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Abstract: 
 

In order to carry out the Islamic rites of "Hajj and Umrah," millions of people visit Saudi Arabia annually. By 

reviewing the literature on Saudi Arabian tourism and public relations, this study intends to investigate whether or not 

British pilgrims are open to participating in tourism activities following Hajj or Umrah. To gauge general sentiment, 

we administered a survey; to delve more into specific opinions, we convened focus groups. After collecting data from 

109 Muslims in the UK, the majority of participants were open to participating in tourism-related activities. Almost 

25% of people who took part in the study said that combining tourism with Hajj or Umrah causes them moral or 

religious difficulties. While they are mostly concerned with the hot heat and financial costs, their primary interests in 

Saudi Arabian tourism are to visit Islamic landmarks and local food. Because Saudi Arabia is a land of Islamic holy 

sites and little else, the public's perception of the country is one of religious pilgrimage. The vast majority of British 

pilgrims get what little knowledge they do have about Saudi Arabia's tourist attractions from social media. In order to 

improve the Saudi tourism industry's reputation, dispel myths, inform the public about exciting opportunities, and 

foster understanding among key audiences, public relations is an essential tool. To accomplish this, it is necessary to 

apply a Change Model, take pilgrims into account as the primary stakeholders, and use the Two-Way Symmetrical 

Model for communication. This study summarizes the views of Muslims in the United Kingdom on the Saudi tourist 

industry and delves into the function of public relations in marketing Saudi Arabia as a desirable vacation spot. Those 

working in public relations for Saudi Arabia's tourist industry might use the findings of this study to their advantage. 

Keywords: Public Relations, Stakeholders, Religious Tourism, Hajj, Umrah, United Kingdome. 

 الملخص:
لحج والعمرة". يهدف هذا البحث إلى استكشاف مدى استعداد حجاج يزور ملايين الحجاج المملكة العربية السعودية سنويًا لأداء واجباتهم الدينية مثل "ا

المملكة العربية المملكة المتحدة للانخراط في الأنشطة السياحية بعد الحج أو العمرة من خلال دراسة الأدبيات المتعلقة بالسياحة والعلاقات العامة في 
 109ام مجموعات التركيز لاستكشاف هذه المواقف بعمق أكبر. تم جمع البيانات من السعودية. تم استخدام المسح لقياس المواقف، في حين تم استخد

ما يقرب من مشاركين مسلمين في المملكة المتحدة، وأشارت النتائج إلى أن معظمهم كانوا على استعداد لاحقًا للانخراط في الأنشطة السياحية. وأعرب 
خلط الحج أو العمرة بالسياحة. اهتماماتهم الرئيسية فيما يتعلق بالسياحة في المملكة العربية السعودية ربع المشاركين عن وجود صراع أخلاقي أو ديني عند 

حملونها عن السياحة هي زيارة المعالم الإسلامية والمأكولات المحلية، في حين أن اهتماماتهم الرئيسية هي الطقس الحار والتكاليف المالية. والصورة التي ي
بطة بالدين، فهي الدولة التي تحتوي على مقدسات إسلامية ولا تقدم أي شيء آخر. يفتقر غالبية حجاج المملكة المتحدة إلى الوعي في السعودية مرت

لاقات العامة بالفرص السياحية في المملكة العربية السعودية، ويتلقون المعلومات التي يحصلون عليها من وسائل التواصل الاجتماعي. يمكن أن تلعب الع
هم المتبادل مع دورًا حاسمًا في تعزيز صورة قطاع السياحة السعودي، ومعالجة المفاهيم الخاطئة، وزيادة الوعي بالفرص السياحية المتاحة، وتطوير التفا

تجاه كإطار للتواصل، الجماهير المستهدفة. ويمكن تحقيق ذلك من خلال اعتبار الحجاج أصحاب المصلحة الرئيسيين، واعتماد النموذج المتماثل ثنائي الا
ات العامة وتطبيق نموذج التغيير. يقدم هذا البحث لمحة عامة عن وجهات نظر مسلمي المملكة المتحدة تجاه قطاع السياحة السعودي ويناقش دور العلاق

اع السياحة السعودي على جذب المزيد في الترويج للمملكة العربية السعودية كوجهة جذابة. ويهدف البحث إلى مساعدة ممارسي العلاقات العامة في قط
 من السياح.

 العلاقات العامة، أصحاب المصلحة، السياحة الدينية، الحج، العمرة، المملكة المتحدة. الكلمات المفتاحية:

 

 

 

 

 

 

 

1. Introduction 
1.1 Background  



 

 
 

Many governments and organizations are exploring sustainable ways to conserve the biosphere and offer a better 

future for future generations as human activity threatens our existence. Most countries agree that reducing oil 

dependence and moving to green energy sources are crucial to preventing environmental disaster. This transition will 

benefit the environment but endanger oil-dependent economies. 

Since Saudi Arabia (KSA) is the second-largest oil exporter after the US, this change is particularly impactful (Statista, 

2022). Vision 2030, a long-term strategic plan, was created by Saudi Arabia to transition to a sustainable energy 

economy. This 15-year vision outlines a complete economic, social, and cultural reform to reduce oil reliance, 

diversify the economy, and create a lively and thriving community. To meet global policy trends and ensure economic 

sustainability and prosperity without oil revenues, the vision was created. Tourism can help Saudi Arabia realize its 

ambition and transition to a sustainable economy (Visit-Saudi-Arabia, 2023). The World Tourism Organization 

(WTO) reports that tourism sales exceeded $1.8 trillion globally in 2019 and are predicted to rise (UNWTO, 2022). 

PR connects places to their target audience, making it vital to tourism. Building positive interactions, regulating views, 

promoting destination awareness, and enhancing destination image are its duties. Many experts believe PR is the key 

to good stakeholder-organization relations based on shared understanding (Griffin 2014; Moloney and McGrath, 2019; 

CIPR, 2022). PR is necessary for organizations and nations' reputation management (L'Etang, 2008). PR is therefore 

a key component of any strategy to develop the tourism sector in Saudi Arabia and enhance the country’s image as an 

attractive destination.   

Saudi Arabia banned entry visas to Muslim pilgrims, workers, business travelers, and diplomats for years (Abuhjeeleh, 

2019; Al-Awsat, 2019). Even pilgrims' permits were limited to a month (BOE, 2015). Saudi Arabia created these 

tough restrictions to curb illegal immigration because some pilgrims did not return to their countries after the Hajj or 

Umrah, which increased crime and burdened the government (Al-Masoudi, 2012). The new vision 2030, Saudi 

Arabia's achievement in curbing illegal immigration, and its transformation to a sustainable economy also affect 

tourism plans. These factors encouraged Saudi Arabia to encourage foreign travelers and modify Hajj and Umrah visa 

restrictions. Saudi Arabia welcomed foreign tourists for the first time in 2019, changing the latter. Tourist visas might 

be obtained online in 30 minutes or at Saudi airports due to eased visa requirements. In 2022, Hajj and Umrah visa 

holders could stay for three months after regulation revisions (BBC, 2019). The new Saudi Vision 2030 promotes 

tourism with these major policy measures (Vision2030, 2023). 

Statistics show that 11 million foreign pilgrims perform Hajj or Umrah in Saudi Arabia each year (Ministry of 

Tourism, 2019; McLoughlin, 2019). This may explain the loosening of Hajj and Umrah visa requirements in 2022, as 

luring more pilgrims to tourism will boost the Saudi economy. However, recruiting pilgrims to tourist activities is 

complicated and depends on their interests, perceptions of the country, and promotional initiatives. Millions of Muslim 

pilgrims visit Saudi Arabia each year from nations with extremely varied cultures, thus their interests, worries, and 

attitudes toward tourism prospects are likely to differ. Focusing on pilgrims from one country may assist understand 

these aspects and enable more specific attempts to attract them. British Muslim pilgrims, the largest group in Western 

countries, number 100,000 annually, making them a good target audience for this study (McLoughlin, 2019).  

This study hypothesizes that with the new visa rules, most UK Muslim pilgrims will continue touring after Hajj or 

Umrah. It examines if tourism and Hajj or Umrah contradict religiously or morally. It also examines UK pilgrims' 

Saudi Arabia tourist worries. We conclude with PR's role in marketing Saudi Arabia as a tourist destination and 

drawing more visitors. 

1.2  Research Problem 
The key study challenge is that easing Hajj and Umrah visa rules may not be enough to entice pilgrims to travel 

afterward due to other variables. First, religious travel like Hajj and Umrah differs from leisure tourism. Mixing 

religious and non-religious tourism may bring pilgrims moral or religious discomfort. Second, UK Muslims' anxieties 

of Saudi Arabian tourism may influence their decision to travel after Hajj or Umrah. For instance, a pilgrim may be 

willing to participate in tourism and have no religious or moral conflicts, but the place is not appealing. Third, pilgrims' 

perception of the destination and promotional efforts may impact their travel choices. Finally, public relations may 

help promote Saudi Arabia as a tourism destination, develop meaningful relationships with target audiences, and 

improve the country's image, attracting more tourists. This study explores all of these elements to provide an overview 

of UK Muslim views on Saudi tourism, which may assist Saudi tourism PR practitioners better understand their target 

audience and attract more travelers. 

