 

Night life, 

entertainment 

24 13.7 0 0 0 0 

Nile cruises 10 5.7 0 0 0 0 

Bazaars 12 6.8 0 0 8 4.7 

total `155 88.6% 3 1.7

% 

17 9.7

% 

Total 175             (26.64%) 

 

Accessibility 

Airports 15 30 0 0 0 0 

Flight time 16 33 0 0 0 0 

Motorway 18 37 0 0 0 0 

Total 49 100% 0 0 0 0 

Total 49                    (7.46%) 

 

Social 

Environment 

Friendly and 

hospitably people 

3 10 1 3.4 0 0 

Local food 23 76.6 0 0 3 10 

total 26 86.6 1 3.4 3 10% 

Total 30              (4.57%) 

 

 

Tourist 

Facilities 

Accommodation 81 53 0 0 0 0 

Restaurant ,cafe 17 11 0 0 6 4 

Customer satisfaction  

rating 

23 13 0 0 0 0 

Safety and security 15 9.8 0 0 0 0 

Family and children 11 7.2 0 0 0 0 
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facilities 

total 147 96 0 0 6 4 

Total 153            (23.29%) 

Total 657 599 91.1% 6 1% 52 7.9

% 

* Zero means that there is no mention to this attribute 

 Natural Resources Attributes Analysis 

Most of the brochures are interested in illustrating natural resources 

(89.9%) specially the Red Sea Rivera. They explained Hurghada, Makadi 

Bay, El Gouna, Sahl Hasheesh, Sharm el Sheikh, Naama Bay, Dahab, 

Nuweiba, Taba and Marsa Alam, in a very positive approach.   

 “The Red Sea is considered to be one of the worlds’ 

best diving destinations, with a huge choice of dive sites, 

and warm water all year-round. The crystal clear waters 

support an abundance of brightly colored coral reefs 

that are home to thousands of species of reef fish, turtles, 

moray eels, barracuda and sharks. This unique 

ecosystem has something to offer expert divers and 

beginners alike, with opportunities for every age and 

ability”   (Red Sea Holidays brochure, 2017, p.12)        

  

The brochures clarified the coral reefs positively (23%), but sometimes 

they mentioned them negatively "The beach has some sharp coral areas, 

so beach shoes are recommended". They described the beaches positively 

(17.4%) and they all have soft white sands.  

Most of the brochures were interested in presenting the weather positively 

(5%) particularly in the Red Sea and watching the sunset (3.5%) either on 

the beaches or through the Nile. On the other hand, they described Egypt 

as a desert country. Some of them advised tourists to avoid high 

temperature during the day "Inland area like Luxor is hotter than the 

coast during the day. Light colored clothes; sun cream and headwear are 

recommended for the day"(Red Sea Holidays Brochure, 2017, p.10). 

It was positive that all the brochures displaying the average temperatures 

expected in all months of the year, whereas some of them were interested 
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in displaying temperatures in different places, for example, in Sharm El 

Sheikh and Hurghada from Luxor and Aswan.  

All brochures mentioned the river Nile positively (5%) of the natural 

resources. Most of the brochures presented the desert adventures in a 

positive way (8.5%), such as camel riding and safari in the desert and visit 

the archaeological sites in the Egyptian desert.  

 Culture, History and Art Attributes Analysis 

The Egyptian historical sites were not mentioned in a good manner in 

most of the brochures, as they ignored to mention many important tourist 

places in Egypt, such as the sites in Cairo. Most of them presented Cairo 

as a day tour, and only mentioned the pyramids and Sphinx (12.5%). But, 

there was a good presenting of temples, museums and other historical 

sites in Luxor and Aswan.   

Most of the brochures preview the customs and ways of life positively (12.5%) 

but some of them ignored that, since they ignored the Nubian life; they just 

focused on the Bedouin's traditional culture and the dinner which they served. 

Sometimes they mentioned local people in negative approach.       

“Topping and tailing your tour are laden buffets and 

scenes from the river bank. Cue red rock hills, buffalos 

snorting in the shallows and plenty of donkey derby 

transport. In fact, it’s a picture that’s barely changed 

since Rockefeller sailed past – a ringing mobile from a 

man on a donkey is often the only sign of changing 

times.” (Thomson Brochure, 2017,p.16)   

                                             

Some of brochures produce the Egyptian customs and ways of life 

negatively (4.2%). 

  

―Tipping or “Baksheesh” is an accepted custom in 

Egypt, and is expected for almost every service. It can be 

difficult to know who to tip and how much”.                       

(Red Sea Holidays Brochure, 2017,p.84). 
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All of brochures did not explain the Egyptian tourism festivals and 

conferences; where Egypt is famous for its festivals. 

  Tourist Leisure and Recreations Attributes Analysis 

Tourist leisure and recreations are mentioned positively (88.6%). Some of 

brochures are interested in water sports, especially diving and snorkeling 

(27%), and showed many diving facilities (8%) that can be provided to 

tourists such as diving equipment's and programs that can be provide for 

diving training.  

Moreover, the other kinds of sports were not mentioned except golf sport 

they produced it positively. The hotels presented many kinds of the sports 

in its facilities such as table tennis, Beach volleyball, Aerobics, Aqua 

aerobics and water pools. 

Shopping facilities and the places of the shopping- malls, markets, and 

boutiques were presented positively (14.3%). Some of brochures 

mentioned bazaars in a very positive approach (6.8%) in Khan el Khalil, 

Luxor, and Sharm el Sheikh, but sometimes they mentioned it negatively.  

“Famous bazaars such as the Khan el-Khalil, as well as the 

individual stores that pepper the streets, can offer great bargains, 

particularly when you are buying a specialty of the area, such as 

alabaster in Luxor, or antiques, fine clothing and jewelry in 

Cairo. Decide on your final price before you start, start low, be 

prepared for the shop owner to start high and enjoy the resulting 

game that will get you to meet in the middle”.  (Red Sea Holidays 

Brochure, 2017,p.10) 

Most of brochures showed night life and entertainment positively 

(13.7%), they focused on entertainment programs, shopping 

entertainment, evening entertainment, children's entertainment and sound 

and light. Most of brochures introduced Nile cruises including 

accommodation and they explained the sites which who are they can see 

in the tour. 

 Accessibility Attributes Analysis 
The airports that customer can travel through, whether from the 

country of departure or to the destination were illustrated positively 

(30%). All of them mentioned the flight time from the departure to 

destination. As for the motorway, they advised using taxi and not using 

public transportation as they are crowded. 
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 Social Environment Attributes Analysis  
Some of the brochures talked positively (10%) about the friendly and 

hospitality of the people and negatively (3.4%). Local food mentioned 

positively (76.6%) and neutrally (10%).    

 Tourist facilities Attributes Analysis 

Most of the brochures (53%) focused on the accommodation facilities like 

hotels, resorts, restaurant and bars. The presentation of hotels and resorts 

was more than the presentation of historical sites.  

Most brochures did not care about showing the customer satisfaction 

rating in a tour as a total. This is important because tourists use brochures 

as a guide before the trip as well as during the trip. When the tourist finds 

other customer's comments, this helps them form their image of the 

tourist destination. 

Restaurant and café only mentioned neutrally (4%), but the restaurants 

and their kinds - à la carte Egyptian, Indian, Chinese, Italian and French 

restaurants- were clarified (11%) positively. 

It is important to show tools of safety and security in overall journey. 

Most of brochures positively showed the safety tools (9.8%) in diving 

activities, Nile cruises and the flying. But some of them did not show that. 

They produced some advises to tourist "Be aware of dangerous rips 

currents and strong tides, don't swim alone at night, don't swim when red 

flags are flying on the beach"  

Some of brochures illustrated family and children facilities (7.2%) 

positively. Those facilities such as hotel-run kids‘ clubs, private child-

friendly restaurants, children's menu, separate children‘s pools, 

playgrounds and children‘s cinema showing films and cartoons.     

Secondly: Analysis of Visual Information 

In figure 3, all of the brochures focused mainly in the visual information 

on the tourist facilities attributes (68.26%). The results show that 

brochures focused on natural resources attributes (12.97%). Moreover, 

tourist leisure and recreations attributes were produced (10.07%). The 

culture, history and art attributes were presented (5.29%). Location map 

attribute (2.56%) and finally the social environment attribute (0.85%). 
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12.97% 5.29% 

10.07% 

68.26% 

0.85% 

2.56% 
Image of Egypt in Brochures Through Visual 

Attributes Rate  

Natural Resources

Culture, History and
Art

Tourist Leisure and
Recreations

Tourist Facilities

Social Environment

Location Map

 

 

 

 

 

 

 

 

 

 

 

 

Fig.3: The rate of visual information’s attributes in brochures  

Table (3) identifies the frequencies and percentages of positive, negative 

and neutral attributes clarified through the visual information of the seven 

brochures offered by the three UK tour operators.  

Table 3: The analysis of the visual information of the seven brochures  

Attributes Sub attributes Positive Negative Neutral 

Fre

q. 

% Fre

q. 

% Fre

q. 

% 

 

 

 

Natural 

Resources 

Coral Reefs 20 26% 0 0 0 0 

Beaches 29 38% 0 0 0 0 

Sunset 8 11% 0 0 0 0 

River  Nile 

"felucca" 

10 13% 0 0 0 0 

Desert "safari -

camels" 

9 12% 0 0 0 0 

Total 76 12.97

% 

0 0 0 0 

 

Culture, 

History and 

Art 

Temples 25 81% 0 0 0 0 

Tombs 5 16% 0 0 0 0 

pyramids 1 3% 0 0 0 0 

Total 31 5.29% 0 0 0 0 
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Tourist 

Leisure and 

Recreations 

 

Diving 19 32% 0 0 0 0 

Snorkeling 9 15% 0 0 0 0 

Shopping 3 5% 0 0 0 0 

Bazaars 12 20% 0 0 0 0 

Sports 3 5% 0 0 0 0 

Nile cruises 13 22% 0 0 0 0 

Total 59 10.07

% 

0 0 0 0 

 

Tourist 

Facilities 

Accommodation 

(hotels, resorts) 

384 96% 0 0 0 0 

Restaurant and 

cafe 

16 4% 0 0 0 0 

Total 400 68.26

% 

0 0 0 0 

Social 

Environment 

Local food 5 0.85% 0 0 0 0 

Location Map 15 2.56% 0 0 0 

                      Total 586  0 0 0 

* Zero means that there is no mention to this attribute 

In general, all brochures showed positive photos about Egypt. But 

sometimes they did not care about put photos about Egypt in the 

brochure's cover especially when Egypt produced with other destinations. 

They concentrate on the other destinations.  

 Most of the brochures put the name or comment on the picture and others 

did not put. It is important to customers to know information about the 

destination through the pictures. These pictures encourage tourists to visit 

these places. 

 Natural Resources  Attributes Analysis 

Some of the brochures focused on natural resources in the text and they 

also focused on it in the pictures. They put pictures of coral reefs (26%) 

and beaches (38%). They care to show sandy beaches and private 

beaches' hotels. They did not concentrate on the view of the sunset (11%) 

which is famous in Egypt. The Nile photos did not ignore in the brochures 

(13%), especially the felucca in the Nile. 

Most of brochures show the desert adventure photos (13%) such as bike 

safari, camel riding, Bedouin roasting food. But some of them ignored to 

show photos about this attribute. 
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 Culture, History and Art Attributes Analysis 

They focused on photos about temples (81%), tombs (16%), and 

historical sites in Luxor and Aswan. On the other hand, few of them 

showed photos of pyramids (3%). Moreover, there are no photos about 

sphinx, and museums and historical sites in Cairo. 

 Tourist Leisure and Recreations Attributes Analysis 

The brochures showed tourist leisure and recreations positively in the 

photos. They produced photos of diving activities, diving with coral reefs, 

the famous wrecks and diving with animal (32%). Moreover, they showed 

photos of snorkeling activity (15%). 

They showed photos of shopping facilities like malls (5%) but, sometimes   

brochures ignored to show photos about that. They focused on photos of 

Egyptian colorful bazaars and colorful spices (20%).    

 

The brochures concreted on pictures of diving and snorkeling (47%). The 

brochures showed the pictures of other types of sports (5%) such as golf 

photos. Most of brochures produced photos of Nile cruises (22%). 

 Tourist Facilities Attributes Analysis 
Photos of accommodation facilities were produced positively (96%), they 

showed a lot of photos of rooms and suits in hotels and resorts; they 

showed photos of swimming pools in hotels. Moreover, they showed 

photos of accommodation facilities to family and children.   

Restaurant and café photos did not ignore especially in Hurghada, Sharm 

El sheikh and El Gouna (4%). They showed photos about kinds of food 

presented in restaurants and entertainments on café.  Furthermore, they 

focused to show hotels' restaurants. They showed photos about 

entertainments on café.  

 Local food and Location Map Attributes Analysis  

Only five pictures showed the photos about the Egyptian food. All the 

brochures put the map about Egypt, but some of them showed location 

map for each area. To help tourists reach places which they want to visit. 

The general Image of Egypt in all Textual and Visual Information 

Brochures 

In general, after analyzing the textual and visual information of the UK 

tour operators‘ brochures, the image of Egypt as tourism destination in 

United Kingdom is positive (95.34%). In additional the negative image of 

Egypt was (0.5%) and the neutral (4.18%). 
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Conclusions 

In general, the tourist image of Egypt in the UK tour operators‘ brochures 

is positive. Most of the brochures are interested in illustrating natural 

resources positively, especially the Red Sea Rivera. The Egyptian 

historical sites were not mentioned in a good manner in most of the 

brochures, as they ignored to mention many important tourist places in 

Egypt, such as the sites in Cairo. But, there was a good presentation of 

temples, museums and other historical sites in Luxor and Aswan.  All of 

brochures did not explain the Egyptian tourism festivals and conferences; 

despite Egypt is famous for its festivals. 

Tourist leisure and recreations are mentioned positively. Some of 

brochures are interested in water sports, especially diving and snorkeling. 

Moreover, the other kinds of sports were not mentioned except golf sport. 

All of them mentioned the flight time from the departure. As for the 

motorway, they advised using taxi and not using public transportation as 

they are crowded. 

Regarding the photos; all brochures showed positive photos about Egypt. 

But, sometimes they did not care about the photos in the brochure's cover 

especially when Egypt produced with other destinations. Most of the 

brochures put the name or comment on the picture but, others did not. 

These pictures encourage tourists to visit these places. 

The desert adventure photos were clarified in the brochures such as bike 

safari, camel riding and Bedouin roasting food. But, some of them 

ignored to show photos about this attribute. They focused on photos about 

temples, tombs and historical sites in Luxor and Aswan. On the other 

hand, few of them showed photos of pyramids. The brochures showed 

tourist leisure and recreations positively.  

Photos of accommodation facilities and restaurants were produced 

positive. Only five pictures showed the photos about the Egyptian food. 

All the brochures focused on putting the map about Egypt, but some of 

them showed location map for each area. This is a positive picture to help 

tourists to reach places which they want to visit. 
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Recommendations 

1- Recommendations directed to Ministry of tourism  

 Conducting periodic studies to measure the image of Egypt. 

 Ministry of Tourism should carry out Trekking trips to the tourist 

markets that export tourists to Egypt to illustrate the mental image of 

Egypt. 

2- Recommendations directed to Tour Operators in Egypt 

 The tour operators should interest in creating promotional campaigns 

for Egypt. 

 The Egyptian tour operators should take care of producing brochures 

that enable the tourists to obtain detailed and documented 

information about the services or areas which they looking for. 

 Using various propaganda tools to promotion of foods, customs, and 

ways of the life and the Egyptian culture which distinguish the local 

people.  

Further research 

Assessing the image of Egypt as a tourism destination in others tourist 

markets and in different promotional tools. This will help potential 

customers in decision-making process. 

References  

 Al-Khayat, A., (2009). The Connection Between Image, 

Symbolism, Tourist Expectations and Satisfaction. Edinburgh 

Napier University. 

 Andereck, K.L., (2005). Evaluation of a Tourist Brochure. Journal 

of Travel & Tourism Marketing, 18(2), pp.1–13. 

 Anuar, F., Xiang, Z. & Gretzel, U., 2009. Effectiveness of 

eBrochures: An Analysis of Use Patterns. Information and 

Communication Technologies in Tourism, pp.333–342. 

 Baloglu, S. & Mccleary, K.W., (1999). A model of Destination 

Image Formation. Annals of tourism research, 26(4), pp.868–897. 

 Bonn, M.A., Joseph, S.M. & Dai, M., (2005). International Versus 

Domestic Visitors: An Examination of Destination Image 

Perceptions. Journal of Travel Research, 43(3), pp.294–301. 

 Bryce, D., (2007). Repackaging Orientalism Discourses on Egypt 

and Turkey in British Outbound Tourism. Sage Journals Online 

and HighWire Press platforms, 7(2), pp.165–191. 



Minia Journal of Tourism and Hospitality Research   Vol. 1, Issue 2, December, 2017 

  

- 74 - 
 

 Choi, S., Lehto, X.Y. & Morrison, A.M., (2007). Destination 

Image Representation on the web: Content Analysis of Macau 

Travel Related Websites. Tourism Management, 28(1), pp.118–

129. 

 D‘Hauteserre, A.-M., (2001). Destination Branding in a Hostile 

Environment. Journal of Travel Research, 39(3), pp.300–307. 

 Della, C., (2012). The Evolution of Tourist Product as Expression 

of Experience-Based Innovation. Advances in Tourism Studies, 1, 

pp.301–336. 

 Dominique, S. & Lopes, F., (2011). Destination Image : Origins , 

Developments And Implications. University of Santiago de 

Compostela. Portugal. 

 Edelheim, J.R., (2007). Hidden Messages: A polysemic Reading 

of Tourist Brochures. Journal of Vacation Marketing, 13(1), pp.5–

17. 

 Fernández, V. & Mihi, A.,( 2011). New Campaigns of Tourism 

Promotion and Marketing. The Importance of Specialization in the 

Image of European Brochures. Economics and Management, 16, 

pp.1225–1231. 

 Goossens, C., (2000). Tourism Information and Pleasure 

Motivation. Annals of Tourism Research, 27(2), pp.301–321. 

 Hernandez, J., Munoz, F. & Sanchez, J.,( 2013). The Influence of 

E-word of Mouth on Travel Decision Making: Consumer Profiles. 

Current Issues in Tourism, 18(11), pp.1–21. 

 Hoang, H., (2016). The Image of the San Francisco Bay Area as a 

Travel Destination for International Students. California State 

Polytechnic University. Pomona. 

 Iordache, C., Parpandel, D. & Rizea, I., (2010). Information 

Documents – Primordial Instruments In Tourist Communication. 

Management & Marketing-Craiova. 

 Ip, J.Y.L., (2008). Analyzing Tourism Discourse: A case Study of 

A Hong Kong Travel Brochure. University of Hong Kong. 

 Jalil, S., (2010). Images of Egypt in United Kingdom Tour 

Operators ‘ Brochures. an International Multidisciplinary journal 

of Tourism, pp.179–191. 

 Jenkins, O.H., (1999). Understanding and Measuring Tourist 

Destination Images. The International Journal of Tourism 

Research, 1(1), p.1. 

 Leisen, B., (2001). Image Segmentation: the Case of a Tourism 

Destination. Journal of Services Marketing, 15(1), pp.49–66. 



Minia Journal of Tourism and Hospitality Research   Vol. 1, Issue 2, December, 2017 

  

- 75 - 
 

 Matos, N., Mendes, J. & Valle, P.O. do, (2012). Revisiting the 

Destination Image Construct Through a conceptual Model. Dos 

Algarves: A multidisciplinar e-journal, 21, pp.101–117. 

 Middleton, V.T.C. et al.,( 2009). Marketing in Travel and 

Tourism, Routledge. 

 Molina, A. & Esteban, A., (2006). Tourism Brochures: Usefulness 

and Image. Annals of Tourism Research, 33(4), pp.1036–1056. 

 Owusu, I.N., 2010. Designing A brochure for Zoomlion Ghana 

Limited (Takoradi Branch). 

 Ramachandran, S., (2005). Analysing Visual and Textual Content 

of Tourism Brochures : A Case of Malaysian Destination Image. 

Universiti Putra. Malaysia. 

 Red Sea Holidays, (2017). ,. Information About Red Sea Holidays 

Tour Operator, p.http://www.redseaholidays.co.uk/. 

 Red Sea Holidays Brochure, (2017). Red sea & the Nile. 

 San Martín, H. & Del Bosque, I.A.R., (2008). Exploring the 

Cognitive-Affective Nature of Destination Image and the Role of 

Psychological Factors in its Formation. Tourism Management, 

29(2), pp.263–277. 

 Schwaighofer, V., (2013). Tourist Destination Images and Local 

Culture: Using the Example of the United Arab Emirates, Springer 

Science & Business Media. 

 Singh, N. & Lee, M.J., (2009). Convergence and Congruency of 

Pictorial Destination Images in DMOs‘ Websites and Brochures. 

Journal of Hospitality Marketing & Management, 18(8), pp.845–

858. 

 Tasci, A.D.A. & Gartner, W.C., (2007). Destination Image and its 

Functional Relationships. Journal of Travel Research, 45(4), 

pp.413–425. 

 Thomas cook, (2017). ,. Information About Thomas Cook Tour 

Operator, p.https://www.thomascook.com. 

 Thomson, (2017). ,. Information About Thomson Tour Operator, 

p.http://www.thomson.co.uk. 

 Thomson Brochure,( 2017). Egypt & Morocco. 

 Turtureanu, A.G.,( 2010). Tourism Products Characteristics and 

Forms. University from Galati. 

 Wicks, B.E. & Schuett, M.A., (1994). Using Travel Brochures to 

Target Frequent Travellers and Big-Spenders. Journal of Travel & 

Tourism Marketing, 2(2–3), pp.77–90. 

 



Minia Journal of Tourism and Hospitality Research   Vol. 1, Issue 2, December, 2017 

  

- 76 - 
 

Evaluation of tourism investment climate in Egypt after the twenty-

fifth of January revolution 2011 

 

Bassam Nour Hassan 

tourism studies department, 

faculty of tourism and Hotels, 

Minia University 

Prof. Hala Hilaly 

tourism studies department, 

faculty of tourism and Hotels, 

Alexandria University 

 

Ph.D. M. Anter 
Assistant professor in tourism studies department, faculty of 

tourism and Hotels, Minia University 

                           

 Abstract: 
 No doubt, the twenty-fifth of January revolution 2011 and its 

consequences have negatively affected the total investment especially in 

the tourism sector in Egypt. Moreover, there are a range of obstacles 

preventing the increase of tourism investment in Egypt, especially the 

foreign investment. 

In line with this concern, the study aims at assessing the tourism 

investment climate in Egypt after the twenty-fifth of January revolution 

2011 and its impact on the flow of foreign investments to Egypt. 

Consequently this work seeks to identify the impediments to tourism 

investment in Egypt and how to overcome them, moreover, measure the 

impact of the revolution of January 2011 on the volume of tourism 

investments in Egypt to determine the necessary efforts to increase the 

volume of tourism investments in Egypt; both, foreign and national. 

To achieve the aim of the study, the researcher distributed 127 

questionnaires on expert specialists in tourism and investment sector and 

received 97 questionnaires. After the collection of the questionnaire lists, 

the researcher has analyzed all data using the statistical package for social 

science analysis system SPSS version (18) and the t results reveal that: 

Media and social media helped in increasing the negative impact of 25
th

 

January revolution on the tourism investment in Egypt, the risk for the 

tourism investor depends totally on security factor, Investment in the 

human resources is the most important type of investment to increase the 

income from tourism, in addition; tourism investment incentives provided 

by the government are not sufficient to restore the tourism investment 

flow. 

 
Keywords: Tourism investment, Finance, 25

th
 January revolution 2011. 
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Introduction: 

Investment is one of the main pillars of economic development as well as 

it represents one of the most important tools for development in any 

country. Where it works to encourage and attract investment that helps 

the development of cities, cultivation and service activity, whether these 

investments are in public or private sectors (Iraqi et al, 2004). The state 

role to attract investments depends on many procedures including the 

investment policy of the country, the investment opportunity, the trade 

policy and the investment barriers. Governments play a fundamental role 

in setting up a lot of strategies which influence investors and implement 

policies to encourage the investment. 

The tourism investment is important; particularly, to the national 

economy as it provides services to locals and foreigners. Furthermore, it 

provides jobs and reduces the unemployment rate (Meng, 2012). It also 

increases the state's capital financial sources, and improves the 

infrastructure, hotels, businesses and various tourist facilities which 

respectively lead to increase tourists flow to Egypt, increase revenues 

from tourism and tourism investment, and thus increasing the national 

income and average per capita and thus improving the standard of living. 

The efforts towards achieving the appropriate tourism investment flows 

face a group of obstacles, but the twenty-fifth of January revolution 2011 

and its consequences are the main factors that have negatively affected 

the total investment especially in the tourism sector in Egypt, because of 

political instability and lack of security. Where the investment flow in 

tourism in the financial year (2010-2011)  reached 5739 million … While 

the financial year following the revolution (2011-2012) the tourism 

investment flow in Egypt reached 5.570 million , recording change rate 

about -2.9%. In the financial year (2012-2013) the investment flow in 

tourism rise to reach about 6630 million e.g., achieving positive change 

rate about 19.03%. In (2013-2014) the investment flow volume dropped 

to 3.432 million, recording a negative change rate approximately by -

48.2% (Ministry of Finance - monthly financial report (2011:2014). 

The study aims at assessing tourism investment climate in Egypt after the 

twenty-fifth of January revolution and its impact on the flow of foreign 

investments to Egypt. Consequently, this work seeks to achieve the 

following objectives: 

Objective 1: Identifying obstacles to tourism investment in Egypt and 

how to overcome them. 

Objective 2: Measuring the impact of political events experienced by 

Egypt after the revolution of January 2011 on the volume of tourism 

investments in Egypt. 
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Objective 3: Determining the necessary efforts to increase the volume of 

tourism investments; both, foreign and national in Egypt. 

Objective 4: Identifying the investment types which greatly affect 

tourism development. 

Objective 5: clarifying the role of government and society in the field of 

attraction tourism investments. 

1. Investment and finance 

It is important to discuss the investment, its definitions, its types, the 

investment decision making process, the motivations for investment and 

the investment analysis. Moreover, it is also important to represent the 

definition of finance, the financial system and types of finance. 

2.1 Investment 

The investment in language means the "gain", the gain means the growth 

and increase, and moreover, "invest" means development, increase and 

growth in the final image will be of cash, financial, commercial and in the 

form of real estate (Meziany, 2009, 55). 

Economically, Tianen (2013, 7) defined the Investment as "spending to 

capital and financial assets that are made by private or public 

organizations or governments in the expectation of getting future returns". 

In other words, Myles (2003, 6) mentioned that "investment is the 

sacrifice of current consumption in order to obtain increased consumption 

at a later date''. 

In addition, investment climate reflects the overall economic, legal, 

political and social conditions that contain the environment where the 

investment is made, and the components of this environment are complex 

(Arab Investment Guarantee Corporation, 1993, 19). 

There are two main types of investment: 

 Domestic investment 

The type of investment that occurs in the community within the borders 

of the state (Sameh, 2012, 16). 

 Foreign investment 

Is one of the most important forms of foreign funds received by the state 

due to insufficient domestic savings to finance investments (Huda, 2008). 

The foreign investment is divided into two types: 

- Foreign direct investment FDI. 

- Foreign indirect investment. 

Both investors and host country have motives to achieve their goals, but 

there are determinants of FDI which are represented in: (Huda, 2008) 

 Market size and growth rate (Center of Private International 

Projects, 2004). 
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 Economic Stability (Abd-Elaziz, 2005). 

 Human resource development and supporting endogenous 

capacity. 

 Providing suitable infrastructure (Menour and Nazir, 2000). 

 Political stability 

 Regulatory and legislative framework for investment (Hasab-Alla, 

2005). 

 Provides the fabric of local institutions successful 

 The degree of economic openness to the outside world. 

Investment decision making is a step in the investment process which 

may involve a significant risk for the investor (Niskanen and Niskanen, 

2007). There are several phases for investment decision making process. 

Investment process is always related to Investment Company‘s identity 

and to its planning culture. Researchers have found similarities in 

investment projects and have made findings in their investment processes. 

These processes have some phases that can be linked to various 

investment projects and companies. Myles (2003), Tianen (2013) 

mentioned the steps of the process as follow: determine objectives, 

choose value, conduct security analysis, portfolio construction, 

evaluation, and revision Portfolio. 

Investment analysis studies financial securities for the purpose of 

successful investing. Investopedia site (2016) showed that Investment 

analysis is a broad term that encompasses many different aspects of 

investing. It can include analyzing past returns to make predictions about 

future returns, selecting the type of investment vehicle that is best for an 

investor's needs or evaluating securities such as stocks and bonds for 

valuation and investor specificity. 

Investment income and risk: A return is the ultimate objective for any 

investor. But a relationship between return and risk is a key concept in 

finance. As finance and investments areas are built upon a common set of 

financial principles, the main characteristics of any investment are 

investment return and risk. However to compare various alternatives of 

investments the precise quantitative measures for both of these 

characteristics are needed (Strong and Robert, 1993). 

2.2 Finance 

Financing is an integral part of the investment process because it 

determines the ability of the investor to implement the project in addition; 

it helps the investor to manage his money. Therefore, it is defined as "the 

Science of studying the management of funds‘ and the management of 

fund as the system that includes the circulation of money, granting of 
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credit, making of investments, and the provision of banking facilities" 

(Paramasivan and Subramanian, 2010, 1). 

The financial system is a set of arrangements, conventionally embracing 

the lending and borrowing of funds by non-financial economic units and 

intermediation of this function by financial intermediaries in order to 

facilitate the transfer of funds, to create additional money when required, 

and to create market in debt and equity instruments (and their derivatives) 

so that the price and allocation of funds are determined efficiently 

(Vernimmen et al, 2005, 268).   On the other hand, Vernimmen et al. 

(2005) viewed that the job of a financial system is to efficiently create 

financial liquidity for those investment projects that promise the highest 

profitability and that maximizes collective utility. 

However, unlike other types of markets, a financial system does more 

than just achieving equilibrium between supply and demand. A financial 

system allows investors to convert current revenues into future 

consumption. It also provides current resources for borrowers, at the cost 

of reduced future spending. 

More specifically, the study mentioned three dentitions of efficiency: 

 Informational efficiency which refers to the ability of a market to 

fully and rapidly reflect new relevant information. 

 Allocative efficiency which implies that markets channel 

resources to their most productive uses. 

 Operational efficiency which concerns the property of markets to 

function with mini-mall operating costs.(Vernimmen et al, 2005) 

There are several types of finance, Phillips and Faulkner (2005) 

indicated that the types of finance can be broken down into three broad 

categories: Public finance, Private finance and Public&private finance. 

 

3. The impact of 25
th

 January revolution 2011 on the tourism 

investment 

This section will discuss the tourism investment, its definition, trends 

affecting tourism investment and its economic importance. Also, it will 

review the impact of 25
th

 January revolution 2011 on tourism, labor 

working in tourism, investment and tourism investment as well as its 

impact on some important economic sectors. 

 

3.1 Tourism investment 

Tourism is a fast-growing industry that involves many economic and 

social sectors, making it an excellent development vector. Not 

surprisingly, surveys have also shown that tourism is a high-priority 
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industry for Investment Promotion Agencies (IPAs) throughout the world 

(Endo, 2006). 

The process of the country to attract investments depends on many 

procedures including the investment policy of the country, the investment 

opportunity, the trade policy and the investment barriers. Governments 

play a fundamental role in setting up a lot of strategies which influence 

investors and implementing policies to encourage tourism investment. 

(Kikeri, et al. 2006) 

Tourism investments are targeted to tourism industry, and such 

investments underlie and support tourism development. Tourism 

investments are important to tourism companies and to tourism 

destinations. By investing into tourism companies, their future productive 

vitality is stronger. Tourism investments affect the tourism destinations; 

as it supports the overall capacity to satisfy tourism demand. Generally 

tourism investments provide needed funds to develop tourism projects. 

Therefore, it affects tourism facilities, destinations and services enticing 

more tourists and bringing growth (Dwyer et al., 2010). 

Tourism investment process describes how investment projects are being 

carried out in companies and organizations. Investment processes are 

always connected to companies‘ culture and planning practices. 

Researchers have found similarities in different companies‘ investment 

planning (Niskanen & Niskanen, 2007). Furthermore, Niskanen & 

Niskanen (2007) presents a six phase investment model which are; 

recognition phase, search phase, information retrieval phase, selection 

phase, funding phase and investment project implementation and 

monitoring phase. 

FDI in tourism occurs when an investor based in one country (the home 

country) acquires an asset in another country (the host country) with the 

intent to manage that asset. The management dimension is what 

distinguishes FDI from portfolio investment in foreign stocks, bonds and 

other financial instruments. In such cases, the investor is typically 

referred to as the ―parent firm‖ and the asset as the ―affiliate" or 

―subsidiary‖. 

There are some trends affecting tourism investment; will be shown in the 

following: (Ontario, 2009, 4:6) 

1- Increasingly sophisticated travelers. 

2- Out bound travelers from emerging country. 

3- New tourism destination/competition for both investor and investment. 

4- Globalization and growth in FDI. 

5- Events used as a destinations draw. 

6- Arts and culture used as a destination draw. 
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7- Recreational real estate shared ownership products. 

8- Sustainable tourism and greening the industry. 

9- New products and experienced. 

10- Weak tourism performance/increase investor risk. 

 

Investment in tourist activity according to the analysis of the importance 

and impact analysis results in some important economic and social 

impacts as follow: (Wagdi, 2009) 

1. The flow of foreign capital. 

2. Tourism investment and its role in the achievement of urban cultural 

development. 

3. The transfer of technological techniques. 

4. Tourism investment and business opportunities. 

5. Create and develop relations between the economic and service sectors 

and the tourism sector. 

6. Tourism investment and the balance of payments. 

3.2. The impact of 25
th

 January 2011 

The economic challenges facing Egypt have been exacerbated after the 

25th of January revolution mainly because of the deteriorating political 

and security conditions which have interrupted the functioning of the 

economy. Yet, this is not to say that revolution has caused these 

challenges. In fact, the challenges that the Egyptian economy has been 

facing have deep roots in its socio-political-economic context, which this 

point aims to explain. The revolution and its aftermath have brought to 

the forefront challenges which have always been mitigated by short-term 

solutions that never dealt seriously with their roots. Moreover, the 

revolution had brought additional problems associated with the 

macroeconomic imbalances. As a result, the challenges became more 

complex especially in light of the need to balance the social and economic 

aspects (Ghoneim, 2014). 

Challenges Facing the Egyptian Economy after 25 January 

revolution 2011: 

Despite the deeply rooted economic problems, the former regime in 

power up to the 25
th

 January 2011 was able to keep the macroeconomic 

balances under control. Over the period 2004-2010 the Egyptian economy 

was just doing perfect, with change rate exceeding 7% in some years, the 

budget deficit was in the range of 8-10% and was heavily controlled, the 

balance of payments had been turned into a surplus, and foreign exchange 

reserves where increasing. Moreover, foreign direct investment (FDI) has 

reached unprecedented levels (13 billion US$). In fact, Egypt was 
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appraised by international organizations for its remarkable good 

economic performance, which according to their standards has been 

improving over time. For example, Egypt was considered as the (top 

reformer) in 2006-2007 by Doing Business Report (2008), and improving 

in 5 of the 10 areas assessed by the report. Yet, performance was not 

reflected in improvements in the socio economic indicators, where the 

level of poverty remained high and income distribution did not improve. 

In other words, the governing regime before the 25
th

 of January revolution 

focused mainly on the economic aspects while leaving the social aspect 

relatively untouched (World Bank, 2008). 

The events of the revolution 2011 and its consequences were the direct 

cause of increased poverty rate and the decline in some strategic 

economic activities in the Egyptian economy, such as: 

1) The transformative industries sectors: as it achieved a negative 

change rate by -3.8% during the financial year 2010/2011 sector (Ministry 

of Planning, 2012-2013). 

2) The Suez Canal: It achieved a change rate about 12.7% during the 

financial year 2010/2011, but this rate dropped during the financial year 

2011/2012 to record 3.9% and the Suez Canal revenues continued in 

decreasing to record a negative change rate -3.6% during the first half of 

the financial year 2012/2013 (General Authority for Investment and Free 

Zones, 2013). 

3) The Petroleum sector: FDI inflows in the petroleum sector recorded 

negative rates which witnessed the escape of investments amounting by $ 

710 million during the first half of the financial year 2012/2013 (Ali, 

2014). 

4) The construction sector: The real estate sector has suffered from 

weakness during the last 4 years as a result of political unrest and judicial 

disputes on land obtained by some companies which had subsequently 

affected the implementation of projects and funding and slowing the sales 

(General Authority for investment and free zones, 2013). 

5)  Investment sector: The total implemented investment recorded 

negative change rate in the financial years (2010/2011) and (2012/2013); 

in contract it recorded positive change rate in the financial years 

(2011/2012), (2013/2014) to 2014/2015 during the last 4 years after 25
th

 

revolution (Central Bank, the annual report 2010/2011: 2014/2015). 

6)  Tourism sector: It recorded negative change rate amounted to -19.5% 

during the financial year2010/2011 especially in the second half of the 

year (CAPMAS, 2015). 
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7)  Labor force in tourism sector: Labor force in tourism sector was 

affected by the revolution and the following events, from 2009 to 2011 

(Ali, 2014). 

8) Tourism investment: The tourism investment in Egypt during the 

financial year (2006-2007) reached 4.134 million e.g., recording 

contributory share approximately 2.75% of the total investments in Egypt. 

In (2007-2008) the volume of tourism investments reached 5.557 million, 

recording change rate about 34.42% compared to the financial year 

(2006-2007) (Ministry of Finance - monthly financial report 2006/2007 

and 2007/2008). 

While, in the next financial year 2008-2009 the investment flow in 

tourism sector reached 5.211 million, achieving a negative change rate 

nearly -6.2% compared to (2007-2008). In the financial year 2009-2010 

the change rate in the investment flow in tourism sector estimated by -

15.985%, this means, the investment flow in tourism reached 4378 

million(Ministry of Finance - monthly financial report 2008/2009 and 

2009/2010). 

On the other hand, in the financial year (2010-2011) the investment flow 

in tourism amounted by 5739 million, recording positive change rate 

roughly by 31.1%. In the next financial year following the revolution 

(2011-2012) the tourism investment flow reached 5.570 million , 

recording change rate about -2.9% compared to the last financial year 

(2010-2011) (Ministry of Finance - monthly financial report 2010/2011 

and 2011/2012). 

The financial year (2012-2013) the investment flow in tourism reached 

6630 million e.g., achieving positive change rate about 19.03%. But the 

investment flow in tourism sector in (2013-2014) decreased to reach 

3.432 million e.g., recording negative change rate approximately -48.2% 

in comparison with the last financial year; furthermore, the investment 

flow in tourism in the financial year (2014-2015) fell down by 2.075 

million e.g., recording negative change rate by -39.5% compared with the 

last financial year. In the financial year (2015/2016) achieved an 

increasing in the volume of tourism investment estimated by 5785 million 

e.g., recording positive growth rate by 278.79% (Ministry of Finance - 

monthly financial report 2012/2013, 2013/2014 and 2014/2015). 

4- Methodology 

The study uses the quantitative approach to assess the opinions of the key 

persons of the official tourism authorities in Egypt using a questionnaire. 

As well as the secondary sources of data such as the official tourism 

authorities reports and journals, conferences and books that related to the 

tourism investment. 
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It can be shown through this study the current situation of tourism 

investment in Egypt after the twenty-fifth of January revolution 2011 and 

its following events, the obstacles facing tourism investment in Egypt and 

how to overcome them and the most important types of investment which 

should be focused on increase the tourism incomes in Egypt as it was 

before twenty-fifth of January 2011. 

The sample of the study consists of the key officials at the tourism 

authorities, number of the human resource directors and some of tourists 

in hotels in Egypt, in addition; Number of the businessmen and owners of 

tourism projects. In line with this concern, the questionnaire was 

developed and directed to: 

1- The Egyptian (economic section). 

2- Egyptian Tourism Promotion Authority. (ETPA) 

3- Egyptian Tourism Federation (ETF) 

4- Tourism Development Authority-investment affairs. (TDA) 

5- Red Sea Tourism Investment Association Red Sea. (RSTIA) 

6- Red Sea Investment Office. 

7- Egyptian travel Agencies association. (ETAA) 

8- MOT Hurghada branch 

9- ETPA Hurghada branch 

10- Number of the businessmen and owners of tourism projects in 

Hurghada and Marsa-alam. 

11- Number of the human resource directors and some of tourists in 

hotels, sample of the hotel that researcher distributed in: 

- Palma resort (S.A.E) 

- EUROTEL PALM BEACH 

- Royal Hotel 

- Palm beach resort 

- City Star Provage Resort 

The questionnaire consists of 16 closed-questions and 7 opened-

questions, the closed-questions have five-points Likert scale dividing into 

four modules, The impact of 25
th

 January revolution 2011 on the tourism 

investment, Evaluating the tourism investment climate, Investment in 

human resources and The tourism investment incentives.127 

questionnaires were distributed and collected in 25 days during this 
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period the respondents completed 97 questionnaires representing a 

response rate 70%. 

After the collection of the questionnaire lists, the researcher has analyzed 

all data using the statistical package for social science analysis system 

SPSS version (18). 

 

5-Results and discussion 

After the analysis of opinions and perspectives of the respondents, the 

Frequencies and Percentages were used to describe the variables and 

analyze the opinions. 

The following tables show the percent and frequencies of the sample 

opinions for every module. 

Table1: The impact of 25
th

 January on tourism investment. 

