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Abstract. The main aim of this study is to provide practitioners and researchers with some insights 
into the users’ level of smartphone marketing of therapeutic tourism with more focus on the Arab 
world. Marketing of therapeutic tourism has not been addressed substantially as a research area and 
very little research exist about the use of technologies in tourism marketing in general and the Arab 
world in specific. Generally, this work will contribute to the Arab behavior in the adoption of 
smartphone marketing in tourism research. Specifically, this study will add to the body of knowledge 
for the future development of smartphone marketing in the therapeutic tourism in Jordan.  
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1. Introduction 

Mobile technologies and social media have become a part of our daily lives (Al-Emran, Elsherif, & 
Shaalan, 2016; Al-Emran & Shaalan, 2015b, 2015a, 2017; Al Emran & Shaalan, 2014b; Salloum, Al-Emran, 
Monem, & Shaalan, 2018, 2017; Salloum, Al-Emran, & Shaalan, 2017a). Nowadays, the world is witnessing 
a noticeable development in the means and techniques of modern electronic commerce, especially with 
the emergence of smartphones which became employed in many sectors. Mobile had become more than 
using the means to encourage and attract the customer which is also possible that the transformation 
from the negative impression to the positive impression (Kushwaha & Agrawal, 2016). According to (Tan, 
Lee, Lin, & Ooi, 2017), there is a relationship with an impact on tourists and mobile social means during 
the presentation of tourism services. So, there is the recruitment of modern electronic means in the 
tourism sector through various tourism companies and tourism promotion institutions, which increased 
competitiveness between tourism companies to provide the best offers for individuals on tourist sites 
until the tourists rely on tourism advertisements via mobile as a source of information and attract 
(Erawan, 2016). Therefore, it is necessary to exert additional efforts in activating the use of mobile in the 
sale of tourism services for therapeutic tourist sites and increasing efforts in applying this field in future 
studies. Therefore, the mobile will be adopted as a new factor for the marketing of medical tourism in 
Jordan (Gulbahar & Yildirim, 2015). In Jordan, according to statistical reports of the Ministry of Tourism 
and Antiquities of Jordan for the number of overnight tourists and visitors of one day by nationality for 
the last years 2014 until 2016, so there is a gradual decrease in each year as shown in Table 1. 
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2014 2015 2016 Nationality 
23,286 20,672 21,646 Total Africa 

221,899 216,044 221,592 Total America 
642,010 510,407 530,864 Total Europe 

2,931,949 2,524,822 2,313,920 Total Arab 
279,845 234,815 274,601 Total Asia 

1,227,513 1,302,514 1,415,907 Jordanians Residing Abroad 
5,326,501 4,809,274 4,778,529 Grand Total 

 

  
Table 1. Visitors of one day by nationality (2014-2016) (ministry of truism Jordan (http://www.mota.gov.jo/)  

There is also a limited number of studies that deal with therapeutic tourist sites and medical tourism in 
Jordan. Knowing that Jordan is one of the leading countries in the field of medicine and has the 
qualifications, medical expertise, appropriate infrastructure, and many therapeutic tourist sites. In 
developed countries, the medical cost for therapeutic tourist is considered very high and need time for 
surgical operations, so this emphasizes the need to strive for the marketing of the therapeutic tourist sites 
in Jordan to the world in general, and not only to the neighboring countries. There are many developing 
countries, succeeded in promoting therapeutic tourist. For example, Asian countries like India, Malaysia, 
Thailand, and Singapore are famous for their therapeutic service and low cost (Khan & Alam, 2014). The 
choice of a tourist destination is no longer the same as before. This is due to the modern means of 
communication which created the need for mobile adoption in the marketing of therapeutic tourist in 
Jordan to cover the gap in the study of the decline in the number of tourists in Jordan through effective 
advertisements that reach the user of smartphones easily (Erawan, 2016), which in turn, the customer's 
attention is drawn to these smartphones through smartphone technology so that they reach web form, 
text messages, and smart applications (Penni, 2015). 