1.3 Research Objectives 
 To estimate whether a majority of UK pilgrims will spend additional time engaged in tourism in Saudi Arabia 

after Hajj or Umrah. 

 To exploring whether mixing Hajj or Umrah with tourism causes any religious or moral conflict. 

 Explore the interests and concerns of UK pilgrims in regard to tourism in Saudi Arabia. 



 

 
 

 Discussing the role that public relations can play in attracting more pilgrims to tourism activities after Hajj or 

Umrah. 

Qualitative and quantitative primary data are needed to achieve these goals. Quantitative data will come from 

questionnaires and qualitative from focus groups. The questionnaire will assess UK pilgrims' tourist sentiments in 

Saudi Arabia, while the focus groups will examine their causes. Combining these two methodologies may help 

comprehend UK Muslim pilgrims' views on Saudi Arabian tourism. 

1.4 Research Questions and Hypothesis 
H1: After the new visa regulations in Saudi Arabia, the majority of UK Muslims pilgrims are willing to spend 

further time as tourists after Hajj or Umrah. 

 

RQ1: Do UK Muslim have any religious or moral conflict mixing Hajj or Umrah with tourism? 

 

RQ2: What are UK Muslims’ interests and concerns regarding tourism in Saudi Arabia? 

 

RQ3: What image do UK Muslims have of Saudi tourism and how many promotional activities have they been 

exposed to in the past year? 

2. Literature Review 
This chapter discusses Saudi Arabia's tourism sector, tourists' motivations and concerns, and PR's role in promoting 

KSA as a tourism destination. It connects research concerns to theoretical results and analyzes appropriate models. 

The Saudi tourism industry and its evolution are then discussed. It also describes how Saudi Arabia's Vision 2030 

policy invests in tourism to move the economy away from oil dependence and toward sustainability (Vision2030, 

2019). examining past studies in these areas is necessary to fully comprehend the research issue. 

2.1 Tourism in Saudi Arabia 
Makkah and Al-Medina are the most sacred cities in the Islamic world and the reason religious tourism constitutes 

such a large part of the tourism sector in Saudi Arabia. The country also invests significantly in non-religious tourism. 

This section examines religious and non-religious tourism in KSA. 

2.1.1 Religious Tourism 
Muslims travel to Makkah for Hajj and Umrah to seek Allah's blessings. The five pillars of Islam require every 

financially and physically able Muslim to perform hajj at least once. Muslims from over the world visit Mecca on 

certain days of Dhu al-Hijjah to undertake religious rituals like standing at Arafat and strolling around the Holy Kaaba 

(Zamzam, 2021). Umrah, a shorter and simpler pilgrimage to Makkah's sacred mosque, can be done year-round, unlike 

Hajj.  

Hajj began with Prophet Abraham, several thousand years before the mission of the Prophet Muhammad (Ibn-Kathir, 

1343; Islamicity.org, 2017). The Qur'an states that God told Abraham to build the Kaaba (Holy Mosque in Makkah) 

and urge pilgrims to visit it for blessings (Islamicity.org, 2017). Islam says believers continued their go to Mecca after 

paganism flourished in Makkah and the Arabian Peninsula (Ibn-Kathir, 1343). In 610 A.D., Prophet Muhammad was 

sent to Makkah to convert them to Islam and worship one God, but they pressured him until he was forced to move to 

Yathrib (now Al-Medina) in 620.  The inhabitants of Yathrib helped him spread the message until he conquered 

Makkah in 629-30 AD, cleaned the Kaaba of idols, and restored Ibrahim's monotheism (Macaulay, 2015).  

Makkah and Al-Medina's religious prominence gave their rulers religious and political power in Islam. In Islam, caring 

for holy cities and welcoming pilgrims is a tremendous honor. Through Islamic history, several Islamic countries 

sought to acquire Makkah and Al-Medina due to its religious and political importance for Muslims (Al-Samarrai, 

2010), therefore Saudi Arabia's current position in the Islamic world. The Saudi government emphasizes its duty as 

custodian of Makkah and Al-Medina and says it does not stop pilgrims from any country from entering the country, 

despite substantial political disputes (BBC, 2018).  

Kenway (2019) examines the economic impact of Hajj and Umrah on Saudi Arabia from 1990 to 2017. After 1990, 

the number of Hajj and Umrah pilgrims expanded, putting strain on the Saudi government to provide security, 

administrative, and health services for the high number of people in small spaces. The survey also found that the Saudi 

authorities face both challenges and opportunities from pilgrimage growth. The study sought to improve research 

methods on pilgrimage attractions such Islamic historical monuments, local food, nature adventures, and shopping.  

 

 

2.1.2 Non-Religious Tourism 



 

 
 

Historical sites and a rich heritage are Saudi Arabia's top non-religious tourism attractions. Al-Shamaa (2019) 

mentions Al-Ula as a remarkable historical city with tourism potential. Madain Saleh, an outdoor history museum in 

Al-Ula, features rock-cut tombs from the 7th and 6th millennia BCE (UNESCO, 2023). Al-Shamaa (2019) notes that 

the city has huge tourism potential but few tourism alternatives due to poor amenities. Tourism officials must address 

hot weather and insufficient accessibility to attract more tourists, according to the author.  Hoque et al. (2023) also 

emphasize the relevance of historical landmarks for Saudi tourism. Their study focuses on Asir's 1,300-year-old 

heritage village of Rijal Alma'a, which has seven levels of architectural treasures and was recently placed to the 

UNESCO Tentative List. The report suggests greater promotion, improved accessibility and transportation, and a 

variety of tourism options at different price points to attract tourists of all incomes to resuscitate tourism in Rijal Al-

Ma'a village. Both studies focused on historical locations with high tourism potential but underdeveloped. These 

studies targeted local or general international tourists, while this research targets pilgrims' interests and concerns. 

As well as improving current attractions, Saudi Arabia has established new tourism initiatives like NEOM City, the 

premium Red Sea Resorts, and Qiddiya entertainment city. The Kingdom also hosts important athletic events like the 

Formula One Championships and Clubs World Cup to boost sport tourism (Ministry of Sports, 2023). 

2.2 Tourists' Motivations and Concerns 
Many research show that tourists' worries influence tourism decisions (Decrop, 2006; March & Woodside, 2005; Lin 

et al., 2023). Thus, this study examines pilgrims' tourist interests and concerns in Saudi Arabia to see what non-

religious activities might appeal to them. 

2.2.1 Religious Tourism Motivations 
Kenway (2019) cited several explanations for the rise in pilgrims to Saudi Arabia. Population growth in Islamic 

countries, standard of living, per capita income of many Muslims, transportation and communications technology, and 

Muslim religious knowledge of Hajj's importance have all increased. According to Scott & Jafari (2010), religious 

tourism is the most popular type of tourism in Islam, but leisure tourism is growing. Many travel firms now offer 

Umrah Plus packages to Muslim pilgrims, which combine Umrah in Saudi Arabia with a vacation in Egypt or the 

UAE. According to Oumoudden & Al-Zahrani (2021), pilgrim patrons have recently moved from austerity and 

simplicity to concern with facilities and services at their destination. This study examines whether Muslim pilgrims 

will participate in Saudi tourism after Hajj and Umrah, given this shift in their behavior and the tourism revolution in 

Saudi Arabia. 

Rashid (2018) reviewed religious tourism literature and discovered that some people may be there for cultural or 

secular reasons. In a larger research of religious tourism's causality, Rosak-Szyrocka et al. (2023) surveyed 1009 

Polish pilgrims and used the Ishikawa diagram to identify causation. Prayer or purification were the main motivations 

for 63% of pilgrims, while 19% wanted to see fascinating locations. The rest were social, accompanying relatives or 

friends. 

2.2.2 Non-Religious Tourism Motivations 
Some studies say there isn't enough research on Saudi tourists' interests and concerns. Abuhjeeleh (2019) notes that 

few studies have examined tourists' reasons for visiting KSA. The late start of tourism investment may explain this 

shortage. However, understanding what motivates or discourages visitors from visiting other nations and comparing 

that to Saudi Arabia's capabilities should assist determine what elements influence non-religious tourism decisions. 

Cyprus marketing to US tourists was researched by Yiannakis et al. (2012). The study found that American tourists 

are drawn to the English language, sunny weather, reasonable rates, accessibility, excellent security, good restaurants 

and hotels, and a rich history and legacy. Its rich history as the cradle of Islam and a meeting ground for many distinct 

pilgrims and civilizations make Saudi Arabia appealing. 

2.2.3 Tourists’ Concerns 
Addressing tourists’ concerns and promoting their interests may help Saudi Arabia attract more tourists and raise its 

revenues from this sector. Some previous studies indicate that the main concerns of tourists coming to Saudi Arabia 

are: 

Hot Weather 
The hot weather during the summer is one of the challenges facing the tourism sector in Saudi Arabia (Mansour & 

Mumuni, 2019; Abuhjeeleh, 2019). Al-Shamaa (2019) states that the high temperatures are a major obstacle for 

promoting Saudi Arabia as a tourist destination and recommends using passive ventilation to help ameliorate this. 

