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Abstract 
In the last years, tourists want to plan their trips and co-create their 
experience, which starts when they are still in their home country and collect 
information, and continues when have returned back. Destinations have 
begun to involve tourists in designing their trips and creating their whole 
tourism experience. As effective link or relation between tourists and 
particular destinations can build strong connections with certain destinations, 
which may lead to destination attachment.  Starting from these thoughts, the 
main aim of this paper is to investigate the relation between tourism 
experience co-creation and the attachment to the Egyptian destination. The 
research applied quantitative approach, a questionnaire was designed, and 
data was collected from 575 tourists visiting Hurghada and Sharm el Skeikh. 
Study results revealed that the Egyptian destination has succeeded in 
boosting the co-creation of tourism experience. The Egyptian destination has 
achieved a high level of destination attachment to their tourists. Also, results 
showed that there is a strong significant positive correlation between tourism 
experience co-creation and destination attachment. This study contributes to 
the Egyptian destination managers by providing the important aspects that 
improve the co-creation of tourism experience, and which of them can affect 
the degree of attachment to the Egyptian destination.  
 

Keywords 
Tourism experience co-creation, destination attachment, the Egyptian 
destination 
 

Introduction  
Co-creation is a demand- centric and communicating process that refers to 
actors creating something in cooperation with or induced by others (Jaakkola 
et al., 2015). This process may accomplish success and satisfaction for both 
the tourist and the destination if the former is the center of attention (Yen et 
al., 2004). Whereas, the continuous interaction with the tourists enables 
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tourism destinations to learn from them (Buonincontri et al., 2017). The 
creation of a focused dialog with tourists and the combination of their 
personal resources with the destination portray experience co-creation 
(Prahalad & Ramaswamy, 2004). 
Experience co-creation is the process of the collaboration between tourists 
and destinations to create experiences (Mathis et al., 2016). Experience co-
creation concentrates on tourists as active members in building their own 
experiences (Jaakkola et al., 2015). The concept of co-creation of an 
experience stresses on the idea of the customer as a value creator, 
collaborating with the destination to ‘‘co-create” value (Prebensen et al., 
2013). 
 
 

Prahalad & Ramaswamy (2004: p. 7) defined experience co-creation as a 
combined creation of value by the destination and the tourists, allowing the 
customers to compose service experiences in order to fit their desires. 
According to Prebensen et al. (2013) the more the tourist is involved in the 
co-creation process through effort and time, the more positive experience 
he/she will gain.  
 
Previous studies have focused on the successful role of tourism experience 
co-creation in achieving competitive advantage (Bharwani & Jauhari, 2013; 
Binkhorst & Den Dekker, 2009; King, 2017; Morgan et al., 2009; Schmidt, 
2010). Other researchers highlight the travel agencies support as an 
antecedent of tourism experience co-creation, and tourist satisfaction with the 
provided services, tourist loyalty, and the level of expenditures as 
consequences (Buonincontri et al., 2017; Grissemann and Stokburger-Sauer, 
2012; Lee, 2012; Mathis et al., 2016). On the other hand, other researchers 
have given a little consideration to experience co-creation and place 
attachment, such as the study by Suntikul and Jachna (2016) that emphasized 
on value co-creation of tourism activities and place attachment in Macao – a 
city locates on China’s southern coast. To the best of my knowledge, the 
empirical research on the role of positive co-creating tourism experience and 
tourism destination attachment is still limited. The way in which tourism 
experience co-creation creates attachment to tourism destination has not yet 
been fully studied.  
 
 

Based on this concept, the aims of this research are to: a) understand the 
dimensions of the construct of tourism experience co-creation; b) identify the 
destination attachment factors (place identity and place dependence); c) 
address the correlation between tourism experience co-creation and 
destination attachment.   
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Corresponding to these research aims; the paper first gives an in-depth 
literature review. Second, the methodology and data collection process used 
are showed. Subsequently, the paper presents the research results on the 
impact of tourism experiences co-creation and the attachment to the Egyptian 
tourism destination. The results of this research may help destination 
managers establish policies; not only for improving tourism experience co-
creation but also supporting attachment to the Egyptian tourism destination. 
 