Advertising offers various information and different ways of therapeutic tourist services on a 
permanent basis, which allows easy access through the presentation of various means such as websites, 
applications, or SMS messages. Each method has a different pattern of impact on the recipients and the 
creation of a picture and intellectual composition on the subject of Therapeutic tourist or declared goal in 
general (Penni, 2015). These methods are very effective in Jordan in the light of the proliferation of smart 
devices. It is considered as one of the highest rates in the world and thus, is considered as an Asian 
support in measuring the impact of marketing through the smartphones for Therapeutic tourist in Jordan 
(Wang, Park, & Fesenmaier, 2012). Thus, this increases the level of awareness and impact on the behavior 
of the recipient. Hence, the customer's attention is drawn to these smartphones through smartphone 
technology so that they reach web form, text messages, and smart applications (Penni, 2015). 

2. Critical analysis of previous related studies 

The literature review is the first important step before conducting any research study (Al-Emran, 
2015; Al-Emran, Mezhuyev, & Kamaludin, 2018b; Al-Emran, Zaza, & Shaalan, 2015; Al-Qaysi, 2016, 2018; 
Al Emran & Shaalan, 2014a; Salloum, Al-Emran, & Shaalan, 2016, 2018; Salloum, AlHamad, Al-Emran, & 
Shaalan, 2018; Zaza & Al-Emran, 2015). In this study, a rich literature review is conducted in order to give 
a broad picture of the topic. Tourism is one of the largest tributaries. The world economy is like industry 
but is considered one of the largest commercial industries. In some countries that depend on tourism as 
an income source, and substantial foreign exchange investment where tourism is formed, a pivotal role is 
played in the development of societies, economically, socially, and culturally (Ricafort, 2011). This can 
achieve many benefits, economic, and financial through investment in tourism in general, and therapeutic 
tourism in particular (Magatef, 2015). Consequently, most countries go to development plans towards the 
success of tourism, and diversification of tourism projects. Particularly in developing countries, to 
support the national economy, and to increase the economic income of those countries (Magatef, 2015). It 
is a common knowledge, that tourism is to get relax and enjoy. There are many types of tourism including 
“Religious, cultural, recreational and curative" (Connell, 2006). 

2.1 The economic importance of therapeutic tourism 

The medical tourism is defined as one of the types of tourism, travel for treatment or relaxation in the 
areas of therapeutic in the world. Such as therapeutic sites, or medical establishments modern as in 
developed countries (Bazazo & Alananzeh, 2016). The concept of therapeutic tourism is a relatively 
recent concept, has emerged new in the world in general, and in developing countries in particular such 
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as the middle east and Asian countries, in which, considered a tourist destination, for people looking to 
therapeutic services, low cost with sophisticated services (Al-Azzam, 2016). When considering the costs 
of medical tourism in developed countries, we find them very high such as the united states of America, 
European countries, and some middle east countries (Ricafort, 2011). The therapeutic services in some 
countries are considered high due to the population of those countries. Thus, traveling for therapeutic 
tourism is the best option for them (Connell, 2006). 

In the present time, the therapeutic tourism is considered a source of income for countries in the 
middle east including Jordan. Furthermore, Jordan is a tourist country and a major destination for 
medical tourism (Al-Azzam, 2016). This is due to the geographical location, the diversity of tourist sites, 
and advanced medical services, which characterizes medical tourism in Jordan and advanced technology 
(Bazazo & Alananzeh, 2016). It needs to do marketing of therapeutic tourism in different ways including 
the progress of technology, the spread of smartphones and various applications, the ability of tourists to 
use this technology, internet access, and the spread of e-marketing through these applications (Al-Azzam, 
2016; Magatef, 2015). Today, the smartphone users including tourists have the talent to conduct 
transactions, services, access information, and buy goods at any time and booking and selecting tourist 
places (Wilson, Zeithaml, Bitner, & Gremler, 2012). When looking at the marketing via smartphones in 
general and the therapeutic tourism marketing in the middle east and specifically in Jordan (Magatef, 
2015), we can find that there is a weakness in the marketing methods and tools. Despite the great 
potential that is provided by smartphones, the marketing methods are still used in the marketing of 
therapeutic tourism, limited to SMS, and on direct advertising and some applications only (Persaud & 
Azhar, 2012). 

