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Abstract
Domestic tourism plays an essential role in the tourism industry and contributes to the overall economic
development. This study aims to investigate the relationship between push and pull travel motivations of
domestic tourists, their behavioral intentions, and a direct influence of travel motivations on perceived
benefit, and perceived value of domestic tourists. The paper applies the concept of push and pull factors
of travel motivation, perceived benefit, perceived value, and behavioral intention. The study implies a
quantitative research method - questionnaire survey targeting domestic tourists in Mongolia between July
to September 2019. A total of 1068 returned questionnaires were analyzed using factor analysis, reliability
test, regression, path analysis, and SEM. The research result suggests that travel motivations (push and
pull factors) were significant constructs of behavioral intentions. Moreover, the research results are
significant for tourism practitioners, researchers, and destination managers to understand the
motivational factors of domestic tourists, their perceived benefits and values, and behavioral intentions.
The study outcomes could assist destination planners to develop new products and services or to enhance
destination offer and tourist experiences by improving pull factors that include better service quality,
various travel activities, ease of accessibility, reasonable pricing, and attractive environment; which latter
lead to increase domestic tourist numbers and overall competitiveness of the destination.
Key Words: domestic tourists, push and pull travel motivations, perceived benefit, perceived value, and
behavioral intentions
JEL Classification: C12, M31, Z31.
Reference: Oyunchimeg, L. & Gantuya, N. (2021). Understanding of Travel Motivations of Domestic
Tourists. Journal of Tourism and Services, 22(12), 1-22. doi: 10.29036/jots.v12i22.253

1. Introduction
Domestic tourism is one of the less researched studies by tourism academics and government
bodies in developing countries (Canavan, 2013). However, many countries aim to develop domestic
tourism as a tool for reducing poverty, developing infrastructure, and generating employment. Today,
domestic tourism has become a central part of people's life. People travel within their countries to attend
festivals, private and corporate events, religious ceremonies, and pilgrimages. The increase in disposable
income, leisure time and development of infrastructure enabled a growing number of populations to
engage in domestic tourism activities (Baniya & Pandel, 2016). Aside from the economic benefit of
domestic tourism, it has a great contribution to the social and cultural environment in a large scale.
Jurigova and Lencsesva (2015) state that aside from value creation and income generation, the positive
effects of tourism include environmental, social, and cultural effects. The increase in tourism movement
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has a positive impact on every country's economy and socio-cultural environment which leads to intensify
competitiveness of the destination by improving tourism facility and infrastructure (Kozicka & Szopa
2016).
Globalization and technology have brought substantial changes in reducing working hours and
increasing holiday entitlement and disposable income, which cause the growth of domestic tourism in
the world. An increase in disposable income and less working hours enable middle classes to participate
in tourism activities in their respective countries. China, Indonesia, and Thailand are main contributors
to the development of domestic tourism since these countries are densely populated and emerging
economies. In general, domestic tourism has been represented as a recovery instrument for tourism crises
and external shocks in the past (World Bank report, 2020). China and Thailand have encouraged domestic
tourism during Covid-19 pandemic for maintaining employment and income of the tourism industry.
While motivating the employees is considered one of the essential manager's skills (Hitka et al., 2021),
employees also need to stay motivated from a long-term perspective (Závadský et al., 2015). China
National Tourism Administration's statistic shows that China witnessed 10.7 percent growth in domestic
tourism in 2018 by 5.5 billion domestic trips and US$764 billion revenue (China National Tourism
Administration, 2021). The economic contribution of domestic tourism in India is apparent, however it
is less recognized by tourism practitioners. According to the Indian Ministry of Tourism report (2019)
domestic tourism has grown from 220 million domestic visits in 2000 to 1.85 billion in 2018. India's
government encourages developing domestic tourism as it directly contributes to the local job creation,
redistribution of money from urban to rural areas.