 

Tourism experience and co-creation 
 

Nowadays, tourists have active role in forming their visits, they design their 
travel online, choose their accommodation, search the unique tourist 
attractions and investigate the online reviews. As, they want to invest their 
own resources like time, money, or ability to practice activities at the 
destination (Neuhofer, 2016). Subsequently, tourism destinations have 
realized the power of tourists and the significance of implementing a 
demand-centric approach in which co-creation is the main factor (Mathis et 
al., 2016; Minkiewicz et al., 2014). 
Many researchers identify the basis of tourism experience co-creation as 
follows: (a) the communication between tourists and service providers; (b) 
the active involvement of tourists; (c) tourists’ desire to share their 
experience with locals at destination, their relatives, friends, other tourists 
and unknown users through the Internet, social media, and other tools 
(Binkhorst and Den Dekker 2009; Darmer andSundbo, 2008; Neuhofer et al. 
2012). Tourists like to co-create their whole experience, which begins when 
they are still at home and collect information, and continues after have 
returned home (Aho, 2001).  
 
The tourism experience process is classified into three phases (Buonincontri, 
and Micera, 2016): 
(a) Pre-visit, in this phase the tourist still at his own country, seeks 

information, selects the destination, and buys the package. 
(b) During visit, when the tourist arrives and practices the activities within 

the destination.  
(c) Post-visit, when the tourist returns to his country, expresses his 

experience and shares his memories.  
 

Most of tourism destinations consider experience co-creation as a vital factor 
for achieving success and competitiveness, especially, after the modern active 
role of tourists. In order to achieve positive tourism experience co-creation, 
destination managers should stimulate and offer tourists important 
information and necessary resources. According to Minkiewicz et al. (2014) 
tourist interaction is considered as an important factor that may boost tourists' 
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experience. Moreover, without customized interactions, the time and effort 
devoted to experience co-creation would be insignificant, and, as a result, 
experiences wouldn’t add value for either the tourist or the destination 
(Chathoth et al., 2016).  
 

 
Destination attachment  
Destination attachment refers to the effective link or relation between 
tourists/ visitors and particular destinations (Hidalgo and Hernandez, 2001: 
p.274). As people attach to specific places through developing “feelings of 
possession for the resource” (Williams, 2008: p. 8). In the context of tourism, 
destination attachment expresses the connection between tourists and 
destination.                              If tourists attach to the destination, they will be 
more satisfied and tend to revisit the                              destination (George, 
2004; Jorgenson and Nickerson, 2016).   
 

The degree of attachment to a destination is influenced by the emotional 
impact of a destination on the tourists who are attracted to. In this regard, 
place attachment is a symbolic link with a destination, which is shaped by 
providing the emotional meanings and good judgment to a specific 
destination. The attachment to a destination is raised from activities and 
relations between tourist-destination and tourist-community in a certain 
destination (Shamsuddin & Ujang, 2008). 
 

There are many factors that influence the destination attachment 
(Hashemnezhad et al., 2013): 

(a) Physical factors: these factors are related to the features of a 
destination; facilities, provided services, natural environment, 
accommodations, attractions, accessibility, transportations, and 
interaction and activity types.  

(b) Interaction and activity features: according to Yuksel et al., (2010) the 
interaction between human to human and human to destination play a 
vital role in generating destination attachment. Indeed, destination 
activities result in place meaning and place meaning generate place 
attachment. Also, periodical events and festivals held on a destination 
are considered as important factors for improving destination 
attachment 

(c) Social factors: relate to tourists’ involvement, social network 
engagement and social compatibility in destination.  

(d) Memories and experiences: Entirely, destination attachment took 
place when tourists have positive and powerful experience in that 
destination.  
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There are two conceptualizations of destination attachment: - place identity 
and place dependence. “Place identity” relates to one's emotional relation to a 
place, whereas “Place dependence” refers to the appropriateness of a place to 
satisfy one's functional needs and aims (Ujang, 2012 ). In the context of 
tourism, destination attachment is linked to tourist/visitor satisfaction and 
loyalty to destinations (Wolf et al., 2014; Yuksel et al., 2010)  
 

Destination managers can boost tourists' feeling of destination attachment 
through offering an inclusive tourism experience that involves tourists 
emotionally and cognitively (Tsai, 2012). The level of tourists' involvement 
with a destination is an indicator of the intensity of their destination 
attachment (Gross & Brown, 2008). Activities are considered one of the most 
important external stimuli of experiences, that can be practiced at the 
destination individually or collectively and can affect the degree of 
destination attachment (Suntikul & Jachna, 2016). This research tends to join 
experience co-creation with destination attachment. 
 