 

N 

 

Variables 

Str.agree Agree Neutral Disagree Str.disag

ree 

Fre

q 

% Fre

q 

% Fre

q 

% Fre

q 

% Fre

q 

% 

1 1- Twenty-fifth of 

January revolution 

affected the tourism 

investment negatively 

 

53 

 

55.

2 

 

30 

 

31.

2 

 

3 

 

3.1 

 

6 

 

6.3 

 

4 

 

4.2 

2 2- The twenty-fifth of 

January revolution 2011 

affected the domestic 

and foreign investment 

in the same affection. 

 

21 

 

21.

9 

 

56 

 

58.

3 

 

5 

 

5.2 

 

8 

 

8.3 

 

6 

 

6.3 

3 3- Ratio of risk for the 

tourism investor as it 

was in 2011 when the 

revolution took place 

 

26 

 

27.

1 

 

36 

 

37.

5 

 

9 

 

9.4 

 

15 

 

15.

6 

 

10 

 

10.

4 

4 4- Media and social 

media helped in 

increasing the negative 

impact of 25
th

 January 

revolution on the 

tourism investment in 

Egypt 

 

 

28 

 

 

29.

2 

 

 

53 

 

 

55.

2 

 

 

1 

 

 

1 

 

 

9 

 

 

9.4 

 

 

5 

 

 

5.2 
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Analysis of table (1) shows that: 

 86.4% of the total sample of the study either agree or strongly agree 

that "Twenty-fifth of January revolution negatively affected the 

tourism investment" and only 10.5% disagree. 

 80.2% of the total sample of the study either agree or strongly agree 

that "the twenty-fifth of January revolution 2011 affected the domestic 

and foreign investment in the same affection" and on the other hand, 

14.6% disagree. 

 64.6% of the total sample of the study either agree or strongly agree 

that "Ratio of risk for the tourism investor as it was in 2011 when the 

revolution took place"; on the other hand 26% disagree. 

 The majority of the respondents amounted by 84.4% of the total 

sample of the study either agree or strongly agree that "Media and 

social media helped in increasing the negative impact of 25
th

 January 

revolution on the tourism investment in Egypt". 

 

Table 2: Evaluation of the tourism investment in Egypt 

 

N 

 

Variables 

Str.agree Agree Neutral Disagree Str.disagre

e 

Fre

q 

% Fre

q 

% Fre

q 

% Fre

q 

% Fre

q 

% 

5 If you are a businessman, 

will you choose Egypt as 

a destination for tourism 

investment? 

5 5.2 10 10.

4 

10 10.

4 

52 54.

2 

19 19.8 

6 The risk for the tourism 

investor doesn't totally 

depend on poor security. 

7 7.3 16 16.

7 

5 5.2 54 56.

2 

14 14.6 

7 The promising tourist 

areas in Egypt and the 

anticipated tourist 

situation are encouraging 

attracting the foreign 

investors and reduce the 

risk 

5 5.2 12 12.

5 

11 11.

5 

61 63.

5 

7 7.3 

8 There is an improvement 

in the volume of tourism 

investment flow during 

the years following 25th 

January revolution 2011. 

3 3.1 27 28.

1 

8 8.3 46 48 12 12.5 
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Table 2 reveals that: 

 74% of the total sample of the study either disagree or strongly 

disagree that "If you are a businessman, will you choose Egypt as a 

destination for tourism investment"; and only, 15.6% agree. 

 70.8% of the total sample of the study either disagree or strongly 

disagree that "The risk for the tourism investor doesn't totally depend 

on poor security", on the contrary, 24% agree. 

 70.8% of the total sample of the study either disagree or strongly 

disagree that "The promising tourist areas in Egypt and the anticipated 

tourist situation are encouraging attracting the foreign investors and 

reduce the risk", however, only 17.7% agree. 

 60.5% of the total sample of the study either disagree or strongly 

disagree that "There is an improvement in the volume of tourism 

investment flow during the years following 25th January revolution 

2011", whereas, 31.2% agree. 

Table 3: Investment in human resources 

 

N 

 

Variables 

Str.agree Agree Neutral Disagree Str.disag

ree 

Fre

q 

% Fre

q 

% Fre

q 

% Fre

q 

% Fre

q 

% 

 

9 

The drop in the tourism 

investment volume affects 

human resources 

negatively. 

21 21.

9 

40 41.

7 

15 15.

6 

18 18.

7 

2 2.1 

1

0 

Training and qualification 

of human resources in 

advanced and proper way 

is from the most important 

types of investment 

affecting the increase of 

tourism income 

 

 

26 

 

 

27.

1 

 

 

44 

 

 

45.

8 

 

 

6 

 

 

6.3 

 

 

15 

 

 

15.

6 

 

 

5 

 

 

5.2 

1

1 

Investment in the human 

resources is the most 

important type of 

investment for the 

development of any 

industry especially the 

tourism industry 

 

 

34 

 

 

35.

4 

 

 

37 

 

 

38.

5 

 

 

6 

 

 

6.3 

 

 

14 

 

 

14.

6 

 

 

5 

 

 

5.2 

1

2 

Tourist institutes and 

colleges don't play the 
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active role to graduate a 

qualified human resource 

to invest in the tourism 

sector 

24 25 41 42.

7 

10 10.

4 

18 18.

8 

3 3.1 

1

3 

the twenty fifth of January 

revolution and its 

following events 

influenced human 

resources negatively in the 

same way that affected the 

tourism investment in 

Egypt 

 

 

17 

 

 

17.

7 

 

 

50 

 

 

52.

1 

 

 

10 

 

 

10.

4 

 

 

14 

 

 

14.

6 

 

 

5 

 

 

5.2 

Table 3 shows that: 

 63.6% of the total sample of the study either agree or strongly agree 

that "The drop in the tourism investment volume affects human 

resources negatively "; unlikely, 20.8% disagree. 

 72.9% of the total sample of the study either agree or strongly agree 

that "Training and qualification of human resources in advanced and 

proper way is from the most important types of investment affecting 

the increase of tourism income", and on the other hand only 20.8% 

disagree. 

 The majority of the sample estimated by 73.9% either agree or  

strongly agree that "Investment in the human resources is the most 

important type of investment for the development of any industry 

especially the tourism industry" and in contrast, 19.9% strongly 

disagree. 

 67.7% of the total sample of the study either agree or strongly  agree 

that "Tourist institutes and colleges don't play the active role to 

graduate a qualified human resource to invest in the tourism sector", 

and only 21.9% disagree. 

 a great number amounted by 67.9% of the total sample of the  

study either agree or strongly agree that "the twenty fifth of January 

revolution and its following events influenced human resources 

negatively in the same way that affected the tourism investment in Egypt" 

and only 19.8% disagree. 
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Table 4: The incentives of tourism investment. 

 

N 

 

Variables 

Str.agree Agree Neutral Disagree Str.disag

ree 

Fre

q 

% Fre

q 

% Fre

q 

% Fre

q 

% Fre

q 

% 

1

4 

The state plays an 

active role in making 

relations with countries 

and invites them to 

invest in Egypt. 

 

7 

 

7.3 

 

25 

 

26 

 

6 

 

6.3 

 

44 

 

45.

8 

 

14 

 

14.

6 

1

5 

Tourism investment 

incentives provided by 

the government are 

sufficient to restore 

tourism investment 

flow. 

 

4 

 

4.2 

 

19 

 

19.

8 

 

8 

 

8.3 

 

50 

 

52.

1 

 

15 

 

15.

6 

1

6 

There is no relation 

between providing 

incentives and 

increasing the tourism 

investment volume. 

5 5.2 15 15.

6 

6 6.3 53 55.

2 

17 17.

7 

Table 4 shows that: 

 60.4% of the total sample of the study either disagree or strongly 

disagree that "The state plays an active role in making relations with 

countries and invites them to invest in Egypt"; on the other hand, 

33.3% agree. 

 A great number of the total sample of the study amounted by 67.7% 

either disagree or strongly disagree that "Tourism investment 

incentives provided by the government are sufficient to restore 

tourism investment flow"; while, 24% agree. 

 The great majority of the sample estimated by 72.9%, either disagree 

or strongly disagree that "There is no relation between providing 

incentives and increasing the tourism investment volume"; whereas a 

little proportion reached 5.2% agree. 

Results of analysis the open-ended questions: 

The respondents identify the most important types of incentives that 

should be offered to attract tourism investment to Egypt as follows: 

 Reducing custom charges and the temporary tax exemption. 

 Issuing new laws to facilitate investment and the implementation of 

the idea of a single window service. 
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 Eliminating bureaucracy and centralization. 

 Facilitating possessing land for the establishment of investment 

projects at reasonable prices. 

 Spreading Security and stability. 

 Raising awareness and improving education and training. 

 Canceling fines of delaying authorities' charges and the concerned 

foundations such as; interests of delaying paying bills of electricity, 

water, gas, taxes ….etc. imposed on investment projects in Egypt 

 Positive role of media. 

 Demonstrating the effective role for the private sector to invest in 

tourism field. 

 Improvement of basic services and infrastructure 

 Implementation of "the right to benefit" system or "BOT" system. 

With regards to the most important types of investment that should be 

focused on to increase returns of tourism in Egypt, almost all the 

respondents mentioned: 

 Investing in human resources and training and qualifying them with 

advanced-systems. 

 Therapeutic resources development to stimulate an important type of 

tourism, i.e., "remedial tourism" 

 Developing safari tourism and the establishment of environmental 

hotels and motels. 

 Investment in the aviation; by construction new airports with latest 

technological systems and training the human resources in advanced 

way to raise their efficiency as well as making effective marketing 

programs for these projects. 

Concerning the efforts that a community must do to promote tourism 

investment flow in Egypt, the respondents identify: 

 Not proceeding with destructive thoughts and corrupt media. 

 Upgrading education and improving behavior in dealing with others. 

 Studying the manner of generations' evolution. 

 Community's awareness that these investment projects will benefit 

them. 

 Preservation of the environment and adhering to the principles and 

values. 

Regarding the role that the government does to attract the tourism 

investment and promote tourism, almost all the respondents stated: 

- Establishing and developing infrastructure in the new and existing 

areas 
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- Spreading security. 

- Facilitating measures imposed upon investors' shoulders. 

- Opening new doors for investment. 

- Youth Rehabilitation and raising awareness. 

- Increasing tourism promotion to new destinations that have never 

been to. 

All the respondents agreed that there is a direct relationship between 

providing incentives and increasing the size of the investment flow. They 

explained their answer to the competition in the global investment market, 

especially, surrounding countries, as well as because the investor seeks to 

achieve the greatest benefits, both fiscal and moral. 

Concerning the obstacles that deter tourism investment in Egypt, the 

respondents determine: Insecurity and political instability, Negative 

media, Administrative obstacles and the large number of required 

documents and the length of the proceedings, Bureaucracy and harsh 

centralization, little awareness and a declined standard of education and 

Exchange rate instability. 

To overcome these obstacles, respondents identify these suggestions: 

 Upgrading standard of education and training the human 

resources. 

 Establishing of new tourist areas and developing the existing ones. 

 Giving attention to all economic sectors of the state, particularly 

agriculture, education and establishing new industrial zones to 

strengthen the Egyptian economy. 

Finally, almost all the respondents agreed that the investment in the 

human element is one of the most important types of investment affecting 

the growth of tourism income. They explained their answer to the 

following reasons: 

 The human element is the backbone of any field, especially the 

tourism sector as extremely allergic industry. 

 As Egypt has many human resources but unused. 

 Taking care of health (by construction new hospitals and provide 

them with latest medical equipment in addition, making the 

service accessible to all citizens) and focus on education by 

developing the curricula and taking care of the teacher as well as 

the strong control of the educational process; all these lead to 

increase benefits from these human resources. 
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6- Conclusion and recommendations 

6.1 Conclusion: 

The study dealt with the topic of investment and finance generally in a 

nutshell; Investment is one of the main pillars of economic development 

and attracts FDI that helps the development of cities and the interest of 

all, therefore, investment is defined as that part of GDP, which was not 

used in the current consumption of a particular year, but was used in 

adding to the community balance of capital assets to increase the state's 

ability to produce goods and services in the future. Both investor and host 

country have motives to achieve their goals, but there are determinants of 

FDI which represent in market size, growth rate, economic Stability, 

human resource development, supporting endogenous capacity, providing 

suitable infrastructure, political stability, regulatory, legislative 

framework for investment, provides the fabric of local institutions 

successful and the degree of economic openness to the outside world. In 

the other hand, the study mentioned the investment decision making as a 

step in the investment process and that because it may involve a 

significant risk for the investor, so, there are several phases for investment 

decision making process and investment management process. After that 

investment analysis comes to study financial securities for the purpose of 

successful investing as well as investment income and risk. Finally, 

investment incentives and new investment law 2015 as well as barriers to 

investment. 

Moreover, Financing considered an integral part of the investment 

process because it determines the ability of the investor to implement the 

project, so that the study dealt with some definitions related to finance as 

definition of finance, financial management, business finance and 

financial statement and its essential elements. Moreover, the financial risk 

and financial types which can be broken down into three broad categories; 

public, private and public/private. 

After that, the study mentioned in some detail the tourism investment and 

its economic importance of tourism investment which can be divided into 

types of economic analysis related to the tourism sector and used on an 

international scale. In addition, 25
th

 January revolution 2011, its impact 

on the important economic sector in Egypt, its impact on tourism and 

tourism investment in particular. 

Finally, the study concluded that: 

1- The twenty-fifth of January revolution 2011 and its following events 

affected the tourism investment and human resources working in tourism 

sector. 



Minia Journal of Tourism and Hospitality Research   Vol. 1, Issue 2, December, 2017 

  

- 94 - 
 

2- The investment in human resources is the most effective investment 

type on growing tourist income in Egypt. 

3- There is a significant statistics between providing incentives for 

investment and the increase in these investments flow. (Table 4, question 

16) (Analysis of The open-ended questions) 

4- Media and social media are the principal factors in increasing the 

negative impact of the twenty-fifth of January revolution 2011 on tourism 

investment. 

5- There is no risk for the tourism investor ''nowadays'', related to the 

impact of 25
th

 January revolution 2011. 

6.2 Recommendations: 

The study sees that it is possible to improve the investment climate and 

achieve effective cooperation between private investors and political 

economic decision-makers. In this way, the study suggests a set of 

recommendations for reviving the tourism investment in Egypt and 

overcoming obstacles facing tourism investment flow in Egypt. These 

recommendations are summarized as: 

6.2.1- Recommendations for the state: 

1- Reducing customs and the temporary tax exemption. 

2- Issuing new laws to facilitate investment and the implementation of the 

idea of a single window service. 

3- Eliminating bureaucracy and centralization. 

4- Facilitating possessing of lands for the establishment of investment 

projects at reasonable prices. 

5- Spreading Security and stability. 

6- Raising awareness and improving education and training. 

7- Implementation of "the right to benefit" system or "BOT" system. 

8- Focus on training and qualifying human resources in advanced way, on 

the basis of the investment in human resources is the most important type 

of investment to increase the tourism income. 

9- Developing therapeutic resources to stimulate an important type of 

tourism, i.e., "remedial tourism" as well as developing safari tourism and 

the establishment of environmental hotels and motels to open new 

markets in the Egyptian tourism besides the other existing types of 

tourism. 

10- Investment in the aviation; by construction new airports with latest 

technological systems and training the human resources in advanced way 

to raise their efficiency as well as making effective marketing programs 

for these projects. 
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11- Giving attention to all economic sectors of the state, particularly 

agriculture, education and establishing new industrial zones to strengthen 

the Egyptian economy. 

6.2.2 Recommendations for community: 

1- Not proceeding destructive thoughts and corrupt media. 

2- Improving their behavior in dealing with others. 

3- Preservation of the environment and adhering to the principles and 

values. 
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Abstract 

Job burnout is a syndrome that involves depersonalization, emotional 

exhaustion, and a sense of low personal accomplishment. Previous 

studies have found negative correlation between job burnout and job 

performance. However, there is lack of literature that explores the nature 

of this relation in terms of burnout, contextual job performance, 

specifically in the hospitality industry. Therefore, the purpose of this 

study is to identify the relation between job burnout, contextual job 

performance of hotel employees in Egypt, and hotel type. The study 

utilized two measurement instruments to measure Job burnout and 

contextual job performance. Out of 500 forms distributed, 300 forms were 

successfully filled out and collected. The study found that hotel type, job 

burnout, and contextual job performance are strongly linked. This study 

is the first empirical study in Egypt that focuses on the relation between 

job burnout and contextual job performance in the hospitality industry.  
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Introduction 

Burnout is a phenomenon that is very common in the service industry 

(Rezaei et al., 2015). It can be categorized into three main categories: 

depersonalization, emotional exhaustion, and personal accomplishment 

(Maslach and Jackson, 1982; Rezaei et al., 2015). Job performance was 

referred to as a highly critical factor of organizational success. It is the 

degree to which employees help their organization achieve its objectives 

(Murphy &Shiarella, 1997, Eysenck, 1998; Bohlander et al., 2001). Very 

few studies related to job burnout and job performance were conducted in 

the hotel industry (Chiu & Tsai, 2006; Karatepe & Uludag, 2008; Kim, 

Shin, & Umbreit, 2007). None of them have highlighted the relation 

between burnout and contextual job performance; which is a more 

intensive approach. In addition, none of them studies were conducted in 

Egypt. The fact that the hospitality industry in Egypt has for decades 

suffered from instability due to political and security challenges in the 

country has placed more significance on the subject of the study and 

enhanced its contribution to practice and to theory. Therefore, this study 

aims to identify the relation between job burnout, contextual job 

performance of hotel employees in Egypt, and its relation to hotel type 

(chained and independent). The study utilized The Maslach Burnout 

inventory (Schaufeli et al., 1996); and a contextual job performance 

measurement tool developed by Motowidlo and Van Scotter (1993). Data 

was collected through three hundred questionnaire forms that were 

successfully submitted and collected. This study is the first empirical 

study in Egypt that focuses on the relation between job burnout and 

contextual job performance in the hospitality industry.  

 

Literature review 

Job Burnout 

Burnout is a stress-related phenomenon that received widespread 

attention as vital issue for organization (Chirico, 2016). It is a very 

common phenomenon among different professions of the service industry 

(Rezaei et al., 2015). It was first explored in the 1974 by Freudenberger. 

Burnout can be defined as an expected mediated, job-related, 

dysfunctional state in an employee (Brill, 1984). It was also referred to as 

job dissatisfaction caused by work-related stress (Bragard et al., 2015). It 

thought of as a syndrome that features depersonalization, emotional 

exhaustion, and a sense of low personal accomplishment (Maslach and 

Jackson, 1982; Rezaei et al., 2015). Emotional exhaustion refers to 

feeling of emotionally power draining. Depersonalization refers to 

negative reaction without any feelings and with an extreme indifference to 
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the recipients of services. Reduced level of personal accomplishment 

refers to reducing the sense of merit and success in the career, which 

occurs among social service professions (Pines, 2000). 

 

Job burnout was found significantly correlated with gender as females 

tend to have emotional exhaustion (Rezaei et al., 2015). However, no 

correlation was found with other demographics such as age, educational 

level, occupation, and employment status (Boyas and Wind, 2010; 

Rashedi, et al., 2012; Talaee et al., 2008). Job burnout was also found to 

be significantly correlated with job insecurity, intention to quit (Aybas et 

al., 2015; Ismail, 2015; Ouyang et al., 2015), leadership qualities 

(Laschinger et al., 2015; Shanafelt et al., 2015), ethical culture (Huhtala et 

al., 2015), operational stress (Bragard et al., 2015; Woodhead et al., 

2016), social capital (Farahbod et al., 2015; Pavelková and Bužgová, 

2015), job recognition, salary and wages (Anbar and Eker, 2016), 

workplace injustice (Ouyang et al., 2015), lower job satisfaction, poor 

conditions of workplace (Rezaei et al., 2015), and work-life conditions 

(Laschinger et al., 2015). In terms of the relation between job burnout and 

the hotel type, whether chained or independent, there is no evidence 

proves that such relation exists. 

 

Job Performance 

One of the important elements leading to the success of an organization is 

its workforce. Other elements like distinguished products or services 

cannot be attained without the human resources. Managing an 

organization and achieving its goals depend on the people working inside 

it. Successful management realizes that the key to its success is its human 

resource rather than materials or products (Mahapatro, 2010).Moreover, 

any organization seeks mainly to achieve the highest level of optimized 

utilization that depend on employees‘ performance. (Yozgat et al., 2013; 

Tania & Mehdi, 2016).Performance, according to (Ilgen and Hollenbeck, 

1991), is a combination of the job consistency and the role flexibility. 

IIgen and Hollenbeck refer to jobs as those aspects of work that do not 

change over time and it is the employee who defines them.  

 

On the other hand, the more dynamic aspects of work are referred to as 

roles and their definition does not depend on the employee. Job 

performance can be viewed as the degree to which employees help their 

organization achieve its objectives (Murphy &Shiarella, 1997, Eysenck, 

1998; Bohlander et al., 2001). Industrial and organizational psychology 

research considers Job performance as one of the most important 
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measures and variable of human resource management (Borman, 2004; 

Borman&Motowidlo, 1993, 1997; Organ, 1997;Viswesvaran et al., 2005). 

The job performance of an organization is a collective value (Adil, 2014). 

It is represented in the total of individual performances belonging to 

different departments of the organization during a specific period 

(Edwards & Bell, 2008; Tsai et al., 2010).  

 

Performance is not a result of behavior; it is the behavior itself (Johnson 

& Meade, 2010). Job performance reflects employees‘ performances and 

is related to their achievements. It is an evaluation of their abilities, 

situations, and tendency to implement their duties (Chen, 2010; 

Kalkavan&Katrinli, 2014). Addison and Yankyera (2015) define job 

performance in terms of the relation between the employee‘s behavior or 

contribution and the organization‘s objectives and achievements. Befort 

and Hattrup (2003) and Badarm (2011) divided job performance in two 

categories: task performance and contextual performance. Task 

performance refers to how well employees perform their specific tasks. 

Contextual performance refers to the aspects of performance which are 

not related to specific tasks such as volunteering, exerting extra effort, 

cooperating, following rules, and endorsing the organization objectives. 

Because of its impact on the main variables of an organization, contextual 

performance has grabbed the attention of scholars. One of the ways in 

which contextual performance can enhance effectiveness of an 

organization, as (Podsakoff and MacKenzie, 1997) notice, is by 

improving its efficiency. 

 

Contextual Performance 

Contextual performance is not associated with the technical core 

functions of an organization, however rather to the organizational, social, 

and psychological environment encompassing such functions 

(Borman&Motowidlo, 1993; Borman&Motowidlo, 1997; Motowidlo& 

Van Scotter, 1994; Organ, 1997; Ahmadabadi et al., 2010). In addition, 

contextual or extra-role performance is defined as the employees‘ 

unrestricted behaviors which directly promote the effectiveness of an 

organization without directly influencing their productivity (Podsakoff et 

al., 2000; Harter et al., 2002; Kuvaas, 2006). 

 

Job performance is seen by many scholars as multidimensional 

(Borman&Motowidlo, 1993; Campbell, McCIoy, Katz, & Kahn, 1978; 

Motowidlo& Van Scotter, 1994; Organ, 1994; Orr et al., 1989). In the 

same way, Borman and Motowidlo (1993) identified five categories of 
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contextual performance: 1) volunteering to perform activities unrelated to 

the formal job tasks, 2) continuous to exert extra further effort with 

enthusiasm to with success complete own tasks, 3) serving to and 

cooperating with others, 4) following the foundations and procedures of 

the organization even once it‘s in person inconvenient, and 5) supporting 

the objectives of the organization. In addition, Brief (1992) and Van 

Scotter and Motowidlo (1996) defined interpersonal facilitation as 

consisting of ―interpersonally oriented behaviors that contribute to 

organizational goal accomplishment‖ (p.526). They stated that job 

dedication ―centers on self-disciplined behaviors such as following rules, 

working hard, and taking the initiative to solve a problem at work‖ 

(p.526). 

 

Relationship between Job Performance and Job Burnout 

Wright and Bonett‘s (1997) showed that emotional exhaustion was 

negatively to work performance; however they found no relationship 

among work performance, depersonalization and personal 

accomplishment. A negative relationship between job burnout and job 

performance was fond in different studies. (Advani et al., 2005; Karatepe 

and Uludag‘s, 2008; Marvyan et al., 2015). Scon&Heekim (2009) showed 

that role overload and role conflict were the major antecedents of  job 

burnout, On the other hand this study found that, job burnout dimensioned 

like emotional exhaustion and disengagement have a negative relationship 

with job performance. Ashtari et al. (2009) found that there was a 

negative significant correlation between job burnout and job performance 

which illustrated as follows: 42% of the sample had emotional exhaustion 

and 65% had experienced depersonalization, In addition the correlation 

between job burnout and job performance is highly significant (p <. 001; r 

= 0.64 and burnout components like emotional exhaustion and job 

performance (p <. 001; r = 0.60. Secondly depersonalization and job 

performance correlation was   r = 0.60. In addition, Pule et al. (2013) 

found that burnout negatively impact performance causing low 

productivity and subsequent loss of profit. More recently, another studies 

showed that emotional exhaustion and disengagement had a negative 

impact on in role performance (Naffes & Kanwal, 2015; Hina and 

Hassan, 2015; Prat and Viroj, 2016; Tania & Mehdi, 2016). Finally, Razia 

et al. (2017) showed that the three dimensions of job burnout had a 

negative correlation with job performance.  However, these studies did 

not consider the relationship between contextual job performance 

dimensions (interpersonal facilitation and job dedication and job burnout 

in hospitality sector. This relation should be explored in the research. 
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Methodology 

This study was conducted in four- and five-star hotels in Egypt. This 

study aims to identify the relation between job burnout, contextual job 

performance, and hotel type. The study utilized two instruments to 

achieve its aim. First, the study utilized the Maslach Burnout Scale 

(Schaufeli et al., 1996) to measure job burnout. Second, the study utilized 

a contextual job performance measurement tool developed by Motowidlo 

and Van Scotter (1993). This study is the first empirical study in Egypt 

that focuses on the connection between job burnout, contextual job 

performance, and hotel type in the hospitality industry. It contributes to 

the literature and methodology of both topics in hotels. 

The job burnout tool constituted three sub-scales: Depersonalization, 

Emotional Exhaustion, and Personal Accomplishment (Mostert and 

Joubert, 2015). The tool was utilized using a four-point Likert scale in 

two parts. The first part measured the intensity of job burnout where 1 

indicated ―light‖ and 4 indicated ―extreme‖. The second part measured 

the frequency of job burnout where 1 indicated ―annually‖ and 4 indicated 

―daily‖. The contextual job performance tool constituted 16 items 

covering two main dimensions. The first dimension measures 

interpersonal facilitation, and the second dimension measures job 

dedication. Items (1,3,5,6,10,13,16) correspond to interpersonal 

facilitation, and items (2,4,7,8,9,11,12,14,15) correspond to job 

dedication. Responses to all items were scored on a five point Likert scale 

ranging from 1= strongly disagree to 5= strongly agree.  

 

Sample 

The study was conducted in four- and five-star hotels in Luxor, Egypt. 

The sample of hotels was chosen for many reasons: Firstly, for 

accessibility, secondly There are no other alternatives for employees in 

Luxor other than tourism finally the number of jobs available in hotels is 

much lower than the number of workers that the employee suffering from 

occupational burnout is afraid to leave the job because he/she has no other 

place to work in. Therefore the importance of the study lies in identifying 

the occupational burnout and its relation to the performance of workers. 

Thus, Luxor is a convenient place for the study. In Luxor the number of 

independent five star hotels is small so we chosen five-star hotels under 

examination were all international chained hotels; while four-star hotels 

under examination were all independent hotels.  

Data collection and analysis 

After outputting the conceptual framework in the literature review, survey 

data were collected. This was followed by data coding, data entry, and 



Minia Journal of Tourism and Hospitality Research   Vol. 1, Issue 2, December, 2017 

  

- 105 - 
 

data analysis. Hotel employees were selected to conduct the survey 

randomly without any form of any demographic criteria. A total of 500 

questionnaire forms were distributed in nine different properties in Egypt 

as follows: 

 

Hotel Type 

 
Number Sample size 

Chained hotels 

 

5 hotels 200 forms 

Independent hotels 

 

4 hotels 100 forms 

 

Subsequently, 300 forms were successfully filled out with a response rate 

of 60%. A computer software package (SPSS 21) was used to analyze 

data through a Spearman bivariate correlation test which was conducted 

to measure the correlation between job burnout, contextual job 

performance and hotel type. 

Validity and reliability 

Quantitative research requires the implication of standards of validity and 

reliability (Creswell, 2013). A confirmatory factor analysis was 

conducted in the study to test the factor structure of the measurement tool. 

Bartlett‘s Test of Sphericity resulted .000 significance. Kaiser–Myer–

Olkin measure of sampling adequacy resulted .162. Respondents have 

been given enough time to understand and comprehend the survey 

questions before answering them, the matter which increased the validity 

of the research. In order to test reliability, a Cronbach‘s Alpha test was 

used. The Cronbach‘s Alpha result was .745; Cronbach‘s Alpha based on 

standardized items is .923.Thus, this survey has a higher internal 

consistency and therefore it is reliable. 
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Table 1 Contextual job performance scale to measure employees' 

performance. 

# Contextual job performance  

1 My job is well designed 

2 I have the tools and equipment I need to get the job done 

3 My work schedule gives me flexibility when I need it 

4 Resources to do the job are available when needed 

5 I am well organized for the work I have to get done 

6 Training is provided when conditions on the job change 

7 I try and understand how one customer differs from another 

8 I am motivated to develop my knowledge and skills for this job 

9 I enjoy working long hours in this hotel 

10 I constantly focus on improving my performance 

11 I am not overwhelmed by difficult situations 

12 It is very important to me that my supervisor sees me as a good 

employee 

13 I very much want my co-workers to consider me to be good at my 

work 

14 I feel very good when I know I have outperformed other employees 

in my hotel 

15 I often seek continuous feedback from my managers and 

supervisors 

16 I always try to communicate my accomplishments to my supervisor 

 

 Table 2:   Maslach Burnout inventory to measure job burnout 

 

Job Burnout  # 

I feel emotionally drained from my work 1.1 

I feel used up at the end of the workday 1.2 

I feel fatigued when I get up in the morning and have to face 

another day on the job 
1.3 

Working with people all day is really a strain for me 1.4 

I feel burned out from my work 1.5 

I feel frustrated by my job 1.6 

I feel I‘m working too hard on my job 1.7 

Working with people directly puts too much stress on me 1.8 

I feel like I‘m at the end of my rope 1.9 

I can easily understand how my recipients feel about things 2.1 

I deal very effectively with the problems of my recipients 2.2 
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I feel I‘m positively influencing other people‘s lives through my 

work 
2.3 

I feel very energetic 2.4 

I can easily create a relaxed atmosphere with my recipients 2.5 

I feel exhilarated after working closely with my recipients 2.6 

I have accomplished many worthwhile things in this job 2.7 

In my work, I deal with emotional problems very calmly 2.8 

I feel I treat some recipients as if they were impersonal ‗objects‘ 3.1 

I‘ve become more callous toward people since I took this job 3.2 

I worry that this job is hardening me emotionally 3.3 

I don‘t really care what happens to some recipients 3.4 

I feel recipients blame me for some of their problems 3.5 

 

Results and Discussion 

The purpose of this study is to identify the relation between job burnout, 

contextual job performance of hotel employees in Egypt, and hotel type. 

In order to achieve this purpose two tests have been conducted in this 

study. A Mann Whitney test was conducted to identify the mean ranks of 

Contextual Job Performance‘s dimensions and Job burnout‘s dimensions 

overall against hotel type. A Pearson bivariate correlation test was 

conducted to identify the significance of the relation between job burnout, 

contextual job performance, and hotel type (chain and independent).  

Overall, chained hotels scored higher mean rank than independent hotels 

in interpersonal facilitation and job dedication dimensions of contextual 

job performance. However, independent hotels scored higher mean ranks 

than chained hotels in both job burnout intensity and frequency (Table 1). 

This finding indicates that job burnout is highly frequent and highly 

intense in independent hotels rather than in chained hotels. With regards 

to burnout dimensions, independent hotels scored higher mean rank in 

emotional exhaustion and depersonalization while chained hotels scored 

higher mean rank in personal accomplishment. This finding indicates that 

employees in independent hotels are more emotionally drained and have 

more negative reaction without any feelings than in chained hotels. 

Employees in chained hotels, on the other hand, have reduced sense of 

merit and success in their careers than in independent hotels. 
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Table 3: Descriptive statistics of contextual performance and burnout 

in five star hotels (N) = 200 
 

variables 

Five star 

Mean Median Mode 

Std. 

Deviatio

n 

Skewnes

s 

Contextual 

Performance 
63.16 62.00 61.00 6.92 .56 

Interpersonal 

facilitation 
27.87 27.00 27.00 2.91 .43 

job dedication 
35.29 34.00 34.00 4.23 .51 

Job Burnout 
30.76 27.00 22.00 10.14 1.7 

Emotional 

Exhaustion 
14.00 12.50 9.00 5.07 1.5 

Depersonalization 
11.55 9.00 8.00 4.47 1.3 

Personal 

Accomplishment 
5.20 4.00 4.00 1.97 2.0 

 

From the previous table, it could be seen that, the high mean was 

contextual performance 63.16 which divided into two variables as 

follows: Firstly the mean of job dedication was 35.29, followed by 

interpersonal facilitation was 27.87. On the other hand the mean on job 

burnout was 30.76 which divided into three variables as follows: Firstly 

the mean of emotional exhaustion was 14.00, followed by the mean of 

depersonalization was 11.55, and finally the mean of personal accomplish 

was 5.20.  
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Table 4: Descriptive statistics of contextual performance and burnout in 

four star hotels (N) = 100 

variables 

Four  star 

Mean Median Mode 

Std. 

Deviatio

n 

Skewness 

Contextual 

Performance 
57.75 59.00 58.00 7.66 -.97 

Interpersonal 

facilitation 
26.37 28.00 29.00 3.70 -.79 

Job dedication 
31.38 32.00 36.00 4.24 -.89 

Job Burnout 
38.42 39.00 39.00 4.55 -.16 

Emotional 

Exhaustion 
17.90 18.00 16.00 2.73 .34 

Depersonalization 
15.44 15.00 14.00 3.52 -.40 

Personal 

Accomplishment 
5.08 4.50 4.00 1.41 1.13 

 

From the previous table, it could be seen that, the high mean was 

contextual performance 57.75 which divided into two variables as 

follows: Firstly the mean of job dedication was 31.38, followed by 

interpersonal facilitation was 26.37. On the other hand the mean on job 

burnout was 38.42 which divided into three variables as follows: Firstly 

the mean of emotional exhaustion was 17.90, followed by the mean of 

depersonalization was 19.44, and finally the mean of personal accomplish 

was 5.08. 
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Table 5: Descriptive statistics of contextual performance in five star 

hotels (N) = 200 

Five star Hotels 

Statements N Std. 

Deviation 
Mean 

.61 4.1 My job is well designed 1 

.59 4.1 I have the tools and equipment I need to get 

the job done 

2 

.63 4.1 My work schedule gives me flexibility when I 

need it 

3 

.63 4.1 Resources to do the job are available when 

needed 

4 

.68 4.2 I am well organized for the work I have to get 

done 

5 

.65 4.0 Training is provided when conditions on the 

job change 

6 

.67 4.1 I try and understand how one customer differs 

from another 

7 

.70 4.0 I am motivated to develop my knowledge and 

skills for this job 

8 

.65 4.1 I enjoy working long hours in this hotel 9 

.65 4.1 I constantly focus on improving my 

performance 

10 

.73 4.0 I am not overwhelmed by difficult situations 11 

.77 3.8 It is very important to me that my supervisor 

sees me as a good employee 

12 

.78 3.6 I very much want my coworkers to consider 

me to be good at my work 

13 

.81 3.5 I feel very good when I know I have 

outperformed other employees in my hotel 

14 

.81 3.5 I often seek continuous feedback from my 

managers and supervisors 

15 

.69 3.8 I always try to communicate my 

accomplishments to my supervisor 

16 

 

From the previous table, it could be seen that, the high mean was 

contextual performance was interpersonal facilitation 4.2. On the other 

hand the low mean was job dedication 3.5 
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Table 6: Statistics of burnout in five star hotels (N) = 200 

Five star Hotels 

Statements N Std. 

Deviation 
Mean 

.78 1.5 I feel emotionally drained from my work 1 

.79 1.6 I feel used up at the end of the workday 2 

.84 1.6 I feel fatigued when I get up in the morning and 

have to face another day on the job 

3 

.75 1.5 Working with people all day is really a strain for 

me 

4 

.74 1.4 I feel burned out from my work 5 

.79 1.6 I feel frustrated by my job 6 

.82 1.7 I feel I‘m working too hard on my job 7 

.73 1.5 Working with people directly puts too much stress 

on me 

8 

.83 1.5 I feel like I‘m at the end of my rope 9 

.83 1.5 I can easily understand how my recipients feel 

about things 

10 

.83 1.5 I deal very effectively with the problems of my 

recipients 

11 

.73 1.4 I feel I‘m positively influencing other people‘s lives 

through my work 

12 

.82 1.5 I feel very energetic 13 

.75 1.5 I can easily create a relaxed atmosphere with my 

recipients 

14 

.67 1.4 I feel exhilarated after working closely with my 

recipients 

15 

.71 1.4 I have accomplished many worthwhile things in 

this job 

16 

.62 1.4 In my work, I deal with emotional problems very 

calmly 

 17 

.63 1.4 I feel I treat some recipients as if they were 

impersonal ‗objects‘ 

18 

.64 1.3 I‘ve become more callous toward people since I 

took this job 

19 

.65 1.3 I worry that this job is hardening me emotionally 20 

.59 1.3 I don‘t really care what happens to some recipients 21 

.49 1.2 I feel recipients blame me for some of their 

problems 

22 
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From the previous table, it could be seen that. The high variable was 

Emotional exhausting followed by depersonalization and finally personal 

accomplish.   

Table7: Statistics of contextual performance in four star hotels (N) = 100 

four star Hotels 

Statements N Std. 

Deviation 
Mean 

.64 3.6 My job is well designed 1 

.67 3.7 I have the tools and equipment I need to get the 

job done 

2 

.75 3.8 My work schedule gives me flexibility when I 

need it 

3 

1.0 3.8 Resources to do the job are available when needed 4 

.80 4.0 I am well organized for the work I have to get 

done 

5 

.85 3.6 Training is provided when conditions on the job 

change 

6 

.74 3.8 I try and understand how one customer differs 

from another 

7 

.59 3.3 I am motivated to develop my knowledge and 

skills for this job 

8 

.86 3.7 I enjoy working long hours in this hotel 9 

.74 4.1 I constantly focus on improving my performance 10 

.88 3.8 I am not overwhelmed by difficult situations 11 

.98 3.1 It is very important to me that my supervisor sees 

me as a good employee 

12 

1.2 3.5 I very much want my coworkers to consider me to 

be good at my work 

13 

.85 3.1 I feel very good when I know I have outperformed 

other employees in my hotel 

14 

.98 3.0 I often seek continuous feedback from my 

managers and supervisors 

15 

1.0 3.8 I always try to communicate my accomplishments 

to my supervisor 

16 

 

From the previous table, it could be seen that, the high mean was 

contextual performance was interpersonal facilitation 4.1. On the other 

hand the low mean was job dedication 3.0 



Minia Journal of Tourism and Hospitality Research   Vol. 1, Issue 2, December, 2017 

  

- 113 - 
 

Table 8 : Statistics of burnout in four star hotels (N) = 100 

Five star Hotels 

Statements N Std. 

Deviation 
Mean 

.81 1.5 I feel emotionally drained from my work 1 

.83 2.2 I feel used up at the end of the workday 2 

.85 1.8 I feel fatigued when I get up in the morning and have 

to face another day on the job 

3 

.53 1.4 Working with people all day is really a strain for me 4 

.60 1.8 I feel burned out from my work 5 

.93 2.2 I feel frustrated by my job 6 

.97 2.3 I feel I‘m working too hard on my job 7 

1.2 2.1 Working with people directly puts too much stress on 

me 

8 

1.0 1.8 I feel like I‘m at the end of my rope 9 

.95 2.3 I can easily understand how my recipients feel about 

things 

10 

1.1 2.7 I deal very effectively with the problems of my 

recipients 

11 

.89 1.7 I feel I‘m positively influencing other people‘s lives 

through my work 

12 

1.2 2.1 I feel very energetic 13 

1.2 2.5 I can easily create a relaxed atmosphere with my 

recipients 

14 

.72 1.8 I feel exhilarated after working closely with my 

recipients 

15 

.53 1.3 I have accomplished many worthwhile things in this 

job 

16 

1.2 1.9 In my work, I deal with emotional problems very 

calmly 

 17 

.49 1.4 I feel I treat some recipients as if they were impersonal 

‗objects‘ 

18 

.86 1.5 I‘ve become more callous toward people since I took 

this job 

19 

.92 1.4 I worry that this job is hardening me emotionally 20 

.22 1.1 I don‘t really care what happens to some recipients 21 

.37 1.2 I feel recipients blame me for some of their problems 22 
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From the previous table, it could be seen that. The high variable was 

depersonalization followed by emotional exhausting, and finally personal 

accomplish.  