Mongolia, a landlocked country located in Central Asia with a vast territory of 1.566 sq km but is
inhabited only 3.2 million people. Mongolia has a great potential for tourism development due to its
natural beauty, pristine environment and unique nomadic lifestyle. According to the report from the
Ministry of Nature and Environment of Mongolia, the tourism industry has become an important
contributor of the national economy which accounts for 7-8% of the country’s GDP and international
tourist arrival was reached 577 300 arrivals in 2019 (National Statistics Office, 2020). However, the
government policies and tourism stakeholders have more focused on the international tourism volumes
and expenditures in the last three decades, thus domestic tourism was largely ignored by government
authorities and tourism stakeholders. Although Mongolians tend to travel more within their home
country, domestic tourism remains a less recognized subject. However, domestic travel has been an
integral part of nomadic herders who live in the vast territory of Mongolia in the past. Mongolians have
very close family ties, which has a great impact on domestic travel patterns since visiting friends and
relatives is a strong tradition among Mongolians. Similar to other countries, domestic tourism in
Mongolia is determined by disposable income, labor activities, seasonality, tradition and holiday
entitlements (Amartuvshin, 2009). Due to the foreign direct investment in the mining sector, government
economic and structural policy, the standard of living has been substantially improved over the years. As
household income increases, the majority of middle-class families acquire private vehicles which enable
them to travel within the country. Improved road accessibility and paved road construction to the
national parks and provinces caused a dramatic increase in domestic tourists. Urbanization and social
congestion are another important reason to explain the rising demand of domestic tourism. Out of 3.2
million population, 1.4 million reside in the capital city Ulaanbaatar. As the climate is extremely
continental, Mongolians experience a harsh, cold and long winter. Escaping from urban congestion,
pollution and celebration of overcoming harsh winter are another major reason for Mongolians to travel
in the summer period from June to September. In general, the increase in per capita income and quality
of life, changing lifestyle, urbanization, vehicle ownership, ease of accessibility, and improvement of
tourism infrastructures are main contributors to the recent boom in domestic tourism in Mongolia.
Although domestic tourism's existence in Mongolia, the numbers and travel patterns and behavior of
domestic tourists are uncertain. Domestic tourists' movement is problematic to track down since there is
a lack of standardized measurement systems. The national parks' administration reports state that there
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were approximately 360 000 domestic tourists entered in the 12 national parks of Mongolia in 2017 as
shown in the entrance ticket statistics (Ministry of Environment & Tourism, 2017). Despite the expansion
of domestic tourism, little attention has been paid to the research on the travel motivations for Mongolian
domestic tourists. It is crucial to understand the factors affecting domestic tourists' travel motivation, the
relationship between factors, perceived benefit, and perceived value from domestic travel. In addition,
positive behavioral intentions, perceived benefit and perceived value are related to some important
outcomes, including delivering a positive impression about products and services; recommendation to
others; intention to revisit and loyalty; more expenditure on products and services (Katsikari et al., 2020;
Hwang et al., 2020). The examination of push and pull motivations, its relations to perceived benefits
and value is critical for understanding domestic tourism demand, market segments, launching new
products and services, and designing marketing strategy, and policy on destination development (Baloglu
& Uysal 1996). The study result contributes to the research gap on the determinants of domestic tourists'
travel motivations, their perceived benefits and values, and intention to revisit and recommend to others.

2. Literature review
Motivation is a one of the most important reasons for human behavior to do action and to achieve
goals or to move forward. Motivation derives from difference between psychological and biological
desire, needs, want of human beings and their existing condition. Kotler and Armstrong (2017) state that
motivation is a key determinant for consumer's decision-making process to purchase goods and services.
Correspondingly, the tourist motivation is one of the key elements in tourist decision making behavior.
A better understanding of tourist motivation plays a vital role in the prediction of travel behavior and
patterns. The questions why do people travel, what motivates tourists to travel to a particular destination
have been a debatable topic among tourism academicians (Katsikari et al., 2020; Hwang et al., 2020;
Binder, 2004; Bayih & Singh 2020; Correia et al., 2013; Agrawal, 2017; Wong et al., 2017; Keshavarzian
& Wu, 2017; Jang & Cai 2002; Seyidov & Adomaitiene 2016; Pereira et al., 2019). A widely accepted
definition for tourist motivation is "biological and cultural forces that gives value and direction to travel
choices, patterns, behavior and experiences" (Pearce, 2005). Mayo and Jarvis (1981) suggest that tourists
and travelers are driven by the psychological factor and tourist behavior is explained by motivations.
Travel decision making is complicated process with many sub-decisions that start even before deciding
where to go and on-site decisions (Pan, 2015). Pre-trip decision process includes travelers deciding
whether to travel or not, where to travel, what to do, when to travel, how long to travel and how much
to spend (Oppewal et al., 2015). In order to answer these questions, travelers are required to assess
competing destinations to select a place to visit for their next travel. The physical environment of the
destination and personal value and motivations are analyzed by potential travelers in this assessment
period (Mutinda & Mayaka, 2012). In order to increase tourists' appeal and numbers, destinations need
to appeal to tourist perceptions on both physical and cognitive components (Mussalam & Tajeddini,
2016). Moreover, today's travelers are becoming independent from travel intermediaries, tour operators
and travel agencies by using direct online booking services (Pan, 2015). Advances in information
technology, search engines, user review-based websites have brought great challenges to the destination
organizations as well as strong influence on the traveler's decision making on destination choice.
Destination marketing and development strategy should be based on the factors that motivate travelers
to visit to a specific destination. General and descriptive information of travel motivations is not
significant enough in addressing effective product development and marketing. In this regard, it is
essential to create an appropriate link between destination attributes and motivations of the targeted
travelers' market by operative marketing campaign. It is important to understand travel motivations of
tourists and tourist behavior on trip satisfaction. It has an implication on the intention to revisit and
recommend to other travelers. Katsikari et al. (2020) state that the commonly recognized analysis of
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tourism motivation is based on push and pull factors of travel motivations. The analysis claims that
people are pushed by their internal forces to travel, whereas they are fascinated by the special
characteristics of a destination. Pull factors apply tangible and intangible attributes that define the
attractiveness of the destination. On the contrary, most attributes of push factors are intangible and
display the internal needs of travellers such as the need for relaxation, adventure, and prestige (Katsikari
et al., 2020). Crompton's (1979) study identifies the conceptual framework of push and pull factors of
travel motivation based on the destination selection behaviour of tourists.
Push factor- Push factor of travel motivation is mental activities of a person which are linked to
the personal level of awakening (Iso-Aloha,1982). Push factors are identified by tourism researchers as
escape from everyday routines, relaxation, exploration, social interaction, relationship enhancement, and
prestige (Jensen, 2011). Gilbert and Terrata (2001) note that tourists seek unique experience, different
cultures, refreshment, therefore novelty was important attribute for the tourist's decision making. Push
factors refer to socio-psychological constructs that influence the tourist to participate in travel activities
at the destination and affect their travel decisions (Bowen & Clark, 2009; Lee et al., 2002). Push factors
are considered as origin related, intangible and intrinsic desire of people (Uysal & Hagan, 1993). It is
determined by socio-psychological attributes which deals with the rationality of people go on holiday.
Pull factor- Why people travel is not only related to the psychological push factors. Swarbrooke
and Horner (2005) emphasize a significance of the investigation of travel behavior, but it is not limited
to the study of why people go on holiday (Plangmarn et al., 2012). Pull factor of travel motivation has
become crucial for tourism practitioners to attract new and repeat visitors to the destination. Pull factor
is characterized by the attributes, experiences, and products offered by destinations. It can be both
intangible and tangible features of destinations that attract individuals. Attractiveness, activities and
appreciation of the tourist destination are important to enhance tourists' perceived value, perceived
benefit of the destination (Morrison, 2013). Destination attractiveness refers the geographic landscape
appeal and number of attractions at the destination. Hospitality and feeling of welcoming are included in
the appreciation yet intangible attributes of the destination. Kassean and Gassita (2013) identify that top
five attributes of Mauritius that affect traveler's decision to visit were beaches, climate, weather, landscape
and exotic scenery. Oppewal et al. (2015) classify tourist destination experience into two categories
including service infrastructure that consists of transportation, travel service, accommodation service,
food beverage service, shopping service, recreation and attraction service. The latter is a category with
natural environment, political and legal, economic, social, cultural, and technological factors. These
categories are the pull factors of the destination which influence on the tourists' perceived experience at
the destination as well as decision making for choosing destination as their holiday place.
Perceived benefit - The notion of perceived benefits has been widely researched in the tourism
(Frochot & Morrison, 2001; Dolnicar et al., 2014; Sirgy et al., 2010). Nonetheless, there is a lack of study
on the individual's perceptions of travel benefit. Perceived benefit of tourism is defined as the desirable
consequences that seek from taking travel, holidays and vacations away from people's usual environment
(Chen & Petrick, 2014). Despite the fact that the tourists' perceived benefits and value have attracted
attentions in tourism research, there are other fields of study such as organizational behavior (Westman
et al., 2008), and health sciences (Bloom et al., 2010). These studies are interested in the relationship of
perceived benefits of travel and people's workplace behavior and mental and physical health status. Lin
et al. (2009) reveal that motives behind the desire to purchase tourism products and services include
functional (extrinsic needs) and non- functional (intrinsic need). Functional need refers to emotional and
psychological attributes such as enjoyment, which are fundamentally significant to tourism industry.
Therefore, the positive emotional state has a critical influence on tourists' perceived benefits. A provision
of benefit needed to tourists visiting at the destination is a key to create a successful tourism development
and marketing. Terblanche and Taljaard (2018) 's study identified six perceived benefits as those perceived
by tourists when they use travel agents to make travel arrangements such as convenience, customization,
expertise, support and financial and emotional benefits. Wang and Fesenmaier's (2004) study on the
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benefits of online travel community members identified four categories of benefits including functional
benefit (knowledge acquiring, learning); psychological benefit (sense of belonging, satisfaction); social
benefit (better communication and interaction with others) and hedonistic benefits (more leisure time,
relax and enjoyment). Moreover, Yen et al. (2011) propose three types of perceived benefits of
participation in online travel communities as self-enhancement, rewards, and problem solving. In this
study, four benefits (learning or knowledge acquiring, self-esteem, social, and hedonic) are proposed to
be analyzed relationship between push and pull travel motivations, and behavioral intention. Learning
benefits refer to personal growth, increase in life skill, and obtaining knowledge through travelling.
Boydell (1976) defines experiential learning as a meaningful discovery that occurs when learners discover
knowledge on their own through personal experiences. Social benefits refer to the enhancement of social
relationship through interaction with the community that provides a sense of belonging and social identity
(Nambisan & Baron, 2009). Self-esteem benefit is identified as better individual status and reputation.
Hedonic benefits are the pleasure obtained through the travel experience with the tourism service and
associated with individual feelings (Chen & Petrick, 2013). Tourists purchase tourism goods and services
for the perceived benefit they will gain from it. These perceived benefits with additional opinions about
goods and service create tourists' perceived value about the overall destination. Therefore, it is a fact that,
the perceived benefits are the precedent variables of perceived value and behavioral intention of tourists.
Perceived value- Value is the result of a mental assessment which refers to rules, criteria, and
standards (Holbrook, 1999). Perceived value of goods and services positively affects customer's
satisfaction and behavioral intention (Chen & Petrick, 2014). Xiaoting et al. (2020) define that perceived
value is an outcome of overall product and service evaluation against sacrifice to obtain the desired
product or service. Perceived value depends on the type of goods and services, therefore, measurement
varies by areas (Lee et al., 2007). Thus, tourism stakeholders at the destinations put more efforts on
enhancing perceived value of current and potential tourists, since perceived value impacts on overall
satisfaction, intention to return and recommend to others (Yu & Goulden, 2006). Niemczyk and Seweryn
(2014) state that satisfaction produces emotional loyalty to the tourist destination that spreads positive
opinions about destination experiences among family, friends, colleagues, and internet users. A number
of research works have dedicated to the importance of tourists' perceived value regarding to service
quality and satisfaction at tourist destinations (Xiaoting et al., 2020; Lee et al., 2007; Oh, 1999; Petrick,
2002; Ryu et al., 2008; Sanchez et al., 2006). The tourists' perceived value of the destination influences
on their revisit intentions and recommendations to others. Chen and Petrick (2014) state that perceived
value is a reaction of the feelings and attitudes of a tourist in regard to a product or service purchased.
Perceived value reflects on the price of the goods and service, and the psychological attributes of
perceived quality and emotional response (Chen & Fu, 2010). Parasureman and Grewal (2000) state that
it is crucial to determine tourists' perceived value which affects their behavioral intentions. In tourism
research, the perceived value is the tourists' overall evaluation of the utility of tourism products and
services based on the perception which is given. In addition, Wearing and Deane (2003) 's study reveals
that the interaction between tourists and places, people and activities supports individuals to understand
self and others that reflects on the perceived value of the travel. Brown and Lehto (2005) note that
satisfaction from overall travel experience and self-fulfillment directly related to the interaction with local
community, travel memories, and enhancement of family relationships. Tourist perceived value at the
destination (Chen & Tsai, 2008), and perceived quality of the services offered may influence on their
satisfaction and behavioral intentions (Bigné et al., 2001). Xiaoting et al. (2020) state that perceived value
is a crucial antecedent in tourist behavioural studies, moreover in its ability to make prediction of overall
tourist satisfaction and destination loyalty. There has been limited empirical research conducted on
perceived value and its relationship to travel motivation, precisely the push and pull factors of travel
motivations, perceived benefits, and behavioral intention. Therefore, evaluation of the perceived value
of tourists and its influence on tourists' decision-making has seldom been conducted in domestic tourists'
context. The proposed research model in this study aims to examine relationship between tourist
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motivations, perceived benefits, perceived value, and behavioral intentions of domestic tourists in
Mongolia.
Tourist behavioral intentions- Behavioral intention is a tourist assessment about the possibility of
revisiting to the same destination or the tourists' willingness to recommend the destination to the
potential tourists (Chen & Tsai, 2007). Zeithaml et al. (1996) identify the determinants of tourist
behavioral intentions as repurchase intentions, word of mouth recommendation, customer loyalty
complaints, and price sensitivity. Excellent quality of tourism service often brings favorable behavioral
intentions whereas worse service quality leads to unfavorable intentions. Chen and Chen (2010) note that
favorable travel intention represents customer loyalty including positive word of mouth
(recommendation), spending more money at the destination, paying premium price, and being loyal to
the destination. Burton et al. (2003) summarize that previous tourist behavioral research determined
behavioral intentions using three attributes; intention to return, willingness to recommend and word of
mouth. Moreover, a positive customer experience brings more likeliness to reuse the service. Favorable
tourist intentions represent the customer loyalty of the tourists to a destination. Customer loyalty is an
important objective of tourism marketing as it is a key attribute for destination competitiveness.
Customer loyalty and retention of existing customers requires lower marketing costs than bringing new
customers. Moreover, loyal tourists are more likely to recommend to friends, relatives, or potential
customers to travel to the same destinations by delivering free word-of-of-mouth advertisements
(Shoemaker & Lewis, 1999). Lee and Lee (2009) note that customer loyalty is a crucial factor for the
success of destination marketing strategy. Tourism practitioners evaluate their marketing and
management strategies based on the behavioral intentions of tourists, the willingness of tourists to
recommend others, and deliver a positive word of mouth about their destination experiences.
Graph 1. Conceptual model

Source: Own literature research

There are numbers of research dedicated to the relationship between travel motivations and
overall tourist satisfactions and tourists' behavioral intentions. Tourist motivations have determined as
antecedents of tourist satisfaction and destination loyalty (Lee, 2009; Yoon & Uysal, 2005). Therefore,
tourist behavioral intentions have been anticipated by tourist motivations. Moreover, push and pull
motivations have a positive relationship with tourist satisfaction and behavioral intentions (Khoung &
Ha, 2014). As perceived benefits and perceived value are key determinants for identifying overall tourist
satisfactions, and behavioral intentions, there is a limited research among tourism literature regarding to
the direct and indirect relationship between push and pull travel motivations, perceived benefits,
perceived value and behavioral intention. Therefore, based on the literature review, this research purposes
following hypotheses:
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H1: Push factors of travel motivation directly and positively influence on perceived benefit.
H2: Pull factors of travel motivation directly and positively influence on perceived benefit.
H3: Perceived benefit directly and positively affects perceived value.
H4: Perceived value directly and positively affects tourist behavioral intentions.
H5: There is a significant relationship between push factors of travel motivations and domestic
tourist behavioral intention.
H6: There is a significant relationship between pull factors of travel motivations and domestic
tourist behavioral intention.

3. Methodology
This study employs a quantitative approach to investigate push and pull factors of motivations
with an accordance of domestic tourists in Mongolia; to examine the relationship between tourist
motivations, perceived benefits, perceived value, and behavioral intention. Based on the literature review
of the travel motivations, push and pull factor, perceived benefits, perceived value, and travel intentions,
following research model was developed (Graph 1).
Data sampling –The target population was Mongolians who reside in the capital city of Ulaanbaatar
and participated in the domestic tourism activity recently. More than half of Mongolian 3.2 mln
population reside in the capital city Ulaanbaatar. Therefore, the majority of domestic tourists travel from
Ulaanbaatar to the rest of the country. Due to the limited data on domestic tourists, it was problematic
to draw the sampling frame. However, the researchers used a random sampling technique to collect data
from the target population. The questionnaire survey was conducted at the five sites in Ulaanbaatar
between the months of July and September 2019. The survey was administered at the State Department
Store, supermarkets, Sukhbaatar square, main street in the student campus, and Gandan Monastery.
Every tenth person was approached by researchers and asked to participate in the survey. The pilot testing
was conducted prior to actual sampling and corrections were made. The data were collected via selfadministered and printed questionnaire in Mongolian language. The questionnaire was consisted of 80
close-ended questions including 21 questions for push factors of travel motivations; 20 questions for pull
factors of travel motivations; 13 questions for perceived benefit and 18 questions for perceived value, 3
questions for behavioral intentions and 5 questions for demographic profile of the respondents. The
survey was designed to provide a comprehensive understanding of domestic tourists' travel motivations,
their perceived benefits and perceived values and behavioral intentions. The researchers aim to achieve
the proposed sample of 1300 with 10% to 15% nonreturn rate. The usable and complete sample size was
1068, with response rate of 82.1%.
Research instrument – In this study, the hypotheses were analyzed using structural equation
modeling (SEM). Malhotra (2007) proposes data analysis techniques and its required sample size depends
on factors. The data analysis technique proposed in this study is confirmatory factor analysis (CFA),
which is precise to sample size and less stable when assessed in small samples (Tabachnick & Fidell,
2007). Hair et al. (2010) suggest that there is no widely accepted criteria for definition of exact sample
size using CFA except SEM. Thus, Hair et al. (2010) purpose that the minimum sample size is 100 when
consider a model containing five or fewer constructs; and three or more items each have high item
commonality. In general, the actual minimum size for using SEM is considered 100 (Hair et al., 2010).
Moreover, Cliff (1987) recommends a sample size of 150 for 40 variables (item description) on the scale.
A variety of heuristics can be used to calculate the pre-statistical power analysis. According to the time
standard of SEM using AMOