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 
Abstract—This research aims to explore how well the extended 

model of internet commerce adoption (eMICA) model is often used 
to determine the extent of internet commerce adoption in the travel 
agencies sector in both Egypt and Kingdom of Saudi Arabia (KSA). 
The web content analysis method was used to analyze the level of 
adoption of Egyptian travel agencies and Saudi travel agencies 
according to data immensely available on their websites. Therefore, 
each site was categorized according to the phases and levels 
proposed. In order to achieve this, 120 websites were evaluated by 
the two authors over a three-month period, from August to October 
2020, and then categorized according to the phases and levels of 
(eMICA). The results show that there are deficiencies in the 
application of the eMICA model by both KSA and Egyptian travel 
agencies, generally, updating their websites, the absence of quality 
certification, offering secure online payment, virtual tours, and videos 
using Flash animation. In general, the Egyptian companies slightly 
outperformed the KSA ones in applying eMICA model. 

 
Keywords—e-commerce, eMICA, Internet marketing, travel 

agencies, websites. 

I. INTRODUCTION 

HE tourism industry has experienced massive changes in 
recent years due to the application of the latest 

technologies [1]. It has been one among the foremost affected 
by the development of modern technologies and the internet; 
mainly in the manner, travel enterprises distribute their 
services to the market [2]-[4].  

It has become one of the most important services traded 
through the internet [5]. With quickly growing small business 
needs and changing business environment, it is more and more 
significant to be existent on the internet, particularly for small 
enterprises, which need to develop their businesses and 
contend in the tourism market [6], [7]. Therefore, it is no 
surprise that the amount of online tourism operators on the 
web has grown substantially over the past few years [4]. The 
tourism industry intensively uses information and 
communication technologies to distribute its services and to 
effectively communicate with tourists [5], [4]. Reference [8] 
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notes that tourism may be a giant industry where “Tourism 
and technology go hand in hand together”. The latest growth 
in information technologies, particularly the popularity of the 
internet in the early 90s of the 20th century, has improved the 
way that tourism businesses interrelate with their clients [9]. 

A growing number of holidaymakers consider a website to 
be the main source of data when making the decision to travel 
[10]. Therefore, evaluating the efficiency of websites has 
become concern of professionals and researchers [11]. 

There are limited models to research website content. Some 
models do not require personal analysis but only necessitate 
the presence or non-existence of the particular website 
characteristics. One among them is eMICA [12], which 
comprises the basic consistent dimensions that a website 
should have [13].  

EMICA can assist current or future decision making on the 
supply of more intensified features to upgrade website quality 
for enterprises. Although this model cannot be used for 
forecasting, it remains a worthwhile tool for individual 
organizations to gauge and monitor over time their net-
readiness and for measuring the growth of the tourism activity 
[14].  

There has been little research conducted to assess the 
quality of the websites of travel agencies, particularly in Egypt 
and Saudi Arabia. The findings of the study contribute to a far 
better understanding of the functionality utilized in travel 
agencies’ websites and ensure generally the convenience of 
the eMICA model for assessing the websites of travel 
agencies, with recommendations for developing the eMICA 
model in forthcoming studies. Additionally, this research 
offers recommendations for travel experts on how to plan 
effective websites. 

Even though the richness of studies aimed toward extending 
our understanding of consumer acceptance of technology have 
been conducted in the past, few of them were applied to travel 
services by using the eMICA model. With the number of 
travel agencies offering and improving travel and tourism 
services quickly on the rise, it is an appropriate time to review 
the adoption of that model. Such a study will be of interest to 
both academics and travel agencies. Specifically, this study 
investigates the adoption of eMICA for corporate purposes.  

This study aims to seek out how well eMICA can be used to 
measure the level of internet commerce adoption in the travel 
agency industry. This research also shows existing industry 
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standards in website design and usage of eMICA as a 
benchmarking tool. This research aims to compare the 
Egyptian travel agencies class A with Saudi travel agencies 
class A regarding applying eMICA as developed by [12]. The 
findings of the study contribute to a far better understanding of 
the evolving maturity of the websites of the travel agencies in 
both countries in terms of interactivity, functionality, and 
features used. The rest of this article is organized into the 
following sections: literature review, methodology, and 
conclusion. 

II. LITERATURE REVIEW 

eMICA 

Reference [15] emphasized that website phases are denoted 
as layers, each covering certain characteristics. Research using 
assessment by phases assumes that the more experienced a 
business is in e-commerce, the richer its website is going to 
be. Commercial website growth normally initiates simply and 
develops over time with the accumulation of more 
functionality and complication as firms gain familiarity with 
e-technologies [16]. 