2.2 The marketing templates for therapeutic tourism via smartphone 

In the last few years, it has been noticed that there is a significant increase in the development of 
smartphones (Al-Emran, Mezhuyev, Kamaludin, & AlSinani, 2018). So, that users have wider options 
access and browse websites including the selection of services and products (Wang et al., 2012). The 
smartphones have the ability to provide a variety of applications including tourist. This enables the users 
to identify the search options such as personal information, maps, social applications, and geographic 
tourist maps (Wahyudianarta & Putra, 2017). Regarding the spread of smartphones and smart 
applications in Jordan, Jordan came in the first globally in terms of using the internet and smartphone 
relative to social media application at 90% in 2016. Facebook and WhatsApp were considered the most 
used social network channels in Jordan with 89% (Salem, 2017). 

Through a variety of applications, smartphones provide a wide range of information and options for 
users and diverse content. Such as images, video, conversations, and special applications, entertainment 
and scientific. In addition to conducting business through these applications, commensurate with their 
needs. Moreover, it has the ability to browse social networking sites, such as YouTube, Facebook, and 
Twitter (Al-Emran, 2015; Al-Emran & Malik, 2016; Al-Qaysi & Al-Emran, 2017; Habes, Alghizzawi, Khalaf, 
Salloum, & Ghani, 2018; Mhamdi, Al-Emran, & Salloum, 2018; Salloum, Al-Emran, Abdallah, & Shaalan, 
2017; Salloum et al., 2017; Salloum, Al-Emran, & Shaalan, 2017a, 2017b; Salloum, Mhamdi, Al-Emran, & 
Shaalan, 2017), and tourism applications, easily and free of charge, in addition to unlimited browsing 
(Persaud & Azhar, 2012). All these factors and techniques give marketers the opportunity to expand 
marketing plans and integrate them with those applications. In addition to drawing joint strategies with 
the tourist agents through those applications, this can increase the number of tourists in countries that 
follow the marketing of tourism via smartphone (Persaud & Azhar, 2012). Furthermore, there is an 
increase of tourism awareness in tourist places, and followers of new approaches to access new tourist 
markets interested in therapeutic tourism (Wahyudianarta & Putra, 2017). The use of applying the GIS or 
tourism applications in general, in the marketing of therapeutic tourism sites, provides vast amounts of 
information, thus, it needs non-traditional methods in dealing with them (Bazazo, Alananzeh, & Taani, 
2016). 

There is a few number of studies on tourism marketing and marketing for the therapeutic site via 
smartphones. According to (Bazazo et al., 2016), the study discussed the use of geographic information 
systems through the use of smartphones in the rehabilitation of tourist sites. This system provides 
important information for tourist sites and services. Also, it can help in solving problems that may 
encounter tourists. The experience of using geographic information systems has proven success in the 
marketing of tourism and therapeutic areas in Jordan. The use of applications via smartphones can 
change the behavior of the tourist and desires. In addition to the information that these applications 
provide to tourists (Wang et al., 2012), they can also provide immediate information about the problems 
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that can be exposed to the tourist during the visit to the therapeutic places (Bazazo et al., 2016). In 
addition, these applications represent the source of information and data exchange for tourists, which in 
turn, refers to the strength and capabilities provided by smartphones through marketing across these 
applications (Wang et al., 2012). 

2.3 The impact of smartphones on tourism 

A study conducted by (Erawan, 2016) examined the tourist behavior regarding changes in privacy 
issues and the advent of mobile technology based on theoretical foundations. The empirical results 
revealed no significant role of entertainment and irritation on advertising value. This may signify the role 
of mobile technology nowadays in which tourists only view advertising on mobile technology as a useful 
information source. In addition, another study conducted by (Bazazo et al., 2016) indicated that the 
impact of smartphones and digital applications on tourism contributes in pushing the development of 
tourism wheel for tourists, increase the income for therapeutic tourism, and to achieve an increase in the 
growth rates for tourism sites. Specifically, it can benefit those with disabilities as it provides them with 
information and data to suit their needs starting with the booking process until getting the service. The 
use of smartphones by users is constantly increasing which in turn gives the opportunity for marketers to 
promote the marketing of tourism and to provide them with services. A study by (Persaud & Azhar, 2012) 
reflected the diversity of their choices by creating a value for their tourism needs, encourage them to 
engage in the marketing process, and to respect the style of customers in shopping (Persaud & Azhar, 
2012). 