  
Table 9: Mean ranks of Contextual Job Performance and Job Burnout against 

hotel types 

Variable Hotel Type N 
Mean 

Rank 
Sum of Ranks 

Interpersonal facilitation 
Chain 200 158.08 31616.50 

Independent 100 135.34 13533.50 

Job dedication 
Chain 200 172.55 34509.50 

Independent 100 106.41 10640.50 

Burnout Intensity 
Chain 200 120.24 24048.50 

Independent 100 211.02 21101.50 

Burnout frequency 
Chain 200 143.00 28599.00 

Independent 100 165.51 16551.00 

Emotional Exhaustion 
Chain 200 145.22 29043.00 

Independent 100 161.07 16107.00 

Depersonalization 
Chain 200 124.92 24984.00 

Independent 100 201.66 20166.00 

Personal 

Accomplishment 

Chain 200 152.35 30469.00 

Independent 100 146.81 14681.00 

 

The relation between hotel type and contextual job performance 

Table 10: Correlation between hotels type and contextual performance 

sig correlation Items 

 

 

 

.05 

.05 

.05 

 

.05 

.05 

.05 

.05 

.05 

.05 

 

 

 

.360 

.173 

.253 

 

.189 

.235 

.459 

.398 

.234 

.268 

Contextual performance 

- Interpersonal facilitation 

- JPC1        

- JPC3 

- JPC6  

 

- Job Dedication 

- JPC2 

- JPC7 

- JPC8 

- JPC12 

- JPC14 

- JPC15 
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Hotel type was overall found to be significantly correlated with 

interpersonal facilitation as a dimension scoring correlation coefficient 

.216 (p < .005) and job dedication as a dimension scoring correlation 

coefficient .400 (p < .005) which illustrated as follows:  

These findings indicate that the employees‘ performance in five star 

hotels is higher than in independent hotels for many reasons: Firstly, five 

star hotels are usually vary much keen on their reputations in the first 

place. Secondly they stick to certain rules and policies which positively 

reflect on employees' performance. In addition, the job dedication 

dimension of contextual job performance is more significant to hotel type 

than the interpersonal facilitation dimension. This shows that there is a 

massive difference between hotel types when it comes to job dedication. 

This includes self-disciplined behaviors such as following rules, working 

hard, and taking the initiative to solve a problem at work (Brief, 1992; 

Van Scotter and Motowidlo, 1996). In addition, job dedication is the 

inspirational underpinning of job performance. Such behaviour propels 

employees to act in a way that promotes the organization‘s best interest 

(Sandra et al., 2009), as a result of that employees being loyal and 

cooperative this findings agree with Lars et al., 2017) 
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The relation between hotel type and job burnout 

Table 11: Correlation between hotels type and job burnout 

 

 

 

.05 

.05 

.05 

.05 

.05 

.05 

 

 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

 

 

.05 

 

 

.350 

.222 

.321 

.298 

.314 

.175 

 

 

.371 

.524 

.157 

.286 

.472 

.246 

.259 

 

 

.230 

Job Burnout 

- Emotional Exhaustion 

- BO2 

- BO5 

- BO6 

- BO7 

- BO8 

- BO9 

 

- Depersonalization 

- BO10 

- BO11 

- BO12 

- BO13 

- BO14 

- BO15 

- BO17 

 

- Personal Accomplish 

- BO21  

 

In terms of job burnout dimensions, hotel type was found to be 

significantly correlated with depersonalization scoring correlation 

coefficient .392 (p < .005) and personal accomplishment scoring 

correlation coefficient .161 (p < .005). Hotel type was also found to be 

significantly correlated with job burnout intensity scoring correlation 

coefficient .370 (p < .005). However, no significant relation was found 

with job burnout frequency overall. 

According to the results, I have come of with, it can be said that, in 

independent hotels exploit employees through puts a lot of responsibilities 

and duties. Moreover the hotels cuts short on incentives that lead to 

increase job burnout. Moreover, these findings indicate that hotel type is 

strongly linked with the employees‘ negative reaction without any 

feelings and with an extreme indifference to the recipients of services. It 

is also linked to their reduced level of personal accomplishment refers to 
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reducing the sense of merit and success in the career), which occurs 

among social service professions. 

The relation between job burnout and contextual job performance 

Table12: Correlation between contextual job performance and job 

burnout 

Sig Correlation Items 

 

.05 

.05 

.05 

.05 

 

.05 

.05 

.05 

.05 

.05 

 

.186 

.150 

.234 

.178 

 

.257 

.249 

.152 

.207 

.153 

JPC1 

- BOI11 

- BOI14 

- BOI19 

- BOI20 

 

- BOF1 

- BOF4 

- BOF10 

- BOF14 

- BOF17 

 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

 

.05 

.05 

.05 

.05 

.05 

 

.253 

.222 

.179 

.171 

.190 

.208 

.236 

 

.314 

.269 

.191 

.161 

.308 

.186 

JPC3 

- BOI1 

- BOI2 

- BOI3 

- BOI5 

- BOI8 

- BOI14 

- BOI17 

 

- BOF2 

- BOF3 

- BOF5 

- BOF8 

- BOF13 

- BOF19    

 

.05 

.05 

.05 

.05 

.05 

.05 

 

.349 

.178 

.185 

.189 

.150 

.161 

JPC5 

- BOI10 

- BOI12 

- BOI16 

- BOF6 

- BOF13 

- BOF17 
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.05 

.05 

.05 

.227 

.189 

.155 

- BOF18 

- BOF20 

- BOF21 

 

.05 

.05 

.05 

.05 

 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

 

.249 

.274 

.254 

.149 

 

.237 

.207 

.194 

.156 

.256 

.155 

.179 

JPC6 

- BOI2 

- BOI3 

- BOI5 

- BOI12 

 

- BOF2 

- BOF3 

- BOF4 

- BOF5 

- BOF13 

- BOF14 

- BOF22 

 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

 

.05 

.05 

.05 

 

.155 

.192 

.202 

.230 

.163 

.264 

.223 

.166 

 

.155 

.209 

.155 

JPC10 

- BOI4 

- BOI5 

- BOI6 

- BOI7 

- BOI8 

- BOI10 

- BOI13 

- BOI14 

 

- BOF2 

- BOF6 

- BOF10 

 

.05 

.05 

.05 

.05 

.05 

.05 

 

.05 

.05 

 

.150 

.218 

.313 

.313 

.157 

.178 

 

.172 

.183 

JPC13 

- BOI2 

- BOI6 

- BOI10 

- BOI11 

- BOI21 

- BOI22 

 

- BOF6 

- BOF10 
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.05 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

 

.186 

.175 

.229 

.309 

.302 

.177 

.158 

.266 

.302 

 

.197 

.206 

.278 

.317 

.182 

.244 

.178 

.221 

.164 

JPC 16 

- BOI1 

- BOI6 

- BOI10 

- BOI12 

- BOI13 

- BOI14 

- BOI15 

- BOI20 

- BOI21 

 

- BOF2 

- BOF3 

- BOF5 

- BOF6 

- BOF8 

- BOF10 

- BOF11 

- BOF12 

- BOF15 

 

 

 

.05 

.05 

 

 

 

.163 

.162 

Job Dedication 

 

JPC2 

- BOI1 

- BOF  

 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

 

.05 

.05 

.05 

.05 

.05 

 

.204 

.369 

.174 

.276 

.354 

.180 

.252 

 

.377 

.166 

.192 

.206 

.190 

JPC4 

- BOI1 

- BOI2 

- BOI7 

- BOI11 

- BOI14 

- BOI17 

- BOI20 

 

- BOF2 

- BOF3 

- BOF6 

- BOF14 

- BOF17 
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.05 .238 - BOF20 

JPC8 
- BOI1 
- BOI2 
- BOI4 
- BOI5 
- BOI6 
- BOI7 
- BOI8 
- BOI9 
- BOI10 
- BOI11 
- BOI14 

 
- BOF4 
- BOF5 
- BOF9 
- BOF10 
- BOF11 
- BOF12 
- BOF13 
- BOF14 
- BOF17 
- BOF18 

 
.170 
.176 
.160 
.225 
.314 
.187 
.189 
.225 
.161 
.363 
.258 

 
.186 
.226 
.238 
.209 
.368 
.252 
.155 
.329 
.192 
.187 

 
.05 
.05 
.05 
.05 
.05 
.05 
.05 
.05 
.05 
.05 
.05 

 
.05 
.05 
.05 
.05 
.05 
.05 
.05 
.05 
.05 
.05 

JPC9  
- BOI2 
- BOI7 
- BOI14 
- BOI20 

 
- BOF2 
- BOF6 
- BOF13 
- BOF20 

 
.237 
.186 
.234 
.218 

 
.383 
.197 
.159 
.265 

 
.05 
.05 
.05 
.05 

 
.05 
.05 
.05 
.05 

JPC12 
- BOI2 
- BOI6 
- BOI19 
- BOI21 
- BOF1 
- BOF2 
- BOF3 
- BOF13 

 
.375 
.247 
.247 
.251 
.179 
.262 
.207 
.151 

 
.05 
.05 
.05 
.05 
.05 
.05 
.05 
.05 
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- BOF16 .175 .05 

 JPC14 

- BOI8 

- BOI10 

- BOI12 

- BOI13 

- BOI15 

- BOI19 

- BOI20 

- BOI21 

- BOF15 

- BOF16 

- BOF19 

 

.168 

.197 

.259 

.176 

.183 

.193 

.291 

.238 

.309 

.206 

.165 

 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

 JPC 15 

- BOI1 

- BOI4 

- BOI9 

- BOI16 

- BOI19 

- BOI20 

- BOI21 

- BOI22 

- BOF1 

- BOF3 

- BOF6 

- BOF9 

- BOF16 

- BOF17 

 

.249 

.187 

.155 

.213 

.151 

.202 

.296 

.181 

.236 

.166 

.165 

.295 

.157 

.163 

 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

.05 

 

In terms of dimensions, emotional exhaustion of job burnout was found to 

be significantly correlated with interpersonal facilitation of contextual job 

performance scoring correlation coefficient .160 (p < .005). 

These finding indicates that, job burnout (emotional exhaustion and 

depersonalization) contributes to decrease contextual performance 

(Interpersonal facilitation and job dedication).  Emotional exhaustion 

refers to feeling emotionally drained, fatigued, and taxed or ‗‗used up‘‘ 

from the job. Depersonalization refers to viewing and treating others in 

the workplace impersonally, callously, and as objects. This finding agree 

with Plouffe, Cooper, Dewe, & O'Driscoll, 2001; Sridharan, & Barclay, 

2010; Cagliyan et al., 2013. So there is a negative relationship between 



Minia Journal of Tourism and Hospitality Research   Vol. 1, Issue 2, December, 2017 

  

- 122 - 
 

job burnout and contextual performance. This finding agree with (Ismail 

& Teck-Hong, 2011; Gorji and Vaziri 2011). 

Conclusion and Recommendations  

 

Job burnout is a phenomenon related to job stress (Chirico, 2016). It can 

be defined as an expected mediated, job-related, dysfunctional state in an 

employee (Brill, 1984). Job burnout constitutes three main dimensions: 

emotional exhaustion, depersonalization, and personal accomplishment 

(Maslach and Jackson, 1982; Rezaei et al., 2015). Job performance is as 

the degree to which employees help their organization achieve its 

objectives (Murphy &Shiarella, 1997; Eysenck, 1998; Bohlander, Snell, 

& Sherman, 2001). It reflects employees‘ performances and is related to 

their achievements. It is an evaluation of their abilities, situations and 

tendency to implement their duties (Chen, 2010; Kalkavan&Katrinli, 

2014). Contextual performance refers to the aspects of performance which 

are not related to specific tasks such as volunteering, exerting extra effort, 

cooperating, following rules, and endorsing the organization objectives. 

Because of its impact on the main variables of an organization 

 

The study utilized The Maslach Burnout invent (Schaufeli et al., 1996); 

and a contextual job performance measurement tool developed by 

Motowidlo and Van Scotter (1993). This study is the first empirical study 

in Egypt that focuses on the relation between job burnout and contextual 

job performance in the hospitality industry. The contribution of this study 

goes to both the literature and practice of both topics in the hospitality 

industry. The focus of the study was to determine the link between job 

burnout, contextual job performance, and hotel types (chain and 

independent). In the process, relevant theoretical literatures were 

reviewed. 

 

The study concludes that working in a chained hotel may have an impact 

on the employee‘s contextual job performance in terms of his/her 

interpersonal facilitation and job dedication. The study also concludes 

that working in independent hotels may also be related to the increase in 

job burnout intensity and frequency. There are a number of 

recommendations for hotels to reduce employees' burnout. These 

recommendations can be presented as follows: 
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Managers of independent hotels should lay their interest regarding human 

resources on the factors that affect their employees‘ job burnout as it will 

negatively affect their interpersonal facilitation and job dedication. This 

would eventually be driver to other negative consequences such as 

employee dissatisfaction and turnover.  

Hotel managers also need to pay attention to the relation between 

contextual job performance (interpersonal facilitation in particular) and 

job burnout (emotional exhaustion).  

Employees need to provide equal opportunities of self-recreation. 

Activation of social relations between employees and Improving working 

conditions. 

Revising wages and incentives at periodic intervals. 

Further research may focus on the relation between job burnout and other 

types of job performance such as task performance. It is also 

recommended to explore the relation between job performance; job 

involvement, and job burnout. 
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  Abstract 

      Today, Statistical Process Control (SPC) has been considered as a 

new way of thinking for supporting managers` decisions at all levels of a 

firm to achieve excellence in operations and performance through the 

effective utilization of statistical tools. An important SPC tool is the 

control chart, which can be used to detect changes in process with a 

statistical level of confidence. Service management literature reports 

relatively few instances of SPC applications in the service sector for 

monitoring service processes variance (at hotels in particular) assuming 

that implementing SPC tools or charts outside conventional applications 

gives rise to many potential complications and poses a number of 

challenges. Therefore, the main purpose of this study was to explore the 

usage of SPC tools in Egyptian five-star hotels by means of a semi-

structured personal interview based on a closed questionnaire plus a set of 

open questions which allowed clarifying certain points using the front 

office (F.O) department as a case study in attempt to enable such methods 

to be used more effectively and extensively for monitoring service 

processes at hotels assuming they are considered beneficial.  The findings 

showed that there is a high shortage in application of statistical methods 

(SMs) and analytical tools in Egyptian hotels which implies that the 

importance of SPC for variability reduction and quality improvement 

must be recognized in Egyptian hotels and the potential benefits of SPC 

should be understood by all decisions-makers at all levels of a hotel. 

                                            

Keyword: Quality Management, Performance Measurement, Variability, 

Decisions-Making, Service Quality, , Process Management, Monitoring, 

Control Charts.                                                                                 



Minia Journal of Tourism and Hospitality Research   Vol. 1, Issue 2, December, 2017 

  

- 131 - 
 

Introduction 

  Today`s increasingly competitive environment leaves no room for error, 

and consumer market experience an ever-increasing demand for better 

products and service continuously (Oakland, 2007; Srinivasu et al., 2011; 

Mariappan et al., 2012; Patyal and Maddulety, 2015). Customers expect 

continued and consistent high performance even when they pay less for 

them than the previous purchase prices in order to be satisfied as 

customers should not be required to make a choice between quality and 

price (Antony and Taner, 2003; Oakland, 2007). Even for already high-

performing organizations, Snee, (1990); Tsikriktisis and Heineke, (2004); 

and Evans and Lindsay, (2011) referred that past customers experience 

always produces higher expectations, and customer satisfaction will 

increase as performance improves.                                                                                                             

According to, Xie and Goh, (1999); Besterfield et al., (2004); Oakland, 

(2007); Evans and Lindsay, (2011); and Mahanti and Evans, (2012), 

continuing to apply the basic principles of quality management (QM) and 

performance excellence for reducing variation, defects prevention and 

doing it right and better the first time and every time for is the most 

important consideration and the real challenge for managers today. 

Srinivasu et al., (2011) and Mahanti and Evans, (2012) observed that it is 

not possible to guarantee that defects will never occur which requires 

using many quality control (QC) activities for defect identification, 

prevention and removal.         

Consequently, the importance of systematic and objective analysis and 

thus the need of QM tools have been felt more and a range of new tools 

has been developed such as Statistical Quality Control (SQC) after a 

variety of quality strategies such as Total Quality Management (TQM) 

failed to deliver anticipated business performance improvements in many 

companies (Zeithaml, 2000; Zhang, 2000; Ahmed and Hassan, 2003; 

Bisgaard, 2008; Goh, 2014). Due to its efficiency in monitoring processes 

and achieving high levels of consistent performance in manufacturing 

industry, Rungtusanatham, (2001); Sulek, (2004); Sulek et al., (2006); 

Ning et al., (2009); and Goh, (2014) argued that conventional SPC tools 

could be applied to service processes to achieve the same purposes.                                                           
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  The service management literature reports relatively few instances of 

statistical operations and a number of researchers ignored or even 

dismissed the use of SQC methods in service processes assuming that 

implementing SPC tools or charts outside conventional applications gives 

rise to many potential complications and poses a number of challenges 

(Xie and Goh, 1999; MacCarthy and Wasursi, 2002; Sulek, 2004; Goh, 

2014). As a result, the full benefits of SPC technique has not been 

realized in the service sector because of the major differences exist in the 

quality characteristics of manufacturing and service processes which do 

not lend themselves to the application of traditional production 

management techniques such as SPC and have an impact on the approach 

and substance of quality management (MacCarthy and Wasursi, 2002; 

Antony, 2004; Sulek, 2004; Evans and Lindsay, 2011; Goh, 2014).                                                                                     

Therefore, this study is an attempt to explore the usage of SPC tools in 

Egyptian five-star hotels and the awareness of the philosophy of process 

management as a preventive and proactive technique to quality 

management and a vital requirement for the success of any SPC initiatives 

instead of the traditional way of function management using F.O 

department as a case study in attempt to give some advices or 

recommendations to enable such methods to be used more effectively and 

extensively for monitoring service processes at hotels, assuming they are 

considered beneficial with the goal of preventing quality problems rather 

than detecting them after the fact.                                 

  The findings showed that there is a high shortage in the application of 

statistical methods (SMs) and analytical tools in Egyptian hotels which 

prevent managers to make effective use of the data which they already 

routinely collected and hinder to make a good decision and maximize 

their processes performance effectiveness although there is a full 

awareness of the philosophy of process and function management among 

managers. As a result, managers in Egyptian hotels should be recognized 

the importance of SPC technique for reducing variability and keeping a 

process operating within a predictable range of variation through 

preventing any change and removing the causes of abnormalities to 

ensure conformance to the requirements. Also, both the two philosophies 

of function and process management are required to adopt in the service 
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sector to control performance and improve the quality of provided service 

more effectively.      

 

Literature Review 

Reducing Variation for Exceeding Customer Satisfaction 

    Quality improvement has become related to reduction of variability that 

unacceptable product or process performance is often the result of 

variability in quality characteristics (Bjerke, 2002; Callahan and Griffen, 

2003; Reis et al., 2006; Evans and Lindsay, 2011). Reneau and Lukas, 

(2006) stated that variation is the opposite of consistency and considered 

the enemy of process performance that variability makes performance 

outcome unpredictable and difficult to interpret. According to Kahn et al., 

(2002), Mitra, (2003); Oakland, (2007) and Bissgard, (2008), Juran‘s 

definition of quality as 'fitness for use' captures the essence of quality and 

it is widely recognized today as one of the more useful for both 

manufacturing and service sectors for meeting or exceeding its intended 

use as required by customers.                                      

Figure 1: Juran`s Quality Definition 

 

Source: Bisgaard, (2008) 

        According to the previous figure, it is not enough for products and/or 

services to conform to specifications but also companies have to be able 

to show a capability of processes to minimize product and/or service 

variability and remove operational inefficiencies in order to continuously 

improve product and/or service quality and meet the changing needs of 

Quality 

Fitness for use 

Product/Service 
Features 

Freedom from 
deficiencies 
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the customer (Mitra, 2003; Kumar et al., 2006; Bisgaard, 2008; Sharma 

and Kharub, 2014). Then, management efforts for quality improvement 

and customer satisfaction should include activities aimed at finding and 

eliminating root causes of variation and poor quality, not just passive 

inspection or observation (Antony and Taner, 2003; Bisgaard, 2008; 

Vassilakis and Besseris, 2010).                                                                                                    

To handle variability effectively, Bisgaard, (2008); Vries and Reneau, 

(2010); and Sharma and Kharub, (2014) stated that statistical methods 

(SMs) such as SPC technique must be used to establish not only the 

estimated level of variation present in a process but also to identify the 

causes for that variation in order to illustrate commonly occurring 

obstacles and mistakes in the work environment and take appropriate 

corrective actions. Also, Mitra, (2003); Goh, (2014); Sharma and Kharub, 

(2014); and Lim et al., (2015) recommended the use of SPC tools to study 

the variability of a system, measure process capability and ongoing 

process control in order to help managers determine how to improve 

processes and enable a firm to meet customer requirements and enhance 

its productivity and/or service quality.      

Reducing Variability through Statistical Process Control (SPC) 

    The primary application domain of Statistical Process Control, better 

known by its abbreviation SPC, has been in manufacturing businesses for 

monitoring process performance as an important part of quality control 

and improvement activities (Stoumbos et al., 2000; MacCarthy and 

Wasursi, 2002; Rai, 2008; Srinivasu et al., 2011; Lim et al., 2015). SPC is 

statistically and logically built around the phenomenon that variation is 

always present in any process and no two parts are exactly the same (Lind 

et al., 2002; Halevi, 2003; Grigg and Walls, 2007; Koutras et al., 2007). 

SPC described by Callahan and Griffen, (2003); Halevi, (2003); Oakland, 

(2007); and Thor et al., (2007) as appropriate statistical tools to process 

for continuous improvement in quality of products and/or services, and a 

technique for error prevention rather than just merely error detection by 

providing managers with means to understand work processes and 

manage by fact through the development of process knowledge.  
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      The application of SPC not only helps to discover and analyze causes 

of variation to identify and eliminate the root causes of quality problems 

and minimizes their impact on customers' satisfaction, but also to improve 

the process to attain a competitive position (Kumar et al., 2006; Oakland, 

2007; Sharma and Kharub, 2014). Therefore, effective management must 

be able to identify and analyze errors using appropriate tools such as SPC 

in order to take corrective actions and make ongoing enhancements for 

improved quality and satisfied customers as a part of management 

strategy for increasing market share and maximizing profit (Harris and 

Ross, 1991; Mitra, 2003; Caivano, 2005; Vries and Reneau, 2010). 

Figure 2: Statistical Process Control Interactivity 

 

 

Source: (Mason and Antony, 2000) 

Harvey, (1998) and Halevi, (2003) argued that SPC is a system for 

supporting managers` decisions at all levels of a firm because it gives 

managers feedback on the total performance of the system and on the 

system-wide impact of their actions. In its most common application, 

(Kochan, 1990; Pande et al., 2000; Evans and Lindsay, 2011; Sharma and 

Kharub, 2011), SPC helps an organization or process owner to identify 
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possible problems or unusual incidents and the operator is then faced with 

making decisions for corrective actions can be taken promptly to resolve 

them and control the performance of a process.                                                                                    

SPC Using Control Charts 

    There are seven basic tools of SPC which are extensively used in 

problem-solving are: Pareto Analysis, Cause-and-Effect Diagram, Check 

Sheets, Flow Chart, Histogram, Scatter Diagram, and Control Charts 

(Ahmad and Hassan, 2003; Besterfield et al., 2004; Oakland, 2007; 

Srinivasu et al., 2011). Control charts are the most widely used tools in 

statistics for quality control and improvement by detecting changes in 

manufacturing processes and service operations with a statistical level of 

confidence (Stoumbos et al., 2000; Hamza, 2009; Vries and Reneau, 

2010). To design or construct control charts for variables, we rely on the 

sampling theory (Stoumbos et al., 2000; Lind et al., 2002). Usually, about 

25 to 30 subgroups and samples between size 3 or 10 are used, with 5 

being the most common (Stuart et al., 1996; Berenson and Levine, 1998; 

Stoumbos et al., 2000; Evans and Lindsay, 2011).                      

          

 

Figure 3: Basic form of a control chart 

Source: Oakland, (2007) 
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    Control charts have three lines indicated on a center line and typically 

upper and lower control limits that are above and below the center line 

(Lind et al., 2002; Mitra, 2003; Vries and Reneau, 2010). The center line, 

which typically represents the central tendency of the process 

characteristics or observations, can also be a desirable target or standard 

value (Mitra, 2005; Caivano, 2005; Evans and Lindsay, 2011). Two 

limits, the upper control limit (UCL) and the lower control limit (LCL), 

are used to discriminate between assignable and common cause variations 

and make decisions regarding the process (Mitra, 2003; Caivano, 2005).                                                                

      In the calculation of the upper and lower control limits, the number 3 

appears to represent 99.74 per cent confidence limits, and often called the 

3-sigma limits (Montgomery, 1992; Aczel, 1995; Lind et al., 2002; Aczel 

and Sounderpandian, 2005). The control limits are computed to be 3 

standard deviations from the overall mean which means that the 

probability that any sample mean falls outside the control limits is small 

(Mitra, 2003; Evans and Lindsay, 2011).                                                                                                    

     MacGregor and Kourti, (1995); Stuart et al., (1996); Vries and Reneau, 

(2010); and Sharma and Kharub, (2014) observed that control charts can 

establish operational limits for acceptable process variation and 

continuously give information on the results from the process to inform 

the operator when the process is out-of-control and signal the need to take 

corrective action wherever and whenever appropriate in order to return 

the process to its normal operating mode. Thus, process improvement can 

mean shifting the process average performance to a new level or reducing 

variation around the current average performance (Bisgaard, 2008; Evans 

and Lindsay, 2011; Sharma and Kharub, 2014).                                                                                 

The Need for SPC in the Service Sector 

 According to the American Management Association, the average 

company loses as many as 35 % of its customers each year, and that about 

two-thirds of these are lost because of poor customer service (Evans and 

Lindsay, 2011). Mitra, (2003) and Evans and Lindsay, (2011) stated that a 

manufactured product can be recalled or replaced and the reason for 

customer dissatisfaction can be readily found and remedial measures 



Minia Journal of Tourism and Hospitality Research   Vol. 1, Issue 2, December, 2017 

  

- 138 - 
 

taken when it falls outside certain specifications and not accepted, but 

rework often cannot be performed in service industries and inefficient 

processes can only lead to frustrated customers. Variation in service 

processes makes it impossible to state with certainly how well the process 

will perform at any point in the future which implies that there is no 

assurance of achieving desired service standards (Amsden et al., 1991; 

Sulek, 2004; Sharma and Kharub, 2014).        

Hence, service quality is becoming a critical long-term competitive 

advantage which companies can obtain with logical and systematic use of 

SPC tools in continuous quality improvement of service processes 

(Ograjensak, 2003; Antony, 2004). Jones and Dent, (1994); Mason and 

Antony, (2000); Mitra, (2003); and Hensley and Utley, (2011) suggested 

that using SPC tools for understanding variability and achieving 

consistency in service quality characteristics is important to avoid 

variation which could lead to reliability problems and a lack of service 

consistency.                           

Unfortunately, SPC tools has generated far less enthusiasm in the service 

industry (Harvey, 1998; Mason and Antony, 2000; Antony and Taner, 

2003; Herbert et al., 2003), especially not in those instances where the 

service provided is mainly determined by the direct contact with 

customers (Roes and Dorr, 1997; Mitra, 2003; Evans and Lindsay, 2011). 

MacCarthy and Wasursi, (2002) referred that implementing SPC tools or 

charts outside conventional applications gives rise to many potential 

complications and poses a number of challenges. The four major 

problems or difficulties related to using SPC tools for monitoring service 

processes are illustrated in the following discussion.                                                                                           

Problems of Measurement in the Service Sector 

    Four major problems or obstacles associated with measurement in the 

service sector: quality in the service sector defined as the conformance to 

customer's specifications not company`s specifications that customer who 

defines quality according to his needs and expectations and customer 

satisfaction may be different for each one (Herbert et al., 2003; Bisgaard, 

2008). Mitra, (2003); Besterfield et al., (2004); Evans and Lindsay, 
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(2011); and Goh, (2014) referred that there is variability among people 

and often within the same person at different times which makes customer 

needs and performance standards are often difficult to identify and 

measure because there is a general absence of common description of 

what constitutes quality.  

Also, objective measurements of a service`s quality characteristics is 

practically impossible because so many of these characteristics are 

intangible in nature and most service cannot be counted, measured, tested, 

and verified in advance of sale to ensure quality delivery (Zeithaml et al., 

1988; Hays and Hills, 2001; Antony, 2004). Another problem associated 

with intangibility according to Haywood-Farmer, (1988) and Evans and 

Lindsay, (2011) is that intangibility may make it very difficult to turn 

around a poor service because it may be hard to convince dissatisfied 

customers that the service has really changed for the better.                                                                                          

Control of service delivery and quality is complicated by the individual 

and unpredictable nature of people and customer satisfaction or 

dissatisfaction takes place during moments of truth (Ghobadian, 1994; 

Evans and Lindsay, 2011). Mitra, (2003) stated that many factors 

influence employee behavior such as family life, unforeseen, personal 

events, mental outlook and all these factors not only can cause large 

performance variation, but also they are largely outside the influence of 

the company and cannot be predicted. For most services, service firms' 

executives may be always unfamiliar with processes and not understand 

what features connote high quality to customers and what attributes of 

service must have in order to meet consumer needs and what levels of 

performance on those features are necessary to deliver high quality 

service (Dransfield et al., 1999; Antony, 2004; Tsikriktsis and Heineke, 

2004; Srinivasu et al., 2011).                                                                

 

The Relevance of SPC to Service Quality 

  Deming maintained that all work can be considered a process and there 

are many opportunities for things to go wrong in any type of process that 

variation is a part of everything — machines, people, raw materials, 

attitude, deliveries and methods used in the production of products and/or 

services (Herbert et al., 2003; Mitra, 2003; Oakland, 2007; Ning et al., 
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2009; Goh, 2014). Sulek, (2004) and Oakland, (2007) also referred that a 

process may consist of a combination of human beings, machines, 

methods, pieces of equipment, or ‗intangible human elements such as 

attitudes, motives, knowledge and skills‘. There are usually certain 

technical aspects of a specific service which are closely linked to 

customer satisfaction and which can be measured objectively (Wood, 

1994; Burney and Al-Darrab, 1998; Mitra, 2003).                                                                                                        

According to human behavior measurement in the service sector, Wood, 

(1994) and Mitra, (2003) also referred that the concentration should be on 

the procedures that generate representative statistics of performance to be 

able to counteract the performance variation in human behavior.  For 

example, Apte and Reynolds, (1995) mentioned that KFC (Kentucky 

Fried Chicken) radically reduced the standard for waiting time at drive-

through windows to 60 seconds to remain competitive with other quick 

service restaurants.             

  Therefore, the application of SPC in the service sector can be just as 

valid and beneficial as it is to the manufacturing industry. On the other 

hand, most of researchers focused on processes performed a way from 

customers and recommended that identifying the most appropriate area 

for the implementation of SPC tools and choosing processes which are 

not include direct interaction with customers. This means that there is still 

a problem for applying SPC for monitoring all processes in the service 

sector because there is not a method facilitate implementing SPC tools to 

those processes which include direct interaction with customers without 

problems.                              

Research Methodology and Data Collection 

The purpose of the research was to explore the usage of SPC tools in 

Egyptian hotels for monitoring service processes and investigate to what 

extent the managers are aware of the philosophy of process management 

as a vital for the success of any SPC initiatives. In order to meet the 

research objectives, questionnaire in the form of a semi-structured 

interview were conducted on 25 five-star hotels were all located within 

the area of Cairo. A total of 27 hotels were invited for the data collection 

process in the study; 25 hotels agreed to participate and only 2 hotels 
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rejected the invitation. Selection of research participants was not a 

random process as this would not have served the research purpose. The 

rationale was to approach hotels with the amount of resources in terms of 

finance, people, facilities, technology and time for the efficient and 

effective use of such tools.                                         

  As the research focused on investigating the possibility of applying SPC 

tools for monitoring service processes, especially which include direct 

interaction with customers, F.O department was the most appropriate 

department to be used as a case study to investigate to what extent SPC 

tools can be used for monitoring service processes and the related 

problems or difficulties. The interviewees were front office managers, 

front office assistant managers, human resource managers, front office 

supervisors, quality manager and the director of training. The difference 

or diversity of respondents` position was unwilling or accidental because 

the interview was mainly targeting F.O managers only as mentioned 

previously. The diversity of positions was a result to that some of the F.O 

managers were unconvinced that the response to such questions is related 

to their tasks, and it is not their responsibility to know or use such 

statistical tools for employees` performance evaluation and service 

quality measurement.                                 

The data collected by means of a semi-structured personal interview 

based on a closed questionnaire plus a set of open questions which 

allowed clarifying certain points. After the interviews started, a closed 

questionnaire was presented to interviewees, which is and effective and 

efficient way for obtaining sufficient information within a short period 

time. The suitability and validity of questions was tested on a sample of 

manufacturing firms and service organizations (MaQuater et al., 1996; 

Herbert et al., 2003; Grigg and Walls, 2007). The questionnaire was 

designed to meet the objectives that had been set. The process of 

developing the questionnaire finished with a pilot survey (36 per cent or 

five hotels), which was used to modify and eliminate a number of 

variables and keep the questionnaire as short and simple as possible, and 

after refinement the final questionnaire was designed. Two categories of 

questions were asked during the interview:                                   
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 Group 1: The first group of questions investigate the philosophy of 

management adopted in Egyptian hotels, the methods and indicators are 

normally used to evaluate performance and quality of service, and the 

statue of SPC in Egyptian hotels (application – the common statistical 

tools are normally used – benefits – obstacles – motivations).                                       

Group 2: The second group of questions investigates the use of Control 

Charts in particular in Egyptian hotels, as the most statistical tools widely 

used in manufacturing and service operations around the world, especially 

in Sweden, Hong Kong and U.S.A, and the related problems of using.        

Because the study focuses on describing a particular reality or 

phenomenon, which is the description of the use of SPC technique in 

Egyptian hotels for making the managerial and operational decisions 

related to performance control and quality improvement and the 

awareness of the philosophy of process management and described it 

accurately, the researcher adopted the descriptive statistical method which 

focuses on describing and summarizing the collected numbers on the 

subject and interpreting them in the form of results.                                                                                               

Research Results and Discussion 

The study showed that there is a full awareness of the concept of process 

management in Egyptian hotels as an alternative of function management 

for performance enhancement and improving organizational business 

processes, 100% of cases (or all 25 respondents) observed that all work or 

tasks are considered as a process and include a set of limited standards or 

procedures, and they actually manage these processes not functions. All 

respondents or managers in Egyptian hotels are aware of the philosophy 

of process management regardless their position, qualification or 

experience which implies that the method or principles of management in 

Egyptian hotels not depend on managers` skills, knowledge, qualification 

or experience but it is the operational and managerial policy of a hotel as 

defined or determined by the parent company in chain hotels, and the 

management company or a third-party company in independent hotels.                                                                 

To manager a process properly and effectively, Mitra, (2003); Sulek, 

(2004); DeVor et al., (2007); and Vries and Reneau, (2010) confirmed 

that the only way to manage processes easily and arrest the natural 
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deterioration in process performance is to constantly monitor the process 

for the special causes of variation and eliminate them. In Egyptian hotels, 

all respondents approximately (96% of cases or 24 respondents) referred 

that they manage processes by ensuring that all proper procedures of a 

process are applied properly as specified standards without any missing 

points in order to evaluate the actual outcomes and correct any unusual 

mistakes. All respondents approx. have no idea about the concept of 

process variation and dispersion which implies that there is concentration 

on the philosophy of process management in Egyptian hotels at the 

expense of the behavioral, managerial and cultural aspects of this 

philosophy of management which result in failure to measure and 

evaluate processes properly and managers being forced to manage badly.                                                                             

The method used by managers in Egyptian hotels for managing and 

monitoring processes is an ineffective and improper method and it is 

similar to (Inspection-based quality control) approach which has many 

disadvantages such as non-motivating activity, unreliable, inefficient, 

time-consuming and provides very little information as to why defects or 

errors occurred and how they can be corrected (Mason and Antony, 2000; 

Xie et al., 2001; Antony and Taner, 2003; Mitra, 2003; Chakrabarty and 

Tan, 2007; Elg et al., 2008; Rai, 2008), and hence the root causes of the 

defective material remain active in the system (Besterfield et al., 2004; 

DeVor et al., 2007).                                   

On the other hand, 36% of cases (or 9 respondents) referred that they 

adopt the philosophy of process and function management together 

because there are some functional or personal characteristics which 

cannot be measured or evaluated as a process such courtesy, 

dependability, work habits, dealing with emergency and sudden 

situations, etc. All researchers neglected the nature of service as a 

combination of technical and behavioral aspects and there are some 

functional or personal characteristics which not subject to the concept of 

process management which means that both the two philosophies of 

function and process management are required to adopt in the service 

sector to control performance and improve quality of service more 

effectively unlike manufacturing sector.                                                                               

 



Minia Journal of Tourism and Hospitality Research   Vol. 1, Issue 2, December, 2017 

  

- 144 - 
 

 

The answers were collected show that all of respondents without 

exception (100% of cases or 25 respondents) depend mainly on some 

non-statistical methods and indicators to detect errors, identify and 

prioritize problems and determine the weak points in the work 

environment which enable them to evaluate employees` performance and 

the quality of the provided service to make their important managerial 

decisions for the appropriate corrective actions. The most popular and 

widely used tools or methods and indicators are, mainly, customer survey, 

customer complaints, customer reviews, and direct observation. Courtesy 

calls and mystery shoppers rank fifth and sixth, but with an obvious 

difference compared to the first four methods. The least used ones are 

Guest Comment Card (G.C.C), monthly evaluation, and informal 

discussion by personal interaction with guests.                                                                                                                  

 

Table 1 

Commonly used non-statistical methods and indicators  

Tools         

 

Adaption Rate 

Number Percentage 

Customer complaints 

Customer reviews 

Customer survey 

Direct observation 

Mystery shoppers 

Monthly evaluation 

Courtesy calls 

Guest comment card 

Informal discussion 

25 

25 

25 

25 

15 

9 

18 

14 

9 

100% 

100% 

100% 

100% 

60% 

36% 

72% 

56% 

36% 

Management by fact cannot exist without sound data which can be 

structured into information support sound decisions and an appropriate 

method to gather information and analyze it before making decisions on 

any action to be taken (Steven and Unal, 1992; Stickley and 

Winterbottom, 1994; McQuater et al., 1995; Halevi, 2003; Oakland, 

2007; Rai, 2008; Evans and Lindsay, 2011). Surely, all the non-statistical 

methods and indicators used by respondents are considered important 

methods and indicators to detect errors and problems and investigate the 
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weak points in the work environment from customers` point of view, but 

using these methods and indicators only are not enough for monitoring 

service processes and it cannot detect all errors in order to make a good 

decision. The usage of non-statistical methods and indicators alone is not 

enough and not effective to make a good decision because these tools or 

indicators can help us to investigate problems or determine the weak 

points in the organization in general, but it is not useful for applying the 

concept of process management and monitoring process variation.                                     

On the other hand, Vries and Berneau, (2010) referred that operators often 

fail to interpret variation in observations correctly without the help of 

proper aids which is considered the central problem in management and 

leadership. The problem is that managers in Egyptian hotels manage 

processes haphazardly and do not have the appropriate methods or tools 

which help them to manage or do this properly and more effectively. This 

is may be a result to that managers in Egyptian hotels (whether chain and 

independent hotels) are not aware of the different quality management 

tools and methods (QMMs) (SPC in particular) and they are not ready to 

know about it or use these tools as long as there is not pressure from 

parent company or hotel`s management to use it or it is not required.                           

The results revealed that the full awareness of SPC tools has not been 

realized in Egyptian hotels that all respondents approximately (96% of 

cases or 24 respondents) involved were not using the tools to maximize 

their processes performance effectiveness, interviews showed the root 

cause could be a lack of encouragement to use statistical process control 

methods and tools that most of the managers do not see the need to 

introduce SPC tools as long as there is not a pressure from the parent 

company or the management to use it. The responses showed that all 25 

respondents (or 100% of cases) are aware of check list as a basic quality 

control (QC) tool and use it for more than one purpose, and 16% of cases 

(or 4 respondents) know and use histogram, whilst control charts are used 

by only 4% of cases (or one respondent only). Pareto diagram, scatter 

diagram, flow chart, and cause and effect analysis are not common tools 

in Egyptian hotels or at least in F.O department as a case study.   
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Table 2    

The adoption rate of the seven basic SPC tools  

 

Percentage Number The seven basic SPC tools 

0% 

100% 

4% 

0% 

16% 

0% 

0% 

0 

25 

1 

0 

4 

0 

0 

Cause and effect diagram 

Check list  

Control charts 

Flow chart 

Histogram 

Pareto analysis 

Scatter diagram 

       It was expected that all managers in Egyptian hotels are aware of 

check list as a basic tool for quality control because the concept of 

process control from respondents` view point means that inspection of 

applying all process procedures or steps as specified standards and 

exploring for missing points and mistakes. With implementing process 

management and SPC technique in its proper sense, check list will be 

considered as a first step to control performance and apply control charts 

for monitoring process variation. In this case, check list will be used as a 

tool for data collection only not as a basic quality control tool.                                                                                              

      The study revealed that Egyptian hotels depend completely on 

external companies to design their processes and determine its quality 

characteristics which affects negatively on using a tool such as a flow 

chart (or process flow diagram) because all respondents confirmed that 

they commit to the specified standards and the managerial or operational 

instruction defined without modification or change. Then, there is no need 

for managers in Egyptian hotels to know a tool such as flow chart because 

there is not possibility for using it to change a process in order to control 

or improve it.                            

Some respondents referred that they held a meeting weekly and others 

observed that they held this meeting monthly to discuss customer 

complaints and the problems in the work environment to identify the most 

likely causes of these problem considering the different factors or causes 

of these problems such as materials, employees, equipment, …etc. to not 
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discuss problems and its potential causes haphazardly and organize the 

ideas of brainstorming session but the way of discussion or presenting the 

results is left to the managers. Although all researchers referred to cause 

and effect diagram as an important tool for problem-solving by 

identifying the potential causes of problems and taking remedial actions 

for correcting them (Mitra, 2003; Besterfield et al., 2004; Evans and 

Lindsay, 2011), it is not necessary for managers in Egyptian hotels to use 

cause and affect analysis in its current form as they have or do what 

achieve the same purpose or goal and there is not a genuine need to use 

this tool in particular as long as it won't add new.     

