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Abstract
This study aims to study the satisfaction of national tourists with the tourism experience in the Sahara. It
also seeks to examine the influence this has on the intention to return and spread positive word-of-mouth
about this destination, work on its improvement to capitalize on the internal mobilities induced by
COVID-19, and build a long-term relationship with them to strengthen regional attachment. Data were
collected from 123 national tourists in Algeria using convenience sampling. Two analyses were carried
out to process the data: a structural equation modeling approach to test and validate the hypotheses and
textual analysis. The results show that among the five factors determining the quality of the Sahara
experience, four factors significantly influence the satisfaction of domestic tourists: The scenic
environment, the personal environment, entertainment, and reliability. It is deduced that the niche and
responsible character of Saharan tourism is the main thing that satisfies tourists and ensures the success
of tourism in the Sahara.
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1. Introduction
Algeria's economic structure is extremely dependent on the hydrocarbon sector and is therefore
vulnerable to the volatility of this market (Coville, 2010). Already facing political turmoil, as well as a
health emergency, the country is likely to suffer greatly from the effects of COVID-19 on hydrocarbon
prices. In addition, the country is reaching the limits of a severe economic crisis (Boudedja and al., 2020;
Mouhoud, 2020). In a UN report maintaining a primary analysis of the socio-economic impact of
COVID-19 on Algeria, it is recalled that it is imperative to undertake rapid measures to rid the country
of its dependence on hydrocarbons. A series of proposals for a sustainable and resilient recovery is lined
up. Tourism is proposed as an alternative to exhaustible resources, saving the country from the
impending economic crisis (Kadri et al., 2016).
Meanwhile, it is difficult for the country to attract international tourists due to security risks, visa
restrictions, inadequate air connectivity and/or insufficient infrastructure, it is worth thinking about the
development of domestic tourism, whose economic contribution is no less (Gálvez and al., 2014; Adeloye
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et al., 2019). According to the UNWTO, the development of domestic tourism is a good opportunity
for economic development and is described as a high economic impact generator.
In the first half of this year, as the virus situation began to be better understood and stabilised,
post-pandemic tourist travel was directed towards easily accessible destinations, particularly within the
same territory (Lew and al., 2020). Domestic tourism in Algeria, like what is happening elsewhere, is
witnessing the emergence of this mobility. Indeed, as described by several researchers, the Covid-19
sanitary crisis presents an opening for the promotion of domestic tourism (Woyo, 2021). Therefore,
institutional and private actors in Algeria must take advantage of the current situation and are invited to
convince the millions of Algerian tourists who fly abroad every year to spend their holidays. These tourists
leave a real fortune estimated by an expert at least 3 billion dollars to spend their holidays in their country
of origin in the future.
After the easing of travel restrictions nationwide, the great desert (Sahara), with its commercial
authenticity, has been much coveted by national tourists seeking spiritual refreshment and renewal after
a period of unprecedented instability (Madani and al., 2020). The resumption of a leisure activity was the
means of escape after a hard period of confinement and immobility, agitated by stress, difficulties and
deprivation (Kurar, 2021). Tourism specialists even speak of a peak in demand recorded in the Algerian
Sahara, during the post-covid phase, expressing the growth of an internal tourist demand that was
previously lacklustre. Thus, the temporary suspension of international flights encourages the
development of slow travel, which consists in traveling close to home (Molz, 2009). This could be an
element to make Algerians discover or rediscover the tourist attractions of their country, which is an
opportunity to develop domestic tourism in Algeria. The question is then: how to retain many of these tourists,
i.e., build their loyalty, and attract new ones in the future?
Research studies have concluded that the highly experiential nature of tourism consumption
makes tourists’ loyalty dependent on the perceived quality of experience (QoE). This perceived quality
systematically affects their satisfaction and generates direct and indirect effects on their intention and
behavior toward the destination (Seetanah and al., 2020). A satisfied customer is likely to become a loyal
customer, repeat visits, and participate in spreading positive word-of-mouth (Saayman and al., 2018).
This highlights the need to understand satisfaction with different components of the tourism experience
and the impact it has on tourists’ intention to return. Thus, the challenge for tourism managers in Algeria
is to investigate the perceived quality of the tourist experience, which represents a strategic axis on which
it is necessary to work, in order to consider, in our case, retaining the new clientele, and to inscribe these
emerging dynamics durably in the local economic development of the country. It is at this level that this
study is situated.
To this end, this paper considers as a study case two Saharan destinations (the region of Illizi and
the region of Tamanrasset) located in the south-eastern region of Algeria, one of the most popular tourist
destinations in Saharan tourism. In other regions of the Sahara, tours are organised according to the
model of beach tourism, with a product policy that is sometimes ill-adapted to the host context and that
considerably distorts the Saharan imaginary (Amoah et al., 2021). In contrast, tourism in the south-eastern
region of the country retains its authenticity (Gagnol 2018). The objectives of this research are as follows:
• Identify the quality of the attributes of Saharan tourism as perceived by domestic tourists.
• Assess the satisfaction of domestic tourists and assess the relationship between customer
satisfaction and the quality of the attributes for the above items.
• Understand the affective elements of the Saharan tourism experience from the perspective of
domestic tourists.
• Provide recommendations for improving weak attributes.
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2. Literature review
2.1 Relationship between perceived quality and satisfaction
The Sahara is one of the most popular destinations in Algeria for the local population and is
known as a destination for experiential tourism (Minvielle and Minvielle 2010; Minvielle and Minvielle
2012). Experiential tourism is the emerging trend in the tourism industry. It is the opposite of mass
tourism, which has traditionally focused on tours and package vacations with a low level of personal
involvement. Experiential tourism encourages the visitor to participate as an actor in an experience that
the operator makes possible (Smith, 2006). This transition requires adapting a destination experiential
quality management model, which is a key issue in tourism experience management (Jennings and
Nickerson 2006; Jennings et al. 2009). The Sahara has the necessary attributes to build an experiential
offer that motivates individuals’ emotions and becomes value-creating (Balogul and Brinberg 1997).
Therefore, it is important to understand how best to manage all these attributes, whose interdependence
and synergy create an experiential dynamic essential to a destination’s positioning (Langlois 2003).
During the service experience, the customer interfaces with visible parts of the service, supported
by invisible parts. Therefore, it is necessary to study the perceived QoE, considering both its tangible and
intangible aspects, to achieve a holistic, reality-based design (Echtner and Ritchie, 1993). According to
the most recent research on QoE, including Langlois (2003), five dimensions play a major and primary
role in shaping perceived QoE:
Accessibility: first, physical accessibility, which means the ease of choosing a destination by the
customer while considering the effort required to reach that destination. Then, directional information
means the comfort for the customer to move to the destination or the place of service while considering
the legibility and clarity. Secondly, the speed of the service concerns the time taken to perform the service.
Physical environment: the coherence of the decor and the theme that arouses sensations in the
individual relating to his/her experiential environment, physical comfort, which refers to factors
involving environmental stimuli (colours, design, space), musical comfort and the taste experience, and
finally the olfactory experience: the association of a smell with a place, a point of sale or a brand.
Personalised relational environment: this refers to the social and relational environment such
as the attractiveness of the staff’s appearance, their attention and helpfulness towards the client.
Entertainment: this is the implementation of the experience so that it becomes memorable. This
dimension includes theme and brand management, continuous entertainment as animation is essential in
services, event programming, staff appearance and costumes that enhance the service brand, unique
products that refer to the destination as small souvenirs.
Reliability: was presented by Zeithmal, Parasuraman, and Berry (1988) and reflects the ability of
the service provider to deliver on time, the ability of the staff to assist the client, and the accuracy of the
information provided. Reliability considers the psychological, social, physical and financial security of
individuals.
The experience is described by the perceived quality of these elements, representing the quality
of the product as assessed by the tourist. Thus, it is the tourists’ overall impression of the inadequacy or
supremacy of the service offered (Al-Ababneh, 2013; Marchat, 2018). When tourists use the service, they
simultaneously compare the experience with their expectations, thus obtaining
satisfaction/dissatisfaction. Authors such as (Bowie and Chang 2005; Perić and al. 2018; Chebli and
Chabou Othmani 2020) explain that tourists’ satisfaction is derived from the quality of services provided
by the destination. Furthermore, the relationship between perceived quality and satisfaction has been well
corroborated in the literature by different researchers (Parasuraman and al., 1985; Yüksel and Yüksel,
2001; Owusu-Frimpong and al., 2013).
Spreng et al., (1996) argued that tourist satisfaction is the result of QoE. The authors asserted
that a high positive level of perceived quality leads to higher consumer satisfaction. In this study, this
relationship is explored in the case of domestic tourism using the following hypothesis:
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H1. The perceived experiential quality of Saharan tourism services has a positive impact on the
satisfaction of domestic tourists.
H1a: The quality of the physical and landscape environment as perceived by domestic tourists
significantly influences their level of satisfaction.
H1b: The quality of the physical and scenic environment as perceived by domestic tourists has a
significant influence on their level of satisfaction.
H1c: The quality of the personalised relational environment as perceived by domestic significantly
influences their level of satisfaction.
H1d: The quality of entertainment as perceived by domestic tourists significantly influences their
level of satisfaction.
H1e: The quality of reliability as perceived by domestic tourists significantly influences their level
of satisfaction.
2.2 Relationship between tourist satisfaction and loyalty
Similarly, the tourism marketing literature has focused on the relationship between tourist
satisfaction and loyalty. Loyalty can be defined as a “deep commitment to re-purchase or re-patronise a
preferred product/service consistently in the future, thus leading to repeated purchases of the same brand
or set of brands, despite situational influences and marketing efforts that may induce switching
behaviour” (Oliver 1999). Customer loyalty thus reflects attitudes and behaviours toward services and
their repeated use (Backman and Crompton, 1991). Finally, loyalty actions become a real issue, as they
lead to re-purchase, the achievement of relational efficiencies, positive word-of-mouth, and the
amortisation of costs incurred to build loyalty (Bacik et al. 2020). Therefore, studies recognise that
understanding the factors that increase loyalty is valuable information for tourism managers and
policymakers (Flavián et al., 2001)). For example, it is widely recognised that tourists’ satisfaction with
their stay is one of the most important factors influencing return visits.
Research suggests a significant relationship between tourist satisfaction, return intention, and
positive word-of-mouth communication (Beeho and Prentice, 1997; Perić and al., 2020)). In this study,
we examine this relationship in an effort to build a sustainable and value-generating relationship with
domestic tourists. The second hypothesis is as follows:
H2. Satisfaction has a significant influence on tourist loyalty in Saharan tourism.
H2a: Domestic tourists’ satisfaction with a tourist destination positively influences their intention to revisit that
destination.
H2b: Domestic tourists’ satisfaction with a tourist destination positively influences their intention to spread positive
word-of-mouth about that destination.
H2c: Domestic tourists’ satisfaction with a tourist destination positively influences their intention to visit that
destination if the price of services increases
Figure 1 illustrates the proposed research model to analyze the influence of service quality and
Algerian tourists' satisfaction on future behavioral intentions.
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Figure 1. Research model