Reference [16] developed a model called MICA. MICA 
contains three stages, combining three levels of business 
process from the beginning (promotion) through consolidation 
(provision of information and services), to maturity 
(transaction processing) [17], [18]. It is the evolution from 
static to vigorous websites to add value through information 
managing and rich functionality [19]. The phases of growth 
offer a roadmap that point outs where a business sector is in its 
growth of e-commerce application [17], [4]. Each stage 
includes various levels of website complication and 
functionality. These levels display the enterprise’s growth 
from a merely static to dynamic website through growing 
degrees of interactivity that join the combination of a value 
chain and new applications that add value through information 
managing and better functionality [4]. 

The History of eMICA 

The e-MICA model was initiated by [16] to assess the status 
of e-commerce in the Australian metal fabrication industry. It 
is a model for gauging the advanced development of 
commercial websites consisting of three stages: a) web-based 
promotion; b) provision of information and services; and c) 
transaction processing [17]. Several levels of complexity have 
been added, adjusting MICA to the particularities of a 
cybernetic environment [20]. Since the innovative study in 
1998, MICA was applied to the public sector [21] and tourism 
business [12] in Australia, resulting in its development as the 
eMICA model [17]. 

Since the first research in 1998, MICA has been applied to a 
number of sectors [12]. This has been prevalent in the tourism 
industry e.g. [22], [12], [14], [4], which has facilitated 
improving the original model with the eMICA model [23], [4]. 

Reference [12] later upgraded their model and renamed it 
extended MICA. It illustrates how businesses typically start by 
simple existence on the web. The functionality of the website 

grows over time as the proficiency of the use of e-technologies 
improves [24], [12]. This model, which is grounded on an 
assessment by levels, simplifies the investigation of websites 
from a basic, promotional level to a more advanced level, 
which contains transactional processes [20], [17]. As sites 
transfer through the stages of development, layers of 
complexity and functionality are added to the site. This 
addition of layers is equal to the business moving from a static 
internet existence through growing levels of interactivity to a 
vigorous website including value chain incorporation and 
original applications to add value through information 
administration and rich functionality [17], [16]. Considering 
that the eMICA model responds to a process of gradual e-
commerce acceptance, it might be possible to explore cases 
where a website may integrate elements from different stages 
of the model. This can make the classification complex 
sometimes [20]. 

Application of eMICA in the Tourism Industry 

EMICA has been utilized on many occasions to gauge the 
development stages of website design in tourism as well as in 
various other industries [16], [25], [14], [24]. Reference [26] 
used eMICA to examine which stages of application of www-
based services are often observed in tourism small businesses.  

Some authors state that this model is restricted because it 
tends to scale back the extent of complexity of research and 
that a website could be present on two levels at the same time, 
or even on none [27]. The features utilized in eMICA are quite 
almost like features used in other researches judging website 
design [28]. The only dimension missing in eMICA is 
confidence, but information and process, value–added, 
relationships, design and usability are included in some 
measures [24].  

eMICA Phases 

EMICA includes a variety of layers of complexity of 
functionality within the three key phases [25], [24] to 
accommodate the wide range of e-commerce development 
shown in businesses such as those in the tourism sector [17]. 
The model consists of three stages: promotion, provision of 
information and services, and transaction processing [19]. In 
this extended model, the varied features provided in each stage 
were subcategorized into different sub-features. Information at 
the promotion stage was subcategorized into basic information 
and rich information [29], [23], [20]. The provision stage was 
sub-categorized into three layers: low interactivity, medium 
interactivity, and high interactivity, whereas the processing 
stage, was not subcategorized into any stratum [25], [18], [29], 
[30], [23].  

The processing stage reflects the degree of functional 
maturity of the site, which allows on-line transactions [23]. 
This involves a higher level of security than the preceding 
stages in addition to user identification [29]. These stages 
show a pathway that points out the degree to which a specific 
business has developed e-commerce practices [20]. The model 
proposes that there are various stages in the development of a 
business’s e-presence. While the first website is simple, over 
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time it becomes more complicated, including new processes, 
which are the result of accumulative experience and awareness 
in the usage of ICT [16], [31]. The eMICA model is 
summarized in Table I. Increased levels of interactivity are 
obvious as sites develop through each of the stages of the 
eMICA model [17], [12], [4].  

 
TABLE I 

EMICA [14] 
eMICA Examples of functionality 

Stage 1: Promotion 

Layer 1-basic 
information 

Company name, physical address, contact details, 
and area of business. 

Layer 2-rich 
information 

Annual report, email contact, information on 
company activities. 