There are new ways of marketing via smartphones and various tourism applications through the 
spread of modern technology and its applications in Jordan (Persaud & Azhar, 2012). Jordan contains 
many important locations which are valuable for their medical and therapeutic values (Matceyevsky, 
Hahoshen, Asna, Khafif, & Ben-Yosef, 2007). A study conducted by (Al-Azzam, 2016) identified the factors 
that influence the choice of hospitals in Jordan. The results showed that there was a need for efforts in 
creating a marketing mix across smartphone applications to achieve competitiveness in the field of 
medical tourism. In addition, the blended entertainment factors in the marketing plans and diversification 
of marketing templates are considered an important motivation for the users of applications in the 
selection of therapeutic tourism. According to (Bazazo & Alananzeh, 2016; Erawan, 2016), it is concluded 
that the attitude and subjective norms were found to be positively affecting the relationship between 
advertising value and subjective norms for entertainment. In view of the results of the studies and the 
findings of the use of smartphone applications to market therapeutic tourism, and based on the 
technology spread in Jordan, this can lead to the development of marketing of tourist therapeutic sites in 
Jordan by finding new ways to market the smartphones and applications. 

3. Conclusion and recommendation 

Mobile technologies and social media applications have become a part of our daily lives (Al-Emran, 
Mezhuyev, & Kamaludin, 2018a; Al-Emran & Salloum, 2017; Al-Maroof & Al-Emran, 2018; Malik & Al-
Emran, 2018; Salloum, Al-Emran, & Shaalan, 2017b; Salloum, Mhamdi, et al., 2017). Recently, the field of 
marketing has become more sophisticated due to the impact of many factors, witnessed by the marketing 
sector. These factors have contributed to the change of customers’ and tourists thinking towards the 
traditional means of advertising, and accept digital means more broadly provided by smartphones in a 
large number of templates, advertising, entertainment, and applications. The choice of a tourist 
destination is no longer the same as before. This is due to the modern means of communication which 
created the need for a smartphone in the marketing of therapeutic tourist in Jordan which in turn, draws 
the customer's attention to these smartphones (Penni, 2015). 

There are many ways to market via smartphones for tourists such as applications, social networking 
sites, and text messages (Junco, Heiberger, & Loken, 2011). Each method has a different pattern of impact 
on the recipients and the creation of a picture and intellectual composition on the subject of therapeutic 
tourist. Thus, this increase the level of awareness and impact on the behavior of the recipient, and these 
methods are very effective in Jordan in the light of the proliferation of smart devices (Junco et al., 2011). 
Jordan is one of the most advanced countries in the spread of smart devices and the use of applications. A 
study by (Hassan, Nadzim, & Shiratuddin, 2015) made a strategy for using smartphone applications as a 
marketing method for small business depending on the AIDA model (attention, desire, interest, and 
action). This model is based on taking the attention of potential customers or clients (Sloggett & Slim, 
1990). 
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In addition to the ease of usability of these applications for their users (Tussyadiah, 2016), the Asian 
countries, in general, are considered the facilitator for measuring the impact of marketing through the use 
of smartphones for therapeutic tourist (Wang et al., 2012). Also, smartphones provide a huge source of 
information to their users in addition to the calling service. Besides, smartphones provide a diversity of 
information templates and different ways of advertising (Wang et al., 2012). Advertisers and marketers 
should have “the ability to be much more specific in their ad and marketing campaigns, and able to offer 
more related messages to changed behavioral of groups or people” (Odipo, 2016). 

References 
Al-Azzam, A. F. M. (2016). A Study of the Impact of Marketing Mix for Attracting Medical Tourism in 

Jordan. International Journal of Marketing Studies, 8(1), 139. 
Al-Emran, M. (2015). Hierarchical Reinforcement Learning: A Survey. International Journal of Computing 

and Digital Systems, 4(2), 137–143. 
Al-Emran, M., Elsherif, H. M., & Shaalan, K. (2016). Investigating attitudes towards the use of mobile 

learning in higher education. Computers in Human Behavior, 56, 93–102. 
https://doi.org/10.1016/j.chb.2015.11.033 

Al-Emran, M., & Malik, S. I. (2016). The Impact of Google Apps at Work: Higher Educational Perspective. 
International Journal of Interactive Mobile Technologies, 10(4), 85–88. 
https://doi.org/10.3991/ijim.v10i4.6181 

Al-Emran, M., Mezhuyev, V., & Kamaludin, A. (2018a). Students’ Perceptions towards the Integration of 
Knowledge Management Processes in M-learning Systems: A Preliminary Study. International Journal 
of Engineering Education, 34(2), 371–380. 

Al-Emran, M., Mezhuyev, V., & Kamaludin, A. (2018b). Technology Acceptance Model in M-learning 
context: A systematic review. Computers & Education, 125, 389–412. 

Al-Emran, M., Mezhuyev, V., Kamaludin, A., & AlSinani, M. (2018). Development of M-learning Application 
based on Knowledge Management Processes. In 2018 7th International conference on Software and 
Computer Applications (ICSCA 2018) (pp. 248–253). Malaysia: ACM. 

Al-Emran, M., & Salloum, S. A. (2017). Students’ Attitudes Towards the Use of Mobile Technologies in e-
Evaluation. International Journal of Interactive Mobile Technologies (IJIM), 11(5), 195–202. 
https://doi.org/10.3991/ijim.v11i5.6879 

Al-Emran, M., & Shaalan, K. (2015a). Attitudes towards the use of mobile learning: A case study from the 
gulf region. International Journal of Interactive Mobile Technologies, 9(3), 75–78. 
https://doi.org/10.3991/ijim.v9i3.4596 

Al-Emran, M., & Shaalan, K. (2015b). Learners and educators attitudes towards mobile learning in higher 
education: State of the art. In 2015 International Conference on Advances in Computing, Communications 
and Informatics, ICACCI 2015 (pp. 907–913). IEEE. https://doi.org/10.1109/ICACCI.2015.7275726 

Al-Emran, M., & Shaalan, K. (2017). Academics’ Awareness Towards Mobile Learning in Oman. 
International Journal of Computing and Digital Systems, 6(1), 45–50. 
https://doi.org/10.12785/IJCDS/060105 

Al-Emran, M., Zaza, S., & Shaalan, K. (2015). Parsing modern standard Arabic using Treebank resources. In 
2015 International Conference on Information and Communication Technology Research, ICTRC 2015. 
https://doi.org/10.1109/ICTRC.2015.7156426 

Al-Maroof, R. A. S., & Al-Emran, M. (2018). Students Acceptance of Google Classroom: An Exploratory 
Study using PLS-SEM Approach. International Journal of Emerging Technologies in Learning (IJET), 
13(6), 112–123. 

Al-Qaysi, N. (2016). Examining Students’ and Educators’ Attitudes Towards the use of Code-Switching within 
Higher Educational Environments in Oman. The British University in Dubai (BUiD). 

Al-Qaysi, N. (2018). The Impact of Child Protection Policy on Omani Classrooms. International Journal of 
Information Technology and Language Studies, 2(1), 1–11. 

Al-Qaysi, N., & Al-Emran, M. (2017). Code-switching Usage in Social Media: A Case Study from Oman. 
International Journal of Information Technology and Language Studies, 1(1), 25–38. 

Al Emran, M., & Shaalan, K. (2014a). A Survey of Intelligent Language Tutoring Systems. In Proceedings of 
the 2014 International Conference on Advances in Computing, Communications and Informatics, ICACCI 
2014 (pp. 393–399). IEEE. https://doi.org/10.1109/ICACCI.2014.6968503 

Al Emran, M., & Shaalan, K. (2014b). E-podium Technology: A medium of managing Knowledge at Al 



Mohammed Habes, Mahmoud Alghizzawi, Said A. Salloum, and Muhamad Fazil Ahmad 53 

Buraimi University College via M-learning. In BCS International IT Conference (pp. 1–4). UAE. 
https://doi.org/10.14236/ewic/bcsme2014.14 

Bazazo, I. K., & Alananzeh, O. A. (2016). The Effect Of Electronic Tourism In Enabling The Disabled 
Tourists To Communicate With The Touristic And Archaeological Sites Case Study–Jordan. European 
Scientific Journal, ESJ, 12(5). 