According to the response or data collected from only one respondent (or 

4% of cases) used and applied control charts, the most types of control 

charts used for monitoring services processes are X-chart, R-chart, and P-

chart and each chart used for monitoring specific or limited type of  

process. The respondent added that control charts used only with certain 

processes, especially these processes which not include direct interaction 

with guests or performed a way from customers and which subject to the 

basic principles of control charts. The implementation of control charts 

for only those processes performed a way from the guest means that there 

is still a problem related to the applying control charts in the service 

sector (at hotels in particular) for all processes. This problem related 

mainly to the heterogeneity of customers and variability among people 

which hinder to measure and evaluate employees` performance and 

quality of service according to specified standards which requires a 

method to facilitate the using of this tool for monitoring all processes in 

hotels and compatible with the heterogeneity of customers and 

intangibility of service.                                                                                        

  Wood, (1994); Berenson and Levine, (1998); Burney and Al-Darrab, 

(1998); Mitra, (2003); and Evans and Lindsay, (2011) listed just a few of 

the many potential applications of control charts for service processes 

such as (proportion of rooms satisfactorily cleaned, number of complaints 

received, average service time, appearance of employees, transaction 

skills) as an example for the potential applications in the service sector 

and hotels. The study showed that X-and R-charts are used together to 

measure and evaluate sanitation and personal hygiene, appearance of 
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employees and average service time, whilst P-chart applied to monitor 

invoicing reports errors, customer feedback, and customer complaints. 

Implementing X-chart, R-chart and P-chart for monitoring such processes 

has no problems that all these processes not include direct interaction with 

customers and can be measured and evaluated by the suggested methods 

mentioned by Berenson and Levine, (1988); Wood, (1994); and Burney 

and Al-Darrab, (1998).   

According to the use of S-chart, it is not used as an alternative for R-chart 

in monitoring process variability or dispersion and R-chart is currently 

used more often, although it is more sensitive and better indicator of 

process variability than the range (Aczel, 1995; Aczel and 

Sounderpandian, 2005; Evans and Lindsay, 2011). It may be because R-

chart is easier for managers and employees to understand at least during 

training programs or sessions.                                                                       

  As mentioned previously that there are some problems related to 

customers` complaint and reviews or feedback which make it are not 

always a reliable or a real method or indicator reflects the quality of 

service or used to evaluate employees` performance, and not useful or 

helpful to make a good decision. Then, the use of P-chart for monitoring 

customers' feedback and complaints may be ineffective and misleading in 

some cases because any variation or undesirable changes will appear in 

process performance may be unreal which leads to making ineffective 

decisions.                                           

The majority of managers in Egyptian hotels appeared unmotivated to use 

SPC tools (control charts in particular) for monitoring processes even 

though its efficiency in monitoring any type of processes and achieving 

high level of consistent performance both in manufacturing industry and 

some service processes as demonstrated by many researchers and 

practitioners (Rungtusanatham, 2001; Ahmad and Hassan, 2003; Antony 

and Taner, 2003; Reis et al., 2006; Sulek, 2004; Sulek et al., 2006; 

Oakland, 2007; Reis et al., 2006; Ning et al., 2009). Majority of 

respondents are not convinced that SPC tools can be considered an 

essential mechanism for controlling and improving organizational 

performance in the service sector and in hotels in particular. The 
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responses of respondents showed the essential problem related to 

applying technique is the heterogeneity of customers` perceptions and 

preferences which makes the measurement is too difficult, especially 

these processes including direct interaction with guests.                                             

 

Table 3 

Reasons for not applying SPC tools 

 

Percentage Number Reasons 

60% 

52% 

16% 

8% 

16% 

32% 

0% 

15 

13 

4 

2 

4 

8 

0 

 Not-suitable for service           

   Time-consuming                          

Facilitators shortage              

Resistance to change             

Difficult to use                      

Costly                                    

Other reasons                        

 

As mentioned before that managers usually follow-up employees` 

performance and quality of provided service by regular direct observation 

and taking a sample during operation using the method of (Role Play) 

which is considered the same idea of sampling, and then it is not a time-

consuming to take sample in different times regularly to construct control 

chart and monitor process variation and change during operation. 

Therefore, time-consuming is not a real problem to apply control charts 

for monitoring processes and control performance.                                                                     

 

Other critical problems related to applying SPC tools in hotels from 

respondents` viewpoint such as shortage of facilitators and difficulty of 

using can be solved by the parent company or the hotel`s management by 

providing hotels with a team of facilitators to provide training courses in 

SPC tools and how to applied to monitor service processes. The major 

sources of costs in implementing SPC are those associated with training, 

staff time, and any consultancy costs (Grigg and Wall, 2007), but these 

costs will be temporary and timely which make it very small compared 

with the benefits hotels can achieve such as reducing variability, reducing 

service defects which affects negatively process consistency, and then 

reducing customers` complaints.                                                                   
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Process Variance in the Service Sector 

In the service sector, (Rust and Metters, 1996) stated that consistency may 

be more important than the absolute value of a service offered to 

consumers. Customers may tolerate delays but they may be very 

dissatisfied if processes are inconsistent or haphazard as a result of poor 

control of variation which will generally lead to poor results (Bjerke, 

2002; Tsikriktsis and Heineke, 2004). So, if variation is inevitable in the 

service sector to satisfy different customers with different preferences and 

requirements (Tsikriktsis and Heineke, 2004; Evans and Lindsay, 2011), 

how to achieve process consistency according to different customers?            

As a solution for the problem related to measurement, especially those 

processes include direct interaction with guests, process variation in the 

service sector (at hotels or front office department in particular) should 

not be seen only as a deviation or the difference between the process` 

outputs and specified standards such as manufacturing sector but it should 

be seen or definite also as the deviation or the difference between process` 

outputs and customer` preferences and expectations even if it is not 

compatible with the specified standards. Then, service processes variation 

could be divided into types: the first type related to specified standards 

and the second type related to customer expectations and preferences). 

Table 4: Process Variance in the Service Sector  

Definition 

Acceptable Variation Unacceptable Variation 

Acceptable variation can be 

defined as the difference or the 

deviation between process outputs 

and customers` requirements and 

preferences. For example, check-

in as a process has specified 

standards or limited procedures 

must be applied properly, and 

employees required applying these 

standards and procedures as 

Unacceptable variation can be 

defined as the difference or the 

deviation between process outputs 

and specified standards. 

For example, check-in as a 

process has specified standards or 

limited procedures which must be 

applied properly as defined by 

employees, any missing point or 

procedure will be considered as a 
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customers want and prefer. Then, 

any unacceptable behavior from 

customer view-point will be 

considered as a variation and leads 

to customer dissatisfaction because 

of process inconsistency. 

variation and leads to customer 

dissatisfaction because of process 

inconsistency. 

 

Division of variation 

Acceptable Variation Unacceptable Variation 

This type of variation can be 

divided to desirable and 

undesirable variation depending 

different customers` expectations 

and preferences 

This type of variation is always  

unacceptable or undesirable 

How to Avoid 

Acceptable Variation Unacceptable Variation 

To avoid this type of variation or 

make it be desirable, all procedures 

or specified standards of each 

process must be applied as 

customers want and prefer. 

To avoid this type of variation, all 

procedures of each process must be 

applied as specified standards 

without any missing points first 

time and every time 

Results of each variation 

Acceptable Variation Unacceptable Variation 

This type of variation is a must to 

satisfy different customers with 

different expectations and 

preferences. 

This type of variation leads 

inevitably to customer 

dissatisfaction because of process 

inconsistency and it is a must for 

hotels to avoid and eliminate it to 

make customers happy with 

stability and capability of 

processes. 

How to measure 

Acceptable Variation Unacceptable Variation 

Acceptable variation can be 

measured only by customers using 

guest evaluation card (G.E.C) to 

collect required data to construct 

control charts. 

Unacceptable variation can be 

measured by managers using check 

list to collect data required to 

construct control charts. 

Corrective actions 

Acceptable Variation Unacceptable Variation 
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Corrective actions related to this 

type of variation will include 

employees only. 

 

Corrective actions related to this 

type of variation will include 

methods, equipment, employees 

and environmental conditions. 

Causes of variation 

Acceptable Variation Unacceptable Variation 

There is one cause of that variation 

(assignable causes) that all 

variation results in human 

behavior. 

There are two causes of that 

variation (common and assignable 

causes). 

Managers will prepare a guest evaluation card (G.E.C) which will be 

similar to guest comment card (G.C.C) in its form for each process in the 

department (such as check-in, check-out, complain handling, reservation, 

call response,…etc.). G.E.C will include all procedures of each process 

separately, and after providing the service to guest, the G.E.C will be 

given to the guest by a way or another in order to evaluate the service or a 

process. For example, G.E.C for check-in process can be put in guest 

room. By using G.E.C, guest will evaluate a process himself by giving 

limited marks will be used to evaluate process performance and quality of 

provided service from the customer` viewpoint (for example, we can use 

1 and 0, 1 means appreciated or satisfied whilst 0 means non-appreciated 

or dissatisfied).           

Guest Evaluation Cards (G.E.Cs) will be collected at the end of each shift, 

and managers take a sample (3 – 5 only) for each shift daily at different 

times (the beginning, the middle and at the end of a shift) for 14 two 

weeks to construct the control charts (X-and R-charts). Any deviation or 

variation will appear in the control chart will be a deviation or variation in 

customer satisfaction not a variation in process` outputs because a 

variation in the service sector is inevitable, and in all cases it must be an 

acceptable variation for customers. This may be an effective way for 

using control charts for monitoring service processes, especially those 

processes which include direct interaction with guests.                                                                                        

Conclusion and recommendations 

      Statistical Process Control (SPC) refers to some statistical methods 

used extensively to monitor and improve the quality and productivity of 
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manufacturing processes and service operations. Today, SPC has been 

considered as a new way of thinking and strategic approach to achieve 

excellence in operations and performance through the effective utilization 

of statistical tools. The full benefits of SPC tools may be still unrealized 

in the service sector (at hotels in particular) which means that there is still 

a problem of using such methods for monitoring service processes, 

especially these processes which customers are involved to a degree to be 

a part of a process.                                                                                                                

The results of study reflected a number of recommendations that can be 

suggested for helping to implement the philosophy of process 

management properly and facilitate the use of SPC tools for monitoring 

service processes; especially those processes include direct interaction 

with guests. The suggested recommendations include the following 

points: 

The importance of the process management philosophy for performance 

enhancement and organizational business success should be recognized 

by managers at all levels in Egyptian hotels to increase the awareness of 

the need to implement this philosophy in the service sector to achieve the 

related benefits. This can be achieved by preparing awareness session or 

meeting for one day.                                                                                                                

To assist with the effective implementation of process management 

philosophy in Egyptian hotels, the study recommends that the parent and 

management companies should provide hotels with effective and 

advanced educational materials such as (educational clarification videos 

supported by on-line training) or assign a team of facilitators to provide 

department managers, assistants and supervisors with training sessions 

including the following topics:                                                                                                  

 A full clarification and examination for both two philosophies of 

process and function management, and prepare a comparison between 

the two philosophies including (concepts, the proper method of 

implementation, and the appropriate methods of measurement).                                              
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A full examination for the concept of a process and how to identify or 

design a process and its quality characteristics or parameters to be 

measured from customers` point of view depending on employees` 

questionnaire and customer complaints, survey, observations, and 

informal comments obtained during direct interaction with the 

customer to evaluate and improve all critical delivery processes and 

prioritize opportunities for process improvement.                                                                                     

 A full examination for the concept of a process variation includes 

(average process performance and process dispersion) and how it 

affects negatively on process consistency and leads to reliability 

problems.             

 Identifying the different sources of variation (common and assignable 

causes) and their potential causes according to each process conditions 

and factors affecting it, and how to determine the type of variation are 

present in a process in order to take the appropriate corrective actions.                     

The study recommends that independents Egyptian hotels should seek to 

contract with third-party companies to provide these hotels with a team of 

facilitators or effective and advanced educational materials (educational 

clarification videos supported by on-line training) in order to enable 

managers to full understand the methods of management and the specified 

standards the company set.                                                                                  

Identifying processes and its critical characteristics must be the 

responsibility of department managers, assistants and supervisors instead 

of parent, management and third-party companies to enable managers 

change or modify any process according to work conditions and the 

requirements of control and improvement, and then hotels can achieve the 

expected benefits of process management and SPC technique 

implementation.                                              

 

The study recommends that both two philosophies of process and 

function management are necessary and required to be equally applied 

and implemented in the service sector (at hotels in particular) in order to 
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provide a near perfect service and evaluate employees` performance more 

effectively. 

Non-statistical methods and indicators should be used as an essential 

component of a detecting-problem approach and investigate the weak 

points in the work environment and it can do without it. These methods 

can be used together with statistical methods for two basic purposes:  (a) 

it can be used as data collection methods as a preliminary step to 

implement statistical methods for prioritizes problems for corrective 

actions; (b) to provide managers with requisite information helping to 

evaluate those functional or personal characteristics which not subject to 

the concept of process management and hotels` facilities standards.                                                      

From the organizational experiences revealed in this research, Egyptian 

hotels should look at the following issues if they want to improve 

performance and implement SPC technique successfully:                                  

The philosophy of process management must be full understood before 

applying SPC technique for monitoring processes as an essential 

prerequisite for the success of any SPC initiatives.                                        

The importance of SPC for variability reduction and quality 

improvement must be recognized in Egyptian hotels, and potential 

benefits of SPC should be understood by all decisions-makers which 

encourages and urge hotels to implement SPC technique to achieve the 

related benefits and increase customer satisfaction not just to satisfy 

the demands and contractual requirements or to abide law.                                                       

The parent, management and third-parties companies should provide 

hotels with a team of facilitators train and encourage managers in 

Egyptian hotels using SPC technique to reduce variability and achieve 

process consistency.                                                                                        

There should be a full commitment and support from top Egyptian hotels` 

management to use such statistical methods for reducing variability and 

improve service processes in order to establish a responsive environment.       

There should be a specialist team follow up the effective implementation 

of SPC technique and evaluate the achieved results in order to guarantee 

the good practice and due diligence.                                                                         
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To manage a process effectively in the service sector (at hotels in 

particular), the researcher suggest an empirical framework for the four 

basic SPC tools are necessary to monitor process performance for a 

purpose of control and improvement:                                                                                                       

  

Figure 4: Process control and improvement (empirical model) 

 

Flowchart

If under control

Control Charts

Checklist & 
GEC

Cause & Effect 
Diagram

If out of control

Figure 3: Process control and improvement (empirical model)

 
According to the previous figure, process control and improvement tools 

not include Pareto analysis, histogram and scatter diagram assuming that 

management will deal with all potential causes of a problem or process 

variation.                                                                                                              

Managers will use check list to measure process variation according to 

specified standards and guest evaluation card (GEC) to measure process 

variation according to customer preferences and expectations.                          

It is not necessary for managers in Egyptian hotels to use cause and effect 

diagram in it‘s a known and current form if they have the appropriate 

alternative which can achieve the same purpose.                                                

Managers should take temporary corrective actions for detected mistakes 

or errors during using check list or G.E.C to collect the required data to 

not allow variation exceed or recur again. Corrective actions not delayed 

until construct control charts and explore process variability. Then, 

managers can construct control charts and investigate process consistency 

to determine the real problem and its potential causes in order to take the 

appropriate corrective actions.                                                                                                
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A set of generic guidelines can assist with facilitating the use of control 

charts for monitoring service processes using the previous model, which 

those processes include direct interaction with guests:                                       

Variation in the service sector must be divided into two types 

(acceptable and unacceptable variation) to discriminate between 

variation in process outputs according to specified standards and 

variation in the method of applying these standards according to 

customers` requirements and preferences in order to ensure that the 

details of all aspects of everyday process problems (personal and 

operational problems) are taken into account.                                                                                                          

Customers should be seen as an essential participating part of process 

performance evaluation in order to monitor the second type of process 

variation related to customer satisfaction not specified standards.               

To monitor two types of variation, managers must use the check list to 

collect data related to monitoring variation in specified standards, and 

use G.E.C to collect data required to monitor variation in the method 

of applying these standards which affect customer satisfaction.                      

Managers can use an electronic G.E.C sent to the guest on phone 

number or e-mail instead of the manual one to avoid the disadvantages 

or problems related the possibility to modify it by employees.                          

Managers in Egyptian hotels required to be aware of valid and invalid 

complaints depending on reviewing guest history files before applying P-

chart for monitoring customer complaints and feedback to avoid mistakes 

during interpreting control charts and making misleading decision.             

                  

References 

 Haywood-Farmer, J. (1988), "A conceptual model of service 

quality", International Journal of Operations & Production 

Management, Vol,8 Iss 6 pp. 19 – 29. 

 Kochan, A. (1990), "SPC for Success", The TQM Magazine, Vol. 

2 Iss 6 pp.351 – 353. 

 Snee, R. (1990), "Statistical thinking and its contribution to total 

quality", The American Statistician, Vol. 44 No.2 PP. 116-121. 



Minia Journal of Tourism and Hospitality Research   Vol. 1, Issue 2, December, 2017 

  

- 158 - 
 

 Amsden, D., Butler, H. and Amsden, R. (1991), "SPC simplified 

for services: Practical Tools for Continuous Quality 

Improvement", Springer Science- Business Media Dordrecht, 

Chapman & Hall. 

 Dale, B. and Shaw, P. (1991), "Statistical Process Control: An 

examination of some common queries", International Journal of 

Production Economics, Vol. 22 pp. 33 – 41. 

 Harris, H. and Ross, W. (1991),"Statistical Process Control 

Procedures for Correlated Observations", The Canadian Journal 

Of Chemical Engineering, Vol. 69, pp. 48 – 57. 

 Stevens, C. and Unal, R. (1992),―Quality measurement in the 

service sector‖, Int. Management Conference Proceedings, New 

York, NY.  

 Ghobadian, A., Speller, S. and Jones, M., (1994), "Service 

Quality: Concepts and Models" International Journal of Quality & 

Reliability Management, Vol. 11 No. 9, pp. 43 – 66. 

 Jones, P. and Dent, M. (1994),"Lessons in Consistency: Statistical 

Process Control in Forte plc", The TQM Magazine, Vol. 6 Iss 1 

pp. 18 – 23. 

 Stickley, A. and Winterbottom, A. (1994), "The nature of quality 

assurance and statistical methods in BS 5750", Journal of the 

Royal Statistical Society, Vol. 43 No. 3 pp. 349 – 370. 

 Wood, M. (1994), "Statistical Methods for Monitoring Service 

Processes", International Journal of Service Industry Management, 

Vol. 5 Iss 4 pp. 53 – 68. 

 Aczel, A. (1995), "Statistics: Concepts and Applications", 

RICHARD D. IRWIN, INC. 

 Apte, U. and Reynolds, C. (1995), "Quality management at 

Kentucky Fried Chicken", Interfaces, Vol. 25 No. 3, pp. 6-21. 

 MacGregor, J., and Kourti, T. (1995), "Statistical process control 

for multivariate processes", Control Eng. Practice, Vol. 3, No. 3, 

pp. 403 – 414.. 

 Rust, R.  and Metters, R. (1996). Mathematical models of 

service".  European Journal of Operational Research, 91, 427 - 

439 



Minia Journal of Tourism and Hospitality Research   Vol. 1, Issue 2, December, 2017 

  

- 159 - 
 

 Stuart, M., Mullins, E. and Drew, E., (1996), "Statistical quality 

control and improvement", European Journal of Operational 

Research, Vol. 88, pp. 203 – 214 

 Roes, K. and Dorr, D. (1997), "Implementing statistical process 

control in service processes", International Journal of Quality 

Science, Vol. 2 No. 3, pp. 149 – 166. 

 Burney, F. and Al-Darrab, I. (1998), "Performance evaluation 

using statistical quality control techniques", Work Study, Vol. 47 

Iss 6 pp. 204 – 212. 

 Harvey, J. (1998), "Service quality: a tutorial", Journal of 

Operations Management, Vol. 16, pp. 583 – 597. 

 Xie, M. and Goh, T. (1999), "Statistical techniques for quality", 

The TQM Magazine, Vol. 11 No. 4 pp. 238 – 41. 

 Mason, B. and Antony, J. (2000), "Statistical process control: an 

essential ingredients for improving service and manufacturing 

quality", Managing Service Quality: An International Journal, 

Vol. 10, Iss 4, pp. 233 – 238. 

 Pande, P., Neuman, R. and Cavanagh, R. (2000), " THE Six 

Sigma way: How GE, Motorola, and other top companies are 

honing their performance", The McGraw-Hill Companies, Inc.  

 Stoumbos , Z., Reynolds, M., Ryan, T. and Woodall, W. (2000), 

"The State of Statistical Process Control as We Proceed into the 

21
st
 Century", Journal of the American Statistical Association, 

95:451, 992-998. 

 Zeithaml, V. (2000), "Service quality, profitability, and the 

economic worth of the customers: what we know and what we 

need to learn", Journal of the Academy of Marketing Science, Vol. 

8 No. 1 pp. 67 – 85. 

 Zhang, Z. (2000), "Developing a model of quality management 

methods and evaluating their effects on business performance", 

Total Quality Management, Vol. 11 No.1 pp. 129-137.  

 Hays, J. and Hill, A. (2001), "A preliminary investigation of the 

relationships between employee motivation/vision, service 

learning, and perceived service quality", Journal of Operations 

Management, Vol. 19 pp. 335 – 349. 



Minia Journal of Tourism and Hospitality Research   Vol. 1, Issue 2, December, 2017 

  

- 160 - 
 

 Little, T. (2001), "10 requirements for effective process control: a 

case study", Quality Progress, Vol. 34 No. 2, pp. 46 – 52. 

 Rungtusanatham, M. (2001), "Beyond improved quality: the 

motivational effects of statistical process control", Journal of 

Operations Management, Vol. 19, pp. 653–673. 

 Schippers, W. (2001), "An integrated approach to process 

control", Int. J. Production Economics, Vol.69 pp.93-105. 

 Bjerke, F. (2002), "Statistical thinking in practice: handling 

variability in experimental situations", Total Quality Management, 

Vol. 13 No. 7 pp. 1001- 1014. 

 Kahn, B., Strong, D. and Wang, R. (2002), "Information Quality 

Benchmarks: Product and Service Performance", Vol.45 N.4. 

 Lind, D., Marchal, W. and Mason, R. (2002), "Statistical 

Techniques in Business & Economics", The McGraw-Hill 

companiesLittle, T. (2001), "10 requirements for effective process 

control: a case study", Quality Progress, Vol. 34 No. 2, pp. 46 – 

52. 

 MacCarthy, B. and Wasusri, T. (2002), "A review of non-standard 

applications of statistical process control (SPC) charts", 

International Journal of Quality & Reliability Management, Vol. 9 

No. 3 pp. 295 – 320.  

 Ahmed, S. and Hassan, M. (2003),"Survey and case investigations 

on application of quality management tools and techniques in 

SMIs", International Journal of Quality & Reliability 

Management, Vol. 20 Iss: 7 pp. 795 – 826. 

 Antony, J. and Taner, T. (2003), "A conceptual framework for the 

effective implementation of statistical process control", Business 

Process Management Journal, Vol. 9 No. 4 pp. 473-489. 

 Callahan, C. and Griffen, D. (2003), "Advanced Statistics: 

Applying Statistical Process Control Techniques to Emergency 

Medicine: A Primer for Providers", ACAD EMERG MED d 

August 2003, Vol. 10 No. 8 PP. 883-890. 

 Halevi, G. (2003), "Process and Operational Planning", Springer 

Science + Business Media Dordrecht. 



Minia Journal of Tourism and Hospitality Research   Vol. 1, Issue 2, December, 2017 

  

- 161 - 
 

 Herbert, D., Curry, A. and Angel, L. (2003), "Use of quality tools 

and techniques in services", The Service Industries Journal, 23:4, 

61:80, DOI: 10.1080/02642060412331301012. 

 Lagrosen, S. and Lagrosen, Y. (2003),"Management of service 

quality – differences in values, practices and outcomes", 

Managing Service Quality: An International Journal, Vol. 13 Iss 5 

pp. 370 – 381. 

 Mitra, M. (2003), "FUNDMENTALS OF QUALITY CONTROL 

IMPROVEMENT", Prentice-Hall, inc. 

 Ograjenšek, R. (2003), "Use of Customer Data Analysis in 

Continuous Quality Improvement of Service Processes", 

Proceedings of the Seventh Young Statisticians Meeting. 

 Antony, J. (2004), "Six Sigma in the UK service organizations: 

results from a pilot survey", Managerial Auditing Journal, Vol. 19 

Iss 8 pp. 1006-1013. 

 Besterfield, D., Besterfield-Michna, C., Besterfield, G. and 

Besterfield-Sacre, M. (2004), "Total Quality Management", 

Pearson Education, Inc. 

 Sulek, J. (2004), "Statistical quality control in services", 

International Journal of Service Technology Management, Vol. 5 

Nos, 5/6 pp. 522 - 531. 

 Tsikriktsis, N. and Heineke, J. (2004), "The Impact of Process 

Variation on Customer Dissatisfaction: Evidence from the U.S. 

Domestic Airlines Industry", Decisions Sciences, Vol. 35 No. 1 

pp. 129-142.  

 Aczel, A. and Sounderpandian, J. (2005), "COMPLETE 

BUSINESS STATISTICS", Tata McGraw-Hill. 

 Caivano, D. (2005), "Continuous Software Process Improvement 

through Statistical Process Control", Proceedings of the Ninth 

European Conference on Software Maintenance and 

Reengineering, p.288-293, March 21-23, 

2005  [doi>10.1109/CSMR.2005.20]  

 Eriksson, H. and Garvare, R. (2005), "Organizational performance 

improvement through quality award process participation", 

http://dl.acm.org/citation.cfm?id=1049040&CFID=759167475&CFTOKEN=57533714
http://dl.acm.org/citation.cfm?id=1049040&CFID=759167475&CFTOKEN=57533714
http://dl.acm.org/citation.cfm?id=1049040&CFID=759167475&CFTOKEN=57533714
http://dl.acm.org/citation.cfm?id=1049040&CFID=759167475&CFTOKEN=57533714
http://dl.acm.org/citation.cfm?id=1049040&CFID=759167475&CFTOKEN=57533714
http://dx.doi.org/10.1109/CSMR.2005.20


Minia Journal of Tourism and Hospitality Research   Vol. 1, Issue 2, December, 2017 

  

- 162 - 
 

International Journal of Quality & Reliability Management, vol.22 

No.9, pp. 894-912. 

 Kumar, M., Antony, J., Singh, R., Tiwari, M., and Perry, D. 

(2006), ―Implementing the Lean Sigma framework in an Indian 

SME: a case study,‖ Production Planning & Control, Vol. 17 No. 

4 pp. 407-423. 

 Reis, M., Paladini, E., Khator, S. and Sommer, W. (2006), 

"Artificial intelligence approach to support statistical quality 

control teaching", Computers & Education, Vol. 47 pp. 448 - 464. 

 Reneau, J. and J.M. Lukas. (2006), "Using Statistical Process 

Control to Improve Herd Performance. Veterinary Clinics of 

North America: Food  Animal Edition. WD Saunders.  

 Sulek, J., Marucheck, A. and Lind, M. (2006), "Measuring 

performance in multi-stage service operations: An application of 

cause selecting control charts", Journal of Operations 

Management, Vol. 24, pp. 711 – 727. 

 DeVor, R., Chang, T. and Sutherland, J. (2007), "Statistical 

Quality Design and Control: Contemporary Concepts and 

Methods", Pearson Prentice -Hall. New Jersey. 

 Grigg, N. and Walls, L. (2007), "Developing statistical thinking 

for performance improvement in the food industry", International 

Journal of Quality & Reliability Management, Vol. 24 No. 4 pp. 

347 – 369. 

 Koutras, M., Bersimis, S. and  Maravelakis, P. (2007), "Statistical 

Process Control using Shewhart Control Charts with 

Supplementary Runs Rules",  

 Oakland, J. (2007), "Statistical Process Control", Butterworth-

Heinemann 

 Thor, J., Lundberg, J., Ask, J., Olsson, J., Carli, C., Ha¨renstam, 

K., and Brommels, M. (2007), "Application of statistical process 

control in healthcare improvement: systematic review", Quality 

Safety Health Care;16:387–399. DOI: 10.1136/qshc.2006.022194  

 Bisgaard, S. (2008), "Quality Management and Juran's Legacy", 

Quality Engineering, 20:4, 390-401, DOI: 

10.1080/08982110802317398.  



Minia Journal of Tourism and Hospitality Research   Vol. 1, Issue 2, December, 2017 

  

- 163 - 
 

 Elg, M., Olsson, J. and Dahlgaard, J. (2008), "Implementing 

statistical process control: an organizational perspective", 

International Journal of Quality & Reliability Management, Vol. 

25 Iss 6 pp. 545-560. 

 Rai, B. (2008), "Implementation of statistical process control in an 

Indian tea packaging company", International Journal of Business 

Excellence, Vol. 1 Nos. 1/2 pp.160-174. 

 Ning X, Shang Y, Tsung F. Statistical Process Control Techniques 

for Service Processes: a review. 6th International Conference on 

Service Systems and Service Management. Xiamen, China 2009; 

927–931. 

 Vassilakis, E. and  Besseris, G. (2010), "The use of SPC tools for 

a preliminary assessment of an aero engines` maintenance process 

and prioritization of aero engines` faults", Journal of Quality in 

Maintenance Engineering, Vol. 16 Iss 1 pp. 5 – 22. 

 Evans, J. and Lindsay, W. (2011), "The management and control 

of quality", South-Western, Cengage learning. 

 Hensley. R and Utley. J (2011), "Using reliability tools in service 

operations", International Journal of Quality & Reliability 

Management, Vol. 28 Issue: 5, pp.587-598, doi: 

10.1108/02656711111132599 

 Srinivasu, R., Reddy, G. and Rikkula, S. (2011), "Utility of quality 

control tools and statistical process control to improve the 

productivity and quality in industry", International Journal of 

Reviewing in Computing, E-ISSN 2076 – 3328. 

 Vries, D. and Reneau, J. (2010), "Application of statistical process 

control charts to monitor changes in animal production systems", 

J. Anim. Sci. 2010. 88 (E. Suppl.):E11–E24 doi:10.2527/jas.2009-

2622 

 Mahanti, R. and Evans, J. R. (2012),"Critical success factors for 

implementing statistical process control in the software industry", 

Benchmarking: An International Journal, Vol. 19 Iss 3 pp. 374 – 

394. 

 Mariappan V, Prabhu Gaonkar RS, Sakhardande M, Dhawalikar 

M. An integrated statistical analysis for process improvement. 



Minia Journal of Tourism and Hospitality Research   Vol. 1, Issue 2, December, 2017 

  

- 164 - 
 

International Journal of Systems Assurance Engineering and 

Management 2012; 3(3):184–193. 

 Goh, T., (2014),"Professional preparation for service quality and 

organizational excellence", International Journal of Quality and 

Service Sciences, Vol. 6 Iss 2/3 pp. 155 – 163.  

 Sharma, R. and Kharub, M. (2014),"Attaining competitive 

positioning through SPC – an experimental investigation from 

SME", Measuring Business Excellence, Vol. 18 Iss 4 pp. 86 – 

103. 

 Lim, S., Antony, J., Carza-Reyes, J. and Arshed, N. (2015), 

"Toward a conceptual roadmap for Statistical Process Control 

implementation in the food industry", Trends in Food Science & 

Technology, http://dx.doi.org/10.1016/j.tifs.2015.03.002. 

 Patyal, S. and Maddulety, K. (2015), "Interrelationship between 

Total Quality Management and Six Sigma: A Review", Global 

Business Review, Vol. 16 No. 6, pp. 1025-1060. 

 التساعع العسثْخ:
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Abstract 

 This study aims to explore the effects of misleading marketing practices 

on customer‘s behavioral intention in hotels. A quantitative method is 

used to collect the required data. The sample consists of Luxor and 

Aswan hotel guests. Three hundred forms were distributed. SPSS V. 15.0 

is used to analyze data, and statistical analysis included Cronbach‘s alpha 

and multiple regression analysis. The findings showed that the customer 

behavioral intention which include in the research (purchasing decision, 

sharing the negative experience on social media and spreading the 

experience with friends) had positive correlation with the misleading 

marketing. The customer behavioral intention had positive weak 

correlation with the demographics variables. 

 
Keywords: misleading marketing, customer behavioral intention, effects of 

misleading marketing in hotels. 

Introduction 

Nowadays the hotel industry continuously growing in all over the world, 

so the people have many options for choosing a hotel or resort, and the 

marketing builds strong relationship between customer and hotel. The 

purpose of marketing is selling a product, a service, image or an idea. But 

if the advertisement lies or is dishonest, it loses its strength. Moreover, it 

loses its meaning. Marketing practices are unethical if customers believe 

they will get more value from a product or service than they receive, 

Misleading practice can occur when working with any element of the 

marketing mix (world tourism organization, 2005). unethical marketing 

practices may lead to dissatisfied customers, bad publicity, a lack of trust 

and lost business (siham, 2013). Unethical Advertising or misleading 

information negatively linked with customer buying behavior or purchase 
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intention also negatively related with customer satisfaction (Hussain and 

Ullah, 2015). The impact of advertisements on consumer choice is clear. 

Misleading and false advertisements are not just unethical; they distort 

competition and of course consumer choice (Girimaji, 2013). 

 

Misleading Marketing 

When an advertisement promises to give you a ―free gift‖ every time you 

buy the advertised product, the free gift should really be so. If the 

manufacturer is recovering either fully or even partly, the cost of the so-

called free gift, then the advertisement becomes false and misleading. If a 

retailer claims that he is offering a special discount on his goods as part of 

a festival celebration, while he is actually using the festival as an excuse 

to get rid of old and outdated goods, then he is deceiving consumers 

(Girimaji, 2013). 

 

Misleading marketing defined as "Unfair methods of competition in 

commerce, and unfair or deceptive acts of practices in commerce" (Turk 

et al., 2000:P249). Giving the wrong knowledge or impression and 

making you believe something is not true (Oxford Dictionary, 2005).  

 

Marketing provide an important basis for performance expectations and 

failure to deliver on these expectations leads to more negative evaluations 

of the target product or service (Darke et al., 2009). 

 

During the 15 years from' 1980 to 1994 ' more than 150000 complaints of 

misleading advertising were received by consumer and corporate affairs 

Canada. (Wyckham, 1996). Companies taking ethics seriously will ensure 

that their ethical values are reflected in the relationships they have with 

their customers. The deception marketing or irresponsible marketing takes 

the form of providing misleading information, whether in the 

marketing/advertising of products and services or in the sales practices of 

employees/representatives (Institute of business ethics, 2014).   

The marketing message might contain false information .In this case. 

misleading or deception can be detected by comparing the actual of 

product or service and the message content. Also occurs when the 

consumer get information literally true but leads to high perceptions about 

the products or the service (Chaouachi and Rached, 2012). 
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Misleading Marketing in hotels 

Brochures and websites promised Luxury hotel with modern air-conditioned 

rooms, private bathrooms, free Wi-Fi, free drinks and attractive view rooms "in 

reality" the hotel had no air-conditioned rooms, sporadic Wi-Fi and normal view 

of rooms. Hotels also mislead consumer by quoting an amount in U.S. dollars on 

their website less than the actual amount ultimately paid in U.S. dollars, 

Brochures and websites also falsely stated that hotel is right on beach and in 

fact, it is not (Dickerson, 2007). 

The charging of mandatory ―resort fees‖ by hotels, these fees are not 

included in the room rate advertised by the hotel. Consumers might be 

surprised and disappointed to encounter such fees when they receive their 

hotel bills (Travelers united, 2015).  

Misleading practice can occur when working with any element of the 

traditional marketing mix, the four Ps of marketing or the marketing 

program, consists of: price, product, place, and promotion. These four 

components of the marketing mix represent the decision-making variables 

that are available to marketing managers. and three additional ones 

(processes, environment and people)(bojanic, 2008). 

 

Misleading marketing practices related to product 

When defining a product, an important distinction can be drawn between 

the core product, the tangible product and extended product. In our case, 

the core product is the sleeping accommodations.  A tangible product 

consists of all the physical elements that are necessary.  so that the core 

product can be delivered to the customer such as the size and range of 

facilities, design, quality and standard. The extended product includes 

elements such as the people, how well the staff is trained and how well 

they do their job, atmosphere and brand image. (Karppinen, 2011). From 

the company‘s point of view the goal of marketing is to first build and 

then manage profitable customer relationships. To achieve this, it is not 

enough only to first market the product and then sell it but make sure that 

the product being sold will meet the standards and be enough to achieve 

the customer‘s expectations. (Armstrong and Kotler, 2013).                                                                                            

Misleading marketing practices related to the product may includUse a 

similar trademark of an original famous hotel which the consumer 

thinking it is the real one which appears in small not clear letters to 

mislead the consumer. 

o Container is the visible image of the outside apparent shape of the 

product that attracted the consumer.  Marketing misleads the 
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consumer by writing the total weight in big letters and the net 

weight in small letters. 

o Labeling it is supposed that all product information should be 

clearly on the label to give the consumer a chance to understand 

everything about the food product such as percentage of fat 

protein salt and calories (Blasek et al., 2015). 

  

Misleading marketing practices related to price 

o  Occurs when consumers are misled by prices offered by 

companies. This includes practices such as: misleading price 

comparisons and misleading discounts (Travelers united, 2015). 

  

o Hotel operators that do not include mandatory ―resort fees‖ in the 

advertised room price misleadingly make the price of rooms 

appear less expensive than they actually advertise to consumers. 

These fees are not included in the room rate advertised by the 

hotel. Even if hotels ultimately disclose the amount of such fees 

during the course of the booking process, consumers may 

nonetheless be surprised and disappointed to encounter such fees 

when they receive their hotel bills. Resort fees, according to 

hotels, are proposed to cover the cost of services such as the hotel 

gym, swimming pool, in-room Wi-Fi, coffee, and newspapers 

(Haresh and Aladwany,2014). 

Misleading marketing practices related to promotion 

A central concept in the misleading promotion section is 

misrepresentation or misleading advertising is an important cause of 

market imperfection (Wyckham,1996). Misleading marketing practices 

could be concluded in selling and sales promotion as 

 Misrepresenting important information that if the consumer know 

he/she might have another different buying decision. 

 Providing the consumer by wrong information about the product 

such as the made country and the validity period.  

 Advertising a product in a very cheap price to attract the consumer 

to the shop then he/she discovers that the advertised product has 

been run out but there is chance for buying another product and 

the sale was illusive (Haresh and Aladwany, 2014). 

 

Types of misleading in advertisement 

Originally, advertising was a practice used to inform consumers about 

products and product uses. It was a way for organizations to send their 

messages to consumers so that consumers could make informed purchase 
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decisions. Advertising has become a major strategic tool used to present 

products and services. Unfortunately, in the heat of competition, some 

companies choose to stretch the truth in a try to increase a competitive 

Advantage (Reid and Bojanic, 2006). 

 
   Nevralova (2011) stated that the types of misleading in advertisements are 

o False promises: used in advertising and it is impossible to 

happen. 

o Incomplete description: to proclaim the hotel in sea view but 

some rooms is not. 

o Bait-and-switch offers: advertising lower price product which 

'out of stock' .so switching the customer to the expensive product. 

o Visual distortions: making product bigger, colorful and attractive 

in the advertisement and completely different from the actual. 

o Partial disclosures: to expose just a part of quality of a product, 

and the (worse part of it) is not mentioned.  

o Small- print qualifications: Making a pretty side of a product in 

a large print statement And the other information that may make 

the customer never take the purchasing decision in a small print.     

 

Misleading marketing practices related to place (Distribution) 

Distribution misleading has many forms. For examples, in fast food 

delivery service, the marketer may promise that the meal will be delivered 

in suitable time with high quality, then the customer received a meal after 

a long time with low quality. The misleading also may be related to place 

when marketers misrepresent the location and view of rooms through 

displayed fake pictures contain sea or mountain or any attractive scene 

which falsely refer to the room view. In addition, location and 

accessibility seen easy in the brochure or website but it is not in the fact 

(Elzeyadat and Abo Roman, 2010). 

Behavioral intention 

Ajzen, (2002:P32) defined behavioral intention as ―An indication of an 

individual‘s readiness to perform a given behavior it is assumed to be 

immediate antecedent of behavior‖.   

Increasing customer satisfaction means increasing customer loyalty and 

the desire to purchase from the same supplier indicates that customer 

satisfaction is an antecedent of customer holding and that customer 

satisfaction facilitates the relationship between service quality and the 

customer‘s behavioral intentions. These behavioral intentions involve 
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customer habits such as saying positive things about the company, 

recommending it to other potential customers, remaining loyal, and 

spending more with the company (Bojanic, 2008). 

 

Customer behavioral intentions are indications of actual purchasing 

choice and thus are necessary to monitor. Trust is required not only to win 

new customers, but to keep them over time and motivate the repeat 

purchasing or consumption of the establishment's goods or services (Ali 

and abd Elazim, 2010). 

 

The effects of misleading marketing on customer behavior and 

purchasing decision 

Unethical Advertising or misleading information negatively linked with 

customer buying behavior or purchase intention also negatively related 

with customer satisfaction (Hussain and Ullah, 2015). The impact of 

advertisements on consumer choice is clear. Misleading and false 

advertisements are not just unethical; they distort competition and of 

course consumer choice (Girimaji, 2013). 

 

Consumers buying behavior has always been given so much importance 

because it's a measure of the effectiveness of the advertising. Most of the 

time consumers buying behavior is influenced by liking or disliking of 

consumer near the advertisement of the product or service (Ashfaq and 

Ahmed, 2013).  

 

Misleading marketing and over promising should not be done in 

advertising businesses. Competitive services should be done in 

advertising to achieve positive customer attitude and behavior towards the 

commercialized product or service. Misleading marketing attack the 

consumer loyalty and ethical behavior, because the people when buy 

products in real do not seem the same as shown in advertisement. As a 

result, their loyalty towards the product or company becomes low (lodhi 

and Fayyaz, 2015). 

 

Nevralove (2011:P15) mentioned that " Every company should remember 

that telling a lie to the public is wrong because the truth is usually 

revealed sooner or later. There is a no-lying rule in advertising marketing 

and this rule should be observed at all times". 
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According to Lodhi and Fayyaz (2015), misleading marketing can lay 

marketers in loss, they need to show what they give in real, if customers 

will be dissatisfied they have to accept a great loss, by which the 

company becomes risky. Marketers thought they can get a good market 

share if they do overpromising but they are not thinking it can be a great 

loss as well. Because customers are the decision makers if they are not 

happy they will also do a word of mouth with others, so the sellers can 

never enjoy a good market share. 

 

"Ethical responsibility is beyond legal requirements by considering in 

terms of standards, norms, and expectations which in turn reflect a 

concern for doing what is right, just, fair and to avoid harms to others. 

Customer is driven not only by the product features and brand name, but 

he/she also takes decision on the basis of advertisement which appears to 

be ethical to him/her" (Nitni and Tripti, 2014:P4 ). 

   

 Word of mouth (WOM) is one of the most effective forces in the market 

place. It's considered an informal conversation about product or service 

between people who are independent of organization providing the 

product or the service. Consumers like to share their experiences with 

services through word of mouth. The average American engages in 

120 word of mouth conversations per week. These conversations are 

important sources of information for consumers and have a strong impact 

on product attitudes and sales. Customers do expect that they will get 

exceptional services from service provider so the resulted outcome force 

them to express their opinion in front of others (Hussain and Ullah, 2015). 

Word of mouth behavior originates from an actual experience with the 

product/service or the word of mouth of others who have had an actual 

experience. So, we control behavior more by what we do than by what we 

say (shaw and shoemaker 2008). 

 

Research methodology 

The main objective of the current study is to assess the impact of 

misleading marketing practices on customer‘s behavioral intention such 

as purchasing decision, sharing the experience with friends and sharing 

the experience on social media because of the importance of these three 

dimension as a re action of misleading and deception.. 

 

Research questions 

1. What are the types of misleading marketing in Hotels? 

2. Dose misleading marketing affect the customer purchasing decision? 
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3. Do  bad reviews affect customer‘s purchasing decision? 

 

Participants 

The field study of the research was done using a sample of Egyptian and 

Foreign hotel guests in Luxor and Aswan. The study was conducted 

during the period from 18 November to 18 December 2016. Three 

hundred forms were distributed; one hundred online questionnaires 

distributed via internet 58 survey (58%) were returned. two hundreds 

forms were distributed to guests, the returned were 112 forms (56%), of 

which 92 forms (46%) were valid.  

 

Results 

 

Table (1) Frequency of nationalities 

 Frequency Percent 

 Egyptian 68 45.3 % 

 English 13 8.7 % 

 Italian 5 3.3 % 

 Dutch 9 6 % 

 Spanish 2 1.3 % 

 British 22 14.7 % 

 German 6 4 % 

 Poland 11 7.3 % 

 French 2 1.3 % 

 Indian 2 1.3 % 

 Swiss 10 6.7 % 

 Total 150 100 % 
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Table (2) Respondents profile 

 frequency percentage 

Gender 

Male 76 50.7 

female 74 49.3 

Marital status 

single 

68 45.3 

Married 82 54.7 

Age 

Under 21 years 7 4.7 

21-40 years 88 58.7 

41-60 years 39 26 

61 years and over 16 10.7 

Job 

Teaching field 22 14 

Medical field 10 6.7 

Management field 15 10 

Tourism field 22 14.7 

Employees 35 23.3 

Business field 8 5.3 

Science field 4 2.7 

Jobless 34 22.7 
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Educational  level 

High school 30 20 

Technical school 18 12 

College degree 53 35.3 

Post graduate 49 32.7 
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Table (3) multiple regression results of misleading perception and misleading practices related to 4P's on guest 

returning to hotel. 

Unstandardized 

coefficient 

 

Beta Sig. T Sig. F Adjusted 

R2 

R² R Statements 

Std. 

error 

 

B 

         

.489 .168  .732 . 343      Constant 

.087 .352 .319 . 000 4.053      Misleading perception 

.113 .133 .095 .239 1.182      Honesty 

.114 -.059 -.046 .608 -.514      Advertised price 

.124 .032 .026 .800 .254      Room's view 

.122 .063 .051 .603 .521      Room's standard 

.096 .160 .152 .097 1.669      Food and beverage 

.130 .129 .110 .322 .994      Employees 

professionalism 

.134 -.234 -.189 .083 -1.746      Employees attitude 

.116 .221 .177 .060 1.899      Hotel accessibility 

     .000 5.339 20.8% .256 .505  
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To predict the goodness-of-fit of the regression model, the multiple correlation 

coefficient (R), coefficient of determination (R2), and F ratio were examined. 

First, the R of independent variables (Misleading perception, Advertisements 

honesty , Misleading marketing practices related to: price, room's view, room's 

standard, food and beverage services, employees professionalism, employee 

attitude and hotel accessibility ) on the dependent variable (guest returning to 

hotel) is .505, which showed that the returning to the hotel had positive 

correlation with the nine variables . Second, the R2 is .256, suggesting that 

25,6% of variation of  the guest returning was explained by misleading 

perception and misleading practices related to 4P's .Last, the F ratio, which 

explained whether the results of the regression model could have occurred by 

chance, had a value of 5.339(P=.000) and was considered significant. 

The regression equation is as follows: 

Guest returning to the hotel=.168+.352 misleading perception +.133 honesty -

.059 advertised price +.032 room's view +.063 room standard + .160 food and 

beverage +.129 employee professionalism – 0234 employee attitude + .221 hotel 

accessibility.  
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Table (4) Multiple regression results of misleading perception and misleading practices related to 4P's on sharing the negative 

experience in the hotel with friends. 

Unstandardized 

coefficient 

 

Beta Sig. T Sig. F Adjusted 

R2 

R² R statements 

Std. 

error 

 

B 

.438 4.517  000 10,319      Constant 

.078 -.249 -.261 . 002 3.204-      Misleading perception 

.101 .011 .009 .912 .111      Honesty 

.102 .294 .266 .005 2.871      Advertised price 

.111 -.022 -.022 .840 -.202      Room's view 

.109 -.099 .051 .326 -.986      Room's standard 

.086 .269- .152 .005 -2.851      Food and beverage 

.116 .163- .110 .155 -1.429      Employees professionalism 

.120 .148 -.189 .189 1.320      Employees attitude 

.104 -.014 .177 .888 -.142      Hotel accessibility 

     .000 3.973 15.2% .203 .451  
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To predict the goodness-of-fit of the regression model, the multiple correlation 

coefficient (R), coefficient of determination (R2), and F ratio were examined. 

First, the R of independent variables (Misleading perception, Advertisements 

honesty , Misleading marketing practices related to: price, room's view, room's 

standard, food and beverage services, employees professionalism, employee 

attitude and hotel accessibility ) on the dependent variable (sharing the negative 

experience in the hotel with friends) is .451, which showed that the (sharing of 

negative experience with friends about staying in the hotel) had positive 

correlation with the nine variables . Second, the R2 is .203, suggesting that 20,3% 

of variation of  the negative experience sharing was explained by misleading 

perception and misleading practices related to 4P's .Last, the F ratio, which 

explained whether the results of the regression model could have occurred by 

chance, had a value of 3.973 (P=.000) and was considered significant. 

The regression equation is as follows:  

sharing the negative experience in the hotel with friends= 4.517-.249 

misleading perception +.011 honesty +.294 advertised price -.022 room's 

view  -.099 room standard - .269 food and beverage -.163 employee 

professionalism + .148 employee attitude -.014 hotel accessibility. 
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Table (5) multiple regression results of misleading perception and misleading practices related to 4P's on sharing the 

negative experience on social media. 

Unstandardized 

coefficient 

Beta Sig. T Sig. F Adjusted 

R² 

R² R  

Std. 

error 

 

B 

         

.463 3.555  000 7.672      Constant 

.082 -.037 -.038 . 657 .445-      Misleading perception 

.107 .105 .086 .326 -.710      Honesty 

.108 -.077 .069- .479 .865      Advertised price 

.118 .102 .097 .388 -.405      Room's view 

.115 -.047 .043- .686 -1.359      Room's standard 

.091 .123- .134- .176 -1.359      Food and beverage 

.123 .367- .357- .003 -2.975      Employees professionalism 

.127 .295 .273 .022 2.322      Employees attitude 

.110 -.034 -.031 . 761 -.304      Hotel accessibility 

     .029 2.156 6.5% .122  .349  
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     To predict the goodness-of-fit of the regression model, the multiple correlation 

coefficient (R), coefficient of determination (R2), and F ratio were examined. First, 

the R of independent variables (Misleading perception, Advertisements honesty, 

Misleading marketing practices related to: price, room's view, room's standard, 

food and beverage services, employees professionalism, employee attitude and 

hotel accessibility) on the dependent variable (sharing the negative experience on 

social media) is .349, which showed that the (sharing of negative experience on 

social media about staying in the hotel) had positive correlation with the nine 

variables. Second, the R2 is .122, suggesting that 12,2% of variation of  the 

negative experience sharing on social media was explained by misleading 

perception and misleading practices related to 4P's .Last, the F ratio, which 

explained whether the results of the regression model could have occurred by 

chance, had a value of 2.156 (P=.029) and was considered significant. 

The regression equation is as follows:  

Sharing the negative experience on social media = 3.555-.037 misleading 

perception +.105 honesty -.077 advertised price +.102 room's view-.047 room 

standard -.123 food and beverage - .367 employee professionalism + .295 

employee attitude -.034 hotel accessibility. 
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Table (6) Analysis of variance of customer behavioral intention with respect to the age 

  Sum of Squares df Mean Square F Sig. 

 Return to this hotel 

again is: 

Between Groups 27.963 3 9.321 5.016 .002 

Within Groups 271.297 146 1.858   

Total 299.260 149    

Sharing your negative 

experience with your 

friends is:  

Between Groups 17.442 3 5.814 4.104 .008 

Within Groups 206.831 146 1.417   

Total 224.273 149    

spreading your negative 

experience on social 

media is:  

Between Groups 8.582 3 2.861 1.904 .131 

Within Groups 219.311 146 1.502   

Total 227.893 149    
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Table (6) reveals that there are statistically significant differences between 

respondents according to the age in behavioral intention. 

The researcher calculated multi comparisons (LSD) to determine the sources 

of differences in customer‘s behavioral intention according to the age. 
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Table (7) Multi comparisons of customer’s behavioral intention with Respect to age 

61 years and over 41-60 years 21-40 years Under 21 years mean   

.093 .054 .002 - 3.86 Under 21 years 

C
u

st
o

m
er

s 
re

tu
rn

in
g

 

.075 .019 - .002 2.15 21-40 years  

.915 - .019 .054 2.77 41-60 years 

- .915 .075 .093 2.81 61 years and over 

.034 .011 .001 - 2.29 Under 21 years 

S
h

ar
in

g
 e

x
p

er
ie

n
ce

 

w
it

h
 f

ri
en

d
s 

 

.214 .189 - .001 3.84 21-40 years  

.776 - .189 .011 3.54 41-60 years 

- .776 .214 .034 3.44 61 years and over 

.328 .041 .051 - 2.14 Under 21 years 

S
p

re
ad

in
g

 

ex
p

er
ie

n
ce

 o
n

 s
o

ci
al

 

m
ed

ia
 

 

.228 .708 - .051 3.09 21-40 years  

.178 - .708 .041 3.18 41-60 years 

- .178 .228 .328 2.69 61 years and over 
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The tabulated data in table (7) reveal that: 

There is statistically significant difference between customer who are 

under 21 years and who are between 21 and 40 years in decision of 

returning to hotel. 

There is statistically significant difference between customers who are 

between 41 and 60 years and who are between 21 and 40 years in 

decision of returning to hotel. 

 There is statistically significant difference between customer who are 

under 21 years and who are between 21 and 40 years in decision of 

sharing the negative experience between friends. 

There is statistically significant difference between customer who are 

under 21 years and who are between 41 and 60 years in decision of 

sharing the negative experience between friends. 

There is statistically significant difference between customer who are 

under 21 years and who are 61 years and over in decision of sharing 

the negative experience between friends. 

There is statistically significant difference between customer who are 

under 21 years and who are between 41 and 60 years in decision of 

sharing the negative experience on social media. 
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Table (8) Analysis of variance of customer behavioral intention with respect to the educational level 

  Sum of Squares df Mean Square F Sig. 

return to this hotel again is: Between 

Groups 

 

25.632 3 
8.544 4.559 .004 

Within Groups 273.628 146 1.874   

Total 
299.260 149 

   

Sharing your negative experience 

with your friends is: 

Between 

Groups 

 

12.940 3 4.313 2.980 .033 

Within Groups 211.333 146 1.447   

Total 224.273 149    

spreading your negative experience 

on social media is: 

Between 

Groups 

 

9.442 3 3.147 2.104 .102 

Within Groups 218.451 146 1.496   

Total 227.893 149    
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Table (8) reveals that there are statistically significant differences 

between respondents according to the educational level in behavioral 

intention. 

The researcher calculated multi comparisons (LSD) to determine the sources 

of differences in customer‘s behavioral intention according to the educational 

level. 



Minia Journal of Tourism and Hospitality Research   Vol. 1, Issue 2, December, 2017 

  

- 187 - 
 

Table (9) Multi comparisons of customer’s behavioral intention with Respect to educational level 

Post graduate College degree Technical school High school mean   

.035 .783 .117 - 2.36 High school 

C
u

st
o

m
er

s 

re
tu

rn
in

g
 

.001 .052 - .117 3.28 Technical school 

.032 - .052 .783 2.55 College degree 

- .032 .001 .035 1.96 Post graduate 

.746 .650 .016 - 3.77 High school 

S
h

a
ri

n
g

 e
x

p
er

ie
n

ce
 

w
it

h
 f

ri
en

d
s 

 

.004 .023 - .016 2.89 Technical school 

.367 - .023 .650 3.64 College degree 

- .367 .004 .746 3.68 Post graduate 

.634 .390 .115 - 2.97 High school 

S
p

re
a

d
in

g
 

ex
p

er
ie

n
ce

 o
n

 

so
ci

a
l 

m
ed

ia
 

.036 .015 - .115 2.39 Technical school 

.664 - .015 .390 3.21 College degree 

- .664 .036 .634 3.10 Post graduate 
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The tabulated data in table (9) reveal that: 

There is statistically significant difference between customers who are 

obtained postgraduates and who graduate from high school in decision 

of returning to hotel. 

 

There is statistically significant difference between customers who are 

obtained postgraduates and who graduate from technical school in 

decision of returning to hotel. 

There is statistically significant difference between customers who are 

obtained postgraduates and who graduate from college in decision of 

returning to hotel. 

 

There is statistically significant difference between customers who are 

obtained postgraduates and who graduate from technical school in 

decision of sharing the experience with friends. 

 

There is statistically significant difference between customers who 

graduate from college and who graduate from technical school in 

decision of sharing experience with friends. 

 

There is statistically significant difference between customers who are 

obtained postgraduates and who graduate from technical school in 

decision of sharing experience on social media. 

 

There is statistically significant difference between customers who 

graduate from college and who graduate from technical school in 

decision of sharing experience on social media. 
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Table (10) Analysis of variance of customer behavioral intention with respect to the nationality 

  Sum of Squares df Mean Square F Sig. 

Return to this hotel again is: Between Groups 62.875 10 6.287 3.697 .000 

Within Groups 236.385 139 1.701   

Total 299.260 149    

Sharing your negative experience 

with your friends is:  

Between Groups 36.760 10 3.676 2.725 .004 

Within Groups 187.513 139 1.349   

Total 224.273 149    

 Spreading your negative    

experience on social media is:  

Between Groups 28.019 10 2.802 1.949 .044 

Within Groups 199.875 139 1.438   

Total 227.893 149    
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Table (10) reveals that there are statistically significant differences between 

respondents according to the nationality in behavioral intention. 

The researcher calculated multi comparisons (LSD) to determine the sources 

of differences in customer‘s behavioral intention according to the nationality. 
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Table (11) Multi comparisons of customer‘s behavioral intention with Respect to nationality 

Swiss Indian French Poland German British Spanish Dutch Italian English Egyptian Mean group 
C

u
st

o
m

er
s 

re
tu

rn
in

g
 

.013 .925 .925 .000 .103 .565 .247 .849 .884 .000 - 2.09 Egyptian 

.371 .090 .090 .948 .284 .002 .007 .003 .015 - .000 3.69 English 

.095 1 1 .015 .207 .674 .361 1 - .015 .884 2.00 Italian 

.047 1 1 .004 .148 .598 .328 - 1 .003 .849 2.00 Dutch 

.031 .444 .444 .007 .062 .189 - .328 .361 .007 .247 1.00 Spanish 

.064 .777 .777 .003 .228 - .189 .598 .674 .002 .565 2.27 British 

.767 .349 .349 .274 - .228 .062 .148 .207 .284 .103 3.00 German 

.365 .087 .087 - .274 .003 .007 .004 .015 .948 .000 3.73 Poland 

.237 1 - .087 .349 .777 .444 1 1 .090 .925 2.00 French 

.237 - 1 .087 .349 .777 .444 1 1 .090 .925 2.00 Indian 

- .237 .237 .356 .767 .064 .031 .047 .095 .371 .013 3.20 Swiss 

Swiss Indian French Poland German British Spanish Dutch Italian English Egyptian Mean group 

S
h

ar

in
g

 

ex
p

e

ri
en ce

 

w
it

h
 

fr
ie

n

d
s
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.336 .792 .389 .000 .573 .352 .389 .588 .130 .028 - 3.78 Egyptian 

.414 .259 .091 .183 .385 .011 .091 .272 .010 - .028 3.00 English 

.061 .538 .918 .000 .120 .337 .918 .109 - .010 .130 4.60 Italian 

.771 .625 .300 .024 .928 .228 .300 - .109 .272 .588 3.56 Dutch 

.224 .668 1 .018 .293 .597 - .300 .918 .091 .389 4.50 Spanish 

.147 .958 .597 .000 .310 - .597 .288 .337 .011 .352 4.05 British 

.868 .599 .293 .056 - .310 .293 .928 .120 .385 .573 3.50 German 

.043 .069 .018 - .056 .000 .018 .024 .000 .183 .000 2.36 Poland 

.224 .668 - .018 .293 .597 1 .300 .918 .091 .389 4.50 French 

.506 - .668 .069 .599 .958 .668 .625 .538 .259 .792 4.00 Indian 

- .506 .224 .043 .868 .147 .224 .771 .061 .414 .336 3.40 Swiss 
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Swiss Indian French Poland German British Spanish Dutch Italian English Egyptian Mean Group 

S
p

re
a

d
in

g
 e

x
p

er
ie

n
ce

 o
n

 s
o

ci
a
l 

m
ed

ia
 

.066 .682 .118 .001 .491 .232 .453 .034 .784 .238 - 3.35 Egyptian 

.523 .933 .313 .062 .897 .855 . 239 .359 .661 - .238 2.92 English 

.363 .842 .234 .066 .783 .737 .427 .261 - .661 .784 3.20 Italian 

.778 .554 .636 .411 .381 .244 .099 - .261 .359 .034 2.44 Dutch 

.134 .406 .098 .032 .309 .261 - .099 .427 .239 .453 4.00 Spanish 

.383 1 .261 .025 1 - .261 .244 .737 .855 .232 3.00 British 

.519 1 .309 .103 - 1 .309 .381 .783 .897 .491 3.00 German 

.254 .280 1 - .103 .025 .032 .411 .066 .062 .001 2.00 Poland 

.519 .406 - 1 .309 .261 .098 .636 .234 .313 .118 2.00 French 

667 - .406 .280 1 1 .406 .554 .842 .933 .682 3.00 Indian 

- .667 .519 .254 .519 .383 .134 .778 .363 .523 .066 2.60 Swiss 
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The tabulated data in table (11) reveal that: 

 

There is statistically significant difference between Egyptian customers and 

English customers in decision of returning to hotel and sharing the negative 

experience between friends. 

There is statistically significant difference between Egyptian customers and 

Poland customers in decision of returning to hotel and sharing the negative 

experience between friends and on social media. 

 

  There is statistically significant difference between Egyptian customers and 

Swiss customers in decision of returning to hotel. 

 

There is statistically significant difference between English customers and 

Italian customers in decision of returning to hotel and sharing the negative 

experience between friends. 

 

There is statistically significant difference between English customers and 

Dutch customers in decision of returning to hotel. 

 

There is statistically significant difference between English customers and 

Spanish customers in decision of returning to hotel 

 

There is statistically significant difference between English customers and 

British customers in decision of returning to hotel and sharing the negative 

experience between friends. 

 

There is statistically significant difference between Italian customers and 

Poland customers in decision of returning to hotel and sharing the negative 

experience between friends. 

 

There is statistically significant difference between Dutch customers and 

Poland customers in decision of returning to hotel and sharing the negative 

experience between friends. 

 

There is statistically significant difference between Swiss customers and 

Dutch customers in decision of returning to hotel. 

 

There is statistically significant difference between Swiss customers and 

Spanish customers in decision of returning to hotel. 
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There is statistically significant difference between Spanish customers and 

Poland customers in decision of returning to hotel and sharing the negative 

experience between friends and on social media. 

 

There is statistically significant difference between British customers and 

Poland customers in decision of returning to hotel and sharing the negative 

experience between friends and on social media. 

 

There is statistically significant difference between French customers and 

Poland customers in decision of sharing the negative experience between 

friends. 

 

There is statistically significant difference between Swiss customers and 

Poland customers in decision of sharing the negative experience between 

friends
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Table (12) Analysis of variance of customer behavioral intention with respect to the job 

  Sum of 

Squares df Mean Square F Sig. 

Return to this hotel 

again is: 

Between Groups 4.722 5 .944 .462 .804 

Within Groups 294.538 144 2.045   

Total 299.260 149    

Sharing your negative 

experience with your 

friends is:  

Between Groups 11.319 5 2.264 1.531 .184 

Within Groups 212.954 144 1.479   

Total 224.273 149    

Spreading your negative 

experience on social 

media is:  

Between Groups 11.503 5 2.301 1.531 .184 

Within Groups 216.391 144 1.503   

Total 227.893 149    
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The researcher calculated multi comparisons (LSD) to determine the sources of differences in customer‘s behavioral 

intention according to job. 

Table (13) Multi comparisons of customer’s behavioral intention with Respect to job   

Jobless employees Tourism 

field 

Management 

field 

Medical 

field 

Teaching 

field 

mean Group 

C
u

st
o
m

er
s 

r
et

u
rn

in
g

 

.672 .696 .400 .890 .506 - 2.36 Teaching 

field 

.305 .313 .185 .575 - .509 2.00 Medical field  

.561 .580 .323 - .575 .890 2.30 Management 

field 

.614 .575 - .323 .185 .400 2.73 Tourism 

field 

.691 - .575 .580 .313 .696 2.51 Employees 

- .961 .614 .561 .305 .672 2.5 Jobless 

Jobless employees Tourism 

field 

Management 

field 

Medical 

field 

Teaching 

field 

Mean Group 

S
h

a
ri

n
g
 

ex
p

er

ie
n

ce
 

w
it

h
 

fr
ie

n

d
s
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.182 .900 .266 .036 .212 - 3.32 Teaching 

field 

.758 .210 .710 .685 - .212 3.90 Medical field  

.328 .024 .323 - .685 .036 4.09 Management 

field 

.911 .258 - .323 .710 .266 3.73 Tourism 

field 

.157 - .258 .024 .211 .900 3.36 Employees 

- .911 .911 .328 .758 .182 3.76 Jobless 

Jobless employees Tourism 

field 

Management 

field 

Medical 

field 

Teaching 

field 

mean Group 

S
p

re
a
d

in
g
 

ex
p

er
ie

n
ce

 o
n

 

so
ci

a
l 

m
ed

ia
 

.650 .881 .051 .186 .861 - 2.82 Teaching 

field 

.873 .764 .170 .385 - .861 2.90 Medical field  
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.315 .099 .511 - .385 .186 3.30 Management 

field 

.089 .019 - .511 .170 .051 3.55 Tourism 

field 

.485 - .019 .099 .764 .881 2.77 Employees 

- .485 .089 .315 .873 .650 2.97 Jobless 
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The tabulated data in table (13) reveal that:  

There is statistically significant difference between the customers work in 

tourism field and employees in decision of sharing the negative 

experience on social media. 

 

There is statistically significant difference between the customers work in 

teaching field and the customers work in management field in decision of 

sharing the negative experience between friends. 

 

There is statistically significant difference between the customers work in 

management field and employees in decision of sharing the negative 

experience between friends. 
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Table (14) Analysis of variance of the customer’s behavioral intention with respect to the gender 

Factor gender mean SD t-test 

t df p 

Customers returning male 2.59 1.425 1.158 148 .249 

Female 2.32 1.406 

Sharing experience 

with friend 

Male 3.59 1.308 -.551 148 .583 

female 3.70 1.144 

Spreading experience 

on social media 

Male 3.11 1.250 .788 148 .432 

female 2.95 1.226 

 

The tabulated data in table (18) reveal that there are no statistically significant differences between customers‘ 

behavioral intention with respect to the gender. 
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Table (15) Analysis of variance of the customer’s behavioral intention with respect to the marital status 

Factor status Mean SD t-test 

T df p 

Customers returning single 2.44 1.408 -.148 148 .883 

married 2.48 1.434 

Sharing experience 

with friend 

single 3.79 1.264 1.344 148 .181 

married 3.52 1.189 

Spreading experience 

on social media 

single 3.03 1.221 .025 148 .980 

married 3.02 1.257 
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The tabulated data in table (15) reveal that: 

There is statistically significant difference between singles and 

married customers in spreading the experience on social media. 

Discussion  

This study aims to identify the types of misleading marketing 

practices in hotels, the effect of misleading marketing on purchasing 

decision of customer, and the effect of negative reviews concerning 

misleading practices on other customers' purchasing decision. 

 

     The results indicate four main types of misleading marketing in hotels 

are the following  

1. Misleading marketing related to product which includes room 

standard, professionalism employee, employee attitudes, food and 

beverage services. 

2. Misleading marketing related to price  

3. Misleading marketing related to promotion which includes false 

promises, incomplete description, Bait-and-switch offers, Partial 

disclosures, Visual distortions and Small- print qualifications. 

4. Misleading marketing practices related to place (Distribution): 

includes room view, hotel view and hotel accessibility. These four 

elements were also declared by (Haresh and Aladwany,2014)who 

mentioned that the non-ethical deceptive marketing practices 

occur in all elements of commercial mix. 

 

The indicated that 59% of customers have decided to boycott the hotel 

as a reaction of misleading marketing in addition to sharing the 

negative experience between friends and on social media it is agreed 

with (El khatib, 2011)*
1
 who has stated that the deception marketing 

has affected  in customer behavior intention and also it is agreed with 

(Hudson, 2008) who has mentioned that there is a positive and 

significant relationship between customers‘ perceptions of service 

quality and their willingness to recommend the company or 

destination.  

 

The research has found that is   63.3% of customers have been affected 

on their purchasing decision by the other guests review this mean that 

comments on hotel‘s web site or social media is critical It is agreed with 

(lodhi and Fayyaz, 2015) who has stated that customers are the king, if 

                                                           
1*RefrenceIn Arabic 
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they are not happy they will also do a bad word of mouth with others, so 

the sellers can never enjoy a good market share. 

 

The result has showed that there are statistically significant differences 

between respondents with respect to the age in behavioral intention which 

include (customer returning to the hotel, spreading the experience with 

friends and sharing the experience on social media). 

There are statistically significant differences between respondents with 

respect to the educational level in behavioral intention and there are 

statistically significant differences between respondents with respect to 

the nationality in behavioral intention. 

 

There are statistically significant differences between respondents with 

respect to job in behavioral intention and there are statistically significant 

differences between respondents with respect to the marital status in 

behavioral intention. 

 

Returning to the hotel had positive weak correlation with the 

demographic variables. The spreading of negative experience between 

friends about staying in the hotel had positive weak correlation with the 

demographic variables. 

The sharing of negative experience on social media had positive weak 

correlation with the demographics variables. 

 

Research limitation 

Find very few published research paper related to subject is the main 

limitation of this 

study in addition to time limit and other difficulties in finding hotels to 

assist the researchers in conducting this research because of the sensitivity 

of the word ‖misleading‖ 

    

Conclusion and Recommendations 

The findings have showed that customer behavioral intention which 

include in the research (purchasing decision, sharing the negative 

experience on social media and spreading the experience with friends) 

had positive correlation with the misleading marketing. The customer 

behavioral intention had positive weak correlation with the demographics 

variables. Based on the literature reviewed, field study, and findings, the 

following recommendations could be suggested 
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 Increasing the supervision of Ministry of Tourism on hotel`s 

advertisements and comparing it with the reality to avoid 

exaggeration. 

 Study the possibility of passing advertisements on the Ministry of 

Tourism or the customer protection device before showing it to 

measure the extent of marketer‘s obligation with the marketing 

ethics. 

 In case of the existence of unsatisfied guest. the hotel should solve 

the problem immediately to avoid sharing the negative experience 

which affect badly on hotel‘s credibility. 

 Encouraging the customers to complain in case they are unsatisfied to 

correct situation because if not customers complain to the hotel 

management they will complain to their friends and relatives. 
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Abstract 

The objective of this research is to study the students' summer training 

between the reality challenges and the labour market needs (Case study: 

faculty of Tourism and hotels, El Minia University, Egypt). The research 

sample frame was based on three groups. The first one was the number of 

human resources departments' managers of organizations where students 

have their summer training for the year 2016-2017. The second one was 

the number of faculty staff. The third group was the number of third and 

fourth year's students at three departments (hotel management, tourist 

studies and tourist guidance departments) of tourism and hotels faculty, 

Minia University. A complete enumeration for data collection method 

was adopted to calculate the sample size of the first group. The Yamane‘s 

formula was used for determining the sample size of both second and 

third groups of the study. The questionnaire was used as a means of 

collecting statistical data from the sample of the study. A panel of experts 

in the field of tourism and hospitality management and group of training 

experts were consulted as a way to collect opinions and suggestions on 

the research tools. The survey was piloted on a sample of 35 students, 10 

faculty staff and 5 hotels managers to test its content validity. The study 

indicated that there are significant differences between the organizational 

aspects of summer training and the standard level and there are 

significant differences between the intended learning outcomes (ILOs) of 

summer training and the standard level. The study suggested some 

recommendations and tested the significance of the study model and 

equation that represents the influence of organizational aspects and 

learning environment of summer training on summer training ILOs.  

mailto:ahmed.rady@mu.edu.eg


Minia Journal of Tourism and Hospitality Research              Vol. 1, Issue 2, December, 2017 

- 209 - 
 

Keywords: Students -    Summer Training   -        ILOs   -  Hotels. 

Problem of the study 

One of the main problems which occurs in the workplace is the lack of 

training. From the pilot study achieved by researchers it concluded that 

there have been stabilized complains (95%) about a supposed 

discrepancy between target students competencies and realistic 

competence achieved through summer training for students of faculty of 

tourism and hotels -Minia university. Moreover, 92% of the pilot study 

sample pointed to weak coordination between the management of the 

faculty and the organizations' management in regard to students' summer 

training. 

Study objectives 

1. To present findings from conducted research related to the issue of the 

condition of student training programs especially summer training 

programs at tourism and hotels faculties as important management 

activity for improved students' competencies. 

2. To propose recommendations to reduce the gap between the expected 

objectives of the students' summer training programs and the actual 

reality of these training programs. 

3. To provide a proposed model for the study as well as a statistical 

equation shows the influence of organizational aspects of training and 

training environment on summer training outcomes. 

Questions of the study 

This study aims to answer the following questions: 

1- Are there significant differences between the organizational aspects of 

summer training and the standard level? 

2- Are there significant differences between the intended learning outcomes 

(ILOs) of summer training and the standard level? 

3- Do the organizational aspects of summer training process influence 

intended learning outcomes (ILOs) through the training environment? 

4- Are there differences between overviews of students, faculty staff and 

tourist organization managers with regard to the organizational aspects of 

summer training process? 
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5- Are there differences between three departments of faculty of tourism 

and hotels, Minia University with regard to organizational aspects of 

summer training process? 

6- Is there a correlation between trainers'
 
level and the intended learning 

outcomes (ILOs) of summer training?  

 

Significance of the study 

There are several studies that transact with training staff in different 

sectors and industries, especially devoted to the hospitality sector. Main 

researches were done on human resources in the hospitality and tourism 

industry by different authors (Adeola, 2016, Popescu, et al., 2013, 

Amirtharaj, et al. 2011,  Dessler, G., 2006; Woods, R.H., 2006; 

Sommerville K. L.,2007), and in tourism student training such studies are 

still almost non-existent (Wang, et al., 2017). A research on the issue of 

student summer training is needed for a better understanding of the 

nature of tourist organizations‘ operations and related business. 

Literature review 

The hospitality and tourism education 

Aksu and Koksal (2005) revealed that an employee‘s dedication to any 

organization will be measured by their discernments and attitudes 

towards working in this organization just as the types of jobs available in 

the organization. The aim of hospitality and tourism education is to 

develop individual‘s knowledge, skills, and attitudes base to make aware 

decisions and act for well-being currently and in the future (Dale, 2008). 

Education is supporting and encouraging visions on sustainability which 

should be introduced as both pre-school and vocational training (Green et 

al., 2015). 

Training as a process 

Vranciu, et al. (2014) agreed with Amirtharaj, et al. (2011) that training 

refers to the procedures used to give new or existing employees the 

knowledge, skills and attitude they need to precede their jobs. Training is 

a circumstantial process which is why there is no one way is right in each 
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case (Le Minh, 2016). Many training methods are conducted periodically 

through the growing growth of information technology. Interaction 

between methods usually depends on the type of training intended, the 

selected trainees, the objectives of the training program, and the method 

of training. While some goals can be achieved in one way, other 

objectives may require other training methods. Many training programs 

have a learning goal in more than one field (Litirel, 2006). 

The choice of optimal training is based on several factors, including the 

financial allocations available for training, the depth of knowledge, skills 

and attitudes related to training, as well as the appropriate timing for 

training, learner education, accessibility and readiness (Popescu, et al., 

2013). To achieve the active participation of trainees, periodic feedback 

on the performance of trainees should be provided, as well as a variety of 

tasks should be provided between ease and complexity. Training 

Performance must be flexible in the face of specific problems as well as a 

positive shift from the training environment to the functional 

environment (Litirel, 2006). 

 

Importance of students training 

Billions of dollars are being spent on training annually, where various 

institutions spend about US$ 135 billion to train individuals in the United 

States alone (Salas, et al., 2012). Recently, universities developed 

civilized communities and contributes to its awareness base by educated 

the workforce, so the universities development has been considered 

argument of civilization in countries around the world (Le Minh, 2016). 

Training practices allow organizations to compete, differentiate, 

innovate, be safe, service quality, and implement goals. Training 

programs are successfully used to reduce errors in these high speed 

settings such as emergency rooms, aviation, and military. Training is also 

important in more traditional organizations. They understand that training 

programs help them remain competitive through the continuous 

development of their human resources. (Popescu, et al. 2012). The goal 

of hospitality training is to provide a well-trained workflow and reduce 

local unemployment. Well-trained employees are required to meet the 

requirements of the hospitality industry (Patrick and Neha, 2016). (Rata, 
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at al., 2014) stated that the basal educational training programs aim at 

training of socially, competitive and adapted specialists of tourism 

management for various aspects of tourism education in accordance with 

the recent requirements of the tourism industry and labor market. They 

added that the training programs should qualify students to work in the 

establishments dealing with tourism and hospitality such as: travel 

agencies, hotels, restaurants and other organizations in this field. 

 

The essential objective of summer training programs is to regulate the 

practical aspects of work experience in a target department with a 

university education (Wang, et al., 2017). Improving the standard of the 

student‘s university education is the primary objective of field training 

however; the training is simultaneously beneficial to the governmental 

agency, educational institution, hotels, restaurants, museums, or other 

organization. Through this student/faculty contact, the organization 

provides awareness on the ―real‖ world of employment. In turn, the 

organization gains the benefit of students with the most recent 

coursework. Finally, the faculty can develop curriculum and focus on 

creative changes through this three-way flow of communication (Simona, 

2013). 

 

Study conceptual diagram and model: 

From the literature review, the researchers suggested the following model 

that explain the conceptual frame work that describe a strategic plan to 

adopt a standard summer training programs for students of tourism and 

hotels faculties. The significance of regression and relationship 

coefficients of the study model will be tested during the study. 

Figure 1: Study conceptual diagram 
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Figure 2: Study conceptual model  

 

 

 

 

 

Methodology 

The research sample frame was based on three groups. The first one was 

the number of managers of organizations where students have their 

summer training. Second one was the number of faculty staff. The third 

group was the number of third and fourth year's students at three 

departments (hotel management, tourist studies and tourist guidance 

departments) of tourism and hotels faculty, Minia University. A complete 

Enumeration for data collection method was adopted to calculate the 

sample size of the first group, where 30 questionnaires were distributed 

on organizations' managers where students have their training at last 

summer period (19 hotels, 8 tourist agencies and 3 museums). The 

numbers of faculty staff and students were collected from specific affairs 

at the faculty as shown in table (1) and table (2). 

Table 1: The numbers of third and fourth years students. 

Year   Hotel 

      

management  

 Dep. 

Tourist 

 studies 

 Dep. 

Tourist  

guidance 

 Dep. 

Total 

Third year 75 177 83 335 

Fourth year 137 235 110 482 

Total 212 412 193 817 

     

Table 2: The numbers of faculty staff. 

Year   Hotel  

management 

 Dep. 

Tourist 

 studies 

Dep. 

Tourist  

guidance 

Dep. 

Total 

Faculty staff  

numbers 

11 8 20 39 

 

Pre=  

rx1x2= 

Prx1=  

 

Organizational Aspects of Summer 

Training 

 Training environment 

ILOs 

E
*
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In a finite population, the corrected sample size is determined by using 

the Yamane‘s formula (Ajay and Mecah, 2014). The Yamane‘s formula 

was used for determining the sample size of both second and third groups 

of the study as follow:  

 

n=N / (1+N*e
2
)  

 

Where: 

N: population size = 817       

e : Margin of error = 0.05, this value is suitable for discrete data (Shkeeb, 

p., 2014) 

n: appropriate sample size as follow: 

 

Using the data showed at table 1 and table 2, the appropriate sizes of both 

second and third groups of the study were calculated as determined in 

table 3 and table 4.   

 

Table 3: The appropriate sample size of students 

Year   Hotel 

 

management 

 Dep. 

Tourist 

 studies Dep. 

Tourist  

guidance 

Dep. 

Total 

Third year 63 122 68 253 

Fourth year 102 148 86 336 

Total 165 270 154 589 

 

Table 4: The appropriate sample size of faculty staff 

Year  Hotel 

 management 

 Dep. 

Tourist 

 studies 

Dep. 

Tourist  

guidance 

Dep. 

Total 

Faculty staff 

numbers 

9 8 18 35 

 

The questionnaire was used as a means of collecting statistical data from 

the sample of the study. Three questionnaires were designed for three 

groups of the study sample. Each questionnaire was divided into a group 

of key variables (Organizational aspects of summer training, Intended 

learning outcomes (ILOs), Training Environment, Trainers Level, 

Training Content, Training Useful and Training Obstacles) that were 

measured on a five-dimensional Likert scale. 
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Validity and Reliability 

 A panel of experts in the field of hospitality management and group of 

training experts were consulted as a way to collect opinions and 

suggestions on the research tools. The survey was piloted on a sample of 

35 students, 10 faculty staff and 5 hotels managers to test its content 

validity. Then the questionnaires were modified according to 

respondents' comments. Crompach's Alpha coefficient was calculated 

and exceeded 0.7 for all items; this means that all items are valid 

(Henson, 2001).  

Hypotheses 

1-  There are no significant differences between the organizational aspects 

of summer training and the standard level. 

2- There are no significant differences between the intended learning 

outcomes (ILOs) of summer training and the standard level. 

3- The organizational aspects of summer training process influences 

significantly on intended learning outcomes (ILOs) throw the training 

environment. 

4- There are no significant differences between overviews of students, 

faculty stuff and tourist organization managers with regard to the 

organizational aspects of summer training process. 

5- There are no significant differences between three departments of faculty 

of tourism and hotels, Minia University with regard to organizational 

aspects of summer training process. 

6- There is no a significant correlation between trainers level and  the 

intended learning  outcomes (ILOs) of summer training  

 

Results and Discussion 

Number of 620 questionnaires were distributed over the third and fourth 

years students of faculty of tourism and hotels, only 600 participants 

completed the questionnaire, number of 11 questionnaires were not valid 

for statistical use and they were excluded, as well as 33 questionnaires 

were distributed on faculty staff of tourism and hotels, Minia university, 

just 31 questionnaires were received and they were valid for statistical 

use, finally, all mangers of tourist organizations where the students had 

their summer training for the year 2016-2017. Thus, the sample of the 
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study consists of 589 students, 31 faculty stuff, and 30 tourist 

organizations managers. According to the results of Yamane‘s formula, 

this sample was considered as appropriate sample for research needed. 

The data were collected and statistically analyzed using the SPSS 

program version 21. The researchers used correlation coefficients, 

regression coefficients, one sample T test, variances analysis tests and 

path analysis test to test the validity of the study hypotheses. The study 

concluded with a set of recommendations and proposed a model to 

maximize opportunities and reduce obstacles associated with the summer 

training programs applied at faculty of tourism and hotels, Minia 

University.  

Sample characteristic:  

 

Table 5: Sample characteristic 

Variable  

 

 No.  

 

Percentage  

 

Organizations  

managers 

Hotel managers 19 63.3% 

Tourist agency managers 8 26.7% 

Museums 3 10% 

Faculty staff Hotel management 

department 

9 25.7% 

Tourist studies departments 8 22.8% 

Tourist guidance department 18 51.5% 

Students Hotel management 

department 

165 28% 

Tourist studies departments 270 45.8% 

Tourist guidance department 153 26.2% 

 

The survey results showed that just 3 museums (10%) and 8 tourist 

agencies (26.7%) participated in the sample, This is due to the lack of 

communication between the administration of the faculty of tourism and 

hotels, Minia university with tourist organizations that train students 

during summer period. 
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Descriptive Statistics 

Table 6: Descriptive Statistics for tourist organizations managers' 

questionnaire  

The Axis Mean 

95% Confidence 

Interval for 

Mean* 

Sig. 

Organizational 

aspects of summer 

training 

3,6 3.29 - 3.91 1.102 

Intended learning 

outcomes (ILOs) 

3.6 3.3- 3.9 1.1.0 

Training 

Environment 

3,85 3.55-4.1 1..20 

Trainers Level 3.7 3.46-4 1.120 

Training Content  3.3 2.95-3.6 1.111 

Training Useful 3.6 3.34-3.94 1.166 

Training Obstacles 2.84 2.5-3.1 1.111 

95% Confidence Interval for Mean of the study population = 

 

From the previous table it obvious that 95% confidence interval for mean 

of the organizational aspects of summer training is between 3.29 as a 

lower bound and 3.91 as a higher  pound, 95% confidence interval for 

mean of intended learning outcomes (ILOs) is between 3.3 as a lower 

bound and 3.9 as a higher pound, 95% confidence interval for mean of 

training environment is between 3.55 as a lower bound and 4.1 as a 

higher pound , 95% confidence interval for mean of trainers level is 

between 3.46 as a lower bound and 4 as a higher pound, 95% confidence 

interval for mean of training content is between 2.95 as a lower bound 

and 3.6 as a higher pound, 95% confidence interval for mean of training 

useful is between 3.34 as a lower bound and 3.94 as a higher pound , 

95% confidence interval for mean of training obstacles is between 2.5 as 

a lower bound and 3.1 as a higher pound. One-Sample T-test (with test 

value (4)), this value was selected because it was a suitable value that 

referred to a degree of ―agreement‖. In this case, p-values were divided 

into two types of results; the first type was statistically significant results 

where p-levels were definitely less than .05 (so, the null hypothesis was 

rejected) this result belong to all variables except the variables of " 

Training Environment " (p= 0.345) and " Trainers Level " (p= 0.065) , 
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the result of these two variables represent the second type of results 

where p-level was definitely more than .05 ( so the null hypothesis of this 

variable was accepted).In the other word, the awareness of tourist 

organizations managers of these two variables equaled or exceeded the 

test value. On the other hand, there are significant differences between 

other four variables and the standard level. This result coincided that the 

first and the second hypothesis of the study is invalid. 

 

Table 7: Descriptive Statistics for faculty staff questionnaire  

The Axis Mean 
95% Confidence Interval 

 for Mean* 
Sig. 

Organizational aspects 

 of summer training 

3,8 3.5 - 4.2 1.6.2 

Intended learning 

outcomes  

(ILOs) 

3.5 3.46- 3.6 1.111 

Training Environment 3,3 3-3.6 1.111 

Trainers Level 3.2 2.9-3.5 1.111 

Training Content  3.1 2.8-3.4 1.111 

Training Useful 3.7 3.4-4.1 1.000 

Training Obstacles 2.7 2.3-3.2 1.111 

95% Confidence Interval for Mean of the study population = 

 

From the previous table it obvious that 95% confidence interval for mean 

of the organizational aspects of summer training is between 3.5 as a 

lower bound and 4.2 as a higher  pound, 95% confidence interval for 

mean of (ILOs) is between 3.46 as a lower bound and 3.6 as a higher 

pound, 95% confidence interval for mean of training environment is 

between 3 as a lower bound and 3.6 as a higher pound , 95% confidence 

interval for mean of trainers level is between 2.9 as a lower bound and 

3.5 as a higher pound, 95% confidence interval for mean of training 

content is between 2.8 as a lower bound and 3.4 as a higher pound, 95% 

confidence interval for mean of training useful is between 3.4 as a lower 

bound and 4.1 as a higher pound , 95% confidence interval for mean of 

training obstacles is between 2.3 as a lower bound and 3.2 as a higher 

pound. From the previous table it seen that  p-value of one-sample T-test 

for most variables was lower than 0.05 (0.000)  except tow variables " 

Organizational aspects of summer training " and " Training useful " 
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which indicated that there are no significant differences between the level 

of these two variables and the test value (4), this result reversed  the 

result of organization managers questionnaire, this is due to: the different 

vision of the faculty staff and tourist organizations managers about 

appropriate organizational aspects of summer training and the absence of 

unified plan between two parties concerning students summer training. 

 

Table 8: Descriptive Statistics for students' questionnaire  

The Axis Mean 

95% Confidence 

Interval 

 for Mean* 

Sig. 

Organizational aspects of 

 summer training 

3,3 3.23 - 3.35 
0.000 

Intended learning 

outcomes 

 (ILOs) 

3.5 3.46- 3.6 

0.000 

Training Environment 3,5 3.4-3.6 0.000 

Trainers Level 3.4 3.33-3.45 0.000 

Training Content  3.2 3.12-3.3 0.000 

Training Useful 3.8 3.65-3.92 0.000 

Training Obstacles 2.7 2.3-3.2 0.000 

95% Confidence Interval for Mean of the study population = 

 

From the previous table it obvious that 95% confidence interval for mean 

of the organizational aspects of summer training is between 3.23 as a 

lower bound and 3.35 as a higher  pound, 95% confidence interval for 

mean of (ILOs) is between 3.46 as a lower bound and 3.6 as a higher 

pound, 95% confidence interval for mean of training environment is 

between 3.4 as a lower bound and 3.6 as a higher pound , 95% 

confidence interval for mean of trainers level is between 3.33 as a lower 

bound and 3.45 as a higher pound, 95% confidence interval for mean of 

training content is between 3.12 as a lower bound and 3.3 as a higher 

pound, 95% confidence interval for mean of training useful is between 

3.65 as a lower bound and 3.92 as a higher pound , 95% confidence 

interval for mean of training obstacles is between 2.3 as a lower bound 

and 3.2 as a higher pound. From the previous table it seen that  p-value of 

one-sample T-test (0.000) for all variables was lower than 0.05  which 

indicated that there are significant differences between the level of these 

variables and the test value (4),. In the other word, students' awareness of 
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all variables is less than the test value; this result differed from the results 

of analyzing the questionnaires of both tourist organizations managers 

and faculty staff.  This means that there is a gap between the training 

needs of the students and procedures followed by both parties of summer 

training process (tourist organizations managers and faculty staff). This 

result coincided that the fourth hypothesis of the study is invalid. 

 

To test the third hypothesis of the study, path analysis was used. Path 

analysis is a good presentation tool to estimate a set of simultaneous 

regression equations where there are intermediate variables and indirect 

effects because the causal variables are correlated (Akintuned, A., 2012), 

to make a path analyses, Pearson correlation coefficient and  beta 

regression coefficients were tested as shown in tables (9) , (10): 

Table 9: Correlation between The organizational aspects and 

training environment of summer training 

 Variables Training environment 

Organizational 

aspects of summer 

training  

    Pearson Correlation 0.6** 

    Sig. (2-tailed) 0.000 

     N 769 
**

Correlation is significant at the 0.01 level (2-tailed). 

 

Table 10: Multiple regression coefficients for influence of 

organizational aspects and training environment on ILOs of summer 

training 

From tables (15) and (16) the, (R) value (0.6) referred that there is a 

median degree of correlation between Organizational aspects of summer 

training and Training environment, as well as the coefficient of 

determination (R
2
) is (0.4), suggesting that 40% of the variation of 

intended learning outcomes (ILOs) of summer training was explained by 

Model R
2
 Beta T Sig. 

(Constant) 

Organizational aspects and training 

Training environment 

0.4 

 

0.472 

0.145 

06.0 .000 

.000 

.000 
06.2 

0.122 
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both variables. The following path analysis model can be drawn to 

illustrate these influences. 

Figure 3: Path analysis model for the influences of relationship 

marketing structure and relationship marketing procedures on the 

customer loyalty at university hotels 

 

 

 

 

 

 

Source: researchers design  
*
 Epsilon beta coefficient = 1- R

2

     

  

From the previous figure, the following equation can be inferred to 

predict the customer loyalty from both variables (relationship marketing 

structure and relationship marketing procedures) as follow: 

Equation 1 : The influences of relationship marketing structure and 

relationship marketing procedures on the customer loyalty at 

university hotels 

 

 

 

 

Source: researchers design 

Mediator multiple regression was tested, where a mediation analysis is 

typically conducted to better understand an observed correlation between 

X variable and Y variable (MacKinnon et.al, 2007). On the other word, 

this analysis used to test if the training environment variable is a 

mediator that controls the significance of the previous model. 

Table (11): Regression coefficients for influence of Organizational 

Aspects Training on ILOs of Summer 

 

From the results of table (10) and table (11), it seems that all regression 

coefficients statistically significant, P > 0.05, so the variable of "training 

environment" is consider as partial mediation not all mediation. This 

ILOs = 0. 472 Organizational Aspects of Summer Training + 0.145 Summer  

             Training Environment+ 0.6 
 

Pre= 0.6 

rx1x2=0.

6 

Prx1= 0.472  

 

Organizational Aspects of Summer 

Training 

Summer Training 

environment 

ILOs 

E
*
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result due to the direct effect of the variable "organizational aspects of 

summer training" is still significant after adding the mediator "training 

environment" into the regression equation. This result coincided that the 

third hypothesis of the study is invalid. That means that the variables of 

"the organizational aspects of summer training process" and "the 

environment of summer training" influence separately on intended 

learning outcomes (ILOs) of the summer training that achieved by 

students of faculty of tourism and hotels, Minia University. 

One way ANOVA test was used to test the fifth hypothesis of the study, 

as follow: 

Table (12): Differences between three departments of faculty of 

tourism and hotels, Minia University with regard to organizational 

aspects of summer training process 

Procedures      

 Sum of Squares df Mean Square F Sig. 

Between 

Groups 
43.6 2 21.822 47.554 .000 

Within 

Groups 
283.1 617 .459 

  

Total 326.7 619    

From the previous table it obvious that sig. value is (0.000) that means 

that there are significant differences between three departments of faculty 

of tourism and hotels, Minia University with regard to organizational 

aspects of summer training process. This result coincided that the fifth 

hypothesis of the study is invalid. Post Hoc multiple comparisons were 

used to determine the nature of these differences using LSD test as 

follow: 
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Table (13): Post Hoc multiple comparisons ( LSD) 

Department                                   Department Std. Error Sig. 

Hotels 

management 

         Tourist studies 1.12 0.000 

         Tourist guidance 1.12 0.000 

Tourist studies          Hotels management 1.12 0.000 

         Tourist guidance 1.12 0.000 

Tourist guidance          Hotels management 1.126 0.000 

         Tourist studies 1.12222 0.000 

Table 13 showed that the mean difference between each pair is 

significant at the 0.05 level. This result indicate the There is no uniform 

policy among the three departments of the faculty of tourism and hotels, 

Minia University regarding students' summer training. 

Pearson correlation coefficient used to test the sixth hypothesis of the 

study, as follow: 

Table 14: Correlation between the trainers' level and the intended 

learning outcomes (ILOs) of summer training 

 Variables Training environment 

Organizational 

aspects of summer 

training  

    Pearson Correlation 0.7** 

    Sig. (2-tailed) 0.000 

     N 620 
**

Correlation is significant at the 0.01 level (2-tailed). 

 

Table 14 indicated that the sig. value is (0.000) that means that there is a 

significant correlation between trainers' level and the intended learning 

outcomes (ILOs) of summer training. This result coincided that the sixth 

hypothesis of the study is invalid.  
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Study model and equation 

The study was tested the significance of the following model and 

equation: 

 

Figure 4: The study model and equation 

 

 

 

 

 

 

 

Researchers design 

 

From the previous model it seems that the row that represents the indirect 

affection of " organizational aspects of summer " variable throw " 

summer training environment " variable on the variable of "ILOs" that 

showed at the study conceptual model (figure 2) was deleted due to 

insignificancy of beta coefficient between " organizational aspects of 

summer " and " summer training environment " variables as it was 

declared in the part of the study results.  

Conclusion  

The matter of student summer training is an essential element for both 

education systems and for all recent societies and originations, especially 

in the field of tourism and hospitality. The research sample frame was 

based on three groups. The first one was the number of managers of 

organizations where students have their summer training for the year 

2016-2017. Second one was the number of faculty staff. The third group 

was the number of third and fourth year's students at three departments 

(hotel management, tourist studies and tourist guidance departments) of 

Pre= 0.6 

Prx1= 0.472  

 

Organizational Aspects of 

Summer Training 

Summer Training 

environment 

ILOs 

E* 

ILOs = 0. 472 Organizational Aspects of Summer Training + 0.145   

              Summer Training Environment+ 0.6 
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tourism and hotels faculty, Minia University. A complete Enumeration 

for data collection method was adopted to calculate the sample size of the 

first group, where 30 questionnaires were distributed on organizations' 

managers where students have their training (19 hotels, 8 tourist agencies 

and 3 museums). The Yamane‘s formula was used for determining the 

sample size of both second and third groups of the study. The 

questionnaire was used as a means of collecting statistical data from the 

sample of the study. Three questionnaires were designed for three groups 

of the study sample. Each questionnaire was divided into a group of key 

variables that were measured on a five-dimensional Likert scale. A panel 

of experts in the field of hospitality management and group of training 

experts were consulted as a way to collect opinions and suggestions on 

the research tools. The survey was piloted on a sample of 35 students, 10 

faculty staff and 5 hotels managers to test its content validity. Then the 

questionnaires were modified according to respondents' comments. 

Crompach's Alpha coefficient was calculated and exceeded 0.7 for all 

items; this means that all items are valid (Henson, 2001). The data 

collected was analyzed statistically using SPSS version 21. the results of 

the study indicated that: There are significant differences between the 

organizational aspects of summer training and the standard level, there 

are significant differences between the intended learning outcomes 

(ILOs) of summer training and the standard level, the organizational 

aspects and training environment of summer training process influences 

separately on intended learning outcomes (ILOs), there are significant 

differences between three departments of faculty of tourism and hotels, 

Minia University with regard to organizational aspects of summer 

training process and there is a significant correlation between trainers 

level and  the intended learning  outcomes (ILOs) of summer training.  

 

Future research implications 
 

This research did not address in details the intended learning outcomes 

targeted by the students summer training and the scope of the study was 

determined in the application to the students of the Faculty of tourism 

and hotels, Minia University. For further researches, it is suggested to 

test the significance framework of intended learning outcomes of student 

training at all faculties of tourism and hotels in Egypt. It is also suggested 

to explore the efficiency of using digital training method to develop 

students training programs at the faculties of tourism and hotels in Egypt. 
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Recommendations 

 Faculty management has to implement binary educational 

summer training programs and develop a variety of new forms of 

cooperation with various tourist establishments. 

 Allocating a budget for summer training to develop 

organizational aspects of summer training. Partnerships with 

interested parties in the tourism sector can be established to 

provide this funding 

 Marketing the faculty students to tourist organizations to facilitate 

the students' association with appropriate summer training 

programs to achieve the targeted educational outcomes 

 Develop a joint plan involving all the training parties (directors of 

tourism organizations, faculty members and students from all 

three departments), in which the intended learning outcomes 

(ILOs) of the summer training programs will determined for all 

departments of the faculty. 

 Conduct field visits by the faculty staff periodically to follow the 

course of the summer training to ensure the achievement of the 

target educational objectives of the summer training. 

 Solving the problems that students may face during the summer 

training and motivate them constantly to ensure that they accept 

the different skills targeted by summer training. 

 Consider the proposed design of the study as well as the equation 

that determine the relationship between the organizational aspects 

of the training process and the training environment and their 

impact on the intended learning outcomes of the summer training. 
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 اٌع١ٕخ ؽغُ ؽغبة اٌّغزخذِخ فٟ ٌٍص١غ ِمبسٔخ رؾ١ٍ١ٍخ "دساعخ (,3125شى١ت, ثبشّبٟٔ, ) .32

 ٚاٌمب١ٔٛٔخ, االلزصبد٠خ اٌعٍَٛ اٌع١ٍّخ, عٍغٍخ ٚاٌذساعبد ٌٍجؾٛس رشش٠ٓ عبِعخ اٌعشٛائ١خ", ِغٍخ

 .211-56(, ص.ص 6) اٌعذد (,74اٌّغٍذ)
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 ك,ْخ: حبلخ دزاسخ)  العت  سٌق ًاحزْبعبد الٌالع رحدّبد ثْا ل, ةة الظْفِ الزدزّت

 ( التنْب عبمعخ , ًالفنبدق السْبحخ

 العسثِ الت,اض

 اٌعًّ عٛق ٚاؽز١بعبد اٌٛالع رؾذ٠بد ث١ٓ ٌٍطالة اٌص١فٟ اٌزذس٠ت ٌذساعخ اٌجؾش ٘زا ٠ٙذف

 صالصخ اٌذساعخ ع١ٕخ شٍّذ ٚلذ ٘زا. ا١ٌّٕب عبِعخ, ٚاٌفٕبدق اٌغ١بؽخ و١ٍخ طالة عٍٝ رطج١مب

 اٌطالة ثزذس٠ت رمَٛ ٚاٌزٟ اٌغ١بؽ١خ إٌّشآد ِذ٠شٞ فٟ األٌٚٝ اٌّغّٛعخ رّضٍذ:  ِغّٛعبد

 ٚاٌفٕبدق اٌغ١بؽخ ثى١ٍخ اٌزذس٠ظ ١٘ئخ اعضبء فٟ فزّضٍذ اٌضب١ٔخ اٌّغّٛعخ اِب اٌص١ف, فزشح فٟ

 اعٍٛة اٌجبؽضبْ اعزخذَ. اٌطالة ِغزّع ٌزّضً اٌضبٌضخ اٌّغّٛعخ عبءد ٚاخ١شا ا١ٌّٕب, عبِعخ –

 اٌزٟ اٌغ١بؽ١خ إٌّشبد ِذ٠شٞ ع١ّع اعزٙذفب ؽ١ش , االٌٚٝ اٌّغّٛعخ ؽبٌخ فٟ اٌشبًِ اٌؾصش

 اعزخذاَ رُ ٚلذ ٘زا. 3122-3127 اٌذساعٟ ٌٍعبَ  اٌص١ف١خ االعبصح خالي اٌطالة ثزذس٠ت لبِذ

 عزخذاَ رُ. ٌٍذساعخ االخشر١ٓ اٌّغّٛعز١ٓ ِٓ ٌىً األِضً اٌؾغُ ٌزؾذ٠ذ Yamane ِعبدٌخ

 اساء ٌزم١١ُ خّبعٟ ١ٌىشد ِم١بط اعزخذَ ؽ١ش االؽصبئ١خ اٌج١بٔبد ٌغّع وٛع١ٍخ االعزج١بْ

 االعزج١بٔبد عشض رُ اٌذساعخ ادٚاد ٚصجبد صذق ٌم١بط ٚ. اٌذساعخ ِزغ١شاد ؽٛي اٌّغزمص١ٓ

 اٌّزخصص١ٓ ِٓ ِغّٛعخ ٚعٍٝ ٚاٌض١بفخ اٌغ١بؽخ صٕبعخ ِغبي فٟ اٌخجشاء ِٓ ِغّٛعخ عٍٝ

 ١٘ئخ اعضبء 21 ٚ طبٌت 46 عذد عٍٝ اعزطالع١خ دساعخ عًّ رُ  ٚوزٌه اٌزذس٠جٟ اٌّغبي فٟ

 ٕ٘بن: أْ اٌذساعخ ٔزبئظ أُ٘ ِٚٓ.   ٌٍزذس٠ت اٌطالة ٠شربد٘ب اٌزٟ اٌفٕبدق ِذ٠شٞ ِٓ 6ٚ رذس٠ظ

 اٌّغزٜٛ ٚث١ٓ فعال اٌّطجمخ اٌص١فٟ ٌٍزذس٠ت اٌزٕظ١ّ١خ إٌٛاؽٟ ث١ٓ اؽصبئ١خ دالٌخ راد فشٚق

 (ILOs) اٌّغزٙذفخ اٌزع١ّ١ٍخ إٌٛارظ ث١ٓ اؽصبئ١خ دالٌخ راد فشٚق ٕ٘بن ا٠ضب اٌّطٍٛة,

 اؽصبئ١خ دالٌخ رٚ اسرجبط ٕ٘بن ٚاخ١شا اٌّطٍٛة اٌّغزٜٛ ٚث١ٓ فعال اٌّؾممخ اٌص١فٟ ٌٍزذس٠ت

 اٌزذس٠ت ِٓ اٌّغٙذفخ اٌزع١ٍّىخ اال٘ذاف ِٚغزٜٛ اٌص١فٟ ثبٌزذس٠ت اٌمبئّْٛ ِغزٜٛ ث١ٓ

  Model ّٔٛرط ِع٠ٕٛخ ثبخزجبس ٚلبِذ اٌزٛص١بد ِٓ ِغّٛعخ اٌذساعخ لذِذ. . اٌص١فٟ

" اٌص١فٟ ٌٍزذس٠ت اٌزٕظ١ّ١خ إٌٛاؽٟ" ِزغ١ش ِٓ وً رؤص١ش ٌم١بط Equation ِعبدٌخ ٚوزٌه

 ِٓ اٌّغزٙذفخ اٌزع١ّ١ٍخ اٌّخشعبد"  ِزغ١ش عٍٝ" اٌص١فٟ ٌٍزذس٠ت اٌزذس٠ج١خ اٌج١ئخ" ِٚزغ١ش

 ."اٌص١فٟ اٌزذس٠ت

اٌفٕبدق -اٌّغزٙذفخ اٌزع١ّ١ٍخ اال٘ذاف -اٌص١فٟ اٌزذس٠ت -اٌطالة:اٌذاٌخ اٌىٍّبد  
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Abstract:- 

This paper deals with a collection of al-Subei‘i family tombstones in 

Zawyet Sultan cemetery due to their importance in identifying their 

owners‘ names, titles and dates of death. It also aims to identify some of 

the inscriptions contained in these tombstones. The researcher adopts the 

descriptive analytical methodology and he concludes some important 

results including: - Numerating the collection of inscriptions on these 

tombstones, the reference to the types of calligraphies and titles engraved 

on these tombstones. 

 

Key words :-( mausoleum- tombstone- death- grave- Zawyet).  

Introduction to Zawyet el-Amwat (Zawyet Sultan): -  

Zawyet Sultan or Zawyet el-Amwat locates on the east bank of the Nile 

near the city of Minya; a well-known province, which is called al-Koum 

al-Ahmar, had also some monuments dated back to the Old Kingdom era, 

including a pyramid base and some Pharaonic tombs to the rulers, their 

advisers and notables of the province. The monks used these graves as 

places of residence and worship and this can be seen clearly from the 

remains of black carbon resulting from the lampstands within the tombs 

as well as the remaining dyes and inks on the walls. There are also some 

remains of Hebenu city which was at one time the capital of a Nome 

whose symbol was the oryx (
2
). 

In this province, especially to the north of the Pharaonic monuments, 

some Roman relics can be seen, namely the fence separating the 

Pharaonic monuments from Zawyet el-Amwat. It seems that this wall was 

                                                           
2
-Abd Alhamid zayid: Athar Al Mania Alkhalidah, Al Hayya Alaqlimia litnshit Alsayha 

bi ElMinia, 1960, p.18. 
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a wall of a Roman fort because that area was a military zone in the past. 

This is evidenced by the presence of a watch-tower or the so-called (al-

Nazzara) (
3
) on top of the mountain. Many stone-cut coffins were found 

in the streets among the cemeteries. These were dated back to the 

Pharaonic and Ptolemaic eras. People used them to put water and fodder 

for their own livestock.  

The remains of the Roman city can be seen in the wells remaining from 

the Roman era. This indicates that Zawyet el-Amwat was a Pharaonic city 

that lasted until the Coptic era and the Romans used it as a military zone. 

Therefore, they dug wells inside their fences to be used for drinking 

during the siege and in case of the Nile waters recession. It is astonishing 

to see the way of digging these wells that made them remain throughout 

ages and contain pure water that the residents used for drinking. They 

were dug at depths that one can‘t see their bottoms. They were lined with 

burnt bricks (red bricks) in a magnificent manner of stacking and 

construction. The presence of these wells in that region was an incentive 

to the monks to stay there, as they managed to come down from the 

heights of mountain and the desert to get their needs of water for 

themselves and their Fathers(
4
).  

Tombstones:- 

Islamic Egypt is characterized by the abundance of the discovered 

tombstones, i.e., the slabs of different types of stones and marble placed 

over the grave to indicate the deceased. There was unanimous agreement 

between fuqahaa and jurists upon the hatred of constructing graves, 

decorating them or writing upon them. However, some did not abide by 

this and there was evident increasing care for these tombstones, which 

included Basmalah, a brief synopsis of the deceased, a tribute to the 

remembrance of Allah and exultation to His prophet, some phrases of 

unification such as the Two Testimonies and the date of death. As for the 

Coptic tombstones, the Coptic artist was also interested in mentioning 

                                                           
3
- Abd Alhamid zayid: Athar Al Mania Alkhalidah, Al Hayya Alaqlimia litnshit Alsayha 

bi ElMinia, p.22. 

4
Mustafa Abd Allah shayhai, Dirasa Tarikhia Wa'athria Lashawahid Alqubur 

Alislamiya, AlQahira, maktab Aljamiea lilttaba, 1984, p55. 



Minia Journal of Tourism and Hospitality Research              Vol. 1, Issue 2, December, 2017 

- 232 - 
 

some religious statements at the beginning of the tombstone and he 

concluded with prayers statements for the deceased. (
5
). 

The Importance and Motives to Choose the Subject: -  

1. Highlighting the main value of these tombstones and their artistic 

and aesthetic decorative value. 

3. Identifying information about the various names, countries and titles 

inscribed on the tombstones. 

4. Studying these tombstones provides valuable information about the 

history of these deceased individuals, the aspects of their lives and the 

dates of their death. 

5. Identifying some invocatory and memorial phrases presented in 

these tombstones. 

6. Identifying the various types of inscriptions used in these 

tombstones. 

 7- Highlighting the archaeological importance of Zawyet Sultan 

cemetery and its graves. 

8. Referring to the raw materials that used in building of these 

tombstones and methods of their implementation. 

Research Methodology:- 

      The research adopts the descriptive analytical methodology as the 

researcher carries out a descriptive and analytical study of a selected 

sample of the tombstones in Zawyet Sultan cemetery, namely those of al-

Subei‘i Family, in order to identify the artistic and aesthetic features of 

their calligraphy and decoration. The researcher will describe, read and 

analyze them technically by tracing the techniques calligraphy, decoration 

and aesthetic values worthy of study. This approach is common in 

researches and studies based on studying a certain phenomenon.  

The descriptive approach is also known as a set of research procedures 

that are integrated to describe the phenomenon or topic depending on the 

facts and data collection and their scientific accurate classification, 

procession and analysis, so as to extract their meaning and reach results or 

generalizations on the phenomenon or subject matter under investigation.  

                                                           
5
Hassan Albasha, Ahammiat Shawahid Alqubur bi wasfiha msdaran litarikh Aljazeera 

Alearabiat fi Alathr Alislamiya dimn kitab Tarikh Masadir Tarikh Aljazeera Alarabi, 1
st
 

edition, 1979A.D, p.166. 
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Brief Background of al-Subei’i Family: -  

The al-Subei‘i Family is one of the well-known families that originated in 

Minya Governorate and invested their money in agriculture and trade. 

They were like other feudal families of Minya (Pashas and Beys) 

possessing vast areas of agricultural lands. Most of these were 

concentrated in the village of Bani Ahmad, at the Minya directorate, 

Minya governorate. The Survey Authority still calls an area of the Eastern 

borders of Bani Ahmad village as Hawd al-Subei‘ (or Basin of al-Subei‘), 

as shown on the survey map implemented in 1952 at a scale of 1: 500. 

These properties were inherited by three of al-Subei‘s sons, namely Haj 

Ismail al-Subei‘, Haj Mohammad al-Subei‘ and Ali Bey al-Subei‘ who 

were born in Minya and set up al-Subei‘ Palace with their father in 1890 

AD. This palace locates currently in al-madrasa al-thanaweya Street 

intersecting with al-Fouly Mosque Street. Minya Security Directorate 

used it as a rest-house for the notable visitors. Haj Ismail died on 

Tuesday, the 16
th

 of Jamada II 1342 AH, corresponding to January 22, 

1924 AD. Ali Bey al-Subei‘ was the father of Haj Tulba Ali al-Subei‘ and 

Haj Sayyed Ali al-Subei‘. The latter had a son called Tawfiq, who died on 

Saturday 22 Rajab 1341 AH corresponding to March 10, 1923 AD (
6
). 

As for Haj Tulba al-Subei‘, he was the father of Mahmoud Bey Tulba and 

Huda Tulba Ali al-Subei‘ who died in the same year and month but within 

eighteen days as Mahmoud Bey died on Wednesday 29 Jamada I 1346 

AH, corresponding to November 23, 1927 AD and Huda Tulba died on 

Saturday, 11 Jumada I 1346 AH, corresponding to November 5, 1927 

AD. Mahmoud Bey Tulba Ali al-Subei‘ played a prominent national role 

in the 1919 Revolution. He also had a good relationship with the family 

of Sultan Pasha located near al-Lamti Mosque, because of the nature of 

the work of Sultan Pasha, as he the Ministry of Agriculture entrusted him 

to oversee the lands of Upper Egypt and collect the due taxes on their 

landlords(
7
). 

Descriptive Study of these Tombstones:- 

This paper is concerned with an aesthetic and artistic study of seven 

tombstones of al-Subei‘. They locate in the family‘s graveyard in 

Zawyet el-Amwat village in Minya governorate, these tombstones are 

sorted according to the date of death as follows:- 

                                                           
6
This information's were collected from ancestors of the family who lived in Minia city.     

7
This information's were collected from ancestors of the family who lived in Minia city.     
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- Tombstone of al-Sett Mestamlik (1302 AH). 

- Tombstone of Tulba Ali al-Subei‘ (1331 AH-1913 AD). 

- Tombstone of Mohammed al-Subei‘ and his Brothers(1341 AH – 

1923 AD). 

- Tombstone of Fatima the daughter of Mohammed Othman (1345 

AH). 

- Tombstone of Mahmoud Bey Tulba al-Subei‘ (1346 AH - 1927 

AD). 

- Tombstone of Huda Tulba al-Subei‘ (1346 AH – 1927 AD). 

- Tombstone of Hanim Ibrahim Fazlah (1349 AH – 1930 AD). 

First: Tombstone of al-Sett Mestamlik (pl.1): - 

Location: the graveyard of al-Subei‘ family in Zawyet el-Amwat, known 

as Zawyet Sultan to the East of Minya governorate. 

Raw material: - marble. 

Kind of script: Nasta
c
liq 

Lines: 8 lines. 

Date of death:-1302A.H-1312A.H. 

References: - published for the first time. 

It reads as follows:- 

 In Arabic Transliteration 

First Line  ٟاٌجبل ٛ٘ Howal Baqi 

Second Line  ٘زا لجش اٌغذ ِغزٍّه Haza Qabr al-Sett Mestamlik 

Third Line ٍٟؽشَ اٌّشؽَٛ ع١ذ أفٕذٞ ع Haram almarhoum Sayyed 

Effendi Ali 

Fourth Line   2413رٛف١ذ عٕخ Twofeyat sanat 1302 

Fifth Line  ُٔٚوش٠ّزٙب اٌغذ ٘ب Wakaremateha al-sett hanim  

Sixth Line  ٍٟوش٠ّخ اٌّشؽَٛ ع١ذ أفٕذٞ ع Karimat almarhoum Sayyed 

Effendi Ali  

Seventh Line   2423رٛف١ذ عٕخ Twofeyat sanat 1312 

Eighth Line ٗاٌٝ سٚؽٙب اٌفبرؾ Ela rawheha al-Fatiha  
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These translate as follows:- 

 In English  

First Line  The Everlasting  

Second Line  This is the tomb of al-Sett Mestamlik  

Third Line The spouse of Sayyed Effendi Ali 

Fourth Line  Died in 1302 

Fifth Line  And her daughter al-sett Hanim 

Sixth Line  The daughter of the Late Sayyed Effendi Ali  

Seventh 

Line  

Died in 1312  

Eighth Line The Fatiha to her soul  

Description of the Tombstone: - 

The tombstone appears in the form of a rectangular slab that its upper part 

ends with a square upright shaft that includes eight lines. The last line is 

devastated and it is written in a gilded relief of Nasta'liq script on a 

marble base. The lines are separated with straight relief gilded lines, but 

the headstone has no decorations. 

Second: - The Tombstone of Tulba Ali al-Subei’ (pl.2-fig4): - 

Location: the graveyard of al-Subei‘ family. 

Raw material:- limestone. 

Kind of script: Nasta
c
liq  

Lines: 10 lines. 

Date of death:-1331A.H-1913A.H. 

References: - published for the first time. 
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It reads as follows:- 

 In Arabic Transliteration 

First Line  ٟاٌؾٟ اٌجبل ٛ٘ How al Hayyu al-Baqi 

Second Line  ٘زا لجش اٌّغفٛس Haza qabr al-maghfour 

Third Line اٌؾبط طٍجخ ٌٗ Lahu al-haj Tulba 

Fourth Line    .عٍٟ اٌغج١ع Ali Al-Subei
c
 

Fifth Line  اٌّزٛفٝ إٌٟ سؽّخ Al-mutawaffa ila rahmat 

Sixth Line  .َٛهللا رعبٌٝ فٟ ٠ Allahu ta‘ala fe youm 

Seventh Line   سث١ع 36األسثعبء Al-arba‘aa 25 rabee‘ 

Eighth Line  2442اٌضبٟٔ عٕخ Al-thani sanat 1331 

Ninth Line  ًعٕخ ١ِالد٠خ 2124إثش٠ April 1931 sana meladeya 

Tenth Line إٌٟ  سٚؽٗ اٌفبرؾخ Ila ruhoh al-Fatiha 

These translate as follows:- 

 In English  

First Line  He is The Ever-Living, The Everlasting  

Second Line  This is the tomb of the forgiven  

Third Line Haj Tulba  

Fourth Line  Ali al-Subei‘ 

Fifth Line  Who passed away to the mercy of  

Sixth Line  Allah Almighty on 

Seventh Line  Wednesday, 25 of Rabia  

Eighth Line II 1331  

Ninth Line  April 1913 AD  

Tenth Line  The Fatiha to his soul  
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Description of the Tombstone: - 

The tombstone appears in the form of a rectangular slab that its upper part 

ends with a rectangular shaft. It includes ten lines, written in Nasta'liq 

script on a green background. It has no decorations. 

Thirdly: - The Tombstone of Mohammed al-Subei’ and his Brothers 

(pl.3-fig3):-  

Location: the graveyard of al-Subei‘ family. 

Raw material: - Marble. 

Kind of script: Nasta'liq  

Lines: 9 lines. 

Date of death:-1341A.H 1923A.D -1342A.H1924A.D. 

References: - published for the first time. 

It reads as follows:- 

 In Arabic Transliteration 

First Line  ٓ٘زا لجش اٌّشؽ١ِٛ Haza qabr almarhomain 

Second Line  اٌّشؽَٛ اٌؾبط اٌّشؽَٛ رٛف١ك Almarhom alhaj – Almarhom 

Tawfiq 

Third Line ِؾّذ اٌغج١ع  ع١ذ عٍٟ اٌغج١ع Mohammed al-Subei‘- Sayyed 

Ali al-Subei‘ 

Fourth Line  َٛٚأخ١ٗ اٌؾبط  اٌّزٛفٟ ٠ Wa akhih alhaj – almotawaffa 

youm 

Fifth Line   سعت 33إعّبع١ً اٌغج١ع  اٌغجذ Ismail al-Subei‘ – assabt 22 

Rajab 

Sixth Line   اٌّزٛفٟ ٠َٛ اٌضالصبء  عٕخ

 ِٛافك2452

almotawaffa youm athoulathaa‘ 

– 1341 – mowafiq 

Seventh Line  27   ٟٔ16 ِبسط 21عّبد اٌضب Jamada Althani – 10 Mares 

Eighth Line  2134ِٛافك  عٕخ  2453عٕخ Sanat 1342  - mowafiq sanat 

1923 

Ninth Line 33  22 ٠2135ٕب٠ش عٕخ Yanayer sanat 1924 



Minia Journal of Tourism and Hospitality Research              Vol. 1, Issue 2, December, 2017 

- 238 - 
 

These translate as follows:- 

 In English 

First Line                        This is the grave of the two late 

Second Line  The late Haj                                   the late Tawfiq  

Third Line Mohammed al-Subei‘                 Sayyed Ali al-Subei‘ 

Fourth Line  And his Haj brother                    died on  

Fifth Line  Ismail al-Subei‘                         Saturday 22 Rajab  

Sixth Line  Died on Tuesday                       1341 – corresponding to  

Seventh 

Line  

16 Jamada II                             10 March  

Eighth Line On 1342                                    corresponding to  

Ninth Line  22 January 1924  

Description of the Tombstone: - 

The tombstone appears in the form of a rectangular slab. It has nine lines, 

the first eight of which consist of two parts written in relief Nasta'liq 

script on a marble base. A relief straight line separates each couple of 

them. The tombstone has no decorations. 

Fourth: The Tombstone of al-Sett Fatima, the daughter of 

Mohammed Othman (pl.4-fig.1):-  

Location: the graveyard of al-Subei‘ family. 

Raw material: - Marble. 

Kind of script: Nasta'liq  

Lines: 5 lines. 

Date of death:-1345A.H. 

References: - published for the first time. 
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It reads as follows:- 

 In Arabic Transliteration 

First Line  ٘زا لجش اٌّشؽِٛخ Haza qabr almarhouma  

Second Line  اٌغذ فبطّخ al-Sett Fatima 

Third Line ْثٕذ ِؾّذ عضّب Bent Mohammed Othman 

Fourth Line   َٛ37رٛف١ذ ٠  Towofeyat youm 26  

Fifth Line   2456سث١ع أٚي عٕخ Rabii‘ awal sanat 1345  

These translate as follows:- 

 In English 

First Line  This is the grave of the late  

Second Line  Lady Fatima  

Third Line 
the daughter of Mohammed Othman  

Fourth Line  Who died on 26  

Fifth Line  Of Rabi I 1345 AH. 

Description of the Tombstone: - 

The tombstone appears in the form of a rectangular slab that its upper part 

ends with a rectangular upright shaft above which five lines are inscribed 

in a gilded relief of Nasta'liq script. A relief straight line separates each 

couple of lines. The scripted lines occupy nearly the total area of the 

tombstone. The headstone has no decorations at all.  

Fifth: - Tombstone of Mahmoud Bey Tulba (pl.5):-  

Location: the graveyard of al-Subei‘ family. 

Raw material:- Marble. 

Kind of script: Nasta'liq 

Lines: 7 lines. 



Minia Journal of Tourism and Hospitality Research              Vol. 1, Issue 2, December, 2017 

- 240 - 
 

Date of death:-1346A.H-1927A.H. 

References: - published for the first time. 

It reads as follows:- 

 In Arabic Transliteration 

First Line  ٟاٌؾٟ اٌجبل ٛ٘ Howal Hayyu al-Baqi 

Second Line  ٘زا لجش اٌّغفٛس ٌٗ ِؾّٛد Haza qabr al-maghfour Lahu 

Mahmoud 

Third Line ٟثه طٍجخ اٌغج١ع رٛف Bey Tulba al-Subei‘ Towaffa  

Fourth Line  َٛإٌٝ سؽّخ هللا رعبٌٝ ٠ ila rahmat Allah Ta‘ala youm  

Fifth Line   عّبد أٚي. 31أسثعبء Arba‘aa 29 Jumad awal  

 Sanat 1346 almuwafiq 23 34اٌّٛافك  2457عٕخ  

إٌٟ سٚؽٗ  2132ٔٛفّجش عٕخ  

 اٌفبرؾخ

November sanat 1927 Ila 

ruhoh al-Fatiha 

These translate as follows:- 

 In English 

First Line  He is The Ever-Living, The Everlasting 

Second Line  This is the tomb of the forgiven Mahmoud  

Third Line 
Bey Tulba al-Subei, who passed away  

Fourth Line  to the mercy of Allah Almighty on  

Fifth Line  Wednesday 29 Jamada I  

Sixth Line  1346, corresponding to 23  

Seventh 

Line  

November 1927, The Fatiha to his soul  
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Description of the Tombstone: - 

The tombstone appears in the form of a rectangular slab that its upper part 

ends with a rectangular upright shaft. It includes seven lines inscribed in a 

gilded relief of Nasta'liq script on a marble base. a straight relief of gilded 

line separates each couple of lines.  

Sixth: - Tombstone of Huda Tulba al-Subei’ (pl.6-fig2)  

Location: the graveyard of al-Subei‘ family. 

Raw material:-Marble. 

Kind of script: Nastalig  

Lines: 7 lines. 

Date of death:-1346A.H-1927A.H. 

References: - published for the first time. 

It reads as follows:- 

 In Arabic Transliteration 

First Line  ٟاٌؾٟ اٌجبل ٛ٘ Howal Hayyu al-Baqi 

Second Line  ٜ٘زا لجش اٌّشؽِٛخ ٘ذ Haza qabr al-marhouma 

Huda  

Third Line طٍجخ اٌغج١ع رٛف١ذ Tulba al-Subei’ Towofeyat  

Fourth Line  َٛإٌٝ سؽّخ ِٛال٘ب ٠ ila rahmat mawlaha youm  

Fifth Line   عّبد أٚي 22اٌغجذ Assabt 11 Jumad awal  

Sixth Line  6اٌّٛافك  2457عٕخ Sanat 1346 almuwafiq 5 

Seventh   2132ٔٛفّجش عٕخ َ November sanat 1927  
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These translate as follows:- 

 In English 

First Line  He is The Ever-Living, The Everlasting 

Second Line  This is the tomb of the forgiven Huda  

Third Line Tulba al-Subei‘, who passed away  

Fourth Line  to the mercy of her Lord on  

Fifth Line  Saturday 11 Jamada I  

Sixth Line  1346, corresponding to 5  

Seventh 

Line  

November 1927 AD  

Description of  the Tombstone: - 

The tombstone appears in the form of a rectangular slab with a square 

upper shaft. It includes seven lines inscribed in a gilded relief of Nasta'liq 

script on a marble base. A straight relief of gilded line separates each 

couple of lines. The headstone has no decorations at all.  

Seventh: - Tombstone of Al-sett Hanim Ibrahim Fazlah(pl.7)  

Location: the graveyard of al-Subei‘ family. 

Raw material:- Marble. 

Kind of script: Thuluth.   

Lines: 6 lines. 

Date of death:-1349A.H-1930A.H. 

References: - published for the first time. 
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It reads as follows:- 

 In Arabic Transliteration 

First Line  ٘زا لجش اٌّشؽِٛخ اٌغذ Haza qabr al-marhouma al-

Sett 

Second Line  ٘بُٔ إثشا١ُ٘ فظٍخ Hanim Ibrahim Fazlah 

Third Line رٛف١ذ إٌٟ سؽّخ ِٛال٘ب Towofeyat ila rahmat 

mawlaha 

Fourth Line   سث١ع األٚي ٠7َٛ اٌغّعخ youm aljumaa 6 rabii‘ al-awal  

Fifth Line   اٌّٛافك أٚي أغغطظ 2451عٕخ Sanat 1349 almuwafiq awal 

Augustus  

Sixth Line  2141عٕخ Sanat 1930  

These translate as follows:- 

 In English 

First Line  This is the tomb of the forgiven al-Sett  

Second Line  Hanim Ibrahim Fazlah 

Third Line who passed away to the mercy of her Lord 

Fourth Line  on Friday 6 Rabi I  

Fifth Line  1349 corresponding to the first of August  

Sixth Line  1930  

Description of the Tombstone: - 

The tombstone appears in the form of a rectangular slab that its upper part 

ends with a rectangular upright shaft.  It includes six lines inscribed in a 

Thuluthscript on a marble base. A straight relief of gilded line separates 

each couple of lines. The headstone has no decorations at all.  
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Analytical study: - 

Some tombstones of Tulba al-Subei‘ family in Zawyet al-Amwat in 

Minya include some phrases of praising God Almighty such as the 

Everlasting(as pl.2,pl.3,pl.4,pl.5), There are also some provocative 

phrases, records to the date of death as well as some titles. 

First: The Phrases of Glorifying Allah Almighty(
8
): - 

The first line in some tombstones begins with ―ٟاٌؾٟ اٌجبل ٛ٘, Howal Hayyu 

al-Baqi‖ which means ―He is The Ever-Living, The Everlasting‖ such as 

the tombstone of Tulba Ali al-Subei‘, Ibrahim Bey Khalifa, Mahmoud 

Bey Tulba al-Subei‘ and Huda Tulba al-Subei‘, whereas the phrase of ― ٛ٘

 Howal al-Baqi‖ which means ―He is The Everlasting‖ is inscribed ,اٌجبلٟ

on the tombstone of al-Sett Mestamlik. 

Second, Supplication Phrases: - 

Some tombstones of al-Subei‘s family include some supplication Phrases 

in supplication to God to ask for His mercy, pardon and forgiveness. They 

are in forms that suit the character of the deceased. 

 ila rahmat Allah Ta’ala” which means ―To the ,إٌٟ سؽّخ هللا رعبٌٝ― •

Mercy of God Almighty" on the tombstone of Mahmoud Bey Tulba 

al-Subei‘ and Tulba Ali al-Subei‘. 

 ila rahmat mawlaha" which means ―To the Mercy ,إٌٟ سؽّخ ِٛال٘ب" •

of her Lord" on the tombstone of Huda Tulba al-Subei‘ and al-Sett 

Hanim Ibrahim Fazlah.  

 al-maghfour Lahu" which means the forgiven, on the:اٌّغفٛس ٌٗ" •

tombstone of Mahmoud Bey Tulba al-Subei‘ and Tulba Ali al-Subei‘. 

• ― ٚؽٗ اٌفبرؾٗإٌٝ س : Ila ruhoh al-Fatiha" which means ―the Fatiha to his 

soul‖ as stated on the tombstone of Tulba Ali al-Subei‘.  

The tombstone of Abdul Rahman al-Hajari‖ dated back to 31 AH / 

651 AD and preserved at the Museum of Islamic Art in Cairo is the 

oldest tombstone with provocative phrases asking God for mercy such 

as ―ٌٗ اٌٍُٙ أغفش ٌٗ, أعزغفش:  Allahumma Ighfer lahu: Istaghfer lahu‖ 

                                                           
8
Mohammed Hamza Ismail al-Haddad, "Qarafet al-Qahira fe Asr al-Salatin al-Mamalik 

"Derasah Hadareya Athareya",p.133. 
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which means "O Allah, forgive him, Ask God for forgiveness for 

him‖ (
9
). 

Third: Means of Recording the Date of Death: - 

Numerous types of calendars are used to record the date of the 

tombstones of al-Subei‘s family. Examining these dates, it can be noted 

that there are no dates in Coptic calendar (
10

), but they inscribed the Hijri 

(
11

) or Gregorian months (
12

). In addition, the first to useGregorian 

calendar in the official divans was Khedive Ismail in the first of January, 

1876 instead of the Coptic calendar that was used in some businesses of 

correspondence and agriculture. The Gregorian calendar was also used in 

some archaeological inscriptions and the tombstone of Ali Pasha is the 

oldest and first to have the Gregorian calendar in the Egyptian 

architecture(
13

). It had inscriptions like: Saturday, Rabi‘ II 1310 

corresponding to 29 October 1892 AD.  

The dates of death are also inscribed on the tombstones in three 

forms as follows: - 

First Form: The Hijri Calendar in Arabic Figures only: - 

As the Hijri dates are written in Arabic figures with reference to the 

designation of the month and year as in the tombstone of "Fatima Bent 

Mohamed Othman", i.e., (  .(Rabi‘ I of 1345 AH 26 , 2456سث١ع أٚي عٕخ  37

Second Form: Combining of Hijri calendar and Gregorian calendar 

with Arabic figures: - 

Most tombstones of al-Subei‘s family are a combination of Hijri and 

Gregorian calendars with Arabic figures and reference to the day of death 

                                                           
9
Hassan Albasha, Ahammiat Shawahid Alqubur bi Wasfiha Msdaran Litarikh Aljazeera 

Alearabiat fi Alathr Alislamiya dimn kitab Tarikh Masadir Tarikh Aljazeera Alarabi, 1
st
 

edition, 1979A.D, p.166. 

10
Coptic months  : Baba - Hatour - kahik - Tuba - Amshir - Biramhat - Bermuda - 

Bishins - Biwuwna – Abib-Msryi. 
11

Arabic months : Almuharram - Safar - Rabiaa Alawl - Rabiaa Althani - Jamad Alawl - 

Jamad Althani - Rajab - shaaban - Ramadan - shawl - Zhu Al-Qaida - Zhu Alhaja. 

12
Al'afranjia Months: January – February - March - April - Mai - June - July - August - 

September - October - November - December. 

13
Mustafa Barakat, Alniqush Alkitabia Ala Aamair madinat alQahira fi Alkarn Alttasia 

Ashar, Dirasa fania Atharia, unpublished PhD thesis, Archeology faculty, Cairo 

University, 1991A.D, p.256. 
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(Saturday, Sunday, Monday, etc.) In addition, the date includes the 

denomination of the day, month and year. For example: -  

- Tombstone "Tulba Ali al-Subei‘" took the form ( سث١ع اٌضبٟٔ عٕخ  36األسثعبء 

عٕخ ١ِالد٠خ 2124إثش٠ً  3/  2442 : Wednesday 25 Rabii‘ II of 1331 AH/ 2
nd

 of 

April 1913 AD). 

- Tombstone of "Mohammed al-Subei‘, Ismail al-Subei‘, Tawfiq Sayyed 

Ali" took the form ( ,  ٠َٛ ٠2135ٕب٠ش  33/  2453عّبد اٌضبٟٔ عٕخ  ٠27َٛ اٌضالصبء 

2134ِبسط عٕخ  21/ 2452سعت عٕخ  33اٌغجذ  : Tuesday, 16 Jamada II 1342 

AH/22 January 1924 AD, on Saturday, 22 Rajab 1341/10 March 1923). 

- Tombstone of "al-Sett Hanim Ibrahim Fazlah" took the form (  ٠7َٛ اٌغّعخ 

2141/ أٚي أغغطظ عٕخ  2451سث١ع األٚي عٕخ   : Friday 6 Rabi‘ I 1349 AH/ the 

first of August 1930 AD). 

- Tombstone of "Mahmoud Bey Tulba al-Subei‘" took the form ( ٠َٛ األسثعبء

 Wednesday, 29 Jamada I 1346:  2132ٔٛفّجش عٕخ  34/  2457عّبد أٚي عٕخ  31

AH/23 November, 1927 AD). 

- Tombstone of "Huda Tulba al-Subei‘" took the form ( عّبد  ٠22َٛ اٌغجذ 

2132ٔٛفّجش عٕخ  6/  2457أٚي عٕخ  : Saturday 11 Jumada I 1346 AH/5 

November, 1927 AD).  

Third Form: Combination of the Hijri Calendar and the Gregorian 

year only: - 

As the Hijri and Gregorian dates were mentioned only with the year 

without mentioning the day or month of death on the tombstone of "al-

Sett Mestamlik" in the form ( 2423/ عٕخ  2413عٕخ   : In the year of 1302 / 

1312).  

Fourth: The titlesinscribed on the Tombstones: - 

The title was then used in the position of epithets to praise (
14

). It was 

frequently used in this sense, as the author of ―al-Madkhal‖ said - perhaps 

he was a Maliki - that it was a banned innovation due to the extravagance 

in titles and description of man(
15

). 

The tombstones of al-Subei‘s family also included some honorary titles 

like Bey, Haj, Effendi for men and al-Sett and Karimat for women as well 

as other titles such as al-Marhoum for the dead.  

                                                           
14

Hassan Albasha, Al-Alqab Al-Islameya Fe al-Tarikh wal Watha'iq wal Athaar, Dar al-

Nahda al-Arabeya, Cairo, 1989AD, p.112. 

15
Mustafa barkat, Al-Alqab wal Wazaif Al-Othmania dirasa fi Tatawur Al-Alqab wal 

Wazaif Monzo Alfath Alothmani li Misr hata Algha Al-Khalifa Alothmaniya (mn khilal 

Alathr wal Watha'iq wal makhtutat) 1517 - 1924, Dar Ghareeb edition, 1
st
 edition, 

2000A.D, p. 11. 
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Honorary Titles: - 

Bey: “ثك”:- 

The word entered English from Turkish ―bey‖, itself derived from Old 

Turkic ―beg‖ which - in the form ―bäg‖(
16

). It is usually considered a 

borrowing from the Persian language and means the sage, sacred or leader. 

The Mongols and Turkmen used it as an honorary title and it equals in its 

meaning the Arabic word ―Amir – أ١ِش‖. it was first dubbed on Tughril Bey, 

the founder of Seljuk dynasty in 450 AH / 1058 AD, then its use expanded to 

include princes and Sanjaks in the Ottoman period to those who were lower 

in rank than Pasha. This title was added to the rank of its bearer such as 

―Sanjak Bey‖(
17

).  

In the late Ottoman era, the Sultan granted it to the sons of those having 

the title of ―Pasha‖ and military men holding the rank of Mayor but with 

the downfall of the Ottoman Empire, its Ottoman official sense faded 

away in the Arab countries. However, it was frequently used by the 

commons when addressing those occupying prominent positions as a 

civilian title of respect and veneration (
18

). This title was inscribed on the 

tombstone of Mahmoud Bey Tulba al-Subei‘.  

Haj or الحبط: - 

It was one of the titles of state majors in its meaning, even if he was not a 

pilgrim and did not undertake the holy journey of pilgrimage to al-Masjid 

al-Ḥarām. So, it was dubbed on them just like those who made pilgrimage 

to al-Masjid al-Ḥarām(
19

). This is an honorary title that many are keen on 

getting after the performance of the Hajj as it bestows veneration, 

reverence and respect of people upon its holder for performing the fifth 

pillar of Islam, namely the Hajj to Mecca(
20

). 

                                                           
16

Hassan Albasha, Al-Alqab Al-Islameya Fe al-Tarikh wal Watha'iq wal Athaar, Dar al-

Nahda al-Arabeya, p.115. 

17
Mustafa Abd Alkarim, Moajam Al-Mustalahat wal' Alqab Altarikhia, Mawswat 

Alrisala, 1
st
 edition, Beirut, 1996A.D, p. 83. 

18
Mustafa barkat, Al-Alqab wal Wazaif Al-Othmania dirasa fi Tatawur Al-Alqab wal 

Wazaif Monzo Alfath Alothmani li Misr hata Algha Al-Khalifa Alothmaniya,p119. 

19
Hassan Albasha, Al-Funoon Al-Islameya wal Waza'if ala al-Athaar al-Arabeya", Part 

2, Dar al-Nahda al-Arabeya, Cairo, 1966, p.255. 

20
Mustafa barkat, Al-Alqab wal Wazaif Al-Othmania dirasa fi Tatawur Al-Alqab wal 

Wazaif Monzo Alfath Alothmani li Misr hata Algha Al-Khalifa Alothmaniya,p123. 

https://en.wikipedia.org/wiki/Turkish_language
https://en.wikipedia.org/wiki/Old_Turkic
https://en.wikipedia.org/wiki/Old_Turkic
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This title was inscribed on the tombstones of Tulba Ali al-Subei‘, 

Mohamed al-Subei‘, Ismail al-Subei‘, Tawfiq Sayyed Ali.  

Effendi ُوفند: - 

A Greek term entered Turkish language with interpolation. It means the 

master. It was used on a large scale in the Ottoman era between the 

intellects class as a title of honor as it was dubbed on the holders of 

important positions such as physicians, Sheikhs of Islam and sons of the 

sultans and the like. Its use was also common in Egypt during the reign of 

Muhammad Ali Pasha and his successors and people also used to call the 

Khedive as Effendi (
21

). This expression is still a colloquial term used by 

the commons in the Levant. It was inscribed on the tombstone of al-Sett 

Mestamlik.  

Titles of Women: - 

 - :Al-Sett (The Lady) :السذ 

A general title called on women as a part of the composite titles like ―sett 

al-settat or the bet of ladies‖(
22

). This title was inscribed on the Egyptian 

tombs during the thirteenth century of Hijira or the 19
th

 century AD. 

Aisha Hanim is considered the first to be dubbed with this title as it can 

be seen inscribed on her tombstone in the graveyard of Ali Pasha 1255 

AH, and then it was dubbed on Khadija Hanim, the wife of Ibrahim 

Pasha, the son of Muhammad Ali. It can be seen in the text of establishing 

her grave in 1277 AH (
23

). It was also inscribed on the tombstone of 

Fatima Bent Mohammed Othman, Al-Sett Hanim Ibrahim Fazlah and al-

Sett Mestamlik. 

 - :”Karimat which means “The Daughter :كسّتخ

This title took the feminine form in many inscriptions in the Mamluk 

Egyptian architecture to refer to the meaning of filiation (daughter). It was 

inscribed on the tombstone of al-Sett Mestamlik in an indication that she 

is the daughter of al-Sett Hanim the daughter of the late Sayyed Effendi 

Ali.  

Epithet Titles: - 

                                                           
21

Hassan Albasha, Al-Funoon Al-Islameya wal Waza'if ala al-Athaar al-Arabeya", Part 

2, Dar al-Nahda al-Arabeya, Cairo, 1966, p.257. 

22
Hassan Albasha, Al-Alqab Al-Islameya Fe al-Tarikh wal Watha'iq wal Athaar,p.145. 
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 - :al-Marhoum (the Late) :التسحٌم 

An Epithet qualifying the deceased and this is almost common among the 

Muslims as they often mention the deceased person's name in talking or 

writing preceded by the wording of the late as a kind of respect to the 

deceased and alert to the listener and reader that such a person is not 

alive. In addition, this epithet stemmed from the hope that God may have 

mercy upon the deceased (
24

). 

This title was inscribed on the tombstone of Fatima Bent Mohammed 

Othman, Mohammed al-Subei‘, Ismail al-Subei‘, Tawfiq Sayyed Ali, al-

Sett Hanim Ibrahim Fazlah, Huda Tulba al-Subei‘ and the tombstone of 

al-Sett Mestamlik.  

al-Maghfour lahu: التغفٌز لو (the Forgiven): - 

It is the participle of ghafara (forgive), it implies the wish that God may 

forgive the deceased (
25

). It came in the form of التغفٌز لو (al-Maghfour 

lahu which means the forgiven) as a title on the tombstone of Tulba Ali 

al-Subei‘, and the tombstone of Mahmoud Bey Tulba al-Subei‘. 

Materials used for Making the Tombstones: - 

Marble:-  

Tombstones are often carved into solids materials, so they were carved 

and inscribed on the hardest and finest types of marble and limestone. As 

for the tombstones of al-Subei‘ family, they were made of marble, i.e., 

limestone that can be polished. Although many marble types are extracted 

from Egypt, most of the marbles used currently are imported from foreign 

countries such as Italy, Turkey and others. As for the most important 

types of marble and quarries in Egypt: the first type is called al-Assiouti. 

(
26

)It is extracted from Jebel Selim Pasha near al-Qusair area. There are 

also other types of marble called Squirrel, Green, Yellow and the 

coloured in Jebel al-Rukham (the Mount of Marble) near Bayad district in 

Beni Suef. The latter type is used for tiling floors and walls as well as 
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building fountains. This is in addition to the black marble with black dots 

that can be found in Aswan (
27

).  

Marble has been used on a large scale in decoration due to its 

characteristics such as the hardness which made it the most durable 

decorative material. In addition, it has a natural luster to its polished 

surface, especially when it reflects the light falling over it. This reflects 

the beauty of the structure. It is marked with the beauty of its colors 

besides the easiness of cleansing while ensuring color fastness. There are 

numerous names of marble as some are called after the names of plants 

such as the rosa portogallo salmone (ٟاٌّشّش), Rosa Kali, Hoody Dark , 

and also the names of animals and birds such as the Ghazal Light, Ghazal 

Dark, Alzerzori, al-Ghorabi, Alqtqati and al-Zengi marbles. Some types 

are also called after the place of importation such as the Halabi and 

Khalili marbles (
28

).  

There are also some defects in marble as the presence of lines or cracks 

that may lead to its break or irregular polish. These are called "moles". It 

may also have tiny or bug holes that make it difficult for cutting the 

marble into pieces or adjusting its edges. Moreover, some can‘t be incised 

which is called in Egypt as "Amedi" and some do not reflect the image 

after being polished and it is called "Al-Saidi"(
29

). Marble was used in the 

architecture of tombstones under consideration. See plates (1.3.4.5.6.7).  

Limestone: - 

Limestone is a sedimentary rock. Its major materials are 

the minerals calcite and aragonite, which are different crystal 

forms of calcium carbonate. It varies significantly in terms of type and 

hardness and can be found in abundance in Egypt. It constitutes the hills 

bordering the Nile Valley from Cairo to Esna, i.e., along about 500 miles 

(
30

). The colors of this kind of stone are red, yellow, gray and light blue. It 

is one of the most common materials in use as it is used in making the 
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Aatiyat Ibrahim al-Sayed Saudi, "Ar-Rukham fe Asr Dawlet al-Mamālik al-

Bahreya,p135. 

29
Husayn Mustafa Husayn, Almaharib Alrrukhamia fi Qahirat Almamalik Albahria 
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ornaments of buildings entrances. The limestone consists in general of 

pure oxides found underground in the form of layers. Its mineral density 

is greater than that of water.  

There are many quarries which encouraged extracting many new kinds of 

stones to be used in ornamenting and decorating buildings as it enabled 

artists to excel the works of decoration in the known methods. Some 

artists were able to use other materials of stones that they transported 

from the ancient monuments, whether Pharaonic, Greek, Roman or 

Coptic to use in other prominent places. Hence, the stone inscription and 

polishing in general was associated with the construction industry in order 

to suit the aimed architecture (
31

).  

The limestone is characterized by its multiple types, as there are many 

types of stones that take significant names such as ‗al-hajar al-ghashim 

which means the non-polished stone‖ and the flint that is used in making 

thresholds. It is characterized by its hardness and its dark black color. 

This kind is extracted from Aswan and some parts of Upper Egypt(
32

). 

There is the sandstone, (sometimes known as arenite) is a clastic 

sedimentary rock composed mainly of sand-sized minerals or rock grains 

or the quartz sand resulting from the breakup of the older rock. It can be 

found stuck due to the presence of very small percentages of the argil, 

calcium carbonate, iron oxide or silica. It is worth mentioning that there is 

a special denomination working in manufacturing stones, which is called 

―Taefat al-hajjarin or the stonecutters‖, and they are engaged in the stone 

industry in Egypt. They are concerned with breaking, carving and 

engraving stones. They are the craftsmen who have had an important role 

in Islamic art and some of their names and signatures have been inscribed 

on their works(
33

). This raw material can be seen on the tombstone of 

Tulba Ali al-Subei‘, see plate No. (2) . 

Types of Scripts Incised on the Tombstones of al-Subei’s Family: - 

First, Thuluth Script: - 

In Thuluth, one-third of each letter slopes, from which the name (meaning 

"a third" in Arabic) comes. An alternative theory to the meaning is that 

the smallest width of the letter is one third of the widest part. It is an 
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elegant, cursive script, used in medieval times for mosque decoration (
34

). 

It is considered the main calligraphy because   various calligraphic styles 

evolved from Thuluth through slight changes of form. Every calligrapher 

has to master this script to be skillful in many other types of Arabic 

calligraphy in terms of rules and balances. Persistence in writing the 

Thuluth strengthens the hand and helps it write other scripts.  

Using this type of script started since the late Umayyad dynasty at the 

hands of Qutba al-Muharer and it was developed later by the calligrapher 

Ibrahim al-Shagari. This script, i.e., the Thuluth, which was invented by 

Qutba is a script variety of Kufic that the width of its pen is eight hairs 

from an animal called the mule(
35

). 

The nomination of Thuluth script and its meaning was controversial 

among the former calligraphers. Some attributed it to fracturing the letter 

in Thuluth (one-third) to Khatt al-Thulthein (two-thirds Script) as the 

author of ―Minhaj al-Isaba” maintained that the vizier  Ibn Muqlah 

Shirazi stated that the Kufic script had two origins from fourteen.(
36

) The 

first was the use of scroll pen that was a cylindrical pen made by turning 

flexible material over and over on itself without folding it. It was often 

used in writing the ancient versions of the Holy Quran in Medina. The 

other was Qalam Ghobar al-Helya that was used for writing very minute 

letters. It was written with a scroll round pen that had nothing straight at 

all. It can be said that all forms of Arabic script are derived from these 

two types. If one-third of the letter‘s width is straight, it will be called the 

Thuluth and if two-thirds of the letter‘s width is straight, then it will be 

called al-Tulthein Script(
37

).  

Other group attributed it to the scroll pen in terms of its width that is 

equal to twenty-four hair of the mule. Hence, the pen is called Thuluth 

because its width equals the width of eight hairs of the mule. As for 
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Qalam al-Nesf (The Half Pen) is called as such because its width equals 

twelve hairs of the mule, and Qalam al-Thuluthein for its width equals 

eighteen hairs. As for Qalam Mukhtasar al-Tumar or the short scroll pen‖ 

its width ranges between eighteen and twenty-four hairs, i.e., between 

Qalam al-Tumar and Qalam al-Thulthein according to some classical 

calligraphers(
38

). 

They agreed that the longest alifs (أ) in the script of each Qalam (pen) has 

to be equal to its square width, hence the length of Alif in Qalam al-Tubar 

is 576 hairs, i.e., the result of multiplying 24x24, the length of Qalam al-

Thuluth is 64 hairs, and the length of Qalam al-Thuluthein is 256 hairs 

and al last the length of Qalam al-Nesf is 144 hairs of mule. Nowadays, 

after the progress of calligraphy and its improvement, new standards of 

letters according to the Nizam al-Nuqat (system of the dots which bases 

the proportions of the letters on dot counts) and the Qalam (pen) by which 

letters are written. They have been able to measure each letter and its 

parts clearly and accurately and this method has been easier and wiser 

than the former(
39

).  

As for the tombstones, the subject of this research, Thuluth can be seen in 

the tombstone of Al-sett Hanim Ibrahim Fazlah.  

Second: Nasta'liq Script: - 

Nasta'liq was developed by combining two existing scripts in the ancient 

poetry of ―Naskh Taʿlīq‖ or ―Nasta'liq‖, and then they were abbreviated 

for convenience of use and became "Nasta'liq". This script is also known 

between non-Iranian calligraphers as the Persian Script as the case in 

Egypt and the Arab countries(
40

). This designation spread on the grounds 

that the basics of this script were developed in Islamic Persia and 

extended to other Muslim countries. However, some called this type of 

script as "Taʿlīq" erroneously because the ―Taʿlīq‖ script is another type 

of calligraphy that is still in use in Iran and it differs in its forms from the 

"Nasta'liq"(
41

).  
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It was used also in inscriptions written on the tombstones to record death. 

As for the present research, it can be seen in the tombstones in question. 

See plates (1, 2, 3.4.5.6).  

Concluding Remarks:- 

- The study sheds light on seven tombstones, which are published 

for the first time, to the family of al- Subei‘ in Minya governorate 

that had an important role in the social life of this region. 

- The study showed the ways of recording the date of death on the 

tombstones of the family of al- Subei‘, which had its own 

character in terms of the simplicity of words and titles as well as 

the scripts inscriptions for decoration, their chronologies in Hijri 

and Gregorian, which was not seen in the tombstones of the 

former or contemporary eras, as the Hijri calendar was prevalent 

in recording the date of death. 

- The study dealt with the use of marble and limestone in making 

the tombstones of this family as they were frequently used in such 

a period of the twentieth century and even before because they 

were considered the origin of other materials that can withstand 

the factors of time and due to their durability.  

- The study showed use of Thuluth and Nasta'liq Jali in writing on 

the tombstones of al- Subei‘s family. They followed the tradition 

of the prevailing Turkish Ottoman School before or contemporary 

to this period, as well as the traditions of the Egyptian school in 

Arabic calligraphy, which prevailed on the same tradition of its 

precedent Turkish school.  

- The study attracted the attention of those interested and engaged 

in studying the monuments and archaeological inscriptions, as 

well as those interested in relevant studies in the tourist guidance 

field to the importance of tombstones in Zawyet Sultan cemetery 

that is the largest cemetery in Minya governorate. This may entail 

doing further researches. 

- The study also drew the attention to the importance of this 

cemetery and its archaeological treasures that can be exploited in 

tourism by making their necessary preservation to put it on the 

tourist map of Minya. It is noticed that many infringements took 

place and some tombstones of aesthetic nature were stolen, 

especially after the January 2011 Revolution and its subsequent 

lack of security. 
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Pl.1Tombstone of al-Sett Mestamlik (photographed by researcher 

published for first time) 

 

 

 

 

Pl.2-Tombstone of Tulba Ali al-Subei (photographed by researcher 

published for first time) 
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Pl.3-the Tombstone of Mohammed al-Subei‘ and his Brothers 

(Photographed by researcher published for first time) 

 

 

 

 

 

 

 

 

 

 

Pl.4-Tombstone of Fatima the daughter of Mohammed Othma 

(Photographed by researcher published for first time) 
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Pl.5- Tombstone of Mahmoud Bey Tulba al-Subei‘ 

(Photographed by researcher published for first time) 

 

 

 

 

 

 

 

 

 

 

Pl.6- Tombstone of Huda Tulba al-Subei‘ 

(Photographed by researcher published for first time) 
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Pl.7- Tombstone of Hanim Ibrahim Fazlah 

(Photographed by researcher published for first time) 

 

 

 

 

 

 

 

 

 

 

Fig.1- Tombstone of Fatima the daughter of Mohammed Othman. 

(Made by researcher) 
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Fig.2- Tombstone of Huda Tulba al-Subei‘ 

(Made by researcher) 

 

 

 

 

 

 

Fig.3- the Tombstone of Mohammed al-Subei‘ and his Brothers 

(Made by researcher) 

 

 

 

 

 

 

 

Fig.4-Tombstone of Huda Tulba al-Subei‘ 

(Made by researcher) 
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Abstract 

Egypt has played an important role in linking Africa with Asia and the 

Mediterranean Sea to the Indian Ocean, through the excellence of its 

geographical location. This is next to its exclusivity of the ancient 

Egyptian civilization and to some modern additions such as museums and 

bazaars. This history and achievements stand side by side with modern 

Egypt, which contains number of cultural activities ranging from arts, 

music and theater, to a novelty kind of delicate arts represented in opera 

art. Khedive Ismail was keen to modernize Egypt and to introduce the 

western culture to the Egyptian society, so he created the Khedivial Opera 

House in 1869, which had achieved wide fame during its existence. The 

article discusses the history of the Khedivial Opera House in its first 

season. It was the first Egyptian opera house in Africa and the Middle 

East, where it had its own position among the world, and because of his 

interest in arts and his passion for it, the house was named " The Khedival 

opera" which brought a new kind of art that it wasn‘t familiar among the 

Egyptians. 

 

Key words, Arts, Ezbakia, Khedive Ismail, Opera.     

Introduction 

Due to the appreciation of the Khedive Ismail to the art , he wanted the 

Opera House to be one of parts of inauguration program of the Suez 

Canal
42

, and from the conditions of the Khedive for the House is that to 

be an architectural masterpiece and not less than its counterparts in the 

world and in particular for the importance of the event which it was 

created for. It had contributed to the promotion of a large number of 

foreign teams to compete in every representative season to provide the 

best offers that are commensurate with the value of the house
43

. 

 

                                                           
-
53

 .21ص(2115, )اٌذاس اٌّصش٠خ اٌٍجٕب١ٔخ , اٌمب٘شح , "اٌمب٘شح فٟ عصش اعّبع١ً"عشفٗ عجذٖ عٍٟ , 
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The Opera
44

 House is one of the most brilliant cultural centers, that 

contains a combination of local and international artistic performances. 

The house has now become a mix between the old opera house and the 

new house combining the classical and the contemporary art. The house 

currently forms the manifestations of the cultural life in its brightest eras, 

which is represented in the diversity of its concerts
45

.The art of opera is 

an art which is not far from the taste of the Egyptians as the ancient 

Egyptian history is full of musical models accompanied by the dramatic 

performance as we find on the walls of some temples and tombs large 

collection of musical instruments, along with the views of musicians and 

players
46

.  There is no doubt that these instruments have helped in the use 

of art as a language of civilizations of all its kinds and their branches, and 

it was a factor in enhancing communication between civilizations and 

peoples
47

. 

 

The Construction of the Khedival Opera House 

In 1867 during the visit of Ismail to Paris on the International Exhibition, 

he met with the engineer, "De Pearlette Achamps" .He agreed to re-plan 

El Azbakiya on the layout pattern of Bologna jungle which was 

established by the same engineer, since the Azbakiya was turned to a 

large garden on the modern style, and because of the beauty of the region 

, the Khedive ordered to build the Opera House in it
48

. In the same year 

Azbakiya was lit by gas after the government awarded in the February 15, 

1865 the privilege of lighting Cairo by gas. Of the main reasons that led 

to the choice of this place is that El Azbakiya square is from the largest 

                                                           
55

 The opera is a kind of art and is a theater used for presentations, since it has a 
platform, space for the orchestra and seats for spectators and facilities behind the 
podium for the clothes required for the show. Art helps to create an elegant message 
for an aware community that seeks through its children to build themselves with a new 

open mind  
56

ٌٍزٕش١ظ  ١ٙئخ اٌّصش٠خ اٌعبِخ" , اٌاٌّذْ اٌزبس٠خ١خ :اٌمب٘شح,االعىٕذس٠خ,االلصش,اعٛاْ",ِصش ٚادٞ ا١ًٌٕ  -

 .24,ص3123اٌغ١بؽٟ , 
57

 Moustafa Gadalla, " Egyptian Musical Instruments( Egyptian rhythm: Theٌٍّض٠ذ أظش :  -
Heavenly Melodies)", (Tehuti research foundation, usa, 2002) 

 
52

 . 5ص, ٚصاسح االعالَ ا١ٌٙئخ اٌعبِخ ٌالعزعالِبد , صبٌخ ٚاٌّعبصشح األاالٚثشا اٌّصش٠خ ث١ٓ  -

 
48

.38, ص أيمن فإاد سيد , مرجع سابق -  
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squares of Cairo
49

. El Azbakiya‘s pond was from the greatest ponds area 

in the Mamluk and Ottoman ages and the most related to parks
50

.  Besides 

the success in constructing, the success  was also in choosing the place, so 

the house was built in the middle of the most important place to Cairo 

revives , El Azbakiya and E Ismailia
51

. Khedive Ismail has ordered the 

establishment of the Opera House in 27 Muharram 1286 AH, 

corresponding to May 9, 1869
52

  and he made the Italian architect Pietro 

Ovoscana responsible for the construction and this was the text of the 

resolution
53

:  

― An order by the khedive “we ordered  Avoscane, regarding building the 

Teatro  that is being constructed  by  his knowledge in El Azbakya   

requests and writes it to Sir Reda in our ministry so he became a referral 

to fulfill those requests for his custody. We ordered him also to act all the 

necessary works there which weren’t  included  in the contracting of the 

mentioned Khawaja Avoscane  and for this all works it became conferred 

to him for the contractor not to be asking anything in your destination as 

we informed him with that so you should  arrange  with the referred  

ElBek  the writers and the store man needed for this task  and also a 

foreigner writer to be residence with the writers spoken about in the 

existing rooms in the green Saray Elqoba because being close to the 

place of work and  works observation, and we issued this our command  

to you, with what was  mentioned to have the procedure of execution  by it 

as our speech in Alexandria". 

                                                           
49 سيرة احمد بن –الخطوط العربية علي عمائر القاهرة –"وصف مصر:مدينة القاهرة علماء الحملة الفرنسية ,  -

الترجمة الكاملة, مني زهير الشبايب , )الطبعة االولي ,وصف مصر –ترجمة: زهير الشبايب  طولون",

.12ص(2441  

50 ,) الطبعة األولي , دار اآلفاق العربية "منتزهات القاهرة في العصرين المملوكي والعثماني"محمد الششتاوي ,  -

. 244ص(2444, القاهرة,   

51
.1صمرجع سابق , ,"أثر خالد من مآثر اسماعيل العظيم"سليمان نجيب ,  -  

52
, قيد األورامر الُعلية الصادرة 233هـ , ص2131محرم  12, في  83, وثيقة رقم  12ميكروفيلم رقم  -

هـ(, )كود 2131جماد  83هـ إلي 2131جماد الثاني سنه  11)من مجالس واالقاليم بالمعية السنية للدواوين وال

.     2412(, رقم المنشؤ 3338 – 333311ارشيفي   

53 , قيد األورامر الُعلية الصادرة 233, صهـ 2131محرم  12, في  83, وثيقة رقم  12ميكروفيلم رقم  -

هـ(,)كود 2131جماد  83هـ إلي 2131جماد الثاني سنه  11للدواوين والمجالس واالقاليم بالمعية السنية  )من 

.2412(, رقم المنشؤ 3338 – 333311ارشيفي   
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The  Opera was built of  imported wood from Lebanon and  it took six 

months to be built where it fitted 850 seats and contained a rest for the 

Khedive and the director of the house and an Atelier for portraits and 

decorations
54

. And for the speed of achievement this work the Khedive 

ordered directly , to bring the needed woods for construction on the third 

of Safar 1286 H,  corresponding to May 14 1869 and that was it text order 
55

: 

― An order by the khedive, “ saying our team  have written to you  on 27 

Muharram 1286 No.22,with the  quick  necessary timber trading for the 

reconstruction of the new Tiatro after which was supplied as the 

containing statement  which has the Telegraph of  Farghali Reda Bek one 

of our ministries whether in  Elmahrosa or in Alexandria and  supply 

them to that building  without delays, the more became supplied the 

needed receipts would be taken from Mohammed Bek Alfattabeli where 

they were all supplied and since it is urgent for trading the rest of the 

specified wood and supply it sooner to the required building  so we issued 

this command to respond quickly for what our will obligated―. 

 

The aim of building the opera house with wood is to achieve structural 

integrity for the hall, through the arrival of sound with purity and strength 

which is called acoustic improvers
56

. The Khedive was racing against 

time for the speed of construction the opera house to be seen by the guests 

coming to attend the inauguration ceremony, and then after a month the 

Khedive ordered to lit the Opera by gas on June 8, 1869 
57

. Before the 

completion of construction on August 11, 1869, there were messages 

about the works of the opera theater and we had a message from one of 

the officials in the final stages of construction of the house
58

. 

                                                           
54

.21, مرجع سابق, صكمال الدين سامح  -  

66
, ل١ذ األٚساِش اٌُع١ٍخ اٌصبدسح ٌٍذٚا٠ٚٓ 222٘ـ , ص2357صفش  4, فٟ  57, ٚص١مخ سلُ  ١ِ32ىشٚف١ٍُ سلُ  -

٘ـ( , )وٛد اسش١فٟ 2357عّبد  41٘ـ إٌٟ 2356عّبد اٌضبٟٔ عٕٗ  33ٚاٌّغبٌظ ٚااللب١ٌُ ثبٌّع١خ اٌغ١ٕخ  )ِٓ 

 .2132(, سلُ إٌّشؤ  1114 – 111166
56

)الهيئة المصرية العامة خ أوبرا القاهرة :عايدة ومائة شمعة,صفحات في تاريصالح عبدون, -

.222ص(2428للكتاب,القاهرة,  

57
, )الطبعة الثانية لمكتبة االسرة , الدار المصرية خطط الطربيلي : احياء القاهرة المحروسة"عباس الطربيلي,"  -

.14(ص 1338اللبنانية , القاهرة ,   

65
(  ِشاعالد إٌٟ د٠ٛاْ اٌخذ٠ٛٞ ثخصٛص  6124 – 114627, ) اٌىٛد االسش١فٟ  7, ٍِف  272ِؾفظخ -

 . 2525 -2571أعّبي اٌزٛع١ع فٟ ِغشػ االٚثشا ِٚغشػ االصثى١خ  
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In September 1869 the construction of the opera ended and some 

preparations and outfits remained, until the arrival of the steamship from 

Marseille on September 19, 1869, which was carrying 117 boxes of 

furniture and 14 boxes for plants, 13 boxes for vehicles and their wheels, 

Papers Box, 5 boxes contained tools for the installation of gas, 25 boxes 

for candles. These boxes were sent to a train going from Alexandria to 

Cairo on 21September 1869. Then private parcels for the preparations of 

the opera were received from a French steamship on 24 of the same 

month. Three days later 76 new parcels arrived in the House. The parcels 

weren‘t enough for France, but on October 4, 1869 other 33 boxes for 

Furniture and Najaf arrived. 30 boxes of wax. 5 boxes for plants. 8 boxes 

for vehicles wheels
59

. And it‘s built coasted million six hundred thousand 

francs
60

, Khedive Ismail ordered to construct  the opera on his own 

expense and then he forwarded it  to the government
61

. The Opera was 

inaugurated two weeks before the Suez Canal inauguration on November 

17, 1869
62

. 

 

 
 Fig.(1): The Khedival Opera House 1869 

Source :- The Opera House Museum 

                                                           
59

",)الهيئة التاريخ الثقافي لمصر الحديثة:المإسسات العلمية والثقافية في القرن التاسع عشروائل إبراهيم دسوقي, " -

.13ص ,( 1321لدار الكتب والوثائق القومية,القاهرة,العامة   

60 بخصوص كشوف بمصاريف لوازم , ( 3314 -314412)الكود االرشيفي ,22, ملف  111محفظة  -

(. 2323يناير  24 -2314مايو  21التياترات ,)  

72
,داس ا٢فبق 2521-2516ٚال٠خ ِؾّذ عٍٟ إٌٟ أعّبع١ً  اٌمب٘شح ِٓ ِؾّذ ؽغبَ اٌذ٠ٓ أعّبع١ً, ِذ٠ٕخ -

 .421,ص2111اٌعشث١خ,اٌطجعخ اٌضب١ٔخ,

 
62 .4,صستعالماتلإل, وزارة االعالم الهيئة العامة صالة والمعاصرة األاالوبرا المصرية بين  -  

https://en.wikipedia.org/wiki/File:ModernEgypt,_Khedivial_Opera_House,_BAP_25178.jpg
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After the end of the parties, the Khedive returned to the Opera to 

complete what was missing in it, because opera equipment in such short 

time which did not exceed 6 months were not at the required level. The 

Khedive ordered to spend an amount of money from his own account to 

finish the remaining works in the opera, before the show of opera Aida on 

11 December 1871, The Governor of Cairo approved on July 22, 1871 on 

the Artist "Zukarelli" to carry out the inscriptions and decorations of the 

opera, and on March 11, 1872, 377 francs were disbursed, the price of 

iron for the curtains of the opera. On May 22, 1872  Monsieur "Phenol" 

Indian fabrics
63

 for the Opera with the amounting of 10000 francs and the 

next day 1396 francs were disbursed for Monsieur Quaranfil as the price 

of gas lanterns for lighting the opera
64

. 