Stage 2: Provision 

Layer 1-low 
interactivity 

Basic product catalog, hyperlinks to further 
information, online inquiry form. 

Layer 2-medium 
interactivity 

Higher-level product catalogs, customer support, 
(e.g., FAQs, sitemaps), industry-specific value-

added features). 
Layer 3-high 
interactivity 

Chat room, discussion forum, multimedia, 
newsletters, or updates by email. 

Stage 3: 
Processing 

Secure online transactions, order status, and 
tracking, interaction with corporate servers. 

eMICA STUDIES  

Reference [14] applied eMICA to compare website features 
of New Zealand’s regional tourism organizations. They 
divided eMICA into 14 scoring items to find out the website 
growth maturity. Reference [32] used eMICA as a criterion to 
discover external elements that affect the website content of 
small firms. That investigation employed five different 
external elements to determine the trends of long-term 
decisions on website content.  

Reference [17] compared the utilization of web 
technologies by regional tourism organizations within the 
Chilean and Asia Pacific tourism industries using the eMICA 
model to determine the degree of application and level of web 
technologies for destination promotion. The finding revealed 
that the number of websites presenting stage 3 functionality 
(transaction processing) in Chile is more than the Asia Pacific 
region. Reference [33] studied how the characteristics of each 
website are judged by the e-users and found that the second 
and third most appreciated website dimensions for virtual 
bookers were the information facilities and contact 
information, respectively. Reference [26] applied eMICA to 
test stages practiced by small tourism business websites.  

Reference [24] used the eMICA model to compare the 
website features and the e-commerce application of Finnish 
and European independent lodging establishments. The results 
recommend that eMICA is a worthwhile benchmarking 
instrument to test industry standards but it does not point out 
the phase of internet commerce adoption among the 
independent accommodation providers. These often-small 
companies may be active in e-commerce although they do not 
apply all stages of the eMICA model on their websites. 

Reference [34] conducted a study to investigate variables 
affecting the adoption of e-commerce according to 
technological, organizational, and environmental basis and the 
eMICA model. An online survey was applied to a sample of 

websites of small- and medium-sized Thai travel enterprises. 
Results showed that only competition intensity positively 
affected the promotion stage. Besides, relative benefit and 
organizational readiness affected positively the second stage 
of the provision of information and services. Finally, only 
organizational readiness was found to affect e-commerce 
adoption in the processing stage.  

Reference [35] proposed an approach for benchmarking the 
export readiness of websites in the tourism industry. Using 
psychic distance theory, they suggested a staged approach to 
international e-readiness in parallel to the stages of the eMICA 
business process model. They explored two extensions of the 
eMICA model to contain export readiness and features of the 
social web. 

Reference [20] used the eMICA model to discover the rate 
of development of French and Spanish ski resort websites. 
Results showed that, although alpine ski resorts generally, and 
those in France predominantly, are well organized, they still 
have to make simpler communication that is more dynamic 
and interactive with their e-consumers. A minority of them 
provide information on ecological certifications and 
snowmaking. 

III. METHODOLOGY 

A. Sample and Data Collection  

For the purposes of the study, 120 websites were evaluated 
by the two authors over a period of three-month from August 
2020 to October 2020, and then categorized according to the 
stages and levels of the eMICA.  

The URLs of Egyptian and Saudi Arabian travel agencies 
were obtained from the following search engines and 
directories: 
- Google Internet Search Engine [www.google.com]; 
- Yahoo [www.yahoo.com];  
- Egyptian Ministry of Tourism; 
- Saudi commission for tourism and national heritage. 

[https://scth.gov.sa/Pages/default.aspx#4]; 
The directories are considered the most detailed and current 

source of data in the travel agencies’ businesses. Each website 
was given an alpha identifier to help reference and 
presentation of results. The data were gathered by the method 
of observation of the key features of each website. The 
eMICA [14] was used to guide the collection and analysis of 
the data.  

B. Questions of Study 

1) To what extent the eMICA model is applied by both the 
Saudi and Egyptian travel agencies. 

2) Are there significantly differences between the Saudi and 
Egyptian travel agencies regarding their application the 
eMICA all over its three stages? 

C. Instrument 

Web content analysis was conducted on the selected 120 
web pages. Each site was tested in detail and different features 
on the site were identified. This study is only interested in the 
levels of eMICA, and only measures used were ordinal, 
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meaning the website either has the feature or does not have the 
feature. In this study, the following functionalities were used 
to measure the adoption of internet commerce: In eMICA 
layer 1 of stage 1, consists of contact details, last update, 
company location (basic information); layer 2-rich 
information consists of email address, more than one 
language, quality certifications, events, and promotions. Layer 
1 of stage 2 is low interactivity. In this study, it includes links 
to internal information, links to external information, and links 
to company activities, complete season calendar, terms, and 
conditions of use. Layer 2 of stage 2 is medium interactivity. It 
includes web map, webcam, probability of booking 
accommodation, possibility of purchasing passes, 
downloadable brochures and/or materials and/or photos, 
possibility to sign up to receive news by email, privacy policy 
or legal notice, online surveys, FAQs, suggestions, search 
function (by keywords). Layer 3 of stage 2 is high 
interactivity. It includes customer/partner area, interactive trail 
map, multimedia applications, blogs, forums and/or chat 
features, newsletters, access to the social media profiles, 
possibility to collect online reviews from customers, rate the 
quality of/their satisfaction, tourism service review websites, 
virtual tour, videos using flash animation, mobile version of 
the website and downloadable mobile app.  

The last and third stage in the eMICA model is processing. 
The processing stage consists of complete purchase, complete 
purchase process in the online shop (other products), 
comprehensive purchase process for lodging, secure online 
transactions, and interaction with the server. The chi-2 
coefficient was applied to investigate the differences that were 
determined by transforming the chi-squared distribution. The 
scale was prepared according to [12], [14], [36], [29], [24], 
[37]. 

D. Reliability of Scale 

Cronbach’s alpha was used to assess the internal 
consistency of a scale (or survey) that is made up of multiple 
Likert-type scales and items to examine e-commerce adoption 
by Egyptian and KSA travel agencies. The scale contains 
about 43 items that compose the eMICA model’s three phases.  

 
TABLE II 

RELIABILITY STATISTICS 

Items Cronbach's Alpha 

Stage 1: Promotion 

Layer 1-basic information 0.845 

Layer 2-rich information  

Total Average 0.846 

Stage 2: Provision 

Layer 1-low interactivity 0.839 

Layer 2-medium interactivity 0.841 

Layer 3-high interactivity 0.838 

Stage 3: Processing 0.841 

 
All items are responded to on a Likert scale of 1-2, where 1 

= applied and 2 = not applied. To establish whether the items 
on this scale all reliably measure the same construct, we 
surveyed 120 websites, so as to calculate Cronbach's alpha 

based on their scores. The results in Table II indicated that no 
item was eliminated from the analysis since all items scored 
higher than 7; therefore, the scale is very reliable. 

IV. RESULTS 

Table II shows the absolute values of significant differences 
according to the chi-2 coefficient. 

A. The First Stage: Information 

1. Level 1: Basic Information  

1. Contact details: There are no statistically significant 
differences between the Egyptian and the Saudi tourism 
companies. The vast majority of both the Egyptian and 
KSA tourism companies provide contact details equally 
on their website.  

2. Last update: There are no statistically significant 
differences between the Egyptian and the KSA tourism 
companies at a significant degree of 1.000. It seems that 
both of them did not update their websites regularly 
equally.  

3. Company location: The Egyptian travel agencies’ 
websites (29.2%) percentage which provides information 
about company location were better than the KSA one 
(26.7%). There are no statistically significant differences 
between the Egyptian and the KSA tourism companies, at 
a significant degree of 0.581. 

2. Level 2: Abundant Information 

1. E-mail address: Egyptian tourist companies outperform 
KSA tourism companies by a slight percentage. 
Therefore, there is no statistically significant difference 
between the two of them at a significant degree of 0.402.  

2. More than one language: About two-thirds of the whole 
sample 35% of the Egyptian companies and 26.7% of the 
KSA companies do not provide their websites in more 
than one language. There is no statistically significant 
difference between the two of them at a significant degree 
of 0.060.  

3. Quality certification: most of the sample did not provide a 
quality certification on their website at a rate of 93.3%. 
There are no statistically significant differences between 
the sides at a significant degree of 0.402.  

4. Events: More than a quarter of the whole sample does not 
provide any news about events. There are no statistically 
significant differences between the Egyptian and the KSA 
tourism companies at a significant degree of 0.827.  

5. Promotion: About a fifth of the Egyptian travel agencies 
provide promotions on their website and less than a third 
of the KSA travel agencies. There is no statistically 
significant difference between the two types at a 
significant degree of 0.068 as indicated in Table III.  

Phase 2 

The levels of complexity revealed on the websites 
developed to the second stage were different significantly 
across the three levels. Functionality varied from simple to 
high-level service lists, value-add hyperlinks, and low-level to 
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advanced client support systems (virtual survey forms, FAQs, 
sitemaps). Business-specific value-added features such as 
multimedia managements of the distinctive features of the 
area, simulated tours, and static to interactive maps, dialogue 
rooms, discussion forums, bulletins, and automatic email 
updates were also apparent. 

 
TABLE III 

EMICA ITEMS BY COUNTRY (PHASE 1) 

Items Chi-2 

 Value Asymptotic Significance (2-sided) 

Layer 1 

Contact details 0.000a 1.000 

Last update 0.000a 1.000 

Company location 0.304a 0.581 

Layer 2 

Email address 0.702a 0.402 

More than one language 3.525a 0.060 

Quality certifications 0.702a 0.402 

Events 0.048a 0.827 

Promotions 3.337a 0.068 

 
TABLE IV 

EMICA ITEMS BY COUNTRY (PHASE 2) 
Phase 2 

 Value Asymptotic 
Significance 

(2-sided) 
Level 1 

Links to internal information  1.714a 0.190 

Links to external information  1.714a 0.190 

Links to company activities  0.960a 0.327 

Complete season calendar  5.057a 0.025 

Terms and conditions of use  1.875a 0.171 

Level 2 

Web map  1.365a 0.243 

Possibility of booking accommodation  5.647a 0.017 

Possibility of purchasing passes (passes only)  2.911a 0.088 

Downloadable brochures and/or materials and/or 
photos  

6.708a 0.010 

Possibility to sign up to receive news by email  0.136a 0.713 

Privacy policy or legal notice  0.000a 1.000 

Online surveys  1.008a 0.315 

FAQs  5.926a 0.015 

Suggestions 0.076a 0.783 

Search function (by keywords) 0.635a 0.426 

Online store (as showcase)  6.316a 0.012 

Level 3 

Customer/partner area  1.263a 0.261 

Multimedia applications 4.104a 0.043 

Blogs, forums and/or chat features  1.742a 0.187 

Newsletters 0.845a 0.358 

Access to the social media profiles  4.232a 0.040 

Possibility to collect online reviews from customers  0.300a 0.584 

Rate the quality of/their satisfaction  0.300a 0.584 

Tourism service review websites  2.476a 0.116 

Virtual tour 9.130a 0.003 

Videos using Flash animation  5.910a 0.015 

Downloadable mobile app  .342a 0.559 

 

The fact that the vast majority are at stage 2 is evidence of 

the low rate of functional maturity achieved by the travel 
agencies in the improvement of their websites. This revealed a 
certain movement from a static perspective to a vigorous 
website with growing levels of e-interactivity as shown in 
Table IV. 

B. The Second Phase: Provision "Dynamic Information" 

1. Level 1: Low Level of Interactivity 

1) Links to internal information: About the third of the 
sample which provides links to internal information 
belong to the Egyptian tourism companies whereas more 
than one quarter, which belongs to the KSA ones provide 
links to internal information. The chi-2 result showed that 
there is no statistically significant difference between the 
two types at a significant degree of 0.190.  

2) Links to external information shows the same results as 
the links to internal information. 

3) Links to company activities: More than 85% of the 
sample studied provides links to the company activities 
with slight excellence for the KSA travel agencies 
compared to the Egyptian ones. There is no statistically 
significant difference between the two types at a 
significant degree of 0.327.  

4) Complete season calendar: The minority of travel 
agencies provides a complete season calendar (9.2%) for 
the Egyptian travel agencies and 18.3% for the KSA 
companies. Therefore, the chi-2 results show that there is 
a statistically significant difference between the two of 
them at a significant degree of 0.025.  

5) Terms and conditions of use: A high percentage of the 
sample did not determine the terms and condition of use 
of the website at the rate of 37.5% for the Egyptian travel 
agencies and 42.5% for the KSA travel agencies. There is 
no statistically significant difference between the two of 
them at a significant degree of 0.171. 

2. Level 2: Average Level of Interactivity 

1) Web map: Most of the travel agencies provided a web 
map at the rate of 45.8% for the Egyptian companies and 
a little more for the KSA companies 48.3%. However, 
there is no statistically significant difference between the 
two types at a significant degree of 0.243.  

2) The possibility of booking accommodation: A little more 
than of the sample provides the possibility of booking 
accommodation with excellence for the Egyptian side 
(31.7%) on the KSA one (20.8%). Therefore, the chi-2 
result shows that there is a statistically significant 
difference between the two types at a significant degree of 
0.017.  

3) The possibility of purchasing passes: Most of the travel 
agencies do not have the availability of purchasing passes 
at the rate of 46.7% and 41.7% of the Egyptian and the 
KSA tourism companies respectively. There is no 
statistically significant difference between the Egyptian 
and the KSA tourism companies "class A", regarding the 
possibility of purchasing passes at a significant degree of 
0.088.  
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4) Brochures and/or materials and/or photos: most of the 
members of the sample provide downloadable brochures 
and/or materials and/or photos at a rate of about 43.3% for 
the Egyptian tourism companies and 33.3% for the KSA 
tourism companies. Therefore, there is a statistically 
significant difference between the two types at a 
significant degree of 0.010.  

5) Possibility to sign up to receive news by email: Less than 
half of the sample provides the possibility to sign up to 
receive news by email at the rate of 20.8% and 22.5% of 
the Egyptian and the KSA tourism companies 
respectively. There is no statistically significant difference 
between the two types at a significant degree of 0.713.  

6) Privacy policy or legal notice: The Egyptian and the KSA 
tourism travel agencies were equal in providing their 
websites with the privacy policy or legal notice by 41.7% 
for each sample separately. On the other hand, 8.3% of 
each sample does not apply that procedure. There is no 
statistically significant difference between the Egyptian 
and the KSA tourism companies at a significant degree of 
1.000.  

7) Online surveys: Almost all the surveyed travel agencies 
provide online surveys at a rate of 49.2% and 50% of the 
Egyptian and the KSA tourism companies respectively. 
There is no statistically significant difference between the 
two of them at a significant degree of 0.315.  

8) FAQ: A high percentage of the sample does not provide 
FAQ at the rate of 41.7% and 48.3% of the Egyptian and 
the KSA travel agencies respectively. There is a 
statistically significant difference between the two of 
them at a significant degree of 0.015.  

9) Suggestions: A high percentage of the sample allows 
clients to present suggestions on the website at the rate of 
43.3% and 44.2% of the Egyptian and the KSA travel 
agencies respectively. There is no statistically significant 
difference between the two types at a significant degree of 
0.783.  

10) Search function: About one-third of the travel agencies 
provide a search function on their website with a rate of 
16.7% and 13.3% of the Egyptian and the KSA tourism 
companies respectively. While 33.3% and 36.7% of the 
Egyptian and the KSA tourism companies do not provide 
that respectively. There is no statistically significant 
difference between these two types at a significant degree 
of 0.426.  

11) Online store: About 95% of the surveyed travel agencies 
do not provide online stores at the rate of 45% and 50% of 
the Egyptian and the KSA tourism companies 
respectively. The chi-2 result shows that there is a 
statistically significant difference between the two of 
them at a significant degree of 0.012. 

3. Level 3: High Level of Interactivity 

1) Customer/partner area: The vast majority of the sample 
does not provide a customer/partner area at the rate of 
41.7% and 37.5% of the Egyptian and the KSA tourism 
companies, respectively. There is no statistically 

significant difference between the Egyptian and the KSA 
tourism companies at a significant degree of 0.261.  

2) Multimedia applications: Less than three-quarters of the 
surveyed travel agencies at the rate of about 40% and 
31.7% of the Egyptian and the KSA tourism companies 
respectively provide multimedia applications on their 
website. According to the chi-2 result, there is a 
statistically significant difference between the two of 
them at a significant degree of 0.043. 

3) Blogs, forums and/or chat features: 34.2% of Egyptian 
and 28.3% of KSA tourism companies offer these features 
on their website, while 15.8% of the Egyptian and 21.7% 
of KSA tourism companies do not. According to the chi-2 
result, there is no statistically significant difference 
between the Egyptian and the KSA tourism companies at 
a significant degree of 0.187.  

4) Newsletters: Less than half of the overall sample sends 
newsletters to clients about 20% and 24.2% of the 
Egyptian and the KSA tourism companies respectively. 
There is no statistically significant difference between the 
Egyptian and the KSA tourism companies at a significant 
degree of 0.358.  

5) Access to the social media profiles: 35% the Egyptian 
travel agencies have access to the social media profiles 
against 25.8% of the Saudi ones. Therefore, the chi-2 
results showed that there is a statistically significant 
difference between the Egyptian and the KSA tourism 
companies at a significant degree of 0.040.  

6) Possibility to collect online reviews from customers: Less 
than half of the travel agencies provide the possibility to 
collect online reviews from customers with slight 
excellence for the Egyptian travel agencies. So, according 
to chi-2 result, there is no statistically significant 
difference between the Egyptian and the KSA tourism 
companies at a significant degree of 0.584.  

7) Rating the quality of/their satisfaction: Nearly 50% of the 
sample provides the possibility to rate the quality of/their 
satisfaction with a slight excellence for the KSA tourism 
companies. Therefore, according the chi-2 result, there is 
no statistically significant difference between the 
Egyptian and the KSA tourism companies at a significant 
degree of 0.584. 