Bazazo, I. K., Alananzeh, O. A., & Taani, A. A. A. (2016). Marketing the Therapeutic Tourist Sites in Jordan 
Using Geographic Information System. Marketing, 8(30). 

Connell, J. (2006). Medical tourism: Sea, sun, sand and… surgery. Tourism Management, 27(6), 1093–
1100. 

Erawan, T. (2016). Tourists’ intention to give permission via mobile technology in Thailand. Journal of 
Hospitality and Tourism Technology, 7(4), 330–346. 

Gulbahar, M. O., & Yildirim, F. (2015). Marketing efforts related to social media channels and mobile 
application usage in tourism: Case study in Istanbul. Procedia-Social and Behavioral Sciences, 195, 453–
462. 

Habes, M., Alghizzawi, M., Khalaf, R., Salloum, S. A., & Ghani, M. A. (2018). The Relationship between Social 
Media and Academic Performance: Facebook Perspective. International Journal of Information 
Technology and Language Studies, 2(1). 

Hassan, S., Nadzim, S. Z. A., & Shiratuddin, N. (2015). Strategic use of social media for small business based 
on the AIDA model. Procedia-Social and Behavioral Sciences, 172, 262–269. 

Junco, R., Heiberger, G., & Loken, E. (2011). The effect of Twitter on college student engagement and 
grades. Journal of Computer Assisted Learning, 27(2), 119–132. 

Khan, S., & Alam, M. S. (2014). Kingdom of Saudi Arabia: A potential destination for medical tourism. 
Journal of Taibah University Medical Sciences, 9(4), 257–262. 

Kushwaha, G. S., & Agrawal, S. R. (2016). The impact of mobile marketing initiatives on customers’ 
attitudes and behavioural outcomes. Journal of Research in Interactive Marketing, 10(3), 150–176. 

Magatef, S. G. (2015). The impact of tourism marketing mix elements on the satisfaction of inbound 
tourists to Jordan. International Journal of Business and Social Science, 6(7), 41–58. 

Malik, S. I., & Al-Emran, M. (2018). Social Factors Influence on Career Choices for Female Computer 
Science Students. International Journal of Emerging Technologies in Learning (IJET), 13(5), 56–70. 

Matceyevsky, D., Hahoshen, N. Y., Asna, N., Khafif, A., & Ben-Yosef, R. (2007). Assessing the effectiveness of 
Dead Sea products as prophylactic agents for acute radiochemotherapy-induced skin and mucosal 
toxicity in patients with head and neck cancers: a phase 2 study. Chemotherapy, 9, 12. 

Mhamdi, C., Al-Emran, M., & Salloum, S. A. (2018). Text mining and analytics: A case study from news 
channels posts on Facebook. Studies in Computational Intelligence (Vol. 740). 
https://doi.org/10.1007/978-3-319-67056-0_19 

Odipo, E. (2016). Factors Influencing Young Kenyan Consumers’ Use Of Smartphones. United States 
International University-Africa. 

Penni, J. (2015). The Online Evolution of Social Media: An Extensive Exploration of a Technological 
Phenomenomen and its Extended Use in Various Activities. University of Huddersfield. 

Persaud, A., & Azhar, I. (2012). Innovative mobile marketing via smartphones: Are consumers ready? 
Marketing Intelligence & Planning, 30(4), 418–443. 

Ricafort, K. M. F. (2011). A study of influencing factors that lead Medical tourists to choose Thailand 
Hospitals as medical tourism destination. Master of Business Administration, Webster University 
Accessed December, 2(2014), 2011–2012. 

Salem, F. (2017). Social Media and the Internet of Things towards Data-Driven Policymaking in the Arab 
World: Potential, Limits and Concerns. 