Source: Authors own conception

3. Methods
3.1. Questionnaire design
The quantitative method was used to collect the data for this study. The literature review on the
topic of service quality, satisfaction and loyalty show that the questionnaire survey is the most commonly
used instrument to conduct this type of study (Alegre and Garau, 2010). Guided by these reviews, our
research instrument was developed based on the models by (Pawitra and Tan, 2003; Owusu-Frimpong
and al., 2013; Perić and al., 2020). The questionnaire has five sections. The first section aims to obtain
demographic information about the respondents. The second section includes 23 questions addressing
tourists' perceptions of the various touristic services offered in the Sahara (Appendix 1). The third section
contains 4 questions to measure satisfaction, while the fourth section includes 3 questions to measure the
loyalty of domestic tourists (Appendix 1). Finally, due to the limited information on the offer that
structures the tourist experience in the Algerian Sahara, the fifth section is an open-ended question,
formulated with the aim of retrieving relevant data from direct and reliable sources on the components
of the tourist experience, which complement those stated in the first section.
3.2 Sample and data Collection
The primary data was collected through a questionnaire survey method. The survey was
conducted from January 25 to February 28, 2021. It was disseminated via social networks and on the
official profile of a travel agency specialising in organising trips to the Sahara (Nboujiw community). The
method used in this study is a non-probability convenience sampling method. Considering the lack of
previous studies on the subject of the tourism experience in the Algerian Sahara and the complexity of
the topic, to better understand the plural aspects, this study is intended to be pilot, so the method used
in the study was a non-probability convenience sampling method. This method has been used and
recommended in tourism research because it allows for the selection of respondents based on the
convenience of the researcher (Naidoo and al., 2011; Araslı and Baradarani, 2014; Agyeiwaah and al.,
2019).
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A total of 123 tourists participated in this study. Table 1 indicates that most of the tourists were
male (60.97%). Although generally, tourists visiting the Sahara are defined as an older population (Gagnol
2018), it can be noticed that more than half of the clientele is relatively young (51.21%), between the ages
of 25 and 35. The trip to the Sahara is most often made with friends or in organised groups (67.47%).
Table 1. Demographic profile of the respondents