Experience co-creation is something that is created, while destination 
attachment is something that is felt (Sotiriadis, 2017). In order to link tourism 
experience co-creation and attachment to the Egyptian destination, the 
research will investigate what activities, if any, affect the formation of 
destination attachment. The research has proposed the following hypotheses: 
H1: There is a significant relationship between practicing activities at the 
Egyptian destination and the destination attachment. 
H2: There is a significant positive correlation between tourism experience co-
creation and attachment to the Egyptian destination.  
 

 
Methodology 
The aim of the study was to investigate the correlation between tourism 
experience co-creation for foreign tourists and their level of attachment to the 
Egyptian destination. The tourists were surveyed during the winter season of 
2019. In total, 950 questionnaires were handed out to the respondents with 
575 completed for a response rate of 60.5%. The study was conducted in 
Sharm el Sheikh and Hurgada because they are considered of the most 
famous destinations in Egypt, characterized by their hedonic, natural beauty, 
and relaxation. In this research, simple random sampling is applied as every 
member of the population is similarly likely to be chosen. 
 
The survey was conducted with the help of receptionists in several hotels at 
Sharm El Sheikh (12 hotels) and Hurghada (10 hotels). Hotels were selected 
because of their managers’ approval on conducting the research. The 
questionnaire was written in English; all the foreign respondents were able to 
understand the English language. The experience co-creation was measured 
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by 12 items scale, while destination attachment was measured utilizing two 
attributes: place dependence and place identity. Place dependence was 
measured by 6 items scale, and place identity was measured by 4 items scale.  
 

The constructs of the variables were measured by a set of multiple five-point 
Likert scales ranging from “strongly agree” (5) to “strongly disagree” (1) 
(Table 1). The usage of five-point scales is because of making the research’s 
results similar with the previous studies from which the items were adapted 
(Buonincontri et al., 2017; Grissemannaut and Sauer, 2012; Jorgenson & 
Nickerson, 2016; Mathis et al., 2016; Peterson et al., 2005; Suntikul  and 
Jachna, 2016; Wang et al., 2014; Williams & Vaske, 2003). Additionally, as 
asserted by Revilla et al. (2014), five-point scales give better quality data 
than scales with more points. 
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Table (1): Measurement Model of the research 

Constructs  Items Authors 

Tourism 
experience  
Co-creation  

I’ve been actively participated in organizing my visit. Grissemann and 
Sauer, (2012); 
Buonincontri et 
al., (2017) 
 
 
 
 
 
Mathis et al., 
(2016);  
 
 
 
Peterson et al., 
(2005); 
Wang et al., 
(2014) 

 I’ve used my experience from previous trips in order 
to arrange this trip and make it better. 
I’ve spent a considerable amount of money to arrange 
this trip. 
 
My tourism experience was improved because of my 
involvement in cultural and recreational activities. 
I’ve shared my experience with others during my trip.  
 
I’ll tell others about my experience I’ve had at this 
destination. 
I like sharing tourism experience and travel 
knowledge throughout social media. 
 

It’s very easy to gain any information about this 
destination. 

Own elaboration  

I can book my trip on-line. 
I like to spend more time to enjoy being at this 
destination. 
I like to take many photos of this destination. 
I know the body with whom I can contact if I’ve 
problems. 

Destination attachment  
 

 

Destination 
dependence 

The atmosphere at this destination is unique. Jorgenson & 
Nickerson, 
(2016); Suntikul 
and Jachna, 
(2016); 

 This destination is comfortable and enjoyable. 
This destination is promoted as a must-see place for 
tourists. 
No other place can be compared with this destination. Williams and 

Vaske, (2003) I consider this destination is one of the most 
preferable places to me. 
This destination is very special to me. 
 

Destination 
identity 

I’ll recommend this destination as must-see place for 
my relatives and friends. 
 

Suntikul and 
Jachna, (2016) 
 
Williams and 
Vaske, (2003); 
Jorgenson and 
Nickerson, (2016) 

 I’ll remember this destination for long time after 
travelling. 
I’ve the intention to revisit this destination, If I could. 
This destination means a lot to me and very special. 

Source: Author’s elaboration 
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In conceptualizing tourism experience co-creation, several items construct 
was applied, combining three items that Buonincontri et al., 2017 derived 
from Grissemann and Stokburger-Sauer (2012), two items from Mathis et 
al.’s work (2016), two items from Wang et al. (2014), who derived them 
from Peterson et al.’s research (2005). The other five items were constructed 
by the author. 
 

The six items related to place dependence were adapted from Jorgenson & 
Nickerson (2016); Suntikul and Jachna (2016) and Williams & Vaske (2003). 
Four items on place identity were derived from Jorgenson & Nickerson 
(2016) and Williams & Vaske (2003). All the items were perfectly checked 
by academic experts in tourism as well as statistics. 
 

The questionnaire consists of three parts. The first part concerned with the 
respondents’ demographic data. The second part contained a measurement of 
study constructs with five-point Likert scales. The third part included yes/no 
questions about the activities that tourists practiced at the Egyptian 
destination. The questionnaire was pretested by faculty staff and tourism 
researchers with specific knowledge of tourism experience co-creation and 
destination attachment. The questionnaire was piloted on 50 tourists, the 
reliability of each construct was highly reliable as shown in Table 2. 
According to Hair et al. (1998), a Cronbach’s alpha score 0.70 or more 
showed that scale of measuring the research construct was reliable. After this 
process, the questionnaire was distributed on the tourists as there weren’t any 
modifications. 
IBM the Statistical Package for the Social Sciences (SPSS) software, version 
23 was applied for data analysis. 

Table (2). Reliability of the research variables 
Constructs  Reliability  

Experience co creation in tourism Items 0.851 
Destination attachment Items 0.815 

 

Results 
The respondents’ demographic data and travel characteristics are illustrated 
in Table 3. Study results display that (59%) of the respondents were males, 
while the females scored (41%). With reference to the origin, the majority of 
respondents were from Italy (27.1%), while the tourists from the UK 
achieved (19.8%) followed by Germany (17.2%) and Belgium (11.1%). 36.5 
% of the respondents had a bachelor’s degree, and 20.3% had vocational 
degree; most of the respondents were employees and entrepreneurs. With 
reference to the participants’ travel characteristics, nearly half of the sample 
visited the destination for the first time (56.2%), while 11.1% was on their 
second visit or more. 69.4% of the participants stated that they were in Egypt 
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for tourism purpose. With regards to the length of stay, 84% of the 
respondents stayed at the destination from 2 to 4 nights. Concerning, the 
respondents’ ages, approximately half of the sample was youth; their ages 
ranged from 20 to 39 years. 

Table (3): Demographic data and travel characteristics of the respondents 

Variables Freq. % 

Gender   
Male 339 59 
Female 236 41 
 
Age 

  

15-19    57   9.9 
20-29   116 20.2 
30-39 139 24.2 
40-49   96 16.7 
50-59   80 13.9 
60+   87 15.1 
 
Nationality 

  

German   99 17.2 
British 114 19.8 
Italian 156 27.1 
Dutch   52   9.0 
Belgium    64 11.1 
Austrian    25   4.3 
other   65 11.3 
 
Education  

  

High school 196 14.1 
Bachelor’s degree  210 36.5 
Vocational degree   59 20.3 
Master’s/ doctorate 110 19.1 
 
Profession 

  

Student 196 10.7 
Employee   94 36.3 
Entrepreneur  115 24.2 
Retired   40   7.0 
House wife    62 10.0 
Other 
 

  68 11.8 

No. of visits   

First visit 323 56.2 
Once before 188 32.7 
Twice or more before   64 11.1 
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Purpose of the visit 

  

Tourism 339 69.4 
Business   95 16.5 
Visiting friends/ relatives   80 13.9 
Other   01   0.2 
 
Length of stay 

  

1 night    27   4.7 
2-4nights 483 84.0 
5-7nights    65 11.3 

 
The following table shows that the means of the responses to experience co-
creation in tourism range from 3.24 to 4.55, indicating a high level of tourism 
experience co-creation. As the statement “My tourism experience was 
improved because of my involvement in cultural and recreational activities” 
achieved the highest mean (4.55), followed by “I like to spend more time to 
enjoy being at this destination”, “It’s very easy to gain any information about 
this destination”, “I can book my trip on-line”, “I’ll tell others about my 
experience I’ve had at this destination”, “I’ve shared my experience with 
others during my trip” respectively.  While the lowest mean scored by the 
following statement “I’ve used my experience from previous trips in order to 
arrange this trip and make it better”. Generally, the total mean of the items 
corresponding to tourism experience is 4.06, which means that the co-
creation of tourism experience has been highly achieved throughout the 
respondents’ visit to the Egyptian destination. 

Table (4): Mean responses to Experience co-creation in tourism 

Experience co creation in tourism items Mean 

I’ve been actively participated in organizing my visit 4.18 
I’ve used my experience from previous trips in order to arrange this trip and make 
it better 

3.24 

I’ve spent a considerable amount of money to arrange this trip 3.92 
My tourism experience was improved because of my involvement in cultural and 
recreational activities 

4.55 

I’ve shared my experience with others during my trip 4.22 
I’ll tell others about my experience I’ve had at this destination 4.33 
I like sharing tourism experience and travel knowledge throughout social media 3.62 
It’s very easy to gain any information about this destination 4.40 
I can book my trip on-line 4.36 
I like to spend more time to enjoy being at this destination 4.42 
I like to take many photos of this destination 3.63 
I know the body with whom I can contact if I’ve problems 3.86 

Average 4.06 

Based on a Likert scale from 5 = strongly agree to 1= strongly disagree. 
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Table 5 indicates mean responses to destination attachment. Six statements 
were posed in order to understand different viewpoints of respondents 
corresponding to destination dependence. The statement “This destination is 
comfortable and enjoyable” achieved the highest mean 4.27, while the 
statement “No other place can be compared with this destination” scored the 
lowest mean 3.90. On the other hand, there were four statements posed to the 
respondents, corresponding to the destination identity, means of the 
responses to these items ranges from 4.10 to 4.37, pointing to a high level of 
destination identity. The average mean of these two sets is 4.12, which 
representing a high level of attachment to the Egyptian destination. 
Generally, means of the Egyptian destination identity items are higher than 
those for the Egyptian destination dependence items.  

Table (5): Mean responses to destination attachment 

 Mean  

Destination dependence   
The atmosphere at this destination is unique 3.97 
This destination is comfortable and enjoyable 4.27 
This destination is promoted as a must-see place for tourists 4.12 
No other place can be compared with this destination 3.90 
I consider this destination is one of the most preferable places to me 3.95 
This destination is very special to me 3.99 

Destination identity  
I’ll recommend this destination as must-see place for my relatives and 
friends 

4.26 

I’ll remember this destination for long time after travelling 4.37 
I’ve the intention to revisit this destination, If I could 4.23 
This destination means a lot to me and very special 4.10 

Average  4.12 

Based on a Likert scale from 5 = strongly agree to 1= strongly disagree. 
 

Spearman’s correlation coefficient was applied to identify the strength of a 
monotonic relationship between activities that tourist can practice at the 
Egyptian destination and level of attachment to the Egyptian destination 
(Table 6). The following activities “practicing a lot of recreational activities”, 
and “interacting with local community” show strong positive significant 
correlation with destination attachment (r2 = 0.787 and 627, p ≤ 0.01). While, 
learning about the Egyptian destination through using guidebook or surfing 
the net has a weak correlation with destination attachment. Accordingly, the 
first hypothesis was supported. 
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[Table (6): Spearman’s Rho Correlation between destination attachment and 

activities’ items 

                                                                                                                         Destination 
attachment 

 
Activities’ items at the Egyptian destination 

Correlation 
Coefficient 

Sig. 

Do you use in-site signs, guidebook or on-line websites to learn 
more about the destination 

0.301** .000 

Did you watch and interact with local community 0.627** .000 
Did you practice a lot of recreational activities 0.787** .000 
** 

. Correlation is significant at the 0.01 level (2-tailed). Strong correlation showed in bold 
 

Spearman’s correlation coefficient identified the strength of a monotonic 
relationship between tourism experience co-creation and the Egyptian 
destination attachment (Table 7). As, the value of Spearman correlation 
coefficient is 0.711 (p < .001), which confirms the strong positive correlation 
between tourism experience co-creation and attachment to the Egyptian 
destination. Therefore, the second hypothesis was supported. 
 
 

Table (7): Spearman's Rho Correlation between tourism experience co-creation 
and attachment to the Egyptian destination 

 
 

Destination 
attachment 

 
 

Correlation Coefficient 

Destination 
attachment 

Tourism 
Experience co-

creation   
1.000 .711** 

Sig  .000 
tourism experience 

co-creation 
Correlation Coefficient .711** 1.000 

Sig .000  
**. Correlation is significant at the 0.01 level (2-tailed). 
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Table (8): Spearman’s Rho Correlation between tourism experience co-creation 
items and attachment to the Egyptian destination 

Destination attachment 

 
Tourism experience co-creation items 

Correlation 
Coefficient 

Sig. 

I’ve been actively participated in organizing my visit .329** .000 

I’ve used my experience from previous trips in order to 
arrange this trip and make it better .222** .000 

I’ve spent a considerable amount of money to arrange this 
trip 

.787** .000 

My tourism experience was improved because of my 
involvement in cultural and recreational activities .733** .000 

I’ve shared my experience with others during my trip .455** .000 

I’ll tell others about my experience I’ve had at this 
destination 

.719** .000 

I like sharing tourism experience and travel knowledge 
throughout social media 

.740** .000 

It’s very easy to gain any information about this destination .756** .000 
I can book my trip on-line .709** .000 
I like to spend more time to enjoy being at this destination .298** .000 
I like to take many photos of this destination .195** .000 
I know the body with whom I can contact if I’ve problems .706** .000 
** 

. Correlation is significant at the 0.01 level (2-tailed). Strong correlation showed in bold 
 

Table 8 indicates correlations between the twelve items representing tourism 
experience co-creation and the destination attachment construct, with 
reference to the respondents’ responses (p≤ 0.01). The results indicate that 
the strongest positive correlations for the attachment to the Egyptian 
destination are related to the following items respectively; “I’ve spent a 
considerable amount of money to arrange this trip”, “It’s very easy to gain 
any information about this destination”, “I like sharing tourism experience 
and travel knowledge throughout social media”, “My tourism experience was 
improved because of my involvement in cultural and recreational activities”, 
“I can book my trip on-line”, and “I know the body with whom I can contact 
if I’ve problems”. On the other hand, the following tourism experience co-
creation items indicate weak correlations with destination attachment; “I’ve 
been actively participated in organizing my visit”, “I’ve used my experience 
from previous trips in order to arrange this trip and make it better”, “I like to 
spend more time to enjoy being at this destination”, and “I like to take many 
photos of this destination”.  
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Conclusion 
The concept of co-creation is valuable in defining the factors that affect 
tourists' experience with tourist destination, and how co-creating positive 
experience affect the degree of attachment to a particular destination, this 
topic is very important for the Egyptian destination managers.  This research 
focused on the co-creation of tourism experiences and how it can boost the 
attachment to the Egyptian destination.  The strong positive correlation 
between tourism experience co-creation and destination attachment, 
identified throughout this research. The tourism experience co-creation relies 
on the following aspects; the involvement of tourists in cultural and 
recreational activities, active participation in designing their trips, the 
provision of on-line booking, the availability of technology to share their 
experiences with others; relatives, friends, tourists as well as unknown users. 
New tourists need to co-create their whole tourism experience, which begins 
when they are still in their home country and collect information, and 
continues when have returned back to their country. The research revealed 
that the Egyptian destination has achieved a high level of tourism experience 
co-creation to the tourists. As the total mean of items of the co-creation 
tourism experience was very high. Furthermore, the majority of the 
respondents have positive experience as they want to spend more time at the 
Egyptian destination and like to tell the others about their tourism experience. 
  
The results indicate that the Egyptian destination has achieved a high level of 
destination attachment to the tourists. Whereas, most of the respondents 
assured that the Egyptian destination is comfortable and enjoyable, they 
recommend the Egyptian destination as a must-see place for others, they will 
remember the destination for long time after travelling, and have the intention 
to revisit the Egyptian destination. Generally, the means of destination 
identity items were higher than the means of the destination dependence 
items, accordingly, the destination identity affects the level of attachment to 
the Egyptian destination more than the destination dependence.   
 