Accessibility 

Tourists in Saudi Arabia may worry about attraction accessibility. The Saudi legacy hamlet Rijal Al-Ma'a and the Abu 

Dhabi history village Bayut are compared by Hoque et al. (2023). Investment in heritage villages worked in Bayut. 

The study indicated that Rijal Al-Ma'a village had more potential than Bayut village but less visitors. This discrepancy 



 

 
 

is caused by geography and accessibility, among other variables. Bayut village is 38 miles from Abu Dhabi, making 

it simpler to reach. Ali (2018) emphasizes accessibility and says that expanding transportation services, especially 

trains, is vital to Saudi tourism earnings. This study will examine if UK pilgrims considering Saudi Arabia worry 

about accessibility. 

Rules of Conduct 
Some research demonstrates that Saudi Arabia's severe modest dress, alcohol, and homosexuality laws worry tourists. 

Abuhjeeleh (2019) notes that Saudi Arabia is one of the easiest countries to visit due to its new tourism policy, but 

some travelers find its drug, alcohol, and homosexuality laws excessively stringent. More importantly, he suggests 

that Saudi Arabia may struggle to modify these regulations. 

2.3  Public Relations’ Role in Promoting Saudi Arabia as a Tourism 

Destination 
This research will examine the role of pilgrims in Saudi tourism, the best communication model for creating 

connections with pilgrims, and UK Muslim pilgrims' perceptions of Saudi tourism. 

2.3.1 The Importance of Pilgrims as Major Stakeholders in the Tourism 

Sector 
Any business or organization needs good stakeholder interactions to succeed. Public relations professionals identify 

stakeholders and create, maintain, and improve connections with them (Ledingham, 2003). Organizational 

stakeholders are "any individual or group who can affect or is affected by the actions, decisions, policies, practices, or 

goals of the organizations" (Freeman, 2010, p.46). Figure 1 shows that numerous internal and external stakeholders 

may be involved.  

 

Figure 1 The Stakeholder Model (Source: Donaldson & Preston, 1995, p.69) 

 

PR professionals can use Mitchell et al. (1997)'s salience theory to prioritize stakeholders. The importance of 

stakeholders can be determined by three important features in this approach. First, stakeholder power is their ability 

to influence outcomes or assert interests. Second, legitimacy entails determining if stakeholders' statements or 



 

 
 

behaviors match the organization's social norms, values, and beliefs. Finally, urgency determines if a stakeholder's 

relationship or claim requires immediate attention or is vital. On these criteria, Mitchell et al. (1997) categorizes the 

stakeholders' class and level of salience depending on these attributes (Figure 2).  

Figure 2 The Stakeholder Saliency Framework (Source: Mitchell et al., 1997, p.869) 

 

This model classifies stakeholders from an economic perspective and within an institutional framework, but it fails to 

offer a comprehensive categorization scheme. The pilgrims have religious, political, and economic importance for the 

Saudi government, all of which must be considered. Applying this theory to stakeholders in the Saudi tourism sector 

would identify the pilgrims as a dominant stakeholder, as they have the power and legitimacy. Their power stems from 

their great influence on the tourism sector, and their status as the most important group of visitors economically (The 

Economist, 2022; Kenway, 2019; Ministry of Tourism, 2019). 

2.3.2 Models of Communication 
Effective communication is needed to reach stakeholder understanding. Grunig and Hunt (1984, p. 22) developed a 

theory of organizational PR. Figure 3 shows four communication models based on the aim and organization-audience 

connection. 

 Figure 3 Models of Communication (Source:  Grunig & Hunt 1984, p. 22) 

 

The first is one-way communication that focuses on drawing attention or publicity to the organization regardless of 

its accuracy. The second model is also a one-way communication but where accuracy is critical, such as in news. The 

third model is an asymmetrical two-way communication model where the importance of two-way communication is 

recognized but the focus is on using persuasive tactics to influence public opinion and shift their attitudes. Finally, the 

fourth model is two-way symmetrical communication model, which is considered the ideal model by Grunig.  It 

emphasizes balanced and beneficial organization-audience communication.  

PR professionals still utilize these communication models to create goals-based communication strategies and 

techniques. However, several investigations have found that this model does not always achieve symmetry. Abdelhay 

(2014) compares communication approaches in the UAE and Saudi Arabia and finds that Saudi PR practitioners 

employ the personal influence model most and the symmetrical two-way model least. The two-way, symmetrical 

communication paradigm may also be problematic for Saudi PR practitioners due to their limited abilities.  

3. Research Methodology  
The main objective of this research is to examine the Muslim pilgrims' willingness to engage in non-religious tourism 

after Hajj or Umrah - especially since they previously used to visit Saudi Arabia for religious reasons only. To achieve 

this objective a mixed-methods approach was adopted, as the research required both quantitative and qualitative data 

to gain comprehensive insights into the perspectives of UK Muslims towards tourism in Saudi Arabia. Surveys were 

used discover broad trends and patterns, while focus groups were used to gather qualitative data that give in-depth 

justifications and an understanding of the context of the survey results.  

3.1 Research Philosophy 
Interpretivist philosophy was used to investigate humans and their social worlds, unlike positivism philosophy in the 

natural sciences (Saunders et al., 2016). Interpretivism holds that human perceptions and meanings shape and perceive 



 

 
 

society, while positivism uses scientific empirical methods to obtain correct data and facts without bias. Language, 

culture, and history can also affect how we perceive and engage with social and organizational systems, according to 

Crotty (1998). Interpretivist philosophy fits this research's major goal of studying a group's perceptions of a novel 

circumstance and its influencing elements. 

3.2 Research Approach 
Inductive research uses data to investigate a phenomenon, identify trends and patterns, and create a conceptual 

framework, according to Saunders et al. (2016). This research uses an inductive technique to examine Muslim 

pilgrims' views about Saudi Arabia's tourism after the new rules were enacted. The research seeks detailed insights 

into UK Muslim pilgrims' perceptions, not generalizations. 

3.3 Methodological Choice 
This study used mixed methods for complementarity. Surveys provided quantifiable data to discover trends and 

patterns. Next, focus groups were used to gather qualitative data to explain and contextualize survey results. The 

complementarity of these methodologies should help comprehend UK Muslims' views on Saudi Arabian tourism. 

3.4 Research Strategy 
The case study strategy offers the opportunity to understand a topic in real life and in depth (Yin, 2014, cited in 

Saunders et al., 2016). Thus, this research adopted survey and case study strategies. 

3.5 Time Course 
This study is a cross-sectional study as it was conducted during the period from March 2023 to August 2023. 

 

3.6 Target Audience and Sample 
This survey addresses British citizens, immigrants, and residents who are Muslims. The UK has 3.9 million Muslims 

(Mohdin, 2022; McLaughlin, 2019). UK Muslim pilgrims are the largest Western group to visit Saudi Arabia, with 

100,000 arriving annually (McLoughlin, 2019). Several UK Islamic centers received questionnaires and focus group 

invites for the study. Also, they were shared on social media. The sample should represent the population (Fink 1995, 

Hansen and Machin, 2019). All UK Muslims over 18 were eligible for the survey. The study has 109 participants. 

3.7 Techniques and Procedures  
SurveyMonkey questions collected quantitative data, while Zoom focus groups acquired qualitative data. Fink (2017, 

cited in Hansen and Machin, 2019, p.201) defines surveys as data gathering methods that can characterize, compare, 

or explain individual and social knowledge, feelings, beliefs, preferences, and behavior. Focus groups are talks with 

the researcher present and interested in group interaction (Kitzinger and Barbour 1999, referenced in Barbour, 2018). 

On the first page of the digital questionnaire, the research topic and purpose were displayed so participants could 

understand the research before answering. All except the last of the 15 questionnaire questions were closed. The poll 

uses closed questions since open questions demand more effort and may lower participation (Denscombe, 2017). The 

questionnaire began with demographic questions and then basic questions to encourage completion. The survey 

included multiple-choice, ranking, and rating-scale questions. The Likert scale was utilized to accurately measure each 

component related to participants' interests and concerns about Saudi Arabian tourism.  

As it is easier to gather simple data, the poll examined the target audience's views on Saudi Arabian tourism 

(Denscombe, 2017). Based on the questionnaire responses, focus group themes were chosen to better understand these 

perspectives and attitudes. Four themes were identified for discussion in the focus group: 

1. UK Pilgrim willingness to engage in non-religious tourism 

2. The possibility of having a religious or moral conflict when mixing religious with non-religious tourism 

3. The main interests and concerns that UK pilgrims have regarding tourism in Saudi Arabia 

4. The promotional activities and the image of tourism in Saudi Arabia held by UK pilgrims 

Descriptive statistics were used to summarize survey participants' views on Saudi Arabian tourism. Participants were 

asked about their tourist problems in Saudi Arabia using a Likert scale, and the weighted average revealed the most 

pressing issues. Tables and graphs were employed to compare data since Saunders et al. (2016, p.496) say they help 

interpret, describe, and analyze quantitative data. Thematic analysis was used to examine focus group qualitative data. 