Gender

Male
Female
Age group
18-24 years
25-34 years
35 -49 years
50-64 years
Marital status
Married
Single
Accompanying party
With family
With friends / in an organised group
Alone
You have prepared your trip
With the help of a travel agency
Without a travel agency
Occupation
Retired
Student
State employee
Liberal profession
Other

Percentage
60.97%
51.21%
11.38%
51.21%
28.45%
08.94%
31.70%
68.29%
31.70%
67.47%
13.82%
43.90%
56.09%
01.62%
17.07%
30.08%
26.01%
25.20%

Source: Authors' data

3.3 Variables and measures
The assessment of service quality is based on observation of the actual service provided or
experienced (Kang, 2006). Respondents rated the perceived quality of services based on 23 items.
These questions were adapted from the work of Langlois (2003). To compose the items to measure
tourist satisfaction, numerous researches (Loureiro and González, 2008; Perić, Dramićanin, and Gašić,
2020) were reviewed. In the end, four questions were used to measure tourist satisfaction, while tourist
loyalty was measured through three questions, generated from previous research (Cronin and Taylor,
1992; Lee and al., 2007; Pan and al., 2017). All measures were taken on a five-point Likert-type rating
scale.
Regarding data processing, two types of factor analysis are used to test and validate the
hypotheses. Firstly, a principal component analysis (PCA) and a confirmatory factor analysis (CFA) to
investigate the internal validity of the measurement scales are used in our research. A structural equation
analysis was conducted to test the relationships between the dimensions advocated by the research model.
Statistical analyses of the data were carried out in SPSS 20 and AMOS 20.
The analysis of the open data consisted of descriptive statistics, including frequency counts.
Although frequency counts do not provide statistically significant results, they provide some indication
of the elements, such as emotional ones, considered to influence the quality of the tourism experience in the
Sahara.
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4. Results
The data analysis in this study has two main parts. The first part consists of the study of the
chosen measurement instrument was conducted to assess the dimensionality, reliability and validity of
the constructs by using factor analysis (PCA and CFA), and then proceeded to an analysis by
structural equation methods which aims to test the relationships between the dimensions advocated by
the research model. Subsequently, in the second part, the analysis of the results of the open questions is
carried out.
4.1 Factorial analysis
Validity of the measurement scale by Principal Component Analysis (PCA)
To examine the internal validity of the measurement scales used in our research, a Principal
Component Analysis (PCA) is used. The (PCA), allows to reduce the number of variables in a database,
to summarize the variance explained in a minimum number of factors to predict a reliable model fit, and
to maximize the explanatory power of a set of variables (Hair and al., 2005). This analysis determines the
correlation between the items and the principal component, which is the latent variable that will be
introduced as an explanatory variable in the proposed structural model.
•

Accessibility
Table 2. Purification and reliability of the “Accessibility” scale

The price of a trip to the Sahara is affordable
The Sahara is an easily accessible destination.
(Transport means and infrastructure)
Information on the destination is easily available
Service in the Sahara is prompt and fast
KMO measure of sampling adequacy
Bartlett's test of sphericity
% of variance
Cronbach's Alpha

Extraction Component
0.52
0.721
0.703
0.839
0.612
0.665
145.383
62.512
0.798

0.782
0.816
0.788
p-value 0.000

Source: Authors' data

Table 2 demonstrates that “Accessibility” dimension is strongly correlated with transport
infrastructure and services, and less correlated with information and signage (0.612), and prices (0.52).
The Kaiser Meyer Olkin (KMO) value of this PCA is 0.788 and qualifies as meritorious with an
explanatory power of this component of 62.512% of the initial variance; the value of Cronbach's Alpha
(0.798) is close to 1 and indicates that the set of items that contribute to the accessibility variable are
homogeneous.
•

The physical and scenic environment
Table 3. Purification and reliability of the “Physical and scenic environment” scale

The cleanliness of environment is good

Extraction Component
0.438
0.662
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The Saharan cuisine is appetizing and very varied
The Saharan music is very captivating
The Sahara is endowed with attractive fairytale landscapes
KMO measure of sampling adequacy
Bartlett's test of sphericity
% of variance
Cronbach's Alpha

0.754
0.868
0.789
0.888
0.808
0.899
0.733
277.003 p-value 0.000
69.705
0.852

Source: Authors' data

The “Physical and Scenic Environment” dimension is strongly correlated with cuisine, music, and the
Saharan landscape, but less so with the cleanliness of the environment (Table 3). The KMO index of
0.733 can be described as average. It indicates that the correlations between the items are of average
quality. Then, the result of Bartlett's sphericity test is significant (p < 0.0005) indicating that the items are
factorizable. The value of Cronbach's alpha is 0.852, which means that the items are homogeneous.
•

Personalised relational environment
Table 4. Purification and reliability of the “Personalised relational environment” scale

In case of problems. you are well taken care of (in case of
worries you are given help. very professional. attentive and
dedicated tourist guides)
The people of the Sahara are hospitable and welcoming
Saharans are convincing and offer personalised service and
care
The local people have good communication skills to
optimise the relationship with the tourists
Saharan hotels have very courteous and helpful staff
KMO measure of sampling adequacy
Bartlett's test of sphericity
% of variance
Cronbach's Alpha

Extraction Component
0.703
0.839
0.695
0.817

0.834
0.904

0.781

0.883

0.361
0.844
336.295

0.601
p-value
0.000

67.141
0.875
Source: Authors' data

Analysis of the “Personalised relational environment” dimension shows that this latent variable is highly
correlated with appreciation of the Sahara's courteous staff and residents, but is moderately correlated
with the personalised service received at the hotels (Table 4). The KMO value indicates that this factoring
is meritorious or excellent. The Cronbach's Alpha value indicates that the items in this dimension are
homogeneous and reliable.
• Entertainment in the Sahara
Table 5. Purification and reliability of the “Entertainment in the Sahara” scale

The Saharan culture and atmosphere are very attractive

Extraction Component
0.861
0.928
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The Sahara is a destination rich in entertainment (hiking.
bivouac. 4x4 safaris. camel rides. musical evenings. cultural
and historical discovery. etc.)
In the Saharan hotels. the program of events is varied
The Sahara is endowed with enchanting landscapes
The Sahara is a memorable destination rich in memories
KMO measure of sampling adequacy
Bartlett's test of sphericity