Also, the research proved that there is a positive correlation between tourism 
experience co-creation and destination attachment. There were strong 
correlations between the following tourism experience co-creation items and 
the degree of attachment to the Egyptian destination; spending considerable 
amount of money to arrange the trip, the involvement of the tourists in 
cultural and recreational activities, the availability of technology at the 
destination to share experience and travel knowledge with others through 
social media and the Internet, the ease of access to information about the 
destination, the personal interaction with tourists to give information and 
solve problems. On the contrary, depending on previous tourism experience 
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to arrange the trip, spending more time at the destination, taking many photos 
of the destination were found to have weak correlations with attachment to 
the Egyptian destination. 
 

This research contributes to the Egyptian destination managers as it gives 
great attention to the elements that co-create tourists / visitors experience, and 
which of those elements can influence the destination attachment and 
maintain the loyalty. Regarding site management, the Egyptian destination 
managers should provide numerous activities at the tourist site to encourage 
the tourists’ participation, and enhance the interaction with local community. 
For example, offering on-site amenities can improve longer stays at a site, 
integrating activities that are attractive to both locals and tourists, can enrich 
chances for communications between local community and tourists. Also, the 
Egyptian destination mangers should give a great consideration to the 
application of latest technology, it can facilitate the access to a plenty of 
information, provide on-line booking, share memories and experience. 
Technology can boost the tourism experience co-creation, which has a direct 
relationship with attachment to the Egyptian destination. Remarkably, the 
more co-creation of tourism experience the more destination attachment. 
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العربىص لملخا  
 تأثیر المشاركة فى بناء التجربة السیاحیة على االرتباط بالمقصد السیاحي المصرى

 
، الس�یاحیة تجربت�ھاصبح السائح ف�ى الس�نوات االخی�رة یرغ�ب ف�ى تنظ�یم رحلت�ھ الس�یاحیة و بن�اء       

، وتس��تمر أفض��لھالمعلوم��ات ع��ن المقاص��د الس��یاحیة الختی��ار االت��ى تب��دأ من��ذ وج��وده ببل��ده وتجمی��ع و
. ف��ى اط��ار ذل��ك ب��دأت واقارب��ھ أص��دقائھونقلھ��ا ونش��رھا ب��ین  حت��ى عودت��ھ ال��ى بل��دهتجرب��ة الس��یاحیة ال

بن�اء تجربت�ھ الس�یاحیة. حی�ث مس�اعدتھ لالمقاصد السیاحیة فى تفعیل مشاركة السائح فى تنظیم رحلت�ھ و
ال�ذى ی��ؤدي وم��ا، الفع�ال ب��ین الس�ائح والمقص��د الس�یاحي یس��اھم ف�ى بن�اء عالق��ة قوی�ة بینھ تواص�لان ال

بدوره الى االرتباط بالمقصد السیاحى. من ھذا المنطلق ھدف ھذا البحث الى معرفة اھ�م العوام�ل الت�ى 
مش�اركة الس�ائح ف�ى بن�اء تجربت�ھ التع�رف عل�ى العالق�ة ب�ین تؤثر على بن�اء تجرب�ة س�یاحیة ایجابی�ة، و

ج الدراس�ة فق�د ت�م تص�میم السیاحیة و درج�ة ارتباط�ھ بالمقص�د الس�یاحى المص�رى.  للتوص�ل ال�ى نت�ائ
اس�تمارة استقص�اء وتوزیعھ��ا ف�ى م��دینتى ش�رم الش��یخ والغردق�ة، ولق��د تمثل�ت العین��ة الص�الحة للتحلی��ل 

سائح. ابرزت اھم نتائج الدراسة ان المقصد السیاحى المصرى قد نجح فى تعظیم  ٥٧٥فى  ىاإلحصائ
تس�اعد وس�وف دة ارتب�اط الس�ائح ب�ھ. مشاركة السائح فى بناء تجربت�ھ الس�یاحیة، كم�ا ان�ھ نج�ح ف�ى زی�ا

نتائج ھذا البح�ث م�دیري المقص�د الس�یاحى المص�رى ف�ى التع�رف عل�ى اھ�م العوام�ل الت�ى تس�اعد ف�ى 
تعظیم مشاركة السائح فى بناء تجربتھ السیاحیة و مدى ت�أثیر ھ�ذه العوام�ل عل�ى درج�ة ارتب�اط الس�ائح 

 بالمقصد السیاحى المصرى.


