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Abstract 

        To stay ahead of the competition, proactive tourism destinations must 

constantly look for the diversification of the Tourism product. The traditional 

product life cycle theory indicates that typically a product will have an S-

curve with stages of growth, maturity, saturation and decline in sales and 

profits. Thus depending on single tourism product is fragile for the tourist 

destination. According to shohdi (2012) Aswan is marked by the historical 

attractions, although it includes the different non historical attractions such 

as, Avitourim, fishing in the lake Nasser and health tourism. The creation of 

marketers should consist of using all the marketing tools and lead to the 

diversification of the tourism product. Therefore, the current study aims to 

identify the tourist awareness of the non-historical attractions of Aswan and 

evaluate the marketing efforts in regards to the diversification of Aswan 

tourism product in both private and public sector, furthermore, the study tried 

to highlight the different tourism attractions of Aswan Product. The 

Quantitative approach has been used in this research. 1000 paper 

questionnaires were administered with s sample of tourists visited Aswan to 

identify their awareness with regard to the non-historical attractions in 

Aswan. Findings of this study revealed that the tourists have no awareness 

about the non-historical sites of Aswan and the marketing efforts should be 

directed towards promoting the non-historical attractions of Aswan.  The 

diversification the tourism product of Aswan is very important for the 

competitiveness tourism marketing for cities. 

Keywords: Diversification, Tourism product, Aswan, non –historical 

attractions  

1. Introduction 

                     The tourism marketing is changing in the tourism industry. Old-

school tourism marketing was a race to attract the most visitors to your 

destination by making it look exciting. Today, tourism marketing is more of a 

balancing act than a numbers game. Its goals and campaigns are more subtle. 

No destination wants to drop off the map, but gone are the days when the 

only thing that mattered was numbers. (CWW, 2019). 

 The marketing of cities as tourist destinations has gained momentum in the 

past decade, as cities increasingly compete for tourists. Furthermore, in 

recent years, city branding has become an emerging academic theme and an 
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important practice by local authorities and governments (Manyiwa  et 

al.,2018). 

The tourist product is the key to attract tourists of certain destinations. 

Product intensification, linkage and diversification of very important for 

competitiveness and the new tourism marketing strategies (Purnomo et al., 

2019), Thus diversification the tourism product refers to the expansion of a 

product or a sector into a new market rather than specialising in a single-

product (Weidenfeld, 2018). 

The marketers in both private and public sector must continue to consolidate 

their experiences in the process of the diversification of the tourism product, 

by using all the the marketing efforts to promote these new products 

(Gardiner and Scott, 2018). 

Erkuş, and Terhorst (2018) argued that the growth of relying on of single 

tourism product is fragile for the tourist destination because it is vulnerable to 

tourist fluctuations in the offer and demand. Thus theoretically, a product has 

an s - curve with stages of growth, maturity, saturation and decline in sales 

and Profits and it seems to hold true even for tourism products imposing that 

product diversification is very important in tourism (Moramudali, 2018). 

As mentioned Aswan is marked by the historical sites, although the tourism 

product of Aswan includes various attractions such as, the culture tourism, 

Avitourism, protected areas, special events, Eco tourism and health tourism. 

(shohdi , 2012). Thus relying on single product is not enough to lucrative 

markets as the tourists now travel for a variety of reasons (Xu, 2010).  

The marketers’ stakeholders in the destinations should work on how to make 

destination competitiveness and process of diversity the tourism product is 

one of core strategies to create a brand for the city (Kim et al., 2018). 

2. Research Questions 

   The research tries to answer the following questions: 

1. What is the tourist’s awareness level of Aswan non-historical 

attractions? 

2. What role is the private and public sectors are playing in the process 

of the diversifications of Aswan Tourism product.  

3.  Research Objectives  

The general objective of this study is identifying the tourists’ awareness 

about the non-hisrocal attractions of Aswan in order to evaluate the 

marketing efforts in regards to the diversification of Aswan tourism product.  

 The study aims to achieve the following objectives: 

1-Highlight the different attractions of Aswan. 

