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 Optional Tours are one of the most important activities 

in the tourism industry and can provide substantial 

gains to tourists and tourism businesses as well as host 

communities. In addition, optional tours are now one of 

the main products in Egypt. The purpose of this paper is 

to evaluate the of optional tours services presented by 

travel agencies and their effect on tourist's satisfaction 

in Marsa Alam city. To achieve the aims of the study, 

quantitative approach based on a questionnaire was 

developed and directed to a sample of Egyptian and 

foreign tourists. The questionnaire was handled to 550 

Egyptians tourists and 140 foreign tourists. Out of this 

number, 452 forms were available for analysis 

representing 82.1% response rate for Egyptian tourists 

and 97 forms were available for analysis representing 

69.3% response rate for foreign tourists. The results 

indicated that Egyptians tourists felt safe during 

implementing their optional tours, whereas, the foreign 

tourists are satisfied with modern technology which 

travel agencies used in showing and selling optional 

tours. Moreover, the Egyptians tourists suffered from 

not providing the need information about the trip, 

whereas, foreign tourists suffered from the travel 

agency not implemented the optional tours as had been 

announced and purchased. 
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1. Introduction 

Deregulation and globalization have increased competitive 

pressures, helping to bring down prices and to improve the quality of 

services provided by professional tourism destinations. The 1980s 

witnessed many service industries placing increased emphasis on 

managing quality. Traditional ideas of quality, which had evolved 

from manufacturing industries and had been based on the 

conformance to the standards defined by operation management, 

began to be replaced by customer-focused notions. This required 

close consideration of what the customer wanted and how their needs 

could be met. Different dimensions of service were defined and 

customer satisfaction, considered to be the gap between perceived 

and expected service, was assessed (Eraqi, 2006). 

The area of tourism has been significantly expanding in recent 

years, which is beneficial for the economic and political as well as the 

social spheres of many countries. Tourism becomes an inseparable 

part of social and modern lives for many people. To be able to sustain 

competitiveness it is inevitable to pay remarkable attention to the 

quality offered. With regard to the specific character of services, 

especially their tangibility, evanescence and variability, it is rather 

difficult to measure this quality and so in practice we can meet 

different approaches and understandings the quality of services 

(Prabaharan et al., 2008). 

Travel agencies were considered major actors in tourism 

industry development. They were considered as an intermediate 

channel between customers and service providers. They also 

promoted the products presented by holiday suppliers like hotels, 

sightseeing operators, excursions, etc. (Chang, 2008). They played an 

important role in offering optional excursion as it has an incredible 

energy which impact and direct tourist demand. They were not just 

mediators but also they act as an interface amongst supply and 

diverse segments of demand. Travel agencies should pay attention to 

the Tourist satisfaction. Tourist satisfaction should be understood by 

travel agencies and should serve as a basis for assessing the 

performance of products and service destination. Chang (2008) 

mentioned in his study that satisfied customer repeat his/her 

experience to buy the products and also create new customers by 

communication of positive message about it to others. On the other 

hand, dissatisfied customer might switch to alternative 

products/services and communicate negative message to others.  
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Tourist satisfaction was the key factor of successfulness in 

tourist industry and a key to long-term business success. To protect or 

gain market shares, organizations need to outperform competitors by 

offering high quality product or service to ensure satisfaction of 

customers.  This was extremely important to clarify which 

dimensions affect the satisfaction in tourist industry. Also, 

consequences of tourists‟ satisfaction and dissatisfaction should be 

studied to provide adequate knowledge for decision makers in this 

sector (Sadeh et al, 2012). 

Al-Ababneh (2013) confirmed that tourism service quality 

directly impacted tourist satisfaction throughout destination 

accessibility, destination facilities, and destination attraction. 

Destination accessibility includes the cost, speed and convenience of 

the public transport around the tourist destination. Accommodations, 

restaurants, Café and transportation service can be categorized in 

destination facilities, which also includes other facilities in the tourist 

destination like retail shop and souvenirs shop and other service like 

information service and tourist police. Attraction and environment of 

destination could motivate tourists to visit the place, especially places 

with modern and historic architecture, heritage, culture, art, and etc. 

Customer satisfaction was a primary objective for any 

business (Ashraf et al, 2018), and several studies have been 

conducted on the subject due its significant effects on organizations 

such as profitability, increased purchase intentions (Ghotbabadi et al, 

2016), gaining a competitive advantage (Asadpoor and Abolfazli, 

2017), creating or reinforcing long-term relationships with customers 

(Tabaku and Cerri, 2016), and loyalty. Satisfied customers were in 

general more likely to become repeat customers and recommend the 

company to new potential ones (Sukri et al, 2014).  

The research aims to evaluate the level of optional tours 

services which provided to tourists during their tour, and its effect on 

tourists' satisfaction in Marsa Alam city. The research contains 

introduction, literature review, methodology, findings and discussion 

and conclusion.  