Based on questionnaire answers, the data was separated into four categories with focus group and survey data to 

interpret. 

3.8  Ethical Considerations 
Cardiff University Ethics Committee gave ethical approval on 6/6/2023. All participants were informed about the 

research aims, that their participation was optional, and that their comments would be confidential, per Denscombe 



 

 
 

(2017). All participants gave informed consent, and pseudonyms were employed to analyze data anonymously. 

Participants were told they could leave focus groups at any time without penalty. 

3.9  Methodological Limitations 
Since questionnaire results determined focus group themes, time was a major issue. Focus group scheduling was 

limited by the time it took to collect enough questionnaires. Despite offering a fee to encourage focus group 

participation, turnout was low. The goal was 10 focus group participants, divided into two groups to enable everyone 

time to debate and share their viewpoint, however only 7 registered, and only 4 attended. 

4. Findings and Discussion 
The quantitative data from the questionnaires gave an overview of UK pilgrims' opinions about Saudi Arabia 

tourism, while the qualitative data from the focus group explained them. This section analyses all data to determine 

UK Muslim pilgrims' tourist intentions following Hajj or Umrah. The chapter covers five focus group themes: 

demographic data, UK pilgrims' willingness to engage in tourism after Hajj or Umrah, religious or moral conflict, 

tourism interests, concerns, and Saudi Arabia's tourism image and promotional activities. 

4.1 Demographics 
The study's 105 respondents are 51.4% female and 48.6% male. Nearly 73% of research participants were under 34. 

According to the data on approximate average household income, 32.4% of respondents earned less than £15,000, 

26.7% between £15,000 and £30,000, 17.1% between £30,000 and £60,000, 7.6% between £60,000 and £100,000, 

and 4.8% more than £100,000. 11.4% of respondents chose not to report income. 

4.2  UK Pilgrims' Willingness to Engage in Tourism after Hajj or Umrah 
The study projected that most UK Muslims pilgrims would spend more time in tourism after Hajj or Umrah due to 

Saudi Arabia's new visa rules. Table 6 shows the Likert scores from 1 (not likely) to 5 (very likely). 

 

On a scale of 1 to 5, how likely are you to spend extra time on tourism in Saudi Arabia after completing 

Hajj and Umrah? 

The scale 1 2 3 4 5 Total 

Participants' 

number 

9 12 27 20 37 105 

Participants' 

percentage 

8.57% 11.42% 25.71% 19.01% 35.23% 100% 

Table 6 Likelihood ratings for UK pilgrims spending additional time on tourism in Saudi Arabia after Hajj 

or Umrah 

After Hajj or Umrah, 80% of interviewees were willing to visit Saudi Arabia, scoring 3 or higher on the Likert scale. 

To clarify questionnaire responses, the high willingness group was labeled group A and the low willingness group 

group B. Figure 7 shows that group A's average readiness to participate in tourism following Hajj or Umrah was 4.1 

on a Likert scale, while group B's was 1.6. The average was 3.6, indicating that the targeted demographic was 

moderately willing to participate in such tourism activities. 

 



 

 
 

Figure 7 Comparison between the likelihood of groups A and B spending extra time on tourism in Saudi 

Arabia after Hajj or Umrah. 

Figure 8 How long UK pilgrims would be willing to extend their stay in Saudi Arabia for tourism after Hajj 

or Umrah 

 

The graph shows that 36.2% of participants were willing to remain for 3–7 days to visit Madain Saleh or Rijal Al-

Ma'a hamlet.  The second largest group (30.5%) was willing to stay 1–3 days for tourism, limiting their destinations 

to nearby areas. Groups spending a week or more after Hajj or Umrah are unlikely to be affected by distance. 

Participants saw pilgrims' readiness to spend more time on tourism following Hajj or Umrah. The focus group believed 

pilgrims avoided tourism after Hajj and Umrah due to cost. 

P2: “I don't mind tourism after Hajj. But considering I have enough money, because you have to get a 

package for Hajj. Already, this package is pricey." 

 

P4: “Yeah, I, agree with what P2 said, nowadays, the prices are gotten even higher. So, to go for a tourism, 

besides doing Hajj or Umrah, that would cost us even more so it's might be difficult for people who cannot 

afford that.” 

 

P3: “So, everybody mentioned the financial aspect, it's getting worse, especially because of the cost-of-living 

crisis. In the UK, a lot of people cannot afford to even go there.” 

In addition, P1 indicated that Hajj and Umrah require a lot of physical effort, and therefore physical exhaustion and 

lack of time may prevent pilgrims from engaging in tourism activities after Hajj and Umrah. 

P1: “Hajj and Umrah itself is a very spiritual experience, but it also exhausts you physically because there's 

a lot of going back and forth and praying five times, especially when you're coming from far country. ..... so 

that does not leave us with enough energy and time to go to other places or to other cities.” 

The findings support the idea that the new Hajj and Umrah requirements encourage most UK Muslim pilgrims to 

travel following their religious pilgrimages. This high willingness also confirms Oumoudden & Al-Zahrani (2021)'s 

thesis that pilgrims have recently switched from austerity and simplicity to paying more attention to amenities and 

facilities. Such significant willingness to participate in tourism could assist Saudi Arabia's tourism economy if 

appropriately leveraged.  

4.3  Having Religious or Moral Conflict 
As shown in Figure 9, the questionnaire item "Presuming that Hajj or Umrah is the main purpose of travelling to Saudi 

Arabia, do you have any religious or moral conflict with regard to spending extra time on tourism in Saudi Arabia 

after Hajj or Umrah?" shows that 75.2% of respondents have no religious or moral difficulties. However, 24.8% of 

respondents had a religious or moral difficulty with merging the two types of tourism in one trip, which may limit 

their tourism activities following Hajj or Umrah. 



 

 
 

 
Figure 9 Having religious or moral conflict regarding mixing Hajj or Umrah with tourism 

Group B (42.9%) had more conflict than group A (20.2%), suggesting a link between conflict and tourism following 

Hajj or Umrah (Table 10). 

Having a religious or moral conflict with mixing tourism with Hajj or Umrah 

The participants answer Yes No 

Group A 20.24% 79.76% 

Group B 42.86% 57.14% 

Total 24.8% 75.2% 

Table 10 Comparison between the conflict in Group A and Group B 

 

P1: “I think I am kind of old fashion Muslim, it's basically, when you're going for a certain purpose, I would 

like to stick to it. .... So, when you say that there is a spiritual or the religious or moral conflict Yes, it is there 

because you're there for a reason you're there for spiritual healing. You want to be after you know performing 

harder to be a better Muslim and stop engaging in these extra activities of you know, impulsive shopping 

and, buying extravagant things and luxury tourism and all of that, because at the end of the day, you know, 

the concept of Islam is simplicity.” 

 

P3: “if you go to the marketplace, for example, there's a lot of things that, you can be you can be distracted. 

So, if you go to a place where your leisure takes away from the spiritual aspect of why you've gone there in 

the first place, all of it might be permissible, but it's about your own moral compass.” 

 

P2: “I have no problem going to places after hajj or umrah, I would definitely want to go to Riyadh, it's the 

capital city, right. So, I would love to go there. But I don't know, if I might be a different person after doing 

that. ... it is like a reward when you do something good.” 

Rosak-Szyrocka et al. (2023) note that most Christian pilgrims to Poland are religious. This study examines if mixing 

religious and non-religious tourism promotes conflict, not Muslim pilgrims' objectives. Results show that most 

participants have no conflicts. Some pilgrims use tourism after Hajj or Umrah as a reward or celebration for completing 

a religious duty every capable Muslim should accomplish once. These findings support Scott & Jafari (2010)'s claim 

that Islamic countries are accepting leisure tourism. It would be suitable to market tourism activities after Hajj and 

Umrah as a celebration, reward, or gift to the pilgrim following a significant religious achievement. 

 

However, about 25% of participants find problems when combining Hajj or Umrah with tourism. Some focus group 

participants suggested that mixing distracts from the trip's principal aim, while others believe it contradicts Islam's 

simplicity and piety. This may diminish pilgrims' willingness to participate in non-religious tourism, especially when 

the evidence suggests that those less ready to participate see more conflicts. 

4.4 The UK Muslims' interests regarding tourism in Saudi Arabia 
UK Muslims' favorite tourism activities were rated on a 5-point Likert scale from 1 to 5. Viewing Islamic historical 

landmarks and museums was the most interesting tourism activity, with a weighted average of 4.16 (Figure 11 and 

Table 12). Since religious pilgrims are the intended audience, this effect is expected. Local cuisines were the second 

most popular tourism activity with a weighted average 4. The last conclusion is noteworthy since no previous surveys 



 

 
 

listed Saudi cuisine as a tourist attraction. Other tourism attractions like nature, outdoor activities, and shopping 

followed. 

In contrast, attending sport events is the least attractive tourism activity for UK Muslims' with weighted average 2.7, 

which is unexpected given Saudi Arabia's heavy investment in sports. The UK has a large football league and hosts 

several major athletic events, which may explain that. 

 
Figure 11 UK Muslims' interests regarding tourism in Saudi Arabia 

 
Table 12 UK Muslims' interests regarding tourism in Saudi Arabia 

 

The focus group almost agreed that museums and Islamic monuments are their favorite. This was done to maintain a 

religious theme during the trip, avoid distractions, and learn more about Islam and its roots. Considering they would 

only visit Saudi Arabia once, some participants were more willing to try new activities. 

 



 

 
 

P4: “I'm interested in the Islamic landmarks as it's like an opportunity to strengthen my Islamic knowledge 

as well. Yeah. Because you go there to strengthen your soul. So, at the same time you’d add some extra 

knowledge about Islam as well.” 

 

P3: “I think it's about protecting your own religious experience there and thinking I don't want to do anything 

that's going to distract me. So, an interest for a pilgrim would definitely be on historical Islamic artifacts. I 

don't know people talk about the Hijra journey. You know, there's a really fantastic Museum in Medina where 

you could where you could look at what Medina looked like, years and years ago.” 

 

P2: “I agree with P3. I will be much more interested in things like the Islamic landmarks, like, where Adam 

and Eve met, you know, I'm not that religious, but it's like a chance for me to actually learn about my roots 

and beliefs. ..... I would definitely go for Camel riding yeah, I'm so sorry but I've never been there before and 

I've never seen it. So, I'm going too hard, I will go there once, you know I might not go then. So, I would love 

to try it.” 

Based on these findings, Kenway (2019) offers pilgrimage tourism packages that include Islamic landmarks and 

museums. The suggestion was sensible but not supported by polls. The current research supports this suggestion, as 

UK pilgrims favored visiting Islamic sites and museums. The focus groups also showed that pilgrims choose this 

activity to maintain the trip's Islamic spirit and learn about Islam's roots. Highlighting the religious part of Hajj and 

Umrah could alleviate the religious or moral dilemma for 25% of pilgrims who mix the two visits, as they would still 

be considered Islamic activities. 

4.5  The UK Muslims' Concerns Regarding Tourism in Saudi Arabia 
1 was ‘not bothered at all’ and 5 ‘very concerned’ on a Likert scale for UK Muslims' tourist worries in Saudi Arabia. 

As seen in Figure 13 and Table 14, pilgrims were most concerned about temperature (2.60), followed by prices 

(2.46). Inflation and the UK economic crisis may be to blame. Accessibility and language are the third concern with 

equal weighted averages 2.03. This may be owing to Saudi Arabia's poor public transit compared to the UK, and the 

focus group revealed that their communication concerns derive from past experiences. Pilgrims were least concerned 

about eating, averaging 1.59. As an Islamic nation, Saudi Arabia offers halal food, which may appeal to Muslims. 

Safety and security were the second least worry, possibly because Saudi Arabia has low crime rates. 

 
Figure 13 UK Muslims' concerns regarding tourism in Saudi Arabia 



 

 
 

 

  
 

Figure 14 UK Muslims' concerns regarding tourism in Saudi Arabia 

The focus groups discussed the issues from many angles. While quantitative data shows that hot weather was their 

biggest concern, focus groups also mentioned physical exhaustion after Hajj or Umrah, communication issues with 

locals, and financial affordability as their main concerns about visiting Saudi Arabia as tourists. 

P1: “The biggest concern for me after performing Hajj or Umrah is the physical exhaustion, I've seen a lot 

of people falling sick because of physical exhaustion and all of that. So, you have to give yourself and your 

body a little bit of break.” 

 

P4: “I think the concern that I can mention here is the prices and the personal financial affordability Yeah. 

But accessibility and transportation are not an issue for us, because we usually go with groups. So, we 

already have buses. Also, I've been to Umrah before and to be honest, I think there might be some difficulties, 

umm, when you go to the shops. I think it's hard to find someone speaks English, Or maybe because of the 

accents. It's a bit difficult to understand maybe?” 

 

P3: “So, I think they're very friendly. And I've seen changes just in the last five years there. So, the main 

concern for a pilgrim or for me personally, I think it's money. it's just affordability and everything else can 

be worked around like language communication, or it's very hard you know, even just to go to the seaside 

but if you go to Jeddah you know, there's lots of nice places you can enjoy yourself, but I think money is the 

biggest concern.” 

P2: “Yeah. Actually? Yes. My number one concern is money not the hot weather.” 

Studies show that Saudi Arabia's hot weather is one of its biggest tourist issues (Mansour & Mumuni, 2019; 

Abuhjeeleh, 2019; Al-Shamaa, 2019). UK pilgrims' biggest fear was it. travel executives in Saudi Arabia know about 

this impediment and use it to promote winter travel. GEA (2022) scheduled the Riyadh Tourism Season from October 

2022 to March 2023. The weather is usually pleasant and temperatures don't surpass 30 degrees Celsius. 

Affordability is the second biggest concern of UK pilgrims, which is understandable given high inflation and economic 

downturns in most nations. Cost is a priority for potential tourists, according to recent studies (Hoque et al., 2023; 

Yiannakis, 2012). 

Ibrahim et al. (2021) and Hoque et al. (2023) found accessibility a serious difficulty for Hail and Rijal Al-Ma'a villages 

as tourism destinations, and UK pilgrims' third major concern was accessibility. Both communities are far from big 

cities and their services. If pilgrims' non-religious tourism begins in Makkah, Rijal Al-Ma'a hamlet is 580 miles away 

and Hail is 870 km away. Thus, Rijal Al-Ma'a and Ha'il are worth visiting, but their remoteness may deter pilgrims, 

especially those who don't plan to spend much time doing so. 



 

 
 

4.6 UK Muslims’ Image of Saudi Arabia and its promotion as a Tourist 

Destination  
This data provides respondents' first impressions of Saudi tourism. Figure 15 shows that 67.6% of respondents thought 

of "Historical Islamic sites" when asked about Saudi Arabia tourism. Desert experiences and camel riding (12.4%) 

was the second most popular association, stressing the country's desert vistas and tourism adventures. Other 

participants discussed various Kingdom topics. 

The high willingness group and the less willingness group both had very similar perceptions of tourism in Saudi 

Arabia. 

 
 

Figure 15 The image that UK Muslims held toward tourism in Saudi Arabia 

 

UK Muslims' perception of Saudi Arabia as a hallowed destination and its desert environment and scorching 

temperature were congruent with the quantitative results. 

P1: “Saudi itself is a very holy place for us, you know, however, we conceive Saudi is basically it's the Mecca 

or the Medina. So, you know, though the perceptions are being changed recently, but I think it is going to 

take some time.” 

 

P2: “Yeah. When I think of Saudi Arabia, it's mostly holy mosques and desert and camel riding and also 

hot.” 

 

P4: “For Muslims, Saudi Arabia is known for pilgrimage. So, they may promote something or activities that 

are related to the religion itself, instead of those luxury activities or places.” 

 

P3: “I think in terms of pilgrims from the UK, specifically, is that we don't think of Saudi Arabia as offering 

anything else other than a religious experience, ...... but it seems to be really multifaceted. Saudi Arabia has 

many faces like because initially if you've never been there, it's all about Makkah and Medina, but when you 

just scratch the surface, it's so much like if you it's all about the shopping malls, you know, really luxury 

luxurious experience and just walking through a mall sometimes it's very much like Dubai Mall.” 

Participants' exposure to promotional material about tourism in Saudi Arabia is shown in Figure 16. As can be seen 

most (44.8%) participants had experienced a few (1 – 5) items promoting the kingdom as a destination over the last 

12 months, 20.0% none at all, and 8.6% more than 20. 



 

 
 

 
Figure 16 Participants’ exposure to promotional activities over the last 12 months 

 

Comparing the high and low willingness groups' answers (Figure 17), it is clear that the percentage of those not 

exposed to any promotional activities in group B (33.3%) is more than double that of group A (16.7%). This suggests 

that absence of promotional activity may diminish tourism participation. 

 
Figure 17 Exposure to promotional material in Group A and Group B 

 

Figure 18 shows how the participants learned about the tourist opportunities in Saudi Arabia. People were most 

likely to see such advertisements on social media, next on travel websites, and finally through personal 

recommendations.  



 

 
 

 
Figure 18 How participants heard about tourism opportunities in Saudi Arabia 

 

What stood out from the focus group was the lack of exposure to material promoting tourism in the Kingdom. Some 

participants reported not seeing any marketing, while others reported seeing Line ads and Ronaldo's social media posts 

on Saudi Arabia but not tourism. Some focus group members agreed that social media was the main source of Saudi 

Arabia promotions. 

 

P3: “I don't think I've heard anything word of mouth. Personally, I don't think these things are promoted like 

that. Or maybe I haven't been exposed to that. But I think social media definitely has lot of promotional 

activities, as many things happening in Saudi Arabia that possibly were not happening a few years ago.” 

 

P1: “I haven't come across anything that promotes tourism in Saudi Arabia, the only thing that I have seen 

is the giant block that they're building. That is also through social media. But that's that nothing on tourism, 

or promoting tourism in Saudi Arabia.... I think Saudi itself is not famous for football.” 

 

P4: “that (promotional activities) would attract the younger generation instead of the older generation. I 

think the older generation wants to focus on the spiritual engagement in Saudi Arabia. Yeah.” 

 

P2: “Yeah, I have not seen much tourism activities that are unique in Saudi Arabia...... Only it's not even a 

tourism activity, but it's just like a mega project that Saudi Arabia is doing, which really caught my eye. I 

watched the whole video .... also, I watched this. Ronaldo was speaking about how Saudi Arabia is so nice. 

And he's actually living in Saudi Arabia. Yeah, that's another thing I saw on social media. So yeah, that's one 

thing. I've seen, oh, no, he's living in Saudi Arabia. It must be like, wow.” 

From Al-Madani (2021), Saudi Arabia was projected to be linked with desert and heat. According to the questionnaire 

and focus group, most pilgrims link Saudi Arabia with religion and think it has little to offer tourists. The country's 

religious tourist image limits its potential and may weaken its tourism investment. Thus, changing these impressions 

and promoting Saudi Arabia as a tourism destination with numerous appealing options may attract more visitors.  

The KAB transformation approach can help tourist PR practitioners improve pilgrims' perceptions and even get some 

to blend tourism with Hajj or Umrah. This model starts with awareness, which may change attitudes and behavior. 

The KAB paradigm involves changing knowledge, attitude, and behavior (Donovan & Henley, 2012). Raising UK 

Muslims' understanding of Saudi Arabia and its tourism potential is the first step to changing their view of Saudi 

tourism. Heath (2009) highlights that information changes public opinion. Thus, pilgrims' knowledge may influence 

their opinions.  

Adopting the two-way symmetrical model could help the Saudi tourism sector understand target audiences' concerns 

and interests and adjust to them using a continuous and balanced communication model. Communication platforms 

and research methods like focus groups, surveys, and public opinion polls can provide valuable audience feedback. 

This insight could assist tourism PR professionals create appealing marketing initiatives that can be evaluated. In 



 

 
 

today's information overload and social media domination, this paradigm would allow tourism actors directly 

communicate with their audience. PR specialists may quickly respond to feedback on social media and online content 

to build tourist trust and loyalty.  Focus groups and questionnaires show that participants get their Saudi Arabia tourism 

information via social media, proving the usefulness of such tactics. To conclude, targeting pilgrims as a major 

participant in Saudi tourism may help attract more tourists, especially since they are willing to travel after Hajj or 

Umrah. 

5. Conclusion 

5.1 Summary and Conclusion 
Saudi Arabia implemented Vision 2030 to build the nation, diversify the economy, minimize oil dependence, and 

create a dynamic and prosperous community. Tourism is a key part of this development, which will change the 

country's image, economics, and culture. The Saudi tourism sector is undergoing considerable reforms, including Hajj 

and Umrah visa adjustments. In 2022, Hajj and Umrah visas were extended to three months in Saudi Arabia to increase 

tourism. This study suggested that these adjustments might encourage UK Muslim pilgrims to pursue tourism after 

Hajj or Umrah. It also examined UK pilgrims' tourist intentions following Hajj or Umrah. We investigated whether 

such activities might contradict with pilgrims' religious or moral beliefs and their worries about non-religious tourism 

in Saudi Arabia. The pilgrims' perception of Saudi Arabia and how public relations may revitalize the tourism sector 

were also examined. 

A questionnaire was utilized to collect general attitudes, and focus groups were employed to evaluate them to test the 

research hypothesis. A total of 109 UK Muslims provided data. Most UK Muslim pilgrims were encouraged to travel 

after Hajj and Umrah due to the new visa amendments. After religious observance, 80% of participants were willing 

to participate in tourism. This might boost Saudi tourism income. The majority of participants (36.2%) planned to stay 

for 3–7 days after Hajj or Umrah and do some sightseeing, while 30% planned to stay for 1–3 days. Thus, UK pilgrims 

who plan to stay for a short time may prefer tourism places and activities around Makkah or Al-Medina, 'the expected 

pilgrims' beginning point'. Some participants saw tourism after Hajj or Umrah as a reward for their holy travel.  

Nearly 25% of interviewees said coupling Hajj or Umrah with other tourism activities would cause moral or religious 

conflict. Such predicted conflict was stronger in pilgrims less ready to engage in tourism following Hajj or Umrah, 

which may explain their unwillingness. Participants' top tourism interests in Saudi Arabia were to visit Islamic sites 

and sample the country's cuisine, while athletic events were their least favorite. They worried most about the hot 

temperature and the cost of visiting KSA, but least about food and security.  

 

Rethinking the Saudi tourism business to include pilgrims as a major stakeholder could boost tourism. Public relations 

could potentially improve the Saudi tourism sector's image by correcting target audiences' misconceptions and raising 

knowledge of tourism opportunities. The KAB change model and two-way symmetry model would help PR 

practitioners implement all of the following methods and help the tourism sector communicate with target consumers. 

This study examined UK Muslims' views on Saudi tourism after the new regulations. It also wants to offer insights 

and advice to Saudi tourism PR professionals to attract more tourists. 

5.2  Recommendations 
Earlier studies showed that pilgrims are shifting from asceticism and simplicity to a focus on service and facility 

quality. Most study participants were willing to participate in tourism activities after Hajj or Umrah, hence this 

research recommends targeting pilgrims with promotional marketing. Since they're already in Saudi Arabia, attracting 

them to tourism may be easy. Statistics show that they are the most frequent tourists to Saudi Arabia, making their 

involvement in tourism one of the best methods to resuscitate the sector. Increasing income from this industry would 

boost the Saudi economy and help accomplish Vision 2030 by diversifying income and lowering oil dependence. 

Future research should examine the relationship between tourism promotions and tourism decision-making, since the 

results showed that participants less willing to engage in tourism activities after Hajj or Umrah were exposed to fewer 

promotional activities than those in the high willingness group. 

5.3 Limitations  
 Time constraints: Being a master's dissertation, the investigation had to adhere to strict time limits. The two 

research methodologies were interdependent, and it took a lot of effort to organize the design, distribution, and 

analysis of the questionnaire before we could determine the themes from the focus groups. Like most research, 

this one may have benefited from extra time to recruit more people, which would have increased the reliability 

and applicability of the findings.  

 Participant participation was low: We used social media and emailed several Islamic institutes in the UK to 

disseminate the questionnaire and invite people to focus groups so that our sample would be representative of 



 

 
 

Muslims in the UK. The sample size was modest, and few people showed up to the focus groups, even though 

they were promised £20 to do so. Because of this, even fewer people were able to take part.  

 Research timing: The Hajj and Umrah visas were revised in the latter half of 2022, and the data was gathered 

from June to August 2023. It may have been premature to assess the exposure of UK Muslims to tourism 

promotional activities, as these campaigns may require time to develop and reach their intended audiences.  

6. Bibliography  

Abuhjeeleh, M. (2019). Rethinking Tourism in Saudi Arabia: Royal Vision 2030 Perspective. African Journal of 

Hospitality, Tourism and Leisure [Online] 8. Available at: 

https://www.ajhtl.com/uploads/7/1/6/3/7163688/article_37_vol_8_5__2019_jordan.pdf [Accessed: 27 

December 2022].  

Al-Awsat, A. 2019. Saudi Arabia opens its doors to foreign tourists with an electronic visa. Asharq Al-Awsat . 

Available at: 

https://aawsat.com/home/article/1920796/%D8%A7%D9%84%D8%B3%D8%B9%D9%88%D8%AF%D9%

8A%D8%A9-%D8%AA%D9%81%D8%AA%D8%AD-

%D8%A3%D8%A8%D9%88%D8%A7%D8%A8%D9%87%D8%A7-

%D8%A3%D9%85%D8%A7%D9%85-%D8%A7%D9%84%D8%B3%D9%8A%D8%A7%D8%AD-

%D8%A7%D9%84%D8%A3%D8%AC%D8%A7%D9%86%D8%A8-

%D8%A8%D8%AA%D8%A3%D8%B4%D9%8A%D8%B1%D8%A9-

%D8%A5%D9%84%D9%83%D8%AA%D8%B1%D9%88%D9%86%D9%8A%D8%A9 [Accessed: 2 June 

2023].  

Ali, A. 2018. Travel and tourism: Growth potentials and contribution to the GDP of Saudi Arabia. Problems and 

Perspectives in Management 16(1), pp. 417–427. doi: 10.21511/ppm.16(1).2018.39.  

Al-Masoudi, H. 2012. The laggards .. Hajj and Umrah with the intention of survival and profit. Okaz . Available at: 

https://www.okaz.com.sa/article/782687 [Accessed: 26 July 2023].  

Al-Samarrai, D. 2010. Ibn al-Diyaa al-Makki and his approach in his book History of Makkah and Madinah. Surra 

Man Ra’a . Available at: https://www.iasj.net/iasj/article/50813 [Accessed: 6 July 2023].  