The Opera House had many names the Khedivial Opera House
65

 named 

after the Khedive Ismail, the Sultani’s Opera
66

 and it named after the 

Sultan Hussein Kamel, the Royal Opera House
67

 and it was related to 

King Fouad, then the Egyptian Opera House
68

 for abolishing the 

monarchy and  declaring of the Republic by appointing Mohammed Najib 

the President of the Republic and in sometimes it was called the Teatro 

Opera
69

  and Teatro here means theatre . Therefore, it is clear that 

changing of the opera name is in conformity with the political change that 

the country is passing through and this is conclusive evidence of the 

                                                           
63

ترجمة: امين العيوطي , تقديم:  ,"2331-2244المسرح المصري في القرن التاسع عشر فيليب سادجروف,"  -

.283( ص 2441والفنون الشعبية, القاهرة , سيد علي اسماعيل , )المركز القومي للمسرح والموسيقي   

64
.11ص , مرجع سابق ,تاريخ المسرح في مصر في القرن التاسع عشر"سيد علي اسماعيل ,"  -  

65
بخصوص إنشاء تياتروا ) مسرح االوبرا , (  4338 - 381214, )الكود االرشيفي  4, ملف 2122محفظة  -

.2431الخديوية الجديدة بالقاهرة (    

66
( , أوراق بخصوص طلب مقدم من جمعية  3314 - 334332, )الكود االرشيفي  1, ملف  134محفظة  -

.2423مارس  21إحياء فن التمثيل إلقامة ليلية بدار االوبرا السلطانية   

67
, بشؤن إلحاق  81, العدد رقم  2414ابريل عام  22, الموافق  2842, عام  , ذي القعدة الوقائع المصرية -

صرية ودار االوبرا الملكية بوزارة المعارف العمومية .ممصلحة اآلثار ال  

- 68
 -3/1/2411( دار االوبرا المصرية ) 3323 – 321482, ) الكود االرشيفي  8, ملف  184محفظة 

24/21/2411.)  

69
( أوراق بخصوص الجمعية األرثوذكسية  4338 - 321812, )الكود االرشيفي  23, ملف  222محفظة  -

تلتمس إحياء ليلة في تياترو االوبرا إلعانة الفقراء )فقراء الطائفة( بنظارة االشغال العمومية والتعافي من جميع 

(.2334مارس  3المصاريف )  
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existence of a close relationship between art and politics. As the opera 

house was a cultural radiation center complementary to what had been 

built by our ancestors to a civilization aged seven thousand years. 

 

Description of the Building 

The hall capacity was 306 seats, and 60 compartments spread over three 

floors, each compartment was at least five seats, the first three 

compartments on both sides of the theatre had been assigned to the king 

and his wives and some ministers. On the right the luxury official banquet 

hall was the front head of this floor, next to it the musicians Hall and then 

the luxury hall known as the hall of Ismail which takes the form of a 

small theater and its ceiling was painted with  oily paintings, then going 

up to the compartments assigned to the women was by special ladder 

attached to the garden, these compartments were covered with golden 

inscriptions , silk very luxury curtains and a metal barrier was put in front 

of it covered with beautiful floral shapes sprinkled with bouquets of 

golden flowers
70

. 

The supplement building consisted of three floors, the first was for 

changing clothes, the second for storing the senses with interesting way in 

arranging and ranking, in an easy form that facilities the exiting of the 

scene and returning it to its place after the show, and there was a model of 

huge ship in the store used in "African Opera" for the artist "Mayerper" 

where it remained in the stock about half a century and the scene of the 

ship remained fixed in the minds of the workers of the house, the store 

was closed by a huge iron gate and the third includes several rooms, one 

for keeping the clothes and the furniture, so it was a museum containing 

enormous artistic wealth ,within them documents that include letters and 

contracts signed between Verdi and the Khedive and drawings designed 

by Mariette for the clothes of Opera Aida, armors, jewelry, swords 

matches in its accuracy and splendor with the true essence, clothes and 

furniture, which was manufactured by the most skilled craftsmen in a 

special workshop in the same floor next to the studio for photographers 

and a workshop to sew clothes for the new novels and restoration of the 

old clothes
71

. 

A large number of photographers and painters were invited to decorate 

the house with drawings for poets, artists and musicians to create an 

atmosphere of art in every corner. There were crypts at the bottom of the 

house containing corridors for the artists down the stage of the theatre and 

                                                           
21

 .23ص(2115, )اٌذاس اٌّصش٠خ اٌٍجٕب١ٔخ , اٌمب٘شح ,  "اٌمب٘شح فٟ عصش اعّبع١ً"عشفٗ عجذٖ عٍٟ ,  -
22

 .25اٌّشعع اٌغبثك,صعشفٗ عجذٖ عٍٟ ,  -
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rooms for the preparation of drinks and food
72

. Despite the small size of 

the house, but it's no less luxurious than all the theaters of Europe which 

was designed by the Italian Engineer Ovoscana
73

 . 

The second floor in the beginning, which is located behind the theater 

contains temporary buildings, along with a popular cafe and public 

bathroom, but after the inauguration with about four years, this floor was 

held more carefully to be dedicated to save the scenes and an iron gate 

was put on it that seems in its big size like the one forts or castles of 

Europe , and perhaps what distinguishes the store of the scenes which 

occupies a third of the area of the house is being a huge model of a large 

space ship with unfolded sail at the beginning of the entrance was for the 

Africa's operas , in addition to the archaeological instrument imported 

from France in order to be used for the Musical Performance of  opera 

"Trovita" to be presented in one of the parties after the inauguration of the 

house
74

 .  

The third floor was divided into rooms for saving the clothes and the 

furniture, and the floor is considered an artistic wealth not less important 

than what the world museums include. It contained historical clothing 

department and contained a place dedicated to the industry of acting 

clothes by the hands of skilled craftsmen to prepare for the new novels 

and predestine the old ones and a section for the weapons of all its kinds 

from armor, swords, helmets, rifles and other types of fighting tools, and 

a section for the costume and decorations that are no less value than the 

real jewelry and a section for Furniture consistent with each era of the 

history and its technical developments and contains also a place dedicated 

to the tools needed for the new industry of furniture and the repair of the 

old one
75

. 

The Opera Theatre looked like the most of the Italian theaters in their 

compartments, which oversees the hall, balconies, the seats inside the 

showroom, and the decorations on the walls for its decoration were plated 

with gold over a white colored floor and this reflects the taste and the 

                                                           
72

كشوف بمصاريف لوازم التياترات ( بخصوص 3314 -314412)الكود االرشيفي ,22, ملف  111محفظة   -

(. 2323يناير  24 -2314مايو  21),  

73
كشوف بمصاريف لوازم التياترات ( بخصوص 3314 -314412)الكود االرشيفي ,22, ملف  111محفظة   -

(. 2323يناير  24 -2314مايو  21),  

25
 .36ص ِشعع عبثك,", صفؾبد فٟ ربس٠خ أٚثشا اٌمب٘شح :عب٠ذح ِٚبئخ شّعخ",صبٌؼ عجذْٚ  -

 
75

.1صمرجع سابق , ,"أثر خالد من مآثر اسماعيل العظيم"نجيب , سليمان  -  
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delicate sense. The lobby located on the second floor was characterized 

by a large area dedicated to the pioneers to surf in it during the break 

between the theatrical show chapters
76

. 

From the contents of the house which was mentioned in messages of 

Ovoscani was business furniture that were implemented by the famous 

Krieger Shops in Paris, the main curtain which was manufactured by 

Hannibal Gatti, the large golden mirror carried out by the Italian 

Giuseppe Parfais. Despite this the work wasn‘t clear of obstacles that 

were sometimes due to administrative routine in addition to the high 

temperature to 42°which led to the high cases of disease and the death of 

10 workers, because the constructing was in the summer
77

.  

It was found in a letter from  the architect Avoscani to the director of the 

house Sir Dranit  on June 17, 1869 about the illness of many workers 

because of the falling of temperatures that reached 42 degrees Celsius at 

the bottom of the building  and in another message, the number of 

patients reached 30 from Europeans so the engineer had to change the 

hours of work to be from 5:00am to 12:00 afternoon and from 02:00pm to 

8:00pm, but because of the intensity of the heat ten workers were lost by 

sunstroke and some others by gastroenteritis
78

. So the theatre was 

integrated international one competing the world theatres in art from 

direction ,illumination and acting
79

. 

The showroom or bowl hall included three hundred and six seats that had 

three floors containing sixty compartments, in each of them five seats or 

more. But the fifth compartment was replaced with stairs to be one of the 

three exits of the house and this missing compartment was found in one of 

painted portraits in the era of the Khedival opera and another portrait 

dating from the Ottoman era in which the compartment had been replaced 

with the stairs
80

. The forefront of the second floor contained three halls of 

the north side ,a hall assigned to official banquets and the south hall, a 

hall for musicians and between them a hall overlooked the square, known 

                                                           
76

.218ص ", مرجع سابق,صفحات في تاريخ أوبرا القاهرة :عايدة ومائة شمعة"عبدون ,صالح  -   

22
(  ِشاعالد إٌٟ د٠ٛاْ اٌخذ٠ٛٞ ثخصٛص  6124 – 114627, ) اٌىٛد االسش١فٟ  7, ٍِف  272ِؾفظخ  -

 . 2525 -2571أعّبي اٌزٛع١ع فٟ ِغشػ االٚثشا ِٚغشػ االصثى١خ  

 
78

.11ص ", مرجع سابق,أوبرا القاهرة :عايدة ومائة شمعة"صفحات في تاريخ عبدون ,صالح  -  

79
 -3/1/2411( دار االوبرا المصرية ) 3323 – 321482, ) الكود االرشيفي  8, ملف  184محفظة  -

24/21/2411.)  

80 .12ص ,مرجع سابق,""صفحات في تاريخ أوبرا القاهرة :عايدة ومائة شمعة,صالح عبدون  -  
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as the "Ismail hall," and the ceiling was decorated with oily paintings 

contains many portraits, including four for famous singers: Fritsche, 

Grimaldi, Patty, Piccolomini
81

. 

Some of the concepts were mixed up for some writers , as we find who 

says that the Khedive Ismail ordered to build two Teatroes  in Alazbakia 

in 1869 for the celebrations of the Suez Canal
82

. Another writer fall in the 

same mistake when he said that the Khedive Ismail ordered to build the 

opera house in November 1867 and celebrated its inauguration January 4, 

1869, and reached 1.6 million pounds and opera Rigoletto was performed 

in the evening of November 29, 1869, and with all certainly all these 

numbers are false, in addition to composing Aida to be acted in the Opera 

House ,as Mariette wrote novel Aida and was composed by Verdi and 

was acted in the house on December 14, 1871
83

. Another writer fall in the 

same mistake too when he said that the inauguration of the Suez Canal 

was on August 17, 1869
84

. 

Some said that the construction of the house was by the design of Italians 

engineers Ovoscani and Rossi, but according to the correspondences 

found in the National Archives, the letters were directed from Khedive 

Ismail to Avoscani and Dranit the director of the house, and one of the 

writers who spoke about the opera generally agreed this opinion
85

 . At the 

time of the construction, there were correspondences between Avoscani in 

Cairo with Dranit from Paris to follow the progress of the work, also the 

                                                           
  

52
-For Further information See:- Laura Williams Macy," The Grove Book of Opera 

Singers",(Oxford University Press,Newyork,2008) 

 
82

- As we mentioned before that the first main theatre in Egypt was the Egyptian Teatro 

which was called Theatre" De La Comedie" by the order of Khedive Ismail 1868 and 

was officially inaugurated on 4 January 1869 ―the beautiful Helen Opera‖ but  the opera  

house was established and inaugurated in the same year 1869 .   

83
- The writer Abd El-rahman Zaki mentioned in his book, " ,عام "موسوعة مدينة القاهرة في الف  

p104, Replying to this, It was the order of constructing the house on 9 May1869, And 

the inauguration was done on 1 November 1869, And opera Aida was performed in the 

opera house two years after the inauguration on 24 December 1871. 

55
- The writer Deborah Manley, mentioned in his book "A Cairo Anthology:Two Hundred 

Years of Travel  Writting",p311,  that the inauguration of the Canal was on 17 August 
1869 and this is not right as the inauguration of the canal was on 17 November 1869. 

 
85

.283(.ص 2433,)الهيئة المصرية العامة للكتاب , القاهرة , االوبرا"أحمد حمدي محمود ," -  
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Khedive visited the site three times during the first two weeks of putting 

the bases
86

. 

Despite the exotic art of the opera on the Egyptian society, but it did not 

spit it until time come in which it ingested the elegant message for this 

exalted art and began to pay attention to it. During this time, the term 

opera was novelty for the Egyptians as they described the opera as a 

playground for funny pictorial scenes blended with musical tunes, and a 

playground here means theater, and for funny pictorial scenes means not 

controlling the body, which makes the viewer feel laughing. Acting in 

that period was known in the eyes of people as a kind of profligacy and 

indecency, and that's what came in the Nile Valley magazine for its owner 

Abdullah Abu Saud
87.

 

 

The Opening Ceremony for The Khedival Opera  

At the start of the ceremony in the house the curtain was unveiled for the 

Lyricism poem "Kantata" which was performed at the opening 

ceremony
88

, the poem was performed in French and had been organized 

by some princes and literatures to praise the Khedive, and a group of 

singers delivered the poem while they were rallying around the Khedive 

image on the theater stage, and that means the opening ceremony was set 

with Lyricism poem only and opera Rigoletto wasn‘t performed until the 

next day, on November 2, 1869, during the show and the harmony 

between the actors in providing the skills they have and their ingenuity as 

everyone was stunned with a fire
89

 in the opera caused by the leaking of 

the gas which made everyone escape from the house to outside and 

unfortunately the show wasn‘t not completed, this indicates that opera 

Rigoletto is the first operatic show in the Opera house that it‘s show 

wasn‘t completed . 

Worth mentioning that,  before the Khedive issued the decree to establish 

the opera house, he issued a decree to establish the first municipality in 

Cairo on April, 27,1869  in order to take the city‘s administration and the 

supervision of its cleanliness and its reconstruction, and for Cairo to 

complete its apparatus and services it had been addressed a partition for 

the fire station and already the head of fire brigade in London had been 

                                                           
86

.13ص,صفحات في تاريخ أوبرا القاهرة :عايدة ومائة شمعة""صالح عبدون, -  

52
, )ا١ٌٙئخ اٌّصش٠خ اٌعبِخ ٌٍىزبة , اٌمب٘شح  "ربس٠خ اٌّغشػ فٟ ِصش فٟ اٌمشْ اٌزبعع عشش"ع١ذ عٍٟ اعّبع١ً , -

 .21(ص2115, 

 
55

 . 55ص , عبثك ِشعع  ,"صفؾبد فٟ ربس٠خ أٚثشا اٌمب٘شح :عب٠ذح ِٚبئخ شّعخ"صبٌؼ عجذْٚ,-
51

 .23ص , اٌّشعع عبثك ,"ربس٠خ اٌّغشػ فٟ ِصش فٟ اٌمشْ اٌزبعع عشش",ع١ذ عٍٟ اعّبع١ً-
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addressed on February 8, 1875 to see what actions to take against fire
90

. 

Then the fire caught in the opera again on  June 11, 1885, this found in a 

letter from the Opera House store manager to the committee theater 

members showing them the matter
91

. There were many speeches 

concerning the inauguration day precisely. The first opinion on November 

17, 1869 related to the book, issued by the opera house on the occasion of 

the fiftieth anniversary of Verdi‘s death 
92

. And the second opinion on 

November 1, 1869, and this is the right opinion, this was after finding a 

form of the inauguration day program dated the first of November 1869 in 

which it was written the parts presented at the inauguration ceremony, 

and for letters and telegraphs, which was between Delsibs and Dranit the 

first director of the House confirmed that the Suez Canal was inaugurated 

in the seventeenth of November 1869. 

It seems that the difference of opinions in the dates rises from the 

difference of some in the opinions about the attendees, some confirmed 

the presence of both Empress Eugenie, and the Emperor Franco Joseph 

the King of Austria, the clerics, the scholars, and the politicians from the 

intelligentsia around all Europe at the inauguration of the house with the 

Khedive and watching opera Rigoletto‘s show, led by a global band of 

Italian artists on the stage of the opera, others assure that the characters 

who were mentioned were at the inauguration of the Suez Canal on 

November 17 and not in the inauguration of the opera house, otherwise it 

was natural to find the photographs of the esteemed guests inside the 

opera house drawn like what had been drawn for the inauguration of the 

canal by the artist Edward Rio, and it was written in the newspapers in 

that period the writing of the names of those attendants in the 

inauguration day of the opera house93. 

But after the acquaintance it was found in the Egyptian newspaper Waqea 

on November 10, 1869, that the inauguration of the opera house has been 

done with the presence of the Empress and some important characters
94

. 

On the day of the inauguration the curtain was unveiled with the presence 

                                                           
11

 . 67عجبط اٌطشث١ٍٟ , اٌّشعع اٌغبثك , ص -

 
91  التلفيات التي احدثها الحريق ترميم , 4338 – 313184,الكود األرشيفي  1ملف  ,331محفظة  -

.2331يونيو  22في  تياترو االوبرا  

13
 .33, صِشعع عبثك :عب٠ذح ِٚبئخ شّعخ",صفؾبد فٟ ربس٠خ أٚثشا اٌمب٘شح صبٌؼ عجذْٚ," -

 
14

, )ا١ٌٙئخ اٌّصش٠خ اٌعبِخ ٌٍىزبة ,  اٌزبعع عشش"ربس٠خ اٌّغشػ فٟ ِصش فٟ اٌمشْ ع١ذ عٍٟ إعّبع١ً ,"  -

 .21(,ص2115اٌمب٘شح , 

 
15

 .443, اٌعذد سلُ   2571ٔٛفّجش عبَ  21٘ـ , اٌّٛافك 2357شعجبْ ,عبَ  7اٌٛلبئع اٌّصش٠خ ,  -
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of a bust of the Khedive mediating the theatre and was surrounded by 

eight of the singers who symbolize to justice, mercy, fame, history, 

industry, commerce, agriculture and music in the first day, then the show 

of opera Rigoletto for the French poet Victor Hugo in the second day 

according to the opinion of the Author Sayed Ali Ismail, but according to 

the picture concerning the opening program which was previously 

presented, we find that the poem and the operatic show were in the first 

day of the opening program.  

At the inauguration in the first of November 1869 the performance of 

opera Aida for the Italian composer Verdi wasn‘t completed to be acted in 

the opening ceremony, and was replaced by opera Rigoletto
95,

 who is also 

among the acts of the Italian composer Verdi, and the story of opera 

Rigoletto or the clown has been taken from a play of "Victor Hugo" titled 

―the King is playing‖ which had made a big stir in Paris when it was 

taken out and displayed in 1830 and probably Verdi choose it for this 

reason. And after two years of the inauguration the big occasion came 

which set a date for its meeting with the history until Aida story became 

one of the most important Pharaonic stories and then became famous 

inside and outside,as we find the Cairo Opera was named Aida House
96

, 

in addition to the existence of a statue and a hotel in France named Opera 

Aida
97,

 and the interesting thing is that after the commemoration of the 

centenary of Aida ,the composer's family of Verdi received a new child so 

they named her Aida who added grandchildren to Verdi this great 

composer
98

. 

Verdi wasn‘t famous for Opera Rigoletto only, but he was able to 

innovate in establishing a new theatrical impact and exploit it with the 

best methods to present opera Aida which he composed it at the request of 

the Khedive. Opera Aida had a musical attractiveness in addition to the 

theatrical attractiveness that can be watched in the  Pharaonic luxury 

scenes , priestly rituals, the bright colorful clothes and the victory 

processions99. Verdi was trying to give an honorary impression on all of 

his Melodies and this is clear in the first chapter of Aida. One of the 
                                                           

16
-  Jason Thompson,"A history of Egypt from Earliest Times to The Present",( The 

American University in Cairo Press,Cairo,2011),P241. 
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.41صمرجع سابق ,,"صفحات في تاريخ أوبرا القاهرة :عايدة ومائة شمعة"صالح عبدون, -  

12
- hotel.ar.html-opera-https://eg.flyin.com/property/france/paris/aida 
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 .241صِشعع عبثك , ,"خّغْٛ عبًِب ِٓ اٌّٛع١مٟ ٚاالٚثشا" صبٌؼ عجذْٚ, -

 

-
11

 .26اٌّشعع اٌغبثك , ص, ِؾّذ سشبد ثذساْ
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priestesses in the temple of Ptah during the prayer before the Egyptian 

army commander goes to the battle against the Ethiopians, as Verdi cared 

to show the harp instrument, which is a stringed old instrument at the 

ancient Egyptians on many temple walls, and the appearance of a woman 

in the show is not new for the Egyptians, in addition to some texts of the 

songs that were found engraved on the walls 100.This success was due to 

the brevity of expression and glowing vitality from the beginning to the 

end, there is no postponement or slowness in the progress of the theatrical 

work, but it reached the limits of magnificence and precision in brevity.  

The famous opera house which glitters with the lights with the spread of 

darkness was receiving the elite101, whom the luck smiled to them to 

spend unforgettable night between the joys of the elegant art102. The 

crowd who were frequent going to the Old Opera Theater were from the 

upper layer, the layer of notables and nobles in addition to visitors from 

different nationalities, and in rare cases some intellectuals of the public 

attended while the middle and the lower classes were listening to this art 

through radios that all the houses weren‘t not devoid of them103. 

 

The First Opera Director 

There were many directors of the opera  from different nationalities over a 

century, and the second floor from the south side was dedicated to the 

directors to sit inside the Opera House during the performances
104.

 Sir 

Paulino Dranit was selected as the first Director of the Opera according to 

his work in the job of inspection of the theatres in Egypt, as this job was 

form one of the most important jobs supplemented to the office of the 

Ministry of States of France for its related literature arts and high morals, 

and this was the adopted way in France to choose the directors, and it is 

noticeable here the Khedive‘s care for this law and it‘s applying
 105

. 

 

                                                           
211

-  Helen Tierney,"Womens Studies Encyclopedia",( Estate of Helen 
Tierney,USA,1999),p960. 
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 .21ص(2115عشفٗ عجذٖ عٍٟ , اٌمب٘شح فٟ عصش اعّبع١ً , )اٌذاس اٌّصش٠خ اٌٍجٕب١ٔخ , اٌمب٘شح ,  -
 

213
,)ا١ٌٙئخ اٌزبس٠خ اٌضمبفٟ ٌّصش اٌؾذ٠ضخ:اٌّؤعغبد اٌع١ٍّخ ٚاٌضمبف١خ فٟ اٌمشْ اٌزبعع عششٚائً إثشا١ُ٘ دعٛلٟ, -

 . 74ص ( 3123,اٌعبِخ ٌذاس اٌىزت ٚاٌٛصبئك اٌم١ِٛخ,اٌمب٘شح

 
214

 . 5صاٌّشعع اٌغبثك ,, صبٌخ ٚاٌّعبصشحاألاالٚثشا اٌّصش٠خ ث١ٓ  -
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. 11, صسابق مرجع  ,"صفحات في تاريخ أوبرا القاهرة :عايدة ومائة شمعة",صالح عبدون  -  

216
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Fig. ( 2) Opera House Directors 

Source: - The opera house museum (1869-2012) the opera‘s magazine. 

Sir Paulino Dranit or "Pavlos" with the Greek nationality was born on 

March 18, 1817, was the first director of the Khedival Opera House 

remained in his position during the reign of the Khedive Ismail until 

1879, he studied pharmacy and then he chose the name of his professor of 

pharmacology Tinar " thendar " for himself for his loyalty to him after 

modulating letters as it becomes Dranit. In the beginning he worked as a 

pharmacist in the ruling court in the era of Muhammad Ali, and a director 

of the railways in the reign of Said , and in September 1867 the Khedive 

granted him an honor from the third grade
106

, and when the Khedive cared 

to build the theaters, he appointed Dranit as the director of theaters in 

Egypt. He worked as the director of the comedy theater
107

, then a director 

of the khedivial Opera, as he beard the burdens of construction with the 

engineer Avoscane as they exchanged many letters between the engineer 

from his work site in Cairo with Dranit who had been following the 

progress of work from Paris to manage some needs, purchases for the 

House, and one of his interests was to provide the first Egyptian operatic 

show for the house which is opera Aida with the famous Italian composer 

Verdi and author Mariette the French archaeologist
108

. He was also 

responsible for the works of decorations for the theater at the time of 

construction
109

. 

                                                           
217

 .52صاٌّشعع اٌغبثك , اعّبع١ً ,ع١ذ عٍٟ  -
212

 .25صِشعع عبثك , عشفٗ عجذٖ عٍٟ ,  -

-
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. 44صمرجع سابق,, "صفحات في تاريخ أوبرا القاهرة :عايدة ومائة شمعة",صالح عبدون   
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Dranit Responsibilities did not stop on prepping for the setting of the 

stage and the ordering the ceremony to be on time, but also he had to 

satisfy all members of the opera Aida band and especially the maestro 

who holds the reins of things in the responsibility of presenting opera 

Aida, and this was clear when the maestro protested against the order of 

the names of the performers in the season program, for not regarding to 

write the names of the artists, where he found the name of two of the 

artists in the same line then he asked the manager to take that into account 
110

. 

Dranit sent to Verdi a message before authoring Aida at the request of the 

Khedive informing him the following: "you the great maestro have been 

chosen to present a musical innovation for opera Aida, and by this way 

you would achieve my wish to create a national product, perhaps it 

becomes from the glorified memories of my age" And it was done and the 

prophecy of Ismail about the greatness and the fame that Aida show had 

achieved. During the show Dranit sent a telegraph
111

 to Verdi after the 

second chapter, saying: Aida received a success exceeded the 

imagination, and the first musical finale and the second and the major 

etude and the general scene were faced with wonderful enthusiasm, and 

the audience greeted the absent composer with thunder of applause and 

admiration
112

. Then on March 22, 1872  Verdi sent a telegraph to the 

Khedive thanking him for his kindliness and concern
113
. Although he was 

the first director of the Khedivial Opera House but his end wasn‘t to be 

envied, as he was fired from his position, and the Ministry of Finance 

refused to give him a pension for his services in the Egyptian government 

jobs, which exceeded forty years, and about his news it had ended in the 

mid of 1879, because of his daughter's disease so the Khedive allowed 

him before abdicating the throne to cure his daughter on April 22 1879. 

After several attempts from the dismissed director, finally the pension of 

Paulino Dranit was paid in Italy, and was being sent to him regularly until 

he died on February 3, 1894. 

 

The Story of Opera Aida 

The Khedive wanted to have a new operatic work for the house to be 

related to its history through the theme that has a relation with the 

                                                           
221

  .254ص, عبثك ",ِشعع صفؾبد فٟ ربس٠خ أٚثشا اٌمب٘شح :عب٠ذح ِٚبئخ شّعخ",صبٌؼ عجذْٚ-
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.21,ص"مصر وفيردي دار االوبرا الملكية" سليمان نجيب , -  
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 .25ص ,ِشعع عبثك ,عشفٗ عجذٖ عٍٟ -

224
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Egyptian history and its greatness,  the French archaeologist Mariette 

Pasha responded to the desire of the Khedive and suggested for him to 

choose a story from the pages of ancient Egyptian history that can be a 

play presented in the opera, the Khedive agreed to his proposal and  

Mariette wrote a scenario inspired from the ancient history and named the 

story  Aida and then he sent it to  "Gizlanzony" for poetic organizing in 

French then to "Camille de Locle
114

" for poetic organizing in Italian and 

then submitting it to Verdi to compose it and In case of rejection it shall 

be submitted to the French Juno or the German Wagner as they were from 

the most famous composers of the opera at that time. 

Opera Aida is the first Egyptian operatic show, which is a real Pharaonic 

story consists of four chapters, and the conditions allowed the most 

famous Italian operas to be performed in their first show on non-Italian
115

 

land which is Aida that was written by the order of his Excellency the 

Khedive to be performed on the Khedivial opera that had been performed 

on December 24, 1871 and was able to achieve a great success of its 

predecessor ―Rigoletto‖ that was in the opening  of the house. 

During the preparation of Aida, Dranit lived a period of fear and that is 

because of his knowledge that Verdi intended to show opera Aida on La 

Scala theater in Milan before the first show in Egypt, as from the terms of 

the agreement in the case of delay, for the composer has the right to show 

after 6 months in any place, the director flickered because of his fear of 

showing the performance abroad so he went with the harmony of the 

artwork, where it is considered the first direction in his reign and would 

continue to be a gift to all who came after him
116

. The First Maestro who 

led opera Aida was Maestro "Botezine
117

", and the first one who played 

the role of the Ethiopian Captive was "Antonietta  Botzone
118

" The 

sceneries and the costumes of Aiad were carried out in Paris
119

, and  the 

                                                           
114 -Camille de Locle: - French poet, he worked as general secretary for the Paris Opera, 

who persuaded Verdi to agree to compose opera Aida after refusing to compose twice 

226
-Salah  Abdoun,"Genesi  DellˊAida con Documentazione Inedita", Collana Diretta Da 

Mario Medici, ( Quaderni dellˊIstituto Di Studi Verdiani, italia,1971)p3. 
227

 - Ibid, p8. 
222

 knturabas player and he was the  composer , 1889)-(1821 -:Giovanni Botezeni -
commander of the orchestra in Paris, Italy, London and Cairo, to lead the first 

performance of the opera Aida on December 24, 1871, and it is the same festival of his 
birth date, but the fifth and his appearance until the end  Ismail’s reign then he took 

over the administration of the conservator in Italy.  
225

 - Salah  Abdoun,"Genesi  DellˊAida con Documentazione Inedita", Collana Diretta Da 
Mario Medici, ( Quaderni dellˊIstituto Di Studi Verdiani, italia,1971)p4. 
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first one who parsed the story of opera Aida is Abd allah Abu Saud the 

owner of the Nile Valley Magazine," who published the translation in his 

magazine in 1872,and this was the first literary political magazine in 

Egypt, and  Abo El-Soud Afandi could have the reveille of the intellectual 

movement in Egypt, through some of his translations  that made his son 

Muhammed Onsi the owner of Rodat El-Akhbar magazine followed his 

steps 
120.

 Locel succeeded in persuading Verdi, whom the charm of the 

ancient Egyptian history had a great impact on him , and there were 

Khedivial directives for selecting the composer Verdi. The Insisting 

wasn‘t only on the choice of Verdi to compose, but also for the opera to 

retain its pure Egyptian impression , not only in the content of the story 

but also in the costumes and sceneries 
121

. 

 

After the approval of composing, Verdi consulted a friend about the 

wages he shall demand in the task of composing Aida, his friend replied, 

saying 4,000 thousand Sterling pounds to compose the musical piece, and 

the amount of 6000 pounds if you were asked to pursuit the rehearsals. 

The Khedive was content with the authorship only, but sooner the matter 

changed for the importance of the presence of Verdi in the rehearsals and 

he asked him to come to Egypt, but he refused, citing it to one of his 

friends that: "He is afraid to go to Egypt fearing that they would turn him 

into a mummy," and when Khedive knew about the importance of his 

presence he sent him a sum of 50,000, francs at once cash
122

. 

 

There were many questions about the author Some thought "De Locle" 

and others thought it was the Italian poet "Antonio Gizlanzony" and it 

lasted for a long period until March 30,1880 when Italian newspapers 
123

stated that the author of the opera Aida is the French Egyptologist 

Mariette Pasha, and the poet Gizlanzony made  it poetic organized and 

translated it from French to Italian and then sent it to Camille de Locle for 

poetic organizing in Italian , and finally it was given to the Italian 

composer Verdi. 

 

For the story of Aida it was inspired from the manuscript consists of 4 

pages discovered by Mariette in the Nile Valley, he was inspired by it to 

write the opera as its story embodied the conflict between the loyalty to 
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the homeland and the emotion
124

, as it speaks about a love story between 

the captive Aida and the commander of the Egyptian army Radames, who 

was judged by the Pharaoh of Egypt to be buried alive after the proof of 

his trial to escape with Aida to Ethiopia. It‘s musical lyrics were written 

by the poet "Gizlanzony‖ and then it was translated and handed over to 

the Italian composer Verdi in 1870 for composing opera Aida at the 

request of the Khedive for 150 thousand francs of gold, As for the decor 

and the design of the clothes it had been done in Baris and costed 250 

thousand Frank. There were challenges and difficulties for the work 

assuring that the words of the writer Auguste Mariette, saying, "We 

should not hide our feeling from the difficulty of the task, as the direction 

of the Opera in the output image required by the Khedive something that 

worth thinking about it more than one time,"
 125
 so it was complicated and  

tiring for what it has in creation to balance in the ancient times amid the 

temples atmosphere and the  possibility of the theatrical direction, and 

also feeling with fear that Egyptians don‘t accept the foreign performer 

wearing the Pharaonic costume, in fact, the subject from the first to the 

end is a complete process of creating, and this needs to be a boodle of 

details almost loses my mind. 

The amount dedicated to Aida was 250,000, francs and it was allowed to 

bypass the number in the range of 50,000, francs but with the increasing 

of the expenditures the allowable amount increased to 70,000, francs
126

. 

Paris was the pioneer in manufacturing everything the opera requested 

from clothes and decorations and office tools too, boxes for drinks and 

food, including two vegetables boxes ,2 boxes of wine,2 cheese boxes, 

from Michelle lofi Company and Kabason company, Pelangi library and 

Sircoti company in Paris, the total previous bills  in the first year from the 

inauguration arrived to 1,609,881, francs on January 14, 1870
127

. The 

amount paid at the end of the first year of the inauguration was very large 

comparing to the debits of Egypt that passed by in that period, and 

perhaps the reason for this is the desire of Ismail to show his ability as a 
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- Burton D.fisher, Verdi"s Aida : Opera Classics Library ,(Opera Journeys 
Publishing,Florida,2001)P27.  
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 . 75ص, ِشعع عبثك :عب٠ذح ِٚبئخ شّعخ",صفؾبد فٟ ربس٠خ أٚثشا اٌمب٘شح صبٌؼ عجذْٚ ," -
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 .252ص, عبثك ِشعع  ,:عب٠ذح ِٚبئخ شّعخ"صفؾبد فٟ ربس٠خ أٚثشا اٌمب٘شح صبٌؼ عجذْٚ," -
127

( بخصوص كشوف بمصاريف لوازم 3314 -314412, )الكود االرشيفي  22, ملف  111محفظة  -

(. 2323يناير  24 -2314مايو  21)  التياترات  
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governor who has his sovereignty in the eyes of Europe, and that made 

him mull in profusion and extravagance
128

. 

Opera Aida was performed in the third season of the Opera House in 

1871-1872, and at that time the preparation was nearly about 85 concerts 

including fifteen , and half of them were special for Verdi‘s work ,and in 

spite of this large number of those concerts the biggest interest was about 

performing opera Aida129.On Sunday 24 December 1871 the night 

encountered with the great Egyptian history embodied in the high musical 

masterpieces of the opera Aida. The Italian critic "Felipe" assured about 

that night, that the house were filled with audiences before unveiling the 

curtain, and the ladies occupied the three right compartments of the first 

floor in large numbers and what interestingly that they did not try to draw 

attention with chattering or the light clothes, but during the breaks they 

were walking around every now and then contemplating their nice 

appearance and elegances standing in front of golden frame mirrors that 

covered the walls from the floor to the ceiling, and for the guards they 

were standing next to the banners on the walls indicating to non-smoking, 

while they themselves were smoking 130. 

 

At the moment of the Khedivial entry to the house, he did not appear in 

the beginning until the musical introduction playing of Aida ended and 

then the audience started to stand respecting him, the costumes and the 

sceneries were spectacular and the theatrical background seemed to be a 

real one representing the shape of the ancient Egyptian monuments, and 

the crown of Princess Amnereys ,the Egyptian Pharaoh's daughter  was 

made of pure gold and an ornament with lobes taken from the remains of 

the Pharaohs and above the crown was the head of the serpent 131, and the 

helmet of the Egyptian army commander Radames was made of silver, 

and the clothes of the King were blue covered with white robe studded 

with gold and gems and gilded necklace inlaid on the chest of the pharaoh 
132. The number of the actors exceeded one hundred in this scene from the 

second chapter, this refers to the large space of the opera house, and Mr. 
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, تاريخ مصر من عهد المماليك إلي نهاية حكم اسماعيل " -"صفحات من تاريخ مصر :المستر جورج يانج ,  -

.144ص (2441)الطبعة الثانية, مكتبة مدبولي , القاهرة , , ترجمة: علي أحمد شكري   
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 .245:241, ص اٌّشعع اٌغبثك ,:عب٠ذح ِٚبئخ شّعخ"صفؾبد فٟ ربس٠خ أٚثشا اٌمب٘شح صبٌؼ عجذْٚ , "-

241
 .261ص, اٌّشعع اٌغبثك صبٌؼ عجذْٚ,-

242
 .2,ص ",ِشعع عبثكِصش ٚف١شدٞ داس االٚثشا اٌٍّى١خ" ,ع١ٍّبْ ٔغ١ت  -
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 .5صاٌّشعع اٌغبثك , , ع١ٍّبْ ٔغ١ت -
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Hartseon‘s demand
133

 emphasized this when he wanted to convene a 

meeting for the American delegation in the Opera House , since the 

executive committee was looking for a location for the conference held in 

1913 as it suggested convening such these big meetings in the Opera 

House 
134

. 

The creation of Aida has exceeded more than 34 exchangeable messages 

between Verdi and Gizlanzony to accomplish this remarkable work. 

Within 45 days from the first show of Aida on 24 December 1871 until 18 

February 1872 Aida was performed in the Opera House in Cairo ten 

times, and its appearance in Europe is a confirmation for success and the 

artistic value that Aida owned it and it was clear after its performance on 

8 February 1872 in Milan
135

. This success wasn‘t only in Egypt but the 

whole world had witnessed the excellence of opera Aida in performing 

the show given this dazzling success there was a competition between the 

foreign teams to perform shows in the opera seasons, it had the 

contribution in the publicity of art and the success of the show .136  
 

                                                           
133

- Master Hartesehon: - secretary of the international associations of Sunday schools 

in Washington, USA. 

134
( بخصوص اإلعتذار المقدم من وزير االشغال  4338-328238, )الكود االرشيفي  8ملف  , 121محفظة  -

 - 24/22/2432من العمومية إلي د/هارتسهون عن اسفه في اقامة اجتماعه بدار االوبرا للبعثه االمريكية 

83/22/2434.  

135
 - This is a confirmation that opera Aida was performed in Cairo first and then Milan 

Second, in response to the rumors that spread saying that the first  Aida show was out of 

Egypt, and we can’t deny that Aida achieved unrivaled success on the La Scala theater in 

Milan. 

 -
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The First Opera Aida Show in The Theatre of The Opera House in 1871  

fig. (4) 

Source :- Old Opera House Museum located  in the Egyptian Opera 

House Currently, 

 "By The Researcher" 

 

On Saturday 23 December 1871 the day before the show of opera Aida it 

was the final rehearsal, which began at 07:00 pm and ended at 3:30 am, 

and the amazing thing in that is that holders of the tickets for the presence 

of the opera Aida came to attend the final rehearsal, the audience 

remained in their seats and they were so pleased which was clear  through 

discussions during the breaks and cheers and shouts of enthusiasm for this 

enormous effort at the end of every scene, but in some parts from the 

intensity of the admiration the applause interrupted some theatrical work 

and it remained until the final curtain was unveiled.  At the end of the 

show the Khedive had a psychological comfort who attended the final 

rehearsal by himself and he found that the opera house had a great 

privilege for its innovation for a huge musical work, and he had the desire 

to send a telegraph after his existence to congratulate Verdi and thank him 

for this wonderful work, and after the end everybody went out happily 

enjoying the new music work. 

The signs of satisfaction of the khedive weren‘t inside the show only 

through applause, but he charged Darnit to inform Verdi that the Khedive 

granted him  the Ottoman honor with the rank of Komndhator and this 

type of equestrian honors  which was brought by the current Sultan aren‘t 

granted except for the high values as in this current situation. On March 

22, 1872 Verdi sent to Dranit thanking him and the Khedive for sending 

the Ottoman honor and he was proud of this honor which he was granted 
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by the ruling Khedive who opened his kingdom to Arts and Sciences, as 

Dranit worked vigorously and intelligently in order to accomplish 

everything that could achieve the success of Aida 137 . 

At the end of the season  1869-1870, Dranit, the house director submitted 

an expenses statement of the Khedivial Opera House for the first year, 

which amounted  1609881,69 francs 138, and in the next two years the 

expenses decreased as we find Dranit submitted the statements  of the 

seasons (1874-1875), (1875-1876), we find each season costed the 

amount of 1.2 million francs 139 . And after this the Opera House stopped 

because of the crisis of the debits until the Khedive Ismail was isolated 

and his son Tawfiq took over. 

 

 Conclusion 

The Khedival Opera House is considered one of the most important 

institutions established in the modern era, as it reflects the cultural aspect 

and artistic sense of the Egyptians, and khedive Ismail did not spare any 

effort in providing all the material and moral supports for the success of 

such renowned establishment. Although the purpose of its establishment 

was just for the celebration of the opening of the Suez Canal, as its civil 

and cultural role continued after the opening. Among its most famous and 

important shows presented during that era is the opera Aida by the French 

archaeologist Mariette Pasha who was inspired to write it by the ancient 

Egyptian history. In facts the opera‘s first season is considered its golden 

era due to the great interest of the Khedive Ismail with it and the immense 

expenses spent on it. 
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