2-Identify the tourist awareness of  the non-historical attractions of Aswan. 
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3-Evaluate marketing efforts in both public and private sector for the 

diversification of Aswan Tourism Product. 

The study is organized as follows: it starts by overview to the concepts and 

elements of tourism marketing and the diversification of the tourism product, 

and then followed by the research methodology and finally the results, 

discussion and recommendation. 

4. Literature review 

Tourism is based on the supply and demand, and, obviously, the 

diversification of the tourism products needs a marketing policy in order to 

have a clear business vision and new opportunities for the destination product 

to reach new potential markets (Lamnadi, 2019). 

Tourism marketing  

 Tourism marketing concept is the systematic and coordinated execution of 

business policies by the both private or public and public sector tourism 

organizations operating at the local, regional, national, or international level 

to achieve the satisfaction of the needs of identifiable tourist groups, and in 

doing so to achieve an appropriate return (Kotler, 2003). While the modern 

marketing concept is a comprehensive process which encompasses research 

and analysis of society’s as well as consumer’s needs, asserts the company’s 

resources and marketplace and delivers the products/services to those whose 

experience provides a set of satisfactions which are preferable to those of the 

competitors. (Ukessays, 2018). 

The classical marketing mix model known as the 4Ps is the cornerstone of 

any marketing activity. The model was structured by McCarthy in the 1960. 

It consists of price, product, place, and promotion (Volkov, 2013). Several 

studies criticized the concept of traditional marketing mix with its 4P's is 

facing insufficiencies. Booms and Bitner suggested that the extension of the 

4Ps framework to include the three additional factors of people, the physical 

evidence and the process as the Marketing Mix figure variables for service 

marketing . For this reason the Marketing mix appeared to be the most taught 

topic in the tourism marketing courses (Ramamoorthy, 2014).  

According to Crotti and Misrahi (2015) There is a gap in literature pertaining 

to the use of marketing mix models in crisis time in many shapes and forms. 

Economic shocks are a typical crisis that faces the tourism industry. 

Recessions can leave the tourism industry vulnerable to further disruption 

from secondary shocks, as demonstrated by the impacts of Corona virus 

crisis. The rapid spread of the Corona virus in China has stopped the normal 

life of the people in all over the world, Corona virus appears in many 

countries after china especially Italy, France and Spain (Hoque et al., 2020). 

Here comes the role of marketing experts and strategists. There must be a 

model that guides hospitality properties during crisis times, models that 
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embrace the concepts of place marketing and place promotion (Salman et al., 

2017). 

Place marketing means “designing a place to satisfy the needs of its target 

markets. It succeeds when citizens and businesses are pleased with their 

community, and the expectations of visitors and investors are met”(Kotler et 

al., 2002), While Place promotion is trying to encourage the actual and 

potential tourists to travel a destination through the spreading of information 

about the attractions of this destination (Baldemoro, 2013) . 

Recently, new term was added which is “Place Branding”. The term refers to 

“building brand equity in relation to nations, region or a country identity. 

Academic literature mentioned that there are many tourist destinations seek 

to brand themselves by promoting its cultural heritage and the diversity of its 

tourism product (Salman et al., 2017). Point out to the Nubian and African 

heritage of Aswan has an influence to attract tourists. Hopkins and Mehanna, 

2010). 

  

 

 

 

 

 

 

  

 

 

 

 

 

 

Figure 1: The Marketing Mix Model in tourism (7Ps) 

Source: Kumar (2010) 

Product: The tourism product is defined as a complex consumptive 

experience that results from a process where tourists use multiple travel 

services during the course of their visits (Murphy et al., 2000). 

Place: Refers to the contact between the service Provider and the person who 

gets the benefits of the service (Kumar, 2010). 

Promotion: Promotion Tourism product means "selecting the most 

interesting resources in a destination and promoting them as tourist 

attractions” (Font and Ahjem 1999). 