Alshammaa, H.A. 2019. Sustainable tourism heritage village: Al-Ula, Saudi Arabia. dissertation. Available at: 

https://www.proquest.com/docview/2362109914/abstract/271B0455EB24E39PQ/1?accountid=9883 

[Accessed: 2 July 2023].  

American Marketing Association 2017. Definitions of marketing. Available at: https://www.ama.org/the-definition-

of-marketing-what-is-

marketing/#:~:text=Marketing%20research%20is%20the%20function,of%20it%20as%20a%20process. 

[Accessed: 10 July 2023].  

Arabic CNN 2022. Did Saudi Arabia make money from Hajj? Available at: 

https://arabic.cnn.com/business/article/2022/07/10/saudi-hajj-economy [Accessed: 7 July 2023].  

Barbour, R.S. 2018. Doing focus groups. Los Angeles: SAGE. Available at: 

https://methods.sagepub.com/book/doing-focus-groups-2e [Accessed: 12 March 2023].   

BBC 2019. Saudi Tourist Visa: The Saudi government opens doors to foreign tourists. Available at: 

https://www.bbc.com/arabic/business-49848678 [Accessed: 22 June 2023]. 

BBC 2018. Saudi Arabia: An angry reaction to Qatar’s promotion of the internationalization of the Two Holy 

Mosques. Available at: https://www.bbc.com/arabic/inthepress-42973239 [Accessed: 7 July 2023].  



 

 
 

Botan, C. and Hazleton, V. (2006). Persuasion: An Intrinsic Function of Public Relations. In: Public Relations 

Theory II. Mahwah, NJ: Lawrence Elbaum Associates. Available at: 

https://www.vlebooks.com/Product/Index/65170?page=0 [Accessed: 10 October 2022].  

BOE 2015. Available at: https://laws.boe.gov.sa/BoeLaws/Laws/LawDetails/87e36287-f62c-4006-b677-

a9a700f20677/1#:~:text=%D8%A3%20%2D%20%D9%84%D8%A7%20%D9%8A%D8%AC%D9%88%D

8%B2%20%D9%84%D9%84%D9%82%D8%A7%D8%AF%D9%85%D9%8A%D9%86%20%D9%84%D9

%84%D8%AD%D8%AC,%D9%85%D9%83%D8%A9%20%D8%A7%D9%84%D9%85%D9%8F%D9%8

3%D8%B1%D9%85%D8%A9%20%D9%88%D8%AC%D8%AF%D8%A9%20%D9%88%D8%A7%D9%

84%D9%85%D8%AF%D9%8A%D9%86%D8%A9%20%D8%A7%D9%84%D9%85%D9%8F%D9%86%

D9%88%D8%B1%D8%A9. [Accessed: 2 August 2023].  

Chadwick, S. and Widdop, P. 2022. Saudi Arabia and Sport in the 21st Century. In: Routledge Handbook of Sport in 

the Middle East. Abingdon, Oxon: Routledge. Available at: 

https://www.taylorfrancis.com/chapters/edit/10.4324/9781003032915-26/saudi-arabia-sport-21st-century-

simon-chadwick-paul-widdop [Accessed: 26 July 2023].  

CIPR 2022. About Public Relations . Available at: https://www.cipr.co.uk/CIPR/About_Us/About_PR.aspx 

[Accessed: 18 December 2022].  

Denscombe, M. 2017. The good research guide: For small-scale social research projects. London: Open University 

Press. Available at: https://www.vlebooks.com/Product/Index/1998692?page=0&startBookmarkId=-1 

[Accessed: 22 March 2023].  

Decrop, A. 2006. Vacation decision making. Wallingford, UK: CABI Pub. Available at: 

https://ebookcentral.proquest.com/lib/cardiff/reader.action?docID=289675&ppg=25 [Accessed: 20 July 

2023].  

Donaldson, T. and Preston, L.E. 1995. The stakeholder theory of the corporation: Concepts, evidence, and 

implications. Emmitsburg, MD: National Emergency Training Center. Available at: 

https://web.p.ebscohost.com/ehost/pdfviewer/pdfviewer?vid=0&sid=0b503eaa-04b4-4bdb-a867-

2ef27f6078ca%40redis [Accessed: 22 July 2023].  

Dubaitourism 2020. Annual visitor report 2019. Available at: https://www.dubaitourism.gov.ae/en/research-and-

insights/annual-visitor-report-2019 [Accessed: 23 June 2023].  

GEA 2022. The launch date of Riyadh season 2022. Available at: https://www.gea.gov.sa/en/riyadh-season-2022/ 

[Accessed: 27 July 2023].  

Griffin, K. and Raj, R. 2018. The Importance of Religious Tourism and Pilgrimage: reflecting on definitions, 

motives and data. International Journal of Religious Tourism and Pilgrimage 5(3). doi: 

https://doi.org/10.21427/D7242Z.  

Griffin, A. 2015. Reputation: what it is and why it matters. In: Crisis, issues and reputation management. London: 

KoganPage. Available at: 

https://ebookcentral.proquest.com/lib/cardiff/reader.action?docID=1658895&ppg=19 [Accessed: 22 October 

2022].  

Grunig, J.E. and Hunt, T. 1984. Managing public relations. New York : Holt, Rinehart and Winston.  

Grunig, J.E. and Grunig, L.A. 1992. Models of Public Relations and Communication. In: Excellence in public 

relations and communication management. Hillsdale, NJ: L. Erlbaum Associates, pp. 300–320. Available at: 



 

 
 

https://www-taylorfrancis-com.abc.cardiff.ac.uk/books/edit/10.4324/9780203812303/excellence-public-

relations-communication-management-james-grunig [Accessed: 4 July 2023].  

Hansen, A. and Machin, D. 2019. Media and Communication Research Methods. London: Macmillan International 

Higher Education, Red Globe Press. Available at: 

https://bibliu.com/app/#/view/books/9781137589644/pdf2htmlex/index.html [Accessed: 22 March 2023].  

Heath, R.L. and Vasquez, G. 2001. Two-Way Symmetrical Public Relations. In: Handbook of Public Relations. 

Thousand Oaks, CA: Sage Publications. Available at: 

https://www.vlebooks.com/Product/Index/980662?page=0&startBookmarkId=-1 [Accessed: 6 July 2023].  

Heath, R.L. (2009). THE RHETORICAL TRADITION. In: Rhetorical and Critical Approaches to Public Relations II 

[eBook version]. New York: Routledge, Taylor & Francis Group. Available at: 

https://www.vlebooks.com/Product/Index/65280?page=0 [Accessed: 12 October 2022].  

Hoque, N., Hannawi, A. and Ibrahim, A. 2023. Rijal Almaa and local tourism in Saudi Arabia. Cities of the Future , 

pp. 25–39. doi: 10.1007/978-3-031-15460-7_3.  

Ibn-Kathir, I. 1343. Stories of the Prophets. Available at: 

http://web.archive.org/web/20161021194603/http://www.islamguiden.com/arkiv/stories_of_the_prophets.pdf 

[Accessed: 4 July 2023].  

Ibrahim, A., Baqawy, G. and Mohamed, M. 2021. Tourism attraction sites: Boasting the booming tourism of Saudi 

Arabia. International Journal of ADVANCED AND APPLIED SCIENCES 8(4), pp. 1–11. doi: 

10.21833/ijaas.2021.04.001.  

Islamicity.org 2017. Short history of hajj. Available at: https://www.islamicity.org/6280/short-history-of-hajj/ 

[Accessed: 4 July 2023].  

Jebb, A.T., Ng, V. and Tay, L. 2021. A review of key Likert Scale Development Advances: 1995–2019. Frontiers in 

Psychology 12. doi: 10.3389/fpsyg.2021.637547.  

Kelly, K.S., Laskin, A.V. and Rosenstein, G.A. 2010. Investor relations: Two-way symmetrical practice. Journal of 

Public Relations Research 22(2), pp. 182–208. doi: 10.1080/10627261003601630.  

Kenawy, E. 2019. 2017-1990قتصاد السعودى خلال الفترة ) تحلیل الأثار الإقتصادیة للسیاحة الدینیة )الحج والعمرة(على الإ مجلة السیاسة  .(
  .pp. 143–178. doi: 10.21608/jocu.2020.30868.1011 ,(2)3 والاقتصاد

L'Etang, J. 2008. Reputation, Image and Impression Management . In: Public relations: Concepts, practice and 

critique. London: SAGE. Available at: 

https://app.talis.com/cardiff/player#/modules/5f48bf362b1a275adc78b1cc/textbooks/609e5c1a25f5980acbef5

d69#page-60 [Accessed: 5 July 2022].  

Lin, G., Lin, M.S. and Song, H. 2023. An assessment of prospect theory in tourism decision-making research. 

Journal of Travel Research , p. 004728752311716. doi: 10.1177/00472875231171673.  

Macaulay, Dr.E. 2015. The Kaaba. Available at: https://smarthistory.org/the-

kaaba/#:~:text=Muslims%20believe%20that%20Abraham%20(known,a%20simple%20unroofed%20rectang

ular%20structure. [Accessed: 19 July 2023].  