8) Tourism service review websites: The minority of the 
sample provides tourism service review websites, at the 
rate of 13.3% and 7.5% of the Egyptian and the KSA 
tourism companies respectively. While 36.7% and 42.5% 
of the Egyptian and the KSA tourism companies do not 
provide that respectively. There is no statistically 
significant difference between the Egyptian and the KSA 
tourism companies at a significant degree of 0.116.  

9) Virtual tour: The vast majority of the sample did not 
provide a virtual tour at the rate of 32.5% and 44.2% of 
the Egyptian and the KSA tourism companies, 
respectively. Therefore, there is a statistically significant 
difference between the Egyptian and the KSA tourism 
companies.  

10) Videos using Flash animation: The majority did not 
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provide videos using flash animation at the rate of 30.8% 
and 40.8% of the Egyptian and the KSA tourism 
companies, respectively. Therefore, there is a statistically 
significant difference between the Egyptian and the KSA 
tourism companies at a significant degree of 0.015. 

11) Mobile version of the website: The vast minority of the 
Egyptian and the KSA tourism companies provide a 
mobile version of the website at the rate 1.7% and 0.8%, 
respectively. This is confirmed by the chi-2 result, which 
showed no statistically significant differences between the 
Egyptian and the KSA tourism companies.  

12) Downloadable mobile app: Almost no surveyed 
companies provide downloadable mobile applications at 
the rate of 48.3% and 49.2% of the Egyptian and the KSA 
tourism companies, respectively while just 1.7% of 
Egyptian and 0.8% of the KSA tourism companies apply 
that. There is no statistically significant difference 
between the Egyptian and KSA tourism companies at a 
significant degree of 0.559 as indicated in Table V. 

 
TABLE V 

EMICA ITEMS BY COUNTRY (PHASE 3) 

Phase 3 Value 
Asymptotic 
Significance 

(2-sided) 
Complete purchase 0.209a 0.648 

Complete purchase process in online shop 
(other products) 

0.000a 1.000 

Secure online transactions 1.081a 0.298 

C. The Third Stage: Processing "Functional Maturity" 

Firstly, complete purchase: more than 90% of the surveyed 
companies do not provide a complete purchase on their 
website at a rate of about 48.3% and 47.5% of the Egyptian 
and the KSA travel agencies, respectively. The chi-2 result 
shows that there is no statistically significant difference 
between the two types at a significant degree of 0.648. 
Secondly, the complete purchase process in the online shop: 
most of the Egyptian and the KSA travel agencies do not 
provide a complete purchase process in the online shop: 
47.7% for each sample separately. Therefore, there is no 
statistically significant difference between the two of them at a 
significant degree of 1.000. Thirdly, secure online 
transactions: nearly half of all Egyptian and the KSA travel 
agencies do not provide secure online transactions (45% and 
47.5%) for the Egyptian and the Saudi tourism companies 
respectively. Therefore, there is no statistically significant 
difference between the two types at a significant degree of 
0.298.  

V. DISCUSSION 

The results show that the mean of applying the first stage 
with its two layers was not satisfactory for both KSA (23.5%) 
and Egyptian travel agencies (21.9%). Although the KSA 
travel agencies outperformed the Egyptian ones, the level of 
excellence was slight. The strength point in applying this first 
stage is that most of the sample members provided the website 
with contact details and e-mail. On the other hand, most of 
them did not update their website and there was an absence of 

quality certification. KSA travel agencies have outperformed 
their Egyptian counterparts in presenting more than one 
language and the promotional offers on the website, while 
Egyptian companies outperformed the KSA travel agencies in 
providing information about the company location and tourism 
events. It is perceived that one of the main requirements that 
the customer needs from the company's website is to provide 
basic data about them to facilitate accessibility and provide the 
site in more than one language, which facilitates the 
communication process as well as information on tourist 
events and promotional offers that contribute to attracting 
customers to use the company's website, in addition to quality 
certificates that increase the customers’ trust in the company.  

Concerning the first layer of the second stage, one found 
that the Egyptian travel agencies showed a modest level of 
application (25.66%) and thus, outperformed the KSA 
companies (24.82%). 

It seems that they are almost equal in this case with slight 
excellence for the Egyptian travel agencies. Layer two results 
show that the average of the application by all members of the 
sample is 39.9%. This explains that there is a deficiency in the 
majority of websites regarding the existence of online surveys 
and the existence of online store, etc. Layer three results 
indicate that the average of the application by all members of 
the sample is 39.4%. This explains that the majority of 
websites do not apply this layer except for providing 
multimedia applications and the availability to access the 
social media profiles. However, Egyptian travel agencies 
showed a modest level of application (21.7%) and thus, 
outperformed the KSA companies (17.7%). This explains that 
the majority of websites do not apply this layer except for 
providing multimedia applications and the availability to 
access the social media profiles. 