0.893

0.945

0.353
0.771
0.886
0.848
570.865

0.594
0.878
0.941

% of variance
Cronbach's Alpha

75.292
0.917

p-value
0.000

Source: Authors' data

The “Entertainment” dimension in Sahara depends mainly on the Saharan culture and atmosphere
and the Saharan trek and its cultural and historical characteristics (Table 5). Programming only in hotels
admits a small contribution to the formation of this dimension. The KMO index indicates that this
Principal Component Analysis (PCA) has merit. The items that contribute to the formation of this
dimension are homogeneous and reliable.
•

Reliability and governance
Table 6. Purification and reliability of the “Reliability and governance” scale

The Sahara is a vacation destination
The tourist reception in the region is reliable and constant
The Sahara represents no psychological risk (stress. anxiety.
fear. etc.)
The Sahara is a safe destination
In case of an accident. the Sahara is a destination where good
medical care is offered consistently and quickly
KMO measure of sampling adequacy
Bartlett's test of sphericity
% of variance
Cronbach's Alpha

Extraction
0.838
0.648
0.846

Component
0.915
0.805
0.92

0.811
0.105

0.9
0.323

0.827
371.2

p-value
0.000

64.925
0.853
Source: Authors' data

This result shows that the “Reliability and governance” dimension is strongly correlated with the
safety and relaxing climate of the Sahara, but Saharan tourism is not a reliable health tourism (Table 6).
Health security and the quality of care offered by a tourist destination have an influence on the quality of
the tourist experience, as they represent a guarantee in the prevention of diseases. The KMO index
indicates that this Principal Component Analysis has merit (0.827). Bartlett's test indicates that the
variables are factorizable, that is, they can be reduced to a single latent dimension (p-value=0.000). The
items used in the construction of this component are homogeneous and reliable.
•

Satisfaction
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Table 7. Purification and reliability of the “Satisfaction” scale

You are satisfied with your experience in the Sahara
Your trip to the Sahara provided you with the experience you
were looking for
You are satisfied with the services provided
In general. your experience is very positive
You are satisfied with your experience in the Sahara
KMO measure of sampling adequacy
Bartlett's test of sphericity

Extraction
0.935

Component
0.967

0.902
0.744
0.946

0.949
0.862
0.973
0.836
p-value
0.000

% de la variance
Alpha de Cronbach

88.158
0.953

630.339

Source: Authors' data

This result shows that “Satisfaction” is an overall dimension that is highly correlated with the
different components of customer satisfaction such as satisfaction with the services provided and
satisfaction with the experience sought by Saharan tourism (Table 7). This Principal Component Analysis
has merit (KMO = 0.836). This dimension explains 88.158% of the initial total variance. The Cronbach's
index indicates that the items in this dimension are reliable.
Confirmatory Factor Analysis (CFA): Tests of the research hypotheses with AMOS

To test the hypotheses of the research model, we first establish the goodness of fit . The goodness
of fit of the model to the data was tested using the most common indices: the χ2 /ddl ratio, the GFI
(Goodness of Fit Index), the TLI (Tuckler-Lewis Index), the CFI (Comparative Fit Index), the RMSEA
(Root Mean Square Error of Approximation), the RMR (Root Mean Square Residual), the SRMR
(Standardised Root Mean Square). (Voir tableau 8). The acceptance thresholds of the model are the
thresholds set by Hu and Bentler (1999). According to the results obtained, the fit is quite satisfactory.
Table 8. The goodness of fit index

Absolute indices
index
Acceptabilit
y threshold
Value

χ2

χ2/df
<5

276.825
*

276.825
/ 58 =
4.773

SRM
R
<
0.09
0.087

RFI

GFI

>0.
9
0.92

>0.8
5
0.87

RMSE
A
<0.08

Parsimony
Measures
PNF PGF
I
I
>0.6 >0.6

Incrementa
l Fit Index
IFI
NFI
>0.9

>0.9

.079

.74

.961

.948

0.75

GFI = Goodness-of-Fit Index, NFI = Normed Fit Index, RMSEA = Root Mean Square Error of Approximation, SRMR =
Standardised Root Mean Square Residual, RFI= relative fit index. PNFI and PGFI= parasimony NFI and GFI indices. *
p<0.001
Source: Authors' data

On this basis a structural equation analysis was conducted. This analysis consists of testing the
following structural model and validating its hypotheses through the coefficients estimated by the
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maximum likelihood technique via the software AMOS 25. Figure 2 shows the estimated structural
model. Table 9 below presents the results of the hypothesis test, i.e., the significance of the path.
Figure 2. AMOS structural model

Source: Authors' data

Based on the results obtained, the hypotheses H1a cannot be accepted. While the hypotheses
H1b, H1c, H1d, H1e, are accepted. The results show that the path Accessibility → Satisfaction is not
statistically significant, while the other paths are. This result coincides with similar research in the
tourism domain conducted by Pawitra and Tan (2003) and Owusu-Frimpong and al. (2013). However,
for H1d, although the correlation is validated, which confirms the hypothesis, the latter is negative, the
coefficient is -.088. This leads us to stipulate that emotional reactions have an explanatory power of
satisfaction in this case. For this reason, explanations are provided to try to clarify the reasons for this
relationship below (5.2).
The second analysis was performed to explore the path from satisfaction to loyalty in the model.
The hypotheses H2a (0.68), H2b (0.68), H3b (0.59) (p <0.001) are accepted. The link between tourist
satisfaction and loyalty is relatively strong and statistically significant and goes in the direction
hypothetically presented. The obtained results are in agreement with similar research in this area (Lee and
al., 2007; Perić et al., 2020).
Table 9. Hypothesis testing

Hypothesis
H1a Accessibility →
Satisfaction
H1b Scenic → Satisfaction

Coefficient P-Value
0.031
0.337
.233

***

H1c Relational→ Satisfaction

.213

***

H1d Divertissement→
Satisfaction

-.881

***

Decision
Not Supported
Hypothesis
Supported
Hypothesis
Supported
Hypothesis
Supported
Hypothesis
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H1e Reliability→ Satisfaction

1.363

***

H2a Satisfaction → Revisit
Intention
H2b Satisfaction →
Recommend
H2c Satisfaction → Price
Increase

.688

***

.680

***

.592

***

Supported
Hypothesis
Supported
Hypothesis
Supported
Hypothesis
Supported
Hypothesis

*** p< 0,01
Source: Authors' data

4.2. Analysis of the open-ended question
Out of a total of 123 tourists who responded to the questionnaire, 68 answered the open-ended
question " Were there any elements that bothered you during your journey and that impacted on the quality of your
experience?" This represents a response rate of 55.28%. A statistical representation of the content was
made using Alyze software, based on the respondents' verbatims. Table 10 is a term frequency table,
which allows to identify the most recurrent expressions indicated by the respondents.
Table 10. Frequency summary