While The Tourism Promotional Mix refers to the promotional elements 

comprising a mix of tools available for marketers, such as advertising, 

The Marketing Mix Model in 

Tourism 

Place Promotion Price Product 

Physical Evidence Process People 
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personal selling, sales promotion, public relations and direct marketing 

(Kerin et al., 2004)  

Price: Is dominated by what is being charged for the fees that are required to 

enroll at the service industry. The pricing element not only affects the 

revenues that a service industry derives from its enrolment, but also affects 

customer's perceptions of the quality. 

People: includes all the staff of the service business that interacts with 

prospective customers and indeed once they are enrolled as customers of the 

service business. Physical evidence: is the tangible component of the service 

offering. That allows tangibilizing the intangible product. (Salman et al., 

2017). 

Process: it is the marketing mix element that includes trip planning, 

anticipation, travel to the site/area, recollection and trip planning packages. 

(Kannan and Srinivasan,2009). 

The diversification and innovation of the tourism product 

As mentioned the growth of relying on of single tourism product is fragile for 

the tourist destination because it is vulnerable to tourist fluctuations in the 

offer and demand (Erkuş, and Terhorst ,2018), thus The tourist product is the 

key to attract tourists of certain destinations. Product intensification, linkage 

and diversification are very important for competitiveness and the new 

tourism marketing strategies (Purnomo et al., 2019). 

According to the report of the World Tourism Organization's Crisis 

Committee related to corona virus crisis, It recommended that the tourism 

sector should work to prepare for tomorrow through the importance the 

diversification of the tourism products to face the repercussions of the crisis 

(UNWTO , 2020). 

According to the Schumpeter theory of economic development, innovation 

and product diversification are different yet interdependent strategies for 

growth (Deligianni et al., 2014). 

 Innovation: is the process of converting new ideas into marketable outcomes 

and has a pivotal role in driving economic growth, Tourism innovation can 

constitute product, process, managerial and market innovations as well as 

more tourism-specific distribution innovations and institutional innovations 

(Weidenfeld, 2018). According to Hjalager cited by Albu (2015) three 

categories of innovation were added, innovation in management, logistics 

innovation and institutional innovation. The process of the tourism product is 

related to the institutional innovation which refers to a new organizational 

structure and a new legislative framework which reorients and effectively 

improves the business. Tourists’ preferences should be taken into account in 

the innovation process since they play an important role into the transfer of 

“information/knowledge toward the tourism companies. The information 
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provided by the tourists can generate new ideas, new solutions for the 

development of touristic services/products.  

 Diversification: is the process of offering varied and customized tourism 

products through using the marketing tools, That lead to a competitive tourist 

destination experience (Benur and Bramwell , 2015). 

 According to Evans (2015) Tourism product diversification strategies are 

divided into related and unrelated strategies  

 

 

 

 

 

 

 

  

 

 

 

 

 

    

 

 

 

Figure 2. Product related and unrelated diversification 

                          Source: (Evans, 2015) 

Related strategies: include horizontal, vertical and diagonal strategies, which 

are related to the tourism products. Vertical diversification strategies include 

backward diversification, when travel agencies seek to introduce new 

products to the tourists through using the existing resources. It also includes 

forward diversification by travel agency seeking to extend the products, 

which are currently offered to their customers by others, Such as a tour 

operator extending its offer by taking control of a call center (Evans , 2015). 

Horizontal diversification strategies occur when an organisation enters 

competing markets by marketing new products and (re)combining or 

modifying existing products. Horizontal and vertical strategies are more 

common in conditions of market decline or developing competencies in new 

technologies. Diagonal diversification refers to the utilisation of a common 
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platform of information and technology to target customers with a closely 

related set of products. (Weidenfeld, 2018). 

Unrelated strategies introduce entirely new products for other markets. They 

are more risky than in horizontal and vertical strategies and are more likely to 

be implemented by the private sector (Weidenfeld, 2018). 

 

According to the above The diversification of the tourist product is relevant 

for the tourist destination, it represents the process of marketing of new types 

of products  and recreational activities in the destination. Also it includes the 

appearance and the possibility of new types of tourists and recreational 

activities developing in the destination. (Zigern and Kol, 2019). 

 

5. Methodology 

        The Quantitative approach has been employed in this study . The 

questionnaire was applied on a random sample of tourists visited Aswan. The 

questionnaire instrument included the form of (closed ) questions.  A total of 

1000 forms of paper questionnaire were distributed from June 2019 to 

December 2019. To identify the Tourits’ awareness about the non-historical 

attractions of Aswan through a list of all the tourist sites of Aswan. Also to 

evaluate the marketing efforts in regards to the diversification of Aswan 

tourism protect. Only 980 forms were answered and returned back, 30 of 

them were not completed. Consequently, about 950 forms were valid and 

were included in the analysis. Statistical Package Social Science (SPSS, 

V.25) is used for data input and analysis in the descriptive statistics. 

 

6. Results  

 Table No.1 displays the replies of the sample members about the gender.  

Percentage Frequency     Demographic Data 

52.2 % 496 Male Gender 

47.8 % 454 Female 

100.0 950 Total 

  Table 1 Gender category of the sample of the tourists  

 

As per the summary illustrated in the Table1. (52.2%) of the participants of 

the study are male whereas (47.8 % ) are female. 
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Table No.2. shows the results of the answers of the respondents about their 

ages. 

Percentage Frequency Demographic Data 

6.1 58 Less than 30 Age Category  

57.2 543 30 – less than 60 

36.7 349 60  and more 

100.0 950 Total   

Table 2.  Age category of the sample of the tourists. 

 

The table shows the results of the age categories of the sample: The majority 

(60%) is between 30 and less than 60 years, while (36.7 %) of the sample 

more than 60 years. A less percentage (6.1%) of the sample was less than 30 

years. The two largest percentages of the sample were from 30 – less than 60 

may and 60 years and more, may return to Family travelling has always been 

a staple to the annual program. (Stephanie, 2019). 

 

Table No.3. Shows the answers of the tourist when they were asked about 

how many times they visited Aswan. 

Table 3. The number of visits of the sample to Aswan  

As per table 3. the largest percentage of the tourists’ sample (95.5%) clarified 

that they are first time visitors, while (4.5 %) are second time visitors, 

therefore no one in the sample visited Aswan more than twice. 

 

Table No.4. The sample was asked to estimate the primary reason of visiting 

Aswan. The tourists were asked to choose between the different attractions of 

Aswan. 

Rankin

g  

Percenta

ge 

Frequenc

y 

Reasons  

1 1554% 314 Holidays/Leisure 

9 3355% 136 Culture tourism 

- 151% 1 Visiting friends/family 

4 154% 4 Health reasons 

3 153% 91 Business/Conference 

- 151% 1 Other  

   Total 

Percentage Frequency Items 

95.5% 907 
First time visitor 

4.5% 43 It is the second time 

0.0 0 More than twice 

100.0 950 Total 
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Table 4.  The primary reason of visiting Aswan 

The results of table 4. Indicated the primary reason of the tourists to visit 

Aswan. A great proportion (73.5%) declares that the culture tourism is the 

main reason and ranked number 1 in the reasons. Ranking number 2 was the 

holiday and leisure showing (25.4 %) of the sample, then (0.7%) of the 

tourists visited Aswan for business and conference, while the last ranking 4 

was for health tourism by (0.4%).  Thus, according to the previous results, it 

can be said that the culture tourism is the primary reason for visiting Aswan. 

Table No 5. The participants were asked to identify their Sources of 

information about Aswan before coming to visit.  

Items Frequency Percent 

 

 

Traditional  

sources 

Friends or relatives recommendations 455 23.6 

Visiting your tour operator 47 2.4 

T V programs 61 3.2 

Books or printed articles 141 7.3 

Others 0 0.0 

Total 704 36.5 

 

 

 

Online sources 

Tour Operator site 945 49.0 

Aswan Governorate website 0 0.0 

Egyptian Tourism  Authority website 9 0.7 

Travel Rating sites 259 13.4 

Friends recommends on social media 25 0.3 

Others 8 0.1 

Total 1221 63.5 

Total answers ** 1950 100 

Table No 5. The sources which played a primary role in tourist’s decision to 

visit Aswan 

 

The results of the previous table showed that (Online sources) played the 

largest role in the tourists decision to visit Aswan by (63.5%), while 

(Traditional sources) were (36.5%) of the sample. 

  In more details, the first source among all sources is (Tour Operator site) by 

(49.0%), followed by (Friends or relatives recommendation) by (23.6%) and 

then in third ranking (Travel Rating sites) by (13.4%) followed by (Books or 

Printed articles) by (7.3%) followed by TV programs by( 3.2%) and then by(  

Visiting your tour operator ) by (2.4%), then came in the seventh ranking the 

Egyptian Tourism Authority website by (0.7%) , in the last of the ranking 

were other sources in small percentages. 
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Table No 6. The sample was asked to assess the awareness about the 

unhistorical attractions in Aswan. 

 Attractions 

I Knew about It and I 

have visited/joined 

I Knew about it but 

did not visit/joined 

I did not 

know about it 

F % F % F % 

Philae Temple 950 100.0 0 0.0 0 0.0 

Nubian villages 948 99.8 2 .2 0 0.0 

AbuSimbel 

Temple 

950 100.0 0 0.0 0 0.0 

Saluga&Gazal 

Protected Area  

0 0.0 0 0.0 950 100.0 

Wadi ALAllaqi 

Protected Area 

0 0.0 0 0.0 950 100.0 

Fishing in Lake 

Nasser 

0 0.0 18 1.9 932 98.1 

Bird Watching 0 0.0 11 1.2 939 98.8 

Safari in 

Western desert 

0 0.0 2 .2 948 99.8 

Sand burial 

therapy  

0 0.0 12 1.3 938 98.7 

Aswan High 

dam  

949 99.9 0 0.0 1 .1 

Kom Ombo 

temple & Edfu 

temple 

948 99.8 1 .1 1 .1 

Daraw Camel 

market 

17 1.8 24 2.5 909 95.7 

Unfinished 

Obelisk 

626 65.9 310 32.6 14 1.5 

Table 6:  The tourists’ awareness about the attractions of Aswan 

 

According to the answers of  sample  of the tourists ,the results of the replies 

on (I knew about  it and I have joined )  were as follow :in the first order 

came (phiale temple , Abusimbel temple ) by (100%) of the sample , with 

little bet difference came (high dam, Nubian village , ,komombo and edfu 

temples ) in the second order by an average of  (99%) of the sample 

 The replies on (I knew about it but I didn’t join) was (unfinished obelisk) by 

(32.6% ) of the sample. 
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The replies on the non-historical attractions showed that the majority of the 

tourists did not about these attractions, the percentages of (I didn’t know 

about it) were as the following :( Fishing in Lake Nasser) was (98.1% ) Sand 

burial therapy was(  98.7%), (Bird Watching 98.8 % ) Safari in Western 

desert) was (99.8%) , daraw Camel market (95.7%) , and Saluga and gazal 

protected areas represented 100% of the sample did not about them. Thus 

according to the previous results, it could be said that almost (99%) of the 

sample they did not about the non-historical attractions of Aswan 

 

Table 7. Shows the results of how the tourists interact with some of the most 

important events in Aswan. 

Events 

I Knew about 

It and I have 

joined 

I Knew about it 

but did not 

joined 

 I did not know 

about it 

   

     

R  

F % F % F %  

Abu Simbel 

Sun Festival 

0 0.0 4 .04 946 99.6 2 

Aswan 

Sculpture 

symposium 

0 0.0 0 0.0 950 100.0 1 

Aswan Camel 

Race                                  

0 0.0 0 0.0 950 100.0 1 

Table 7: The tourists’ awareness about the important events in Aswan 

 

According to the results of the above table we noted that (100%) of the 

sample replied that they did not about the Aswan sculpture symposium and 

Aswan camel rates, while (99.6%) of the sample they did not know about the 

Abusimbel Sun festival. 