2. Literature review 

2.1. Concept of Optional Tours 

Optional tours were characterized by travelling to closer 

tourist destinations in a relatively short period of time, considering 

that normally they did not last longer than 24 hours. This meant that 

unlike other forms and types of tourist traffic they often did not 



Minia Journal of Tourism and Hospitality Research Vol. (10), No. (1), December 2020 

 

 
 - 54 -  

  

include overnight services. Although in terms of duration they might 

take half a day, full day, or a few hours, optional tours might be 

purely recreational or purely cultural, but in their form and essence 

they were a combined type of tourist movements. They were 

distinguished from other forms of tourist types and movements 

primarily by their duration, and not less by their radius. Specifically, 

these were short-term movements in the immediate and extended 

environment of tourist dispersion (Stetic et al, 2011).  

Yu (2012, p.93) defined Optional attractions and activities as 

"those are not included in the tour price participation in these will 

cost the traveler extra money". Travel agencies not only considered 

as the main source of travel information for most travelers but also a 

provider of a variety of services that are quite important for travelers 

(Hui and Wan, 2005). Richey et al. (2010) mentioned that travel 

agencies improve their product development in the market by 

collaborating with partners to satisfy consumers‟ needs. Huang 

(2008) stated that travel agencies have to innovate and develop new 

products to gain competitive advantage and services to reach 

consumers‟ satisfaction. Innovation is at the heart of any successful 

company‟s agenda. Optional Tours consider a form of innovative 

products which their effects are reflected on customers, companies 

and host community. Tour guide and tour leader play an important 

role not only in the selection of attractions, Optional Tours or 

shopping (Wang et al., 2002) but also in the achievement of customer 

satisfaction (Chan et al., 2015). 

Optional Tours were one of the most important activities in 

the tourism industry and might provide substantial gain to tourists 

and tourism businesses as well as host communities. Optional Tours 

were considered as a type of tourism experience such as adventure 

tourism, thus it is defined as "a type of tourism experience where a 

tour operator offers travelers an opportunity to participate tourism 

activities, as well as a cultural exchange with local people" (Brown, 

2005, p. 480).  

2.2. Marketing and Selling Optional Tours 
Marketing in tourism requires a good knowledge of the 

exigencies and trends of the market, the orientation of the supply of 

tourism products according to the size and structure of the demand, 

the establishment of a price and pricing strategy, a distribution 

platform, the use of effective tools for promoting the tourism product, 

estimating sales opportunities by seasonality (Sofronov, 2019). 
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Optional tours often play a role as distinguishing features in 

attracting tourists who prefer more flexibility in choosing tour 

products. In addition, the marginal profit of optional tours was often 

greater than that of predesigned tours. As a result, tour operators were 

motivated to increase their offerings of optional tours (Guo et al., 

2014). 

Travel agencies were more tourist-oriented nowadays than 

ever before. They had to keep up according to the change of tourists‟ 

needs in order to reach their satisfaction. According to Huhtiniemi 

(2008) retaining existing tourists was easier than acquiring new ones, 

so the efforts made to please their customers are worthwhile. 

Optional Tour was any attraction which set out to attract local and 

international tourists. It was developed to be more and more attractive 

and achieve visitors‟ satisfaction. 

2.3. Tourism Services Quality 
Tourism quality was considered a classificatory term used by 

tourists to describe their re-construction of a tourist journey. As 

Jennings and Weiler (2006, p57) claimed, “this term may mean 

excellence, a matching of expectations to lived experience, a 

perception of getting value for one‟s money, or however the 

individual tourist chooses to define it”. 

Tourism is a highly competitive industry, and tourism 

enterprise sector can no longer compete on the basis of cost alone. 

Quality is, therefore, a key element for the competitiveness of the 

tourism industry. It is also important for the sustainable tourism 

development of the industry and for creating and improving jobs. 

Therefore, promoting quality in tourism and tourist products is a 

priority in different tourism activities (Eraqi, 2006). 

Service quality is considered as a standard used to assess the 

effectiveness of a particular leisure service agency, including the 

tourism service sector. Therefore, the quality of service involved with 

tourism plays an important role in the process of delivery. Further, 

the quality of service influenced customers' image that had an effect 

on the process from expected quality to perceived quality (Prabaharan 

et al., 2008). Tourism is arguably one of the largest self-initiated 

commercial interventions to create happiness on the entire planet. 

Happiness is directly related to satisfaction, and therefore overall 

happiness is highly linked to satisfaction in leisure travel sector. The 

majority of tourists have experiences with destinations, and their 

perceptions are influenced by comparisons among facilities, 

attractions, and service standards (Glatzer, 2000). 



Minia Journal of Tourism and Hospitality Research Vol. (10), No. (1), December 2020 

 

 
 - 56 -  

  

In tourism literature, quality had been associated with 

different meanings in a variety of contexts, in particular service 

delivery and quality; quality assurance, auditing and control; and in 

product and market differentiation (Warden et al, 2003; Lennon and 

Harris, 2002). However, Jennings and Weiler (2006) advanced that 

„service quality‟ covered a greater range of perspectives than just 

service quality. The term tended to be associated with product quality 

importance (Onome, 2003), the relationship between quality and 

satisfaction (Singh and Tomar, 2013) as well as quality and 

environmental issues across a range of environments from natural to 

build (Lawson et al, 2003). Furthermore, tourism services quality had 

been linked to sustainability (Paul and Sreejesh, 2017); host and 

guest interactions (Su and Wall, 2010); quality of life (Meng et al, 

2010) and motivation (MacCannell, 2002). The majority of the 

studies conducted into quality of tourism services tended to 

understand the relation between quality and satisfaction.  

2.4. Tourist Satisfaction Concept 
Hu et al. (2009) declared that customer satisfaction as a 

judgment made on the basis of a specific service encounter. It is a 

main focus of research in many tourism studies due to its importance 

in determining the success and the continued existence of the tourism 

business (Gursoy et al., 2007) and the benefits it brings to 

organizations (Ranaweera and Prabhu, 2003; Ali and Zhou, 2013; 

Amin and Nasharuddin, 2013; Weng and de Run, 2013). Angelova 

and Zekiri (2011) clarified that customer satisfaction was strongly 

linked to the experience and expectations of customers, and real 

customer satisfaction represents the difference between what 

customers actually expect to get and the actual service performance 

exceeding such expectations. 

In recent times, organizations of all types and sizes have 

increasingly come to understand the importance of customer 

satisfaction. It is widely understood that it is far less costly to keep 

existing customers than it is to win new ones, and it is becoming 

accepted that there is a strong link between customer satisfaction, 

customer retention and profitability (Oliver, 1981). O'Sullivan and 

McCallig (2012) showed that customer satisfaction has a positive 

impact on firm value. Critically, the authors found that this impact is 

over and above the impact that earnings have on firm value, and that 
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customer satisfaction positively and significantly moderates the 

earnings-firm value relationship (O'Sullivan and McCallig, 2012). 

According to Westbrook and Oliver (1991) customer 

satisfaction was defined as positive post-consumption feelings. 

Instead of exploring cognitive outcomes, customer satisfaction was 

considered to be an effective measure of usefulness of a product or 

service availed by customers (Berezina et al., 2012). Moreover, 

various scholars (e.g. Cronin and Taylor, 1992; Seth et al., 2005) 

have agreed that re-purchase intention is strongly associated with 

customer satisfaction. Likewise, customer satisfaction serves as a 

major element for customer retention (Abdullah et al., 2011; Farooq 

et al., 2016). 

Moreover, Kotler and Caslione (2009) added that satisfaction 

referred “to a person's feeling of pleasure or disappointment resulting 

from comparing a product's performance in relation to his or her 

expectations”. Customer satisfaction have remained a key focus area 

in many social and behavioral studies (e.g. Chen et al., 2012). The 

concept of customer satisfaction was generally based on the notion 

that a business must satisfy its customers in order to be sustainable 

and profitable (Izogo and Ogba, 2015; Radovic-Markovic et al., 

2017). 

Tourist satisfaction can be analyzed as a relationship between 

the sacrifices and rewards he expects in terms of time, cost or effort 

and value received. Tourists compared their present destination with 

other alternative or past experience (Yoon and Usal, 2005). Tourist 

satisfaction with a particular destination might be the result of 

multiple factors, including the expectations generated before and 

during the trip, as well as the   tourist's perception of service received. 

Tourist satisfaction reflects both a cognitive and an emotional 

phenomenon (Bigné and Andreu 2004). The analysis of the causes of 

that generate satisfaction was much scarcer. Among the different 

types of antecedents that influence tourist satisfaction, a great deal of 

analysis has been directed towards the attributes of the service 

offering.   

Namukasa (2013) agreed with the definition of satisfaction as 

the feeling of pleasure or disappointment when a customer compares 

a product's perceived performance with his or her prior expectations 

(Oliver, 1981; Tse and Wilton, 1988). Clearly customer satisfaction 

was a post-decision experience. Service quality and customer 

satisfaction were closely related but not interchangeable, although 

both concepts involved a comparison of expectations of quality and 

the actual service received. 
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2.5. Tourism Services Quality and Tourist Satisfaction 
With the rapid advancements in competitive business 

environment, customer expectations and demands were also 

increasing, leading to a situation where many companies – especially 

travel agencies– find it difficult to retain their customers (Ali et al, 

2015). Moreover, failure to recognize true needs and wants of 

customers was also a barrier to provide high quality services (Izogo 

and Ogba, 2015). Today's competitive market situation has forced 

travel agencies to focus on cost reduction for achieving efficient 

business operations; however, while doing so the element of service 

quality and customer satisfaction is often compromised (Boetsch et 

al, 2011). 

Satisfaction was the evaluation of the performance of the 

overall services provided by the firm received by the customer. 

Satisfaction was an important factor to be taken into account by the 

customer in deciding whether to continue a purchase or otherwise. 

Satisfaction results when performance exceeded the requirements. On 

the other hand, when the requirements exceeded the performance, 

dissatisfaction will result (Bitner, 1990; Roy et al, 2016). 

To achieve a high level of customer satisfaction, most 

researchers suggested that a high level of service quality should be 

delivered by the service provider as service quality was normally 

considered an antecedent of customer satisfaction. However, the 

exact relationship between satisfaction and service quality has been 

described as a complex issue, characterized by debate regarding the 

distinction between the two constructs and the casual direction of 

their relationship (Cronin et al, 2000). 

Considerable confusion continued to exist regarding the 

relationship between customer satisfaction and service quality (Burns 

et al., 2003). Caruana (2000) claimed that service quality and 

satisfaction have often been used interchangeably. Distinctions 

between customer satisfaction and service quality include: a) 

satisfaction was a post experience decision customer experience 

while quality is not; b) in the satisfaction literature “expectations 

reflect anticipated performance” made by customers about levels of 

performance during a transaction. In the service quality literature, 

expectations were conceptualized as a normative stand of future 

wants.   

Customer‟s feelings and beliefs also affected their satisfaction 

level. If the customers of an organization are satisfied by their 

services the result is that, they will be loyal to them and consequently 

be retained by the organization, which is positive for the organization 
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because it could also mean higher profits, higher market share, and 

increasing customer base (Karatepe et al., 2005). Customer 

satisfaction has become important due to increased competition as it 

was considered very important factor in the determination of travel 

agencies' competitiveness. Continuous measurement of satisfaction 

level was necessary in a systematic manner (Chakravarty et al., 

1996). Because satisfied customer was the real asset for an 

organization that ensures long-term profitability even in the era of 

great competition. 

Quality and satisfaction clearly impact the evaluation of tour 

by a consumer and any discussion without them would be 

incomplete. Service quality was notoriously difficult and elusive to 

define particularly when referring to tourism services (Jennings et al., 

2009). A well-accepted view of quality was that it was a comparison 

between expectations and performance (Bowen and Clarke, 2002). 

Satisfaction remains an „elusive, indistinct and ambiguous construct‟ 

(Yuksel and Yuksel, 2002: 53) and was often used incorrectly as a 

synonym for the term „quality‟ by tourism researchers (Bowen, 

2001).  

Academics often used the terms quality and satisfaction 

interchangeably. However, Bowen and Clarke (2002) regard 

satisfaction to be more emotional than quality. They argue that 

judgments of service quality compared more to service expectations 

of industry standards and managerial specifications, whereas service 

satisfaction involved making comparisons of the consumer against 

their own specifications and benchmarks. 

2.6. Marsa Alam City 
Marsa Alam is a city located on the western shore of the Red 

Sea; it is located 274 km south of Hurghada city. The pleasant 

climate makes it a great vacation spot, winter temperatures have been 

known to reach 31C and in summer they lie between 20 and 35C. For 

less experienced divers, in-shore coral reefs are the ideal location for 

hours of marine wildlife watching. Marsa Alam has become a fast 

growing tourist city due to its fantastic beaches, tranquility and 

wonderful climate and nature. Marsa Alam has several attractions as 

International Airport. The nearby National Parks of Gebel Elba and 

Wadi al Gimal are home to a stunning variety of birds and desert 

animals. Marsa Alam is also known as a therapeutic destination. 

Marsa Alam contains a verity of optional tours like safari tours which 

contains camping, badawia concert, beach buggy, horse and camel 

rides. Another form of optional tours is those marine activities which 
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contain diving, snorkeling, swimming and fishing (Red Sea 

Governorate, 2020; Egyptian Tourism Authority, 2020).  

3. Methodology 
The purpose of the field work is to evaluate the level of 

tourism optional tours quality and its influence one tourist's 

satisfactions. Furthermore, the study investigated the relationship 

between the quality of the optional tours services and the overall 

satisfaction in the investigated city. To achieve the aim of the 

research, quantitative approach based on a questionnaire was 

developed and directed to a sample of tourists visited Marsa Alam 

city during 2020. Marsa Alam city was chosen for the field work 

application as it was important tourist destination in Egypt according 

to (Red Sea Governorate, 2020). 

3.1. Designing the questionnaire 
To achieve the aim of research a questionnaire form was 

designed and handled to a sample of tourists during 2020. The 

questionnaire was three pages long and it wouldn't take more than 10 

minutes to fill-in by respondents. A combination of close-ended and 

open-ended questions is used. The tested issues were created by the 

researcher and selected according to the review of the literature.  

The questionnaire contained 8 questions, dividing into three 

parts. The first part is for the demographic questions and the trip 

arrangements i.e.  age, gender, income categories, education level and 

trip arrangements. This part consists of five statements. The second 

part is concerned with evaluating the optional tours services. This 

part consisted of one statement. The third part consisted of one 

statement asking the tourists about their overall satisfaction about the 

quality of optional tours services provided during their tour. 

3.2. The research sample and collecting data 
The questionnaire was directed to Egyptian and foreign 

tourists. The questionnaire was directed to Egyptian tourists 

distributed with two ways, hard forms handled to 250 Egyptian 

tourists. Out of this number 216 forms are valid to be analyzed 

(representing 86.4% response rate). These questionnaire forms were 

distributed from September 2020 to November 2020. The research 

distributed these forms by himself and his assistants during the last 

two days before the tourist's departure. 
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The second way is online questionnaire on google drive 

available at 

(https://docs.google.com/forms/d/19TGuvqvzR95u0MPDryRMaaj_8

Yju1e3ZB6wHuNC0Uw8/edit?usp=sharing) this questionnaire had 

been answered by 300 participate. Out of this number 236 forms are 

valid to be analyzed (representing 78.7% response rate). These 

questionnaire forms were available online from September 2020 to 

November 2020. The questionnaire was analyzed by SPSS version 18 

by calculating frequencies, percentage, means and standard deviation. 

Correlations between level of Egyptian tourist's satisfaction and some 

other items of the study are also tested. 

Another questionnaire form was directed to foreign tourists. 

The questionnaire was handled to 140 tourists. Out of this number 97 

forms are valid to be analyzed (representing 69.3% response rate). 

These questionnaire forms were distributed from September 2020 to 

November 2020. 

4. Findings and Discussion 

4.1. The Questionnaire Directed to Egyptian Tourists 
The findings and discussion results of questionnaire directed 

to Egyptian tourists was divided into five parts; every part was 

analyzed individually. 

4.1.1. The First Part: Data Validity and Reliability  

4.1.1.1. Data Validity 
To validate the data collection instrument utilized in this 

study in terms of its readability, format, and ability to measure the 

study‟s constructs; the researcher distributed the questionnaire 

instrument to a number of tourists in the investigated city. The 

questionnaire instrument was then updated and refined to reflect the 

comments and suggestions received by sample of tourists. Moreover, 

the tourists showed interest and interacted with the researcher 

concerning the questionnaire instrument which adds to its validity. 

4.1.1.2. Data Reliability 
The reliability of an instrument was the degree of accuracy 

and consistency with that it measures whatever it is measuring (Ary 

et al., 2002). Before proceeding with further analysis, the reliability 

testing was leaded in order to ensure consistent measurement across 

various items in the questionnaire. Indeed, the reliability of a measure 

indicates stability and consistency of the instrument. Consequently, 

this method determined reliability through examining the internal 
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consistency of the research instrument such as questions (items) in 

the questionnaire, which were normally presented. Cronbach‟s alpha 

coefficient measures this effect and ranges from 0 (no internal 

consistency) to 1 (maximum internal consistency). Reliability 

coefficient of 0.70 or higher is considered "acceptable" in most social 

science research situations (Döckel, 2003). 

As depicted in table (1), the Cronbach‟s Alpha Reliability was 

computed for two items. The tests showed that the Reliability 

Coefficients for all the sections were equal 0.898 and Validity 

Coefficient for all the sections were equal 0.947 which indicates that 

the instrument is reliable for being used. 

Table (1) Cronbach’s Alpha Value of Tourist's Sample 

Variables 
No. of 

items 

Cronbach’s 

Alpha 

Value 

Validity 

Coefficient * 

Optional Tours 7 .889 .942 

Tourist 

satisfaction 
1 .847 .920 

Total 8 .898 .947 
 

* Validity coefficient = √ Reliability coefficient 

In order to measure the internal consistency and reliability of 

the study‟s constructs. Cronbach‟s Alpha (α) measure was used. The 

scales‟ reliabilities were measured and the Cronbach‟s Alpha of all 

scales in Table (1) ranged from 0.889 to 0.847, and for total 

questionnaire items was (0.898), this indicate an acceptable 

Cronbach‟s Alpha value for each field, whenever Cronbach‟s Alpha 

value is acceptable if it's more than (0.7). It is also evident that the 

validity coefficient is (94.7%) which means the reliability and 

validity of the study sample are accepted. 

4.1.2. The Second Part: Personal Data and Travel 

Arrangements 
Table (2) illustrated the different variables of the study 

through five sections about the Gender, Age Group, Average Income, 

Educational Level and the trip arrangements. 
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Table 2: Personal Date and Travel Arrangements 

 of the Egyptian Sample 

Variable Frequency Percentage (%) 

Gender 

Male 358 79.2 

Female 94 20.8 

Age Group 

Less than 25 196 43.4 

Between 25 and 50 230 50.9 

Over than 50 26 5.7 

Average Income 

Less than 4000 214 47.3 

From 4001 to 6000 186 41.2 

From 6001 to 8000 46 10.2 

Over 8000 6 1.3 

Education level 

Average Education 126 27.9 

Higher Education 266 58.8 

Master/ PhD 60 13.3 

Are your trip organized by a travel agency? 

Yes 452 82.1 

No 550 17.9 

Table (2), declared that eighty percent are males, whilst only 

twenty are females. Middle age category from 25 to 50 category 

represents the highest percentage of Egyptian tourists (51%), The 

second level of the respondents which reaches (44%) from the total 

sample size. The majority of the sample 47% their income is less than 

4000, whereas (41%) of respondents their income is from 4001-6000, 

while less percentage of the sample their average income over than 

8000. A large percentage (59%) of the total sample is higher 

education, whilst (28%) of respondents is average education, the rest 

percentage (13%) is Master/ PhD. The tourists sample asked if they 

organized their trip by a travel agency, the majority (82%) of the 

Egyptian tourist's sample organized their trip by a travel agency, this 

rate is valid to analysis and the other rate is invalid to analysis  . 
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4.1.3. The Third Part: Egyptians Tourist's Sample 

Assessment of Optional Tours Services 

Table (3): Respondents Assessment of Optional Tours Quality 

Statement 
Percentage 

Mean 
Std. 

Deviation 
Rank Attitude 

DA N A 

The travel 

agency uses 

modern and 

attractive ways 

to show and 

sell its optional 

tours 

(PowerPoint 

presentations, 

videos, 

pictograms). 

2.2 17.7 80.1 2.78 .466 3 High 

The travel 

agency 

provides 

optional tours 

that suitable 

the nature of 

the destination 

and your 

desires 

.9 21.2 77.9 2.77 .442 4 High 

The travel 

agency 

implements the 

optional tours 

as had been 

announced and 

purchased 

2.7 19.5 77.8 2.75 .490 6 High 

The travel 

agency 

provides you 

with the 

information 

1.3 23 75.7 2.74 .467 7 High 
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Statement 
Percentage 

Mean 
Std. 

Deviation 
Rank Attitude 

DA N A 

need about the 

trip and the 

staff responds 

to all your 

inquiries. 

You feel safe 

during 

implementing 

the optional 

tours. 

.5 19 80.5 2.80 .411 1 High 

The tour leader 

does his fullest 

role, caring of 

your 

satisfaction and 

safety. 

2.7 15.9 81.4 2.79 .470 2 High 

The transfers to 

and from the 

optional tour's 

areas was 

accurate and 

smooth. 

1.8 21.2 77 2.75 .471 5 High 

Respondents were asked to evaluate optional tours quality 

which arranged to them during their tours. Table (3) reflects the 

means and standard deviations of (Optional tours quality), where the 

means ranged between (2.80– 2.74) compared with the total 

instrument mean for the domain (2.77). The majority of the sample 

agreed with "They feel safe during implementing the optional tours" 

ranked first with a mean and standard deviation (Mean=2.80, 

standard deviation = .411) compared with the total instrument mean 

and the standard deviation. Whereas, 81% of the sample agreed with 

the tour leader does his fullest role, caring of your satisfaction and 

safety. Wong and Lee (2012) stated that the tour leader is an 

ambassador who presented the destination in a way that makes 

visitors want to return and is a host who could create a comfortable 

environment for the guest. Her/his presentation can make or break a 
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tour also asserted that the performance of the tour leaders can affect a 

tourist satisfaction, company‟s image, customer loyalty (Wang et al., 

2002). The item " The travel agency provides you with the 

information need about the trip and the staff responds to all your 

inquiries" ranked last reached a mean (2.74) and the standard 

deviation was (.467) compared with the mean and standard deviation 

of the total instrument. 

4.1.4. The Fourth Part: The Overall Satisfaction Level 

of Egyptians Tourists towards Their Trip in Marsa 

Alam 

Table 4: The Overall Satisfaction Level of the Egyptians Sample 

Service 
Percentage 

Mean Std. Deviation 
DS N S 

Optional Tours 8.4 13.7 77.9 2.69 .617 

In this part, the tested Egyptians tourists were asked to 

evaluate their overall satisfaction level toward optional tours services 

provided to them during their trip (Table 4). A great proportion 

(78%) declare that they are satisfied about the optional tours quality 

(M= 2.69, SD=.617). Whereas, only 8% of the sample respondents 

were dissatisfied about the optional tours quality provided to them. 

Customer satisfaction was a closely related construct to service 

quality and has received substantial attention from researchers and 

industry practitioners alike. Tourist tour was the ultimate product that 

the industry sold and promoted to customers. The outcome of the 

tourism experience was highly dependent on the quality of tour 

operations offered to tourists, and was represented and evaluated by 

“tangible” facilities/amenities and the “intangible” service encounters 

(Sirakaya et al., 2004). Therefore, customer satisfaction was a 

function of the perception of the totality of a consumption experience, 

which included the “what” and “how” aspects of services, and was 

influenced by factors such as social interactions, motivations, mood, 

preexisting and/or post attitudes, as well as special events (Baker and 

Crompton, 2000). 

4.1.5. The five Part Pearson Correlation between 

Egyptian Tourists Satisfaction and Optional Tours 

Services Provided to them during their Trip:  
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Table (8) Correlation between Egyptian tourist's  

satisfaction and optional tours quality 

 Optional Tours 

Satisfaction Pearson Correlation .914
**

 

Sig. (2-tailed) .000 

N 60 

**. Correlation is significant at the 0.01 level (2-tailed). 

As seen in the table (8), there is a positive and significant 

relationship between security control and image perception. The 

value of spearman correlation coefficient was (.914** - sig = 0.000). 

These results show that there is strong positive relation between 

Egyptian tourist's satisfaction and optional tours services quality. 

This positive correlation indicates that as Egyptians tourist's 

satisfaction increases with interest optional tours quality. 

4.2. The Questionnaire Directed to Foreign Tourists 
The findings and discussion results of questionnaire directed 

to foreign tourists was divided into five parts; every part was 

analyzed individually. 

4.2.1. The First Part: Data Validity and Reliability  

4.2.1.1. Data Validity 
To validate the data collection instrument utilized in this 

study in terms of its readability, format, and ability to measure the 

study‟s constructs; the researcher distributed the questionnaire 

instrument to a number of foreign tourists. The questionnaire 

instrument was then updated and refined to reflect the comments and 

suggestions received by the foreign tourists. Moreover, the foreign 

tourists showed interest and interacted with the researcher concerning 

the questionnaire instrument which adds to its validity. 

4.2.1.2 Data Reliability 
As depicted in table (9), the Cronbach‟s Alpha Reliability was 

computed for two sections. The tests showed that the Reliability 

Coefficients for all the sections were equal 0.793 and Validity 

Coefficient for all the sections were equal 0.890 which indicates that 

the instrument is reliable for being used. 
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Table (9) Cronbach’s Alpha Value of Foreign Tourist's Sample 

Variables 
No. of 

items 

Cronbach’s 

Alpha 
Value 

Validity 

Coefficient * 

Optional Tours 7 .760 .871 

Tourist 

satisfaction 
1 .785 .886 

Total 8 .793 .890 

* Validity coefficient = √ Reliability coefficient 

In order to measure the internal consistency and reliability of 

the study‟s constructs. Cronbach‟s Alpha (α) measure was used. The 

scales‟ reliabilities were measured and the Cronbach‟s Alpha of all 

scales in Table (1) ranged from 0.785 to 0.760, and for total 

questionnaire items was (0.793), this indicate an acceptable 

Cronbach‟s Alpha value for each field, whenever Cronbach‟s Alpha 

value is acceptable if it's more than (0.7). It is also evident that the 

validity coefficient is (89%) which means the reliability and validity 

of the study sample. 

4.2.2. The Second Part: Personal Date and Travel 

Arrangements 

Table (10) indicated that the different variables of the study 

through five elements about the Gender, Age Group, Average 

Income, Educational Level and the trip arrangements. 

Table 10: Personal and field work data of the foreign sample 

Variable Frequency  (%) 

Gender 

Male 58 59.8 

Female 39 40.2 

Age Group 

Less than 25 41 42.3 

Between 25 and 50 47 48.5 

Over than 50 9 9.3 

Average Income 

Less than 2000 53 54.6 

From 2001 to 4000   36 37.1 

Over 4000 8 8.3 
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Education level 

Average Education 49 50.5 

Higher Education 42 43.3 

Master/ PhD   6 6.2 

Are your trip organized by a travel agency? 

Yes 97 69.2 

No 43 30.8 

Table (10), illustrated that sixty percentages are males, whilst 

only forty are females. Middle age category from 25 to 50 category 

represents the highest percentage of Egyptian tourists (48%), The 

second level of the respondents which reaches (42%) from the sample 

size. The majority of the sample 54% their income less than 2000, 

whereas (37%) of respondents their income from 2001-4000, while 

less percentage of the sample their average income over than 4000. A 

large percentage (50%) of the total sample is average education, 

whilst (43%) of respondents is higher education, the rest percentage 

(19%) is Master/ PhD. The tourists sample asked to if the sample 

organized their trip by a travel agency, the majority (69%) of the 

foreign tourist's sample organized their trip by a travel agency, this 

rate is valid to analysis and the other rate is invalid to analysis. 

4.2.3. The Third Part: Foreign Tourist's Sample 

Assessment of Optional Tours Services 

 Table (11): Tourists Sample Assessment of Optional Tours Quality 

Statement 
Percentage 

Mean 
Std. 

Deviation 
Rank Attitude 

DA N A 

The travel 

agency uses 

modern and 

attractive ways 

to show and 

sell its optional 

tours 

(PowerPoint 

presentations, 

videos, 

pictograms). 

1 2.1 96.8 2.96 .247 1 High 

The travel 

agency 

0 13.4 86.6 2.87 .342 4 High 
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Statement 
Percentage 

Mean 
Std. 

Deviation 
Rank Attitude 

DA N A 

provides 

optional tours 

that suitable 

the nature of 

the destination 

and your 

desires 

The travel 

agency 

implements the 

optional tours 

as had been 

announced and 

purchased 

3.1 8.2 88.7 2.86 .433 7 High 

The travel 

agency 

provides you 

with the 

information 

need about the 

trip and the 

staff responds 

to all your 

inquiries. 

1 9.3 89.7 2.89 .350 3 High 

You feel safe 

during 

implementing 

the optional 

tours. 

0 13.4 86.6 2.87 .342 5 High 

The tour leader 

does his fullest 

role, caring of 

your 

satisfaction and 

safety. 

2 5.2 92.8 2.91 .356 2 High 
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Statement 
Percentage 

Mean 
Std. 

Deviation 
Rank Attitude 

DA N A 

The transfers to 

and from the 

optional tour's 

areas was 

accurate and 

smooth. 

2.1 10.3 87.6 2.86 .408 6 High 

Optional Tours are considered as a type of tourism 

experience, thus it is defined as "a type of tourism experience where a 

tour operator offers travelers an opportunity to participate tourism 

activities, as well as a cultural exchange with local people" (Brown, 

2005, p. 480). Guo et al. (2014) mentioned that the importance of 

Optional Tours for tour operators is to provide additional revenue. As 

for tourists, the Optional Tours is offering opportunities for tourists to 

choose activities that they want and adding flexibility to classic 

packaged tours. Table (11) stats that the result of Optional Tours 

Evaluation of foreign Tourists Sample agreed with the result of 

Egyptian Respondents and study of khalaf (2017), where The item 

"The travel agency uses modern and attractive ways to show and sell 

its optional tours (PowerPoint presentations, videos, pictograms)" 

ranked first with a mean and standard deviation (Mean=2.96, 

standard deviation = .247) compared with the total instrument mean 

and the standard deviation. The means ranged between (2.96– 2.86) 

compared with the total instrument mean for the domain (2.89). 

Large percentage (88%) of the respondents declared that declared that 

the travel agency implements the optional tours as had been 

announced and purchased (2.86) and the standard deviation was 

(.433) compared with the mean and standard deviation of the total 

instrument. Optional excursion is now one of the main products in 

Egypt and has become a niche market to the country. There are 

several types of optional excursions in Red Sea coast (e.g. diving, 

snorkeling safari tours, beach buggy, etc). Destinations need now to 

focus on other types of tourism products which are in line with 

tourists‟ demographic characteristics and their behavior known as 

“Optional Tours”. Optional is defined as “an adjective which means 

possible to add if the customer wants” (Dictionary of Leisure, Travel 

and Tourism, 2006, p.214).   
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4.2.4. The Fourth Part: The Overall Satisfaction Level 

of Foreign Tourists towards Their Trip in Marsa Alam 

Table 12: The Overall Satisfaction Level of the Foreign Sample 

Service 
Percentage 

Mean Std. Deviation 
DS N S 

Optional Tours 0 8.2 91.8 2.92 .277 

Ninety percent of the respondents stated that they are satisfied 

by the level of optional tours quality (Mean=2.92, standard deviation 

= .277) table (12). 

4.2.5. The Fifth Part: Pearson Correlation between 

foreign Tourists satisfaction and optional tours services 

provided to them during their trip  

Table (13) Correlation between foreign tourist's satisfaction and optional 

tours quality 

 Satisfaction 
Optional 

Tours 

Satisfaction 

Pearson 

Correlation 
1 .632

**
 

Sig. (2-Tailed)  .000 

N 97 97 

Optional 

Tours 

Pearson 

Correlation 
.632

**
 1 

Sig. (2-Tailed) .000  

N 97 97 

**. Correlation Is Significant At The 0.01 Level (2-Tailed). 

As seen in the table (13), there was a positive and significant 

relationship between security control and image perception. The value 

of spearman correlation coefficient was (.632
**

 - sig = 0.000). These 

results showed that there is strong positive relation between foreign 

tourist's satisfaction and optional tours quality. This positive 

correlation indicates that as foreign tourist's satisfaction increases 

with interest optional tours quality. 

5. Conclusion 
After discussing the findings of the research, the conclusion 

was extracted. The research pointed to a number of conclusions with 

respect to evaluate the optional tours services quality in Marsa Alam 

city. This conclusion can be presented in the following: 
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The Optional Tours for Egyptian travel agencies are important 

because it provided additional revenue. As for tourists, the Optional 

Tour offer opportunities to choose activities that they want and add 

flexibility to the classic packaged tours. Tourists could purchase it 

during their trip, thus it increased the income of the travel agencies. 

The most essential features of optional tours were trips to 

closer destinations in a relatively short period of time. Usually the 

trips did not last longer than 24 hours, which meant that, unlike other 

forms of travel packages, they did not include services of overnight 

stays. From the aspect of the duration, trips could take half a day, full 

day or only a few hours. Depending on the group size and 

characteristics of the destination itself, a specific mode of 

transportation was adjusted to the realization of the trip. Optional 

Tours could be purely recreational or purely cultural or mixed 

between activities. 

Business operations related to the organization of the optional 

tours consisted of determining the excursion destination and itinerary, 

determining the trip content, contracting planned services, pricing, 

publishing the trip program, organizing sales and the realization of a 

concrete trip. The program of a tour consisted of transportation 

services, a guide, sightseeing of cultural-historical, natural and other 

attractions and activities, catering services, etc. 

Optional Tours were considered a form of innovative product 

which their effect was reflected on customers and companies host 

community. Travel agencies have to innovate and develop new 

products to gain competitive advantage and services to reach 

consumers‟ satisfaction. Optional Tours considered a form of 

innovative products which their effects are reflected on customers, 

companies and host community. Tour leader played an important role 

not only in the selection of attractions, Optional Tours or shopping 

but also in the achievement of customer satisfaction.   
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