Salloum, S. A., Al-Emran, M., Abdallah, S., & Shaalan, K. (2017). Analyzing the Arab Gulf Newspapers Using 
Text Mining Techniques. In International Conference on Advanced Intelligent Systems and Informatics 
(pp. 396–405). Springer. https://doi.org/10.1007/978-3-319-64861-3_37 

Salloum, S. A., Al-Emran, M., Monem, A. A., & Shaalan, K. (2018). Using text mining techniques for 
extracting information from research articles. In Studies in Computational Intelligence (Vol. 740). 
Springer. https://doi.org/10.1007/978-3-319-67056-0_18 

Salloum, S. A., Al-Emran, M., Monem, A., & Shaalan, K. (2017). A Survey of Text Mining in Social Media: 
Facebook and Twitter Perspectives. Advances in Science, Technology and Engineering Systems Journal, 
2(1), 127–133. Retrieved from http://astesj.com/archive/volume-2/volume-2-issue-1/survey-text-



         The Use of Mobile Technology in the Marketing of Therapeutic Tourist Sites: A Critical Analysis 54 

mining-social-media-facebook-twitter-perspectives/ 
Salloum, S. A., Al-Emran, M., & Shaalan, K. (2016). A Survey of Lexical Functional Grammar in the Arabic 

Context. International Journal of Computing and Network Technology, 4(3), 141–147. 
Salloum, S. A., Al-Emran, M., & Shaalan, K. (2017a). Mining Social Media Text: Extracting Knowledge from 

Facebook. International Journal of Computing and Digital Systems, 6(2), 73–81. 
https://doi.org/10.12785/ijcds/060203 

Salloum, S. A., Al-Emran, M., & Shaalan, K. (2017b). Mining Text in News Channels: A Case Study from 
Facebook. International Journal of Information Technology and Language Studies, 1(1), 1–9. 

Salloum, S. A., Al-Emran, M., & Shaalan, K. (2018). The Impact of Knowledge Sharing on Information 
Systems: A Review. In 13th International Conference, KMO 2018. Slovakia. 

Salloum, S. A., AlHamad, A. Q., Al-Emran, M., & Shaalan, K. (2018). A survey of Arabic text mining. In 
Studies in Computational Intelligence (Vol. 740). Springer. https://doi.org/10.1007/978-3-319-67056-
0_20 

Salloum, S. A., Mhamdi, C., Al-Emran, M., & Shaalan, K. (2017). Analysis and Classification of Arabic 
Newspapers’ Facebook Pages using Text Mining Techniques. International Journal of Information 
Technology and Language Studies, 1(2), 8–17. 

Sloggett, D. R., & Slim, C. J. (1990). AIDA Model 1.0. SOFTWARE SCIENCES LTD HAMPSHIRE (UNITED 
KINGDOM). 

Tan, G. W.-H., Lee, V. H., Lin, B., & Ooi, K.-B. (2017). Mobile applications in tourism: the future of the 
tourism industry? Industrial Management & Data Systems, 117(3), 560–581. 

Tussyadiah, I. P. (2016). The influence of innovativeness on on-site smartphone use among American 
travelers: Implications for context-based push marketing. Journal of Travel & Tourism Marketing, 33(6), 
806–823. 

Wahyudianarta, P., & Putra, I. (2017). The Development of Website Media on Smartphone Products as an 
Online Promotion Tool in Facing the Global Marketing Era. International Journal of Academic Research 
in Business and Social Sciences, 7(6), 1046–1052. 

Wang, D., Park, S., & Fesenmaier, D. R. (2012). The role of smartphones in mediating the touristic 
experience. Journal of Travel Research, 51(4), 371–387. 

Wilson, A., Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2012). Services marketing: Integrating customer 
focus across the firm. McGraw Hill. 

Zaza, S., & Al-Emran, M. (2015). Mining and exploration of credit cards data in UAE. In Proceedings - 2015 
5th International Conference on e-Learning, ECONF 2015 (pp. 275–279). IEEE. 
https://doi.org/10.1109/ECONF.2015.57 

 