Macrotrends 2023. Saudi Arabia Crime Rate & Statistics 1999-2023. Available at: 

https://www.macrotrends.net/countries/SAU/saudi-arabia/crime-rate-statistics [Accessed: 20 June 2023]. 



 

 
 

Mansour, M. and Mumuni, A.G. 2019. Motivations and attitudes toward domestic tourism in Saudi Arabia. 

European Journal of Tourism, Hospitality and Recreation 9(1), pp. 27–37. Available at: 

https://sciendo.com/article/10.2478/ejthr-2019-0004 [Accessed: 22 June 2023].  

March, R. and Woodside, A.G. 2005. Tourism behavior travelers’ decisions and actions. Wallingford, Oxfordshire, 

UK: CABI Pub. Available at: https://ebookcentral.proquest.com/lib/Cardiff/detail.action?pq-

origsite=primo&docID=289456 [Accessed: 22 July 2023].  

McGrath, C. and Moloney, K. (2019). Rhetoric, framing and PR messaging. In: Rethinking Public Relations: 

Persuasion, Democracy and Society. Routledge. Available at: https://www-taylorfrancis-

com.abc.cardiff.ac.uk/chapters/mono/10.4324/9780429489310-3/rhetoric-framing-pr-messaging-kevin-

moloney-conor-mcgrath?context=ubx&refId=d6fda022-b798-41db-9f72-c6a8cb51351d [Accessed: 11 

October 2022].  

McLoughlin, S. (2019). University of Leeds. Available at: https://hajj.leeds.ac.uk/industry/ [Accessed: 26 December 

2022].  

Ministry of Tourism 2019. Ministry of Tourism: Saudi Arabia. Available at: 

https://mt.gov.sa/tic/dashboard/inbound-tourism [Accessed: 2 July 2023].  

Ministry of Hajj and Umrah 2023. Vision of the Ministry of Hajj and Umrah. Available at: 

https://www.haj.gov.sa/AboutUs [Accessed: 21 July 2023].  

Ministry of Sports 2023. OUR GOALS. Available at: https://www.mos.gov.sa/en/AboutUs/Pages/default.aspx 

[Accessed: 10 July 2023]. 

Mitchell, R.K., Agle, B.R. and Wood, D.J. 1997. Toward a theory of stakeholder identification and salience: 

Defining the principle of who and what really counts. Academy of Management Review 22(4), pp. 853–886. doi: 

10.5465/amr.1997.9711022105. 

Mohdin, A. (2022). Census says 39% of Muslims live in most deprived areas of England and Wales. The guardian 

[Online]. Available at: https://www.theguardian.com/world/2022/nov/30/census-says-39-of-muslims-live-in-

most-deprived-areas-of-england-and-

wales#:~:text=The%20proportion%20of%20people%20who,up%20from%204.9%25%20in%202011. 

[Accessed: 25 December 2022].  

NEOM 2021. A vision of what a new future might look like. Available at: https://www.neom.com/en-us/about 

[Accessed: 4 July 2023].  

Nihal, M. (2022). Saudi Arabia extends Umrah visa for all international pilgrims to 90 days. The National News 

[Online]. Available at: https://www.thenationalnews.com/gulf-news/saudi-arabia/2022/10/30/saudi-arabia-

extends-umrah-visa-for-all-international-pilgrims-to-90-

days/#:~:text=Pilgrims%20do%20not%20need%20another,or%20car%20during%20their%20stay. 

[Accessed: 26 December 2022].  

Oumoudden, S. and Al-Zahrani, K. 2021. Touristification du Spirituel et/ou spiritualisation du culturel. Via Tourism 

Review (20). doi: 10.4000/viatourism.7964.  

Qatar Ileaks 2018. Qatari-Iranian plan to internationalize the Two Holy Mosques. Available at: 

https://qatarileaks.com/en/leak/qatari-iranian-plan-to-internationalize-the-two-holy-mosques [Accessed: 7 

July 2023].  

Qiddiya 2023. Discover. Available at: https://qiddiya.com/ [Accessed: 1 July 2023].  



 

 
 

Rashid, A.G. 2018. Religious tourism – a review of the literature. Journal of Hospitality and Tourism Insights 1(2), 

pp. 150–167. doi: 10.1108/jhti-10-2017-0007.  

RCU 2018. About RCU. Available at: https://www.rcu.gov.sa/en/about-us/about-rcu/ [Accessed: 3 July 2023].  

RCU 2023. Alula: Journey through time masterplan. Available at: https://ucl.rcu.gov.sa/en [Accessed: 3 July 2023].  

Rosak-Szyrocka, J., Zywiolek, J., Wolniak, R. and Santos, G. 2023. Main reasons for religious tourism – from a 

quantitative analysis to a model. International Journal for Quality Research 17(1), pp. 109–120. doi: 

10.24874/ijqr17.01-08.  

Saunders, M., Lewis, P. and Thornhill, A. 2016. Research methods for business students. Harlow: Pearson 

Education. Available at: https://ebookcentral.proquest.com/lib/cardiff/reader.action?docID=5175059 

[Accessed: 1 August 2023].  

Saunders, M. 2012. Research methods for business students book. Essex: Pearson Education. Available at: 

https://www.vlebooks.com/Product/Index/304041?page=0&startBookmarkId=-1 [Accessed: 1 August 2023].  

Scott, N. and Jafari, J. 2010. Tourism in the Muslim world. Bingley, UK: Emerald Group Pub. Available at: 

https://web.p.ebscohost.com/ehost/ebookviewer/ebook?sid=4e775e91-bcf2-41bb-a2a7-

112e087a275d%40redis&ppid=pp_15&vid=0&format=EB [Accessed: 20 June 2023].  

Shamim, A. 2022. Significance of medina for Muslims. Available at: 

https://medium.com/@aishashamim009/significance-of-medina-for-muslims-849deb866a44 [Accessed: 20 

July 2023].  

Statista 2022. Global oil production by country 2022. Available at: https://www.statista.com/statistics/237115/oil-

production-in-the-top-fifteen-countries-in-barrels-per-day/ [Accessed: 15 August 2023].  

TechInsight360 2023. Marketresearch.com. Available at: https://www.marketresearch.com/TechInsight360-

v4166/Saudi-Arabia-Digital-Ad-Spend-

34341555/#:~:text=The%20Digital%20Advertising%20Spend%20Value,over%20the%20next%20five%20y

ears. [Accessed: 1 August 2023].  

The Economist Intelligence Unit 2022. Available at: 

http://abc.cardiff.ac.uk/login?url=https://www.proquest.com/reports/country-report-saudi-arabia-december-

2022/docview/2820262986/se-2?accountid=9883 [Accessed: 22 June 2023].  

UNESCO 2023. Prehistoric stone structures in Saudi Arabia. Available at: 

https://whc.unesco.org/en/tentativelists/6636/ [Accessed: 22 June 2023].  

UNWTO (2022). INTERNATIONAL TOURISM BACK TO 60% OF PRE-PANDEMIC LEVELS IN JANUARY-JULY 

2022 [Online]. Available at: 

https://www.unwto.org/taxonomy/term/347#:~:text=Total%20export%20revenues%20from%20tourism,real

%20terms%20than%20in%202020. [Accessed: 25 December 2022].  

UNWTO 2019. Available at: https://www.e-unwto.org/doi/epdf/10.18111/9789284420858 [Accessed: 22 June 

2023].  

Visit Saudi Arabia 2023. How vision 2030 is bringing Saudi tourism to the forefront. Available at: 

https://www.visitsaudi.com/en/understand/vision-2030--how-saudi-tourism-is-evolving [Accessed: 19 July 

2023].  



 

 
 

Vision 2030 2023. The Vision Themes. Available at: https://www.vision2030.gov.sa/v2030/overview/ [Accessed: 9 

July 2023].  

Vision2030 (2019). Visit Saudi Arabia [Online]. Available at: https://www.vision2030.gov.sa/thekingdom/visit/ 

[Accessed: 25 December 2022].  

World Tourism Organization. [2008]. Available at: https://www.unwto.org/glossary-tourism-terms [Accessed: 18 

June 2023].  

Yiannakis, A., Douvis, J., Athanasopoulou, P., Lyras, A. and Assiouras, I. (2012). Marketing Cyprus as a tourism 

destination for the United States: theory, marketing and public relations strategies. AFRICAN JOURNAL OF 

HOSPITALITY, TOURISM AND LEISURE [Online] 2. Available at: 

https://doaj.org/article/2e01397379614c92a4088466046c2b12 [Accessed: 26 June 2023]. 

Zamzam 2021. Difference between Hajj and Umrah: Timing, duration, rituals and more. Available at: 

https://zamzam.com/blog/hajj-vs-umrah/ [Accessed: 22 June 2023].   



 

 
 

6.1 The Questionnaire. 
 

 
 

 

 

 



 

 
 

 



 

 
 

 



 

 
 

 



 

 
 

 



 

 
 

 
 



 

 
 

 
 



 

 
 

 
 

  