Concerning the third stage of eMICA, "Processing", in 
general, 94.4% of all travel agencies studied did not applying 
this stage (47.5% of the KSA companies and 46.9% of the 
Egyptian companies). This agrees with [29] on the 
performance of the top-100 Chinese travel agencies in the 
application of the eMICA model, which suggests that none of 
them applied the third stage. The result may explain the 
concerns of surveyed companies with regard to failing in 
securing client information against hackers and providing 
secure online payments 

VI. CONCLUSION 

The eMICA model is a worthwhile but not assured model to 
survey the significant properties of websites. It is specifically 
useful as a benchmarking instrument. By using eMICA, it was 
possible to systematically find out the features of the travel 
agencies’ websites. This provides an opportunity for 
businesses to increase competitive advantage by investing in 
value-adding features that their opponents do not have, and 
makes it relatively easy to understand industry standards that 
are the features that e-users anticipate, and the features that are 
not common and yield additional value for the customer [38]. 
In the context of the websites in this study, a competitive 
advantage could be gained by increasing e-interactivity. It is 
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recommended that both KSA and Egyptian travel agencies 
must have basic and rich information on their websites. In 
addition, they have to raise the level of online interactivity.  

Finally, the average of applying the three stages of eMICA 
model was low at about 39.3% (18.8% for the KSA and 20.5% 
for the Egyptian companies surveyed). The information 
revealed in this section forms an indicator regarding the 
current state of travel agencies with respect to the application 
of the eMICA model. If we analyze the results as a whole, we 
observe that there is still room for improvement in the 
implementation of e-commerce by travel agencies in both 
Egypt and Saudi Arabia. 

The results of the research are a useful justification of the 
staged approach to the development of commercial Websites 
proposed by the eMICA model. Additionally, the comparative 
results of the KSA and Egyptian travel agencies suggest that 
they need to more benefit from the e-commerce with relatively 
sophisticated stages of development on the e-commerce 
roadmap. Concerning online processing, we suggest that travel 
agencies add interactivity features so that customers’ problems 
can be resolved immediately. Both KSA and Egyptian travel 
agencies should focus more on providing secure reservation 
payment since security is an important issue with regard to 
making online payments. Those travel agencies studied should 
make sure that their website provides the secured reservation 
payment information that are well equipped with the 
appropriate security software to provide proficient websites. It 
is recommended that companies maintain up-to-date websites 
to keep tourists returning and improve search engine results. 

VII. LIMITATIONS 

The main drawback of the eMICA model is that it only 
explores the availability of a service or program and does not 
gauge the ease at which a resource is discovered or the time 
taken to access it; that is, the usability of the website itself is 
not estimated. As eMICA requires a period of gradual 
introduction of the internet, cases can be encountered in which 
websites combine features and components from many phases 
of the model, making it difficult at times to identify the 
website investigated [31]. 

There are several limitations to this study, but they are also 
very interesting themes for future research. The number of 
websites included in this study is somewhat low and limited 
only to websites from the lists of travel agencies provided by 
the ministries of tourism in Egypt and the KSA. Therefore, 
future research should try to investigate the impacts of a small 
sample size before sampling to determine the level of negative 
of each factor on the outcome of the results. This study is only 
to evaluate the travel agency website quality in only class A 
and suggest that future research will cover all types of travel 
agencies in both KSA and Egypt. 

VIII. FUTURE RESEARCH 

It is recommended to extend the study to include other 
countries; this would offer more data and allow a wider 
comparison of the results. Furthermore, to produce more 

specific results, independent characteristics of the travel 
agencies, such as size, ownership, etc., could be considered. 
These variables could be used to check the relationship with 
item availability.  

Another feature worth studying is the availability of 
versions of websites appropriate for mobile devices, specific 
travel agencies applications, and their assessment. 
Furthermore, in order to determine the main websites elements 
and their level of importance to the study and to better 
understand why some websites offer limited interactivity 
and/or information to visitors, it is recommended to undertake 
comprehensive interviews with key travel agencies personnel. 
It could also help in identifying the main barriers that deter the 
mature use of the internet and may justify the limited presence 
of travel agencies in the third phase of eMICA. Further 
research should include a larger and more diverse sample of 
travel agency websites, since the travel agencies included in 
this study also have to compete with international companies. 
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