Expressions
Absence information point and
tourist office
Expensive flight prices expensive
hotels
Good atmosphere and simplicity
Direct flights
Better communication
Enhancement of historical and
cultural sites and monuments
Tourist brochures
Tourist infrastructure
It is essential to think about the
professional training for local
guides
Expensive hotels
Saharan cuisine
Catastrophic road conditions
Service and rest stations
Environmental awareness
More residential facilities
Improve catering services
Unique experience
Environmental education

Weighted (%) Gross density (%) Occ
1.71
4.73

Occ
3

1.63

5.68

3

1.57
1.39
1.39
1.39

3.79
2.52
1.89
2.52

3
4
6
4

1.39
1.39
1.39

2.52
1.89
3.15

4
3
5

1.39
1.37
1.37
1.3
1.12
1.12
1.04
0.92
1.04

1.89
11.36
3.79
7.57
3.79
5.05
2.52
1.26
2.52

3
4
3
4
3
4
2
2
2

Source: Authors' data

The frequent use of these terms represents the elements that marked the tourism experience,
supporting and enriching the analysis results in the previous section. It gives us insights into some
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manifest emotions beyond the cognitive aspect. These responses were grouped into four categories,
which identify themes that appear repeatedsly:
• elements related to the lack of tourist information and communication include (lack of
information point and tourist office, better communication, tourist brochures, professional
training of local guides, etc.);
• elements related to the insufficiency and quality of tourism logistics (expensive flight prices,
expensive hotels, direct flights);
• elements relating to the authenticity of the Sahara (good atmosphere and simplicity, unique
experience, Saharan cuisine, etc.);
• elements related to environmental protection (environmental awareness, environmental
education).
5. Discussion
Since a correlation is shown between perceived quality, satisfaction and loyalty, it is clear that to
retain domestic tourists, they must be satisfied, which implies an improvement in the quality of tourism
services offered in the south of the country. It is therefore important to act on the functioning of certain
elements of the tourist experience (Tables 2, 3, 4, 5 and 6), while considering the information provided
by the tourist respondents (Table 10). In light of these data, three lines of managerial recommendations
are formulated.
5.1 Improve the accessibility of the Sahara for tourists
Although accessibility does not affect satisfaction, it does have an impact on the perceived QoE.
The results in Table 2 show that among the accessibility elements that are weakly evaluated by tourists
and influence the QoE, we find the value of the price of the destination (0.52). This evaluation is
motivated by several reasons mentioned by most of them responding to the open-ended question, which
we will address here point by point. The Sahara destination is considered unaffordable. As a general rule,
the value of an asset depends on its utility and rarity. Scarcity is defined in terms of quantitative
insufficiency: the lack of material goods on which people depend in part for their individual and social
activity (Langlois, 1998). Thus, it is corroborated that anything that is scarce is generally expensive. For
example, inadequate transportation infrastructure and low accommodation capacity cause airfare and
accommodation prices to rise, as reported by tourists (Table 10).
The alternative of travelling by road, which is relatively cheaper, is not always obvious. It can be
noted that the state of the roads and the terrible lack of rest areas and services make travelling by road
difficult. Some extracts of tourists’ testimonies are included to illustrate these facts betters:
“As for my experience, we went to Illizi by road and what is regrettable is the state of the roads, especially after
Hassi Masoud, which almost cost us our lives.” (Respondent 63)
“... the journey is too exhausting by road, one is confronted with a very mediocre quality of the
road, degraded pavement, absence of rest stations, and of motel corners.” (Respondent 47)
Therefore, to improve the tourism experience, it is necessary to enhance the value of money of
transportation (OCD 2016). Tourism stakeholders can ensure this through short-term intervention by
enhancing the quality of road service to provide convenient and comfortable travel to encourage overland
travel while considering mitigating negative environmental impacts. In particular, it is recommended that
direct air links to and from Tamanrasset and Illizi, which are currently only served from the airport in the
capital Algiers, be promoted, as travellers from other locations are forced to make a stopover in the latter,
with additional costs.
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However, in the medium and long term, the Algerian government should consider an economic
reform rethinking the economic scheme of the domestic air sector, considering the privatisation of
airlines and the opening of investments to the private sector, especially for the creation of low-cost air
transport companies and the development of domestic flights to the deep South (Sahara). Opening up
domestic air transport to competition is a strategy for improving physical and financial accessibility
(Petit and Venayre, 2018). The issue of affordability as mentioned in Table 9 also concerns
accommodation facilities. Indeed, we also note reports of a lack of accommodation structures, as
described below, responding to the open-ended question.
“There is a great disparity in terms of price and quality, between hotels, either a good quality hotel, with reservations
difficult to obtain, due to low availability and at low prices, or others more affordable, but where the quality of
services and hygiene left much to be desired.” (Respondent 32)
“In the region there are few hotels, which makes them expensive, and bivouacs when you are with a family, with
children, are not very convenient.” (Respondent 13)
“The state must open up investment in the Sahara to build tourist complexes and infrastructures, which
unfortunately remain insufficient.” (Respondent 30)
This deficiency penalises the development of tourism in the Sahara and can directly influence the
number of arrivals. The public authorities must remedy this deficiency by encouraging national and
foreign economic operators to invest their capital in the Deep South to revive the sector and renovate
the existing infrastructure. A reduction in costs accompanies the opening to competition. Nevertheless,
any investment action must be subject to specifications specifying: sustainable construction conditions
(ecological sanitary facilities, solar showers, etc.), in accordance with the requirements of regional urban
planning (Z’riba, Agham-type architecture, etc.), the rigorous and exclusive use of local materials (raw
earth, stone, palm wood), etc. In this way, the construction of tourist accommodation is compatible with
the specificities of the site in which it is located (Bensadek, 2019). It is not a question of reproducing
decontextualised, generic and identical models to those of the seaside model, as shown by the cases
encountered in our neighbours. The Tunisian and Moroccan Sahara are models that modify the landscape
and disrupt the sense of the Saharan experience, based on adventure and antinomic with modern daily
life (Minvielle and Minvielle, 2010; Gagnol, 2018).
The challenge for tourism actors in Algeria would be to increase the accommodation capacity in
the Great Sahara, while respecting the foundations of Saharan tourism, which develops around the
actional and tribal dimension (Minvielle and Minvielle, 2014). It is therefore important to consider the
diversification of accommodation modes, including alternative models that mark a break with the modern
way of life: namely caravans as a mode of itinerancy and discovery of the Saharan environment and
bivouacs as a mode of accommodation, guest houses, lodges, etc. However, it should be noted that the
duration of an itinerant stay in the Sahara lasts on average one to two weeks (Gagnol, 2018), and this
caravan mode can prove tedious in the long run, just like the hygiene conditions sometimes considered
inconvenient. of itinerancy and discovery of the Saharan environment and bivouacs as a mode of
accommodation, guest houses:
“The daily hygiene conditions are not simple and easy for everyone, you have to adapt.” (Respondent 60)
“It is very difficult to maintain good hygiene, we should think about putting showers when we return from activities,
especially if they are physical.” (Respondent 25)
This can influence the perception of the QoE and alter satisfaction. Therefore, it is necessary to
plan and implement a convenient accommodation offer according to the tourist itineraries, so that
itinerant travellers can punctuate their stay with stopovers, if necessary. However, it is always necessary
to consider environmental preservation before the commercial interest, leading to a comfortable
consumption caused by a certain demand. Finally, as a component of accessibility, the PCA results show
that the level of information is low (0.61), which is confirmed by the responses to the open-ended
question and provides information about the reasons for this assessment. Some of these reasons are:
“Improve the training of local guides, since most are only drivers.” (Respondent 26)
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“There is a real need for visitor information posts.” (Respondent 57)
“Public authorities should engage in a fight against fake tour guides, scams, and warn against false promises.”
(Respondent 62)
To visit the Saharan region of Illizi and Tamanrasset, it is almost essential to be accompanied by
a local guide. Local guides are often the only people with whom tourists interact during their stay, and it
is to them that the public relations task of "encapsulating the essence of place" is entrusted (Salazar,
2006). Indeed, the role of local guides is to interpret the significant elements of the visited territory to
convey information to tourists, offer explanations and develop narratives about the territory (Gwendal,
2012). The scientific literature explains that the dissemination of information by competent people is a
strategic factor in the representation of the destination, influencing the quality of the tourist experience
(Dahles, 2002).
Therefore, it is necessary to improve the quality of tour guide training to improve the quality level
of experiential tourism. In the same vein, referring to what tourists say, one of the reasons for a poor
evaluation of the quality of information is the lack of signage and information points. The signposting of
routes is perceived as deficient. Therefore, it is also important to act on this level, especially since this
deficiency is generally associated with a high source of stress and dissatisfaction (Kreziak and Frochot,
2011). Finally, the lack of information points is another problem raised by several tourists (Table 9). In
the Sahara, mobile Internet coverage is very low, sometimes even non-existent, so that using this means
of information is not an option. In this context, conventional information sources such as information
offices become the only source of information. In this sense, these establishments are very well-placed
to play a unique role in welcoming and orienting travellers. Thus, to improve access to tourism
information, public authorities in the region are called upon to develop further this type of infrastructure,
which plays an important role in improving the quality of the tourism experience (Lyu and Hwang, 2015;
Simpson, 2016). Canal Pagès (2010) argued that information centres inform visitors about what they are
asking for. Still, they can also go further and focus on the quality of service and communicate more
interesting things and/or educate visitors about them the natural protected areas.
5.2 A meeting of cultures and historical enrichment
Tourism demand is geared towards searching for an authentic experience, which is qualified
according to five characteristics: unique; real; human; non-commercial; social or emotional (Neault 2013).
The Algerian Sahara offers a tourism experience that meets all of these characteristics, making it a prime
destination for an authentic tourism experience. Indeed, the results show that the Saharan destinations
that were the subject of this study, Illizi and Tamanrasset, offer an exoticism attached to the unique and
real quality of the cultural (0.861) natural (0.808) attributes they contain. For example, in Illizi, the Tassili
N’Ajjer Park, which contains more than 15,000 rock drawings and engravings of Neolithic age, dating
from about 9 to 10,000 years before the present, which earned it its classification as a UNESCO World