 

7. Recommendations and Conclusion 

       This study aimed to evaluate the marketing efforts in regards to the 

diversification of Aswan tourism product, in addition to identify the tourists’ 

awareness about the non-historical attractions of Aswan.  The results of this 

study revealed the following: 

 The study introduced the different marketing elements and their role 

in tourism promotion. 
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 The study introduced the importance of diversity and innovation for 

the tourism product and how it can leads to more sales to the tourists. 

 The study highlighted all the non-historical attractions that Aswan 

includes, such as Avitourism, fishing in the lake Nasser and medical 

tourism. 

 According to the questionnaire results, Culture tourism is the primary 

reason to visit Aswan.  

 The majority of the tourists who visit Aswan are first-time visitor, 

thus the diversification the tourism product of Aswan may it could be 

a source of get the repeaters tourists.         

 The online sources are playing the primary role in the tourist’s 

decisions to visit Aswan. Such as the tour operator websites, social 

media and travel rating sites (viator – trip advisor). 

 The tourists have no awareness about the non-historical attractions 

such as the protected areas, bird watching and fishing in the lake 

Nasser. 

 The tourists have no awareness about the most important events in 

Aswan such as, Abusimbel sun festival, Aswan sculpture symposium 

and Aswan camel race. 

 The Marketing efforts of the private & Public sectors don’t promote 

the non-historical attractions of Aswan. 

    According to the results and conclusion, the study concluded the following 

recommendations: 

Recommendations to Egyptian Travel Agencies:  

 The Egyptian travel agencies should develop their packages by 

including the non-historical attractions of Aswan. Because the 

diversification of the tourism products and linking them with the 

primary products are keys which attract tourists and can be crucial for 

the competitiveness of Aswan as tourist destination. 

 The Egyptian travel agencies should update their websites by offering 

the non-historical attractions of Aswan, because according to the 
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questionnaire the website of the travel agency was the main source of 

information that the tourists used to visit Aswan. 

 Egyptian travel agencies should use all tools of tourism marketing 

especially the e-marketing to sell all the tourism products that Egypt 

has. According to from business to tourist as a marketing strategy. 

 The Egyptian Travel agencies should organize FAM Trips for the 

international tour operators to visit the non-historical sites. 

Recommendations to Ministry of Tourism &Egyptian Tourism 

Authority. 

 The Egyptian Ministry of Tourism and The Egyptian Tourism 

Authority should increase the awareness of the Tourists about the 

non-historical attractions in Aswan, through including the bird 

watching and fishing in lake Nasser in Aswan’s Tourist brochures.  

 The Egyptian Ministry of Tourism and The Egyptian Tourism 

Authority should increase the marketing efforts to promote Aswan as 

brand tourist destination through the tourism fairs. 

 The Egyptian Tourism authority should update its website to setup 

alive streaming from the non-historical sites.  

 The Ministry of Tourism should activate on its official website a 

portal that can help the Egyptian travel agencies offer their products, 

especially non-historical sites and also tourists can book tours 

through any travel agency they choose. 

Recommendations to Aswan governorate administration:  

 Aswan Governorate administration should setup official pages about 

Aswan on Facebook, Twitter and instagram, publishing the pictures 

of unique nature and non-historical attractions of Aswan will bring 

many followers and potential tourists. 
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 Aswan Governorate administration should facilitate the government 

procedures related to fishing in Lake Nasser and the western desert 

area. 

 Aswan Governorate administration should doing a promotional 

campaign Aswan for Aswan Sculpture symposium, Where many 

sculptors are participating and that help in a strong tourist publicity 

for Aswan a brand tourist destination. 

 Aswan Governorate administration should set a fixed date in the 

winter season (because of the good temperature) for Aswan Camel 

Race in the western desert, this will be the gateway attract the Arab 

tourism to Aswan.  

 Aswan Governorate administration should develop creative ideas for 

Abusimbel Sun festival, such as Inviting international opera 

performances or Inviting famous people in different fields to be the 

guests of the honor of the celebration. 
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