Heritage Site in 1972, and the Ahaggar National Park in Tamanrasset, classified as a World Heritage Site,
is characterised by an exceptional wealth and diversity of flora and fauna. However, it appears that the
rich potential of this place is not fully exploited. Among the comments recorded, some expressed
frustration with the superficiality of the stories told about these landscapes, which do not reflect their
true richness.
“The historical side was very much missing for my opinion. Even if our guide gave some explanations about the
engravings we saw, in my opinion, it was still quite minimal.” (Respondent 48)
“The Tassili N’Ajjer is simply magical. The air is very soft, and the landscapes are unique. My only regret is the
impression I have of not having immersed myself in the history of the place.” (Respondent 23)
To reinforce this attractiveness and improve the QoE, it is important to improve the
communication around these objects, particularly by integrating a training course for local guides. It is
important also to develop a signage system to highlight the singularity of these places and their
symbolism, as mentioned above. It is necessary to support the traces of the millenary narratives by
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building a chronological discourse that reveals the site’s identity and its survival while nourishing the
legend associated with the site. Illizi and Tamanrasset also offer a memorial and emotional authenticity
associated with the overall environment of the experience, i.e., the personal, scenic, and entertainment
environment. We find that local traditions such as singing (0.789), Tuareg hospitality (0.695), traditional
clothing (0.771), or the strong memorial dimension of the Sahara (0.886) are strong assets of the Saharan
tourism experience. However, this memorial and emotional authenticity risks being undermined by large
numbers of tourists and an apparent degree of acculturation. To better illustrate these common risks, we
can examine some reports collected from tourists:
“I would have enjoyed my stay more if I had come alone, or with a small group of close friends, I find that the
groups during the bivouacs and the trek are very numerous, it is a charm, but it is noisy, and it prevents the desired
escape.” (Respondent 5)
“I have already been up here five years ago, and I feel that a lot has changed in a short time, I feel that there is
more folklore. It is not as real and pure as before.” (Respondent 20)
“The mentality of the Tuareg has changed a lot, especially the young people, the introduction of ‘’chicha’’ by the
guides bothers me during my circuits.” (Respondent 18)
The authors agree that tourism in the Sahara is an immersion experience where crowds of tourists
are avoided as much as possible. The small group is a way to share emotions, to discover and understand
also through the eyes of the other (Bouaouinate, 2009). Thus, to preserve the emotional authenticity of
the tourism experience, it is important to regulate the problems of overcrowding in the camps, limiting
the number of people per group to preserve the niche character that is an essential component of the
Saharan experience. It was also stated (Respondents 5 and 20) that there is a risk of acculturation and
folklorisation. For example, the Tuaregs, as can be seen, now offer chicha parties, even though this is not
at all part of their culture. Or the tourists who suggest the presence of a regrettable folklorisation. Indeed,
it is documented in previous work that the presence of a population outside the local community, such
as tourists, leads both to an implicit but inevitable breakdown in the cultural and psychological cohesion
of the Ex. (e.g. the Tuareg), and of the purpose of traditional dances and songs, which are no longer
experienced in the same way by the local population, are inevitably perverted (Guay and Sylvain Lefebvre,
1995; Froger, 2012). Traditions can thus lose their true meaning, as expressed by the interviewees, and
give way to folklore, itself falsified and stimulated as such for the pleasure of tourists.
However, to protect against folklorisation and acculturation, the key word is economic
diversification in a vision of growing tourist demand. The local population’s income should not be
exclusively linked to tourism. The local population becomes obligated to use its history and culture as a
commodity to respond to a culturally pre-constructed image by a tourist to satisfy him. This constraint
leads to spectacular reconstructions and artificial representations of traditional Tuareg customs
(Bouaouinate, 2008). Thus, local populations should not rush to tourism for their livelihood and move
towards a monothematic local economy. It is essential to encourage the local population not to abandon
traditional activities in the region, such as agriculture and livestock, by improving working conditions in
these sectors, or to support the sub-Saharan trade dynamic by consolidating commercial traffic networks,
which are expected to grow in light of the proposed trans-Saharan road infrastructure (Gregoire, 2011).
Government commitment and leadership is likely to be important to initiate economic dynamics in the
Saharan territories.
In the search for authenticity, the results show that Saharan cuisine is evaluated as a component
that influences the tourist experience (0.754). However, to further improve the quality of tourism, it is
necessary to give more importance to the latter, as some indications revealed a problem of valuation:
“There is no real choice in terms of food except for taguella and barbecue, so it is necessary to think about the people
who don’t like it.” (Respondent 14).
“Saharan cuisine is not presented much in restaurants.” (Respondent 32)
“Improving the quality and variety of food in the bivouacs.” (Respondent 40)
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If not always, tourist experiences include a food experience, whether it is a visit to a market or
factory, or simply a meal served at a local establishment (Salvador and El Euch Maalej, 2020). Although
the discovery of food specialities does not figure prominently in the list of underlying motivations for
travel, they are a valuable element of the travel experience, contributing to establishing an intimate
encounter between the tourist and the local culture (Fraïssé and Stewart 2008). Indeed, let’s take up one
of the descriptions proposed by Boumeggouti (2006) on this subject. We can read that “...more than any
other component of the local culture. Inin the cuisine and gastronomy, the contact with the civilisation
and the local population is direct, stronger, and takes the form of a more or less intense experience”. It
thus appears that the action of eating is at the foundation of collective identity, given that cooking and
table manners are culturally determined and place the eating tourist in a social universe, that is, in a
cultural order (Poulain, 1998).
Food is thus an integral part of tourist discovery and is considered a “memorable” experience,
which plays a role in the quality and success of the trip (Bessière and al., 2016; Salvador and El Euch
Maalej, 2020). Thus, to improve the quality of the tourism experience in the Algerian Sahara, to satisfy
and retain domestic tourists, those in charge of the activity must take steps to move food from a purely
functional, peripheral, or even negligible status in the context of the trip to that of valued elements
(Csergo, 2006). The valorisation and patrimonialisation of traditional food in the Algerian Sahara can be
seen as a strategy for valorising the food experience.
Although the quality of the variables is rated as very good, we find that tourists are dissatisfied
with the entertainment component as a whole (-.0881). This leads us to say that satisfaction may be
completely detached from the intrinsic quality of the service provided in this case. And that it is linked
to an affective dimension. The emotional reaction, independent of the disconfirmation of expectations,
most probably explains the satisfaction in this situation (Dubé-Rioux, 1990; Ladhari, 2007). However, as
discussed above, the results of the textual analysis give us additional information from which we can
deduce and formulate some of these negative emotions, such as the fear of acculturation and
overcrowding, or the frustration of tourists who cannot easily understand the area, due to the lack of
information that causes a lack of legibility (Hall and Härkönen 2006).
5.3 Environmental education
The tourist sites of Illizi and Tamanrasset, comprise immense natural reserves (animal and
vegetable) fragile, of particular interest, necessary to preserve. Nevertheless, some of the collected
testimonies, which we report below, report a threatening degradation of an altered landscape. However,
preserving the natural environment touches on several aspects such as water resource management, air
emissions, noise pollution, etc. From the testimonies collected, it appears that it is mainly the issue of
waste that worries tourists. Indeed, if some tourists have an environmental maturity, it is unfortunately
not the case of all. Moreover, these different comments corroborate the results of the principal
component analysis, which indicate a low evaluation of the level of cleanliness and environment (0.438).
“It is necessary to communicate about pollution among tourists. The Tuareg do not dare to prevent waste. A
prevention system should be set up so that tourists collect their waste. We are heading for a great ecological disaster
and it is getting worse every year.” (Respondent 37)
“Saharan tourism is very prosperous and, on the rise, we just need to think about protecting the environment.”
(Respondent 38)
“As I am in the associative field, I frequently visit the places and I notice an increasing degradation, my greatest
regret is to see waste everywhere: water bottles, plastic bags, cans, etc. The tourist and the inhabitant are both
destroyers of nature.” (Respondent 56)
“I was dismayed by the lack of civic-mindedness of the tourists in northern Algeria. Bad behaviour. No
responsibility for the ecology. They leave plastic bags and cups lying around in the middle of a virgin landscape...”
(Respondent 65)
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The macro-waste that some tourists do not fail to leave behind them are real blinkers that degrade
the landscape and constitute real reservoirs of microbes and other harmful products for the fauna and
flora. The consequences of these disrespectful behaviours are latent and disastrous for the environment.
The degradation is progressive but certain (Minvielle and Minvielle, 2010). Given the new tourism
dynamics prevailing in the Sahara, the current situation is a shared responsibility between the immature
and unaware tourist, the negligent tourist agent, and the overwhelmed or passive local actors. Thus, waste
management is a two-way challenge. In addition to the benefits of preserving the natural environment, it
is strongly conceded that a clean and waste-free atmosphere will certainly improve the quality of the
destination as well as the tourism experience, and thus represents a sustainable condition of competitive
advantage for tourism communities (George, 2007; Dileep, 2014). Thus, it is a matter of satisfying the
tourist while preserving the environment.
The challenge is to establish a participatory waste management mechanism between the local
community, travel agencies and tourists that meet the needs and interests of all these stakeholders
(Willmott and R. Graci, 2012). On the one hand, local stakeholders should plan to increase their local
management capacity to respond to potential new tourism dynamics and equip themselves with sorting
stations, incineration and treatment plants, etc. On the other hand, they should submit charters of
conduct to all travel agencies operating in their territory to participate in management by collecting the
waste produced during tours and at bivouac sits, and bringing it back to the village or town of departure
for sorting and incineration later. The latter are called upon to set a good example to tourists. It is also
the responsibility of tour operators and guides to take action to change tourist waste behaviour by
encouraging waste reduction, improving education and awareness of the consequences of waste and
desired practices. For example, encouraging tourists to adopt more environmentally friendly behaviours,
such as using reusable water bottles, cloth bags, providing waste bins to make camp cleaning more
accessible, etc. The aim is not to make them feel guilty but to encourage them to take appropriate action.

6. Conclusion
Domestic tourism is described as the panacea for the development of sustainable tourism
(Kabote 2020). Thus, in the perspective where Algeria intends to make tourism an active economic
sector with sustainable spin-offs, the current situation marked by the growing interest in domestic
tourism is a perfect opportunity to act. To benefit in the long term from these internal mobilities that
COVID-19 has promoted, and thus increase their development potential, the United Nations
specialised agency for tourism, UNWTO, has highlighted the need to understand internal tourism,
taking into account its specificities. The aim is to ensure a match between tourism supply and demand
while guaranteeing the quality of services to satisfy tourists. It is in this perspective that this research is
being carried out. To better understand the perceived quality of the Saharan tourist experience by
national tourists and their level of satisfaction, to then work towards building loyalty to the destination.
In the tourism industry, perceived service quality, satisfaction, and tourists’ loyalty have been
examined in different contexts. However, these aspects have not been addressed in tourist satisfaction
with the tourism experience in an Algerian economy. This research has filled this gap. Regarding the
theoretical contributions of this research, the study results support the relevance of previous studies that
satisfaction incorporates both cognitive and affective processes. Through textual analysis, we have a
better understanding of the negative affective reactions induced by the tourism experience, and these
results provide a basis for improving satisfaction. Indeed, considering the affective reactions helps to
clarify the issue of satisfaction. Institutional actors should be better equipped to evaluate their attributes’
quality and report detailed information on customer satisfaction to develop future highly attractive
attributes.
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Thus, following the analysis and discussion of the results obtained, it emerges that the quality of
the tourist experience in the Sahara as defined by the nationals who participated in this work is based on
the immersive cultural experience, the search for distance from the superfluity of civilisation and urban
noise, and the desire for direct contact with the local population. It also appears that the motivation for
travel is in some cases a cultural and learning need, for which there is a demand for better training of
guides to improve the quality of information. An interest in the environment is also felt. Tourists do not
have a passive attitude. They denounce the problem of waste and express their annoyance at the uncivil
behaviour of some tourists. These elements reveal significant parameters that characterise alternative
tourism. These results are in line with Benbelaid (2019), who demonstrated in her thesis the sustainable
nature of tourism in the Sahara, as practiced by national tourists.
Thus, to retain this national clientele, it is the responsibility of tourism managers to preserve this
fragile environment and act mainly on improving and preserving the quality of the scenic and personal
environment and the authenticity that characterises the attributes of entertainment. Indeed, as can be
seen, to satisfy domestic tourists, the Sahara does not need real estate in its archaisms. This archaism is
today the source of the success of the Saharan tourist experience. Therefore, it is necessary for tourism
stakeholders in Algeria to capitalise on their efforts to ensure that the tourism offer in the Sahara
reconciles the preservation of the cultural heritage, the local and natural environment, and the integration
of the local population into the tourism experience. This is becoming increasingly necessary to create an
authentic offer, which is claimed, as we have mentioned, to ensure that the offer remains in line with the
precept of alternative tourism, which is currently responding to the emerging demand from tourists
COVID-19 pandemic.
• Recommendations for future research
This research provides a basis for further research perspectives that would complement it. For
future research, it would be interesting to study the impact of demographic characteristics (age, gender,
occupation) on the relationship between perceived quality, satisfaction and tourist loyalty. Furthermore,
to consider integrating and statistically verify the impact of the affective dimension, highlighted by the
textual analysis on satisfaction. It is assumed and investigated that the integration of emotional reactions
would improve the explanatory power of the variance of satisfaction. It is also planned to analyse to what
extent the integration of a sustainable development approach could improve the experiential quality of
tourism, the level of satisfaction and the loyalty of tourists, is also a relevant path to explore.
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Appendix 1. Measurement items of quality, satisfaction and loyalty
PQ 01
PQ 02
PQ 03
PQ 04
PQ 05
PQ 06
PQ 07
PQ 08
PQ 09
PQ 10
PQ 11
PQ 12
PQ 13
PQ 14
PQ 15
PQ 16
PQ 17
PQ 18
PQ 19
PQ 20
PQ 21
PQ 22
PQ 23
S1
S2
S3
S4
L1
L2
L3

The Sahara is a vacation destination
The tourist reception in the region is reliable and constant
The Sahara represents no psychological risk (stress, anxiety, fear, etc.)
The Sahara is a safe destination
In case of an accident, the Sahara is a destination where good medical care is offered
consistently and quickly
The price of a trip to the Sahara is affordable (transportation, accommodation, food, and
activities)
The Sahara is an easily accessible destination (well served by transportation: access by land,
regular flight schedule
It is easy to get information about the destination (availability of tourist information offices,
service information relays, signage for entertainment and cultural information, etc.)
In case of problems, you are well taken care of (in case of worries you are given help, very
professional, attentive and dedicated tourist guides)
The Saharan culture and atmosphere are very attractive
The Sahara is a destination rich in entertainment (hiking, bivouac, 4x4 safaris, camel rides,
musical evenings, cultural and historical discovery, etc.)
In the Saharan hotels, the program of events is varied (if you have stayed in a hotel, give an
appreciation, otherwise choose indifferent)
In the South, the way people are dressed is attractive
The Sahara is a memorable destination rich in memories
Level of cleanliness is good
The Saharan cuisine is appetizing and very varied
The people of the Sahara are hospitable and welcoming
Saharan people are convincing and offer personalised service and care
The local people have good communication skills to optimize the relationship with the
tourists
Saharan music is very captivating
The Sahara is endowed with enchanting landscapes
Service in the Sahara is prompt and fast
Saharan hotels have very courteous and helpful staff (if you have stayed in a hotel, please rate
it, otherwise choose indifferent)
You are satisfied with your experience in the Sahara
Your trip to the Sahara provided you with the experience you were looking for
You are satisfied with the services provided
In general, your experience is very positive
Visit this destination again
Recommend this destination to my friends and relatives
Visit this destination again in case of price increase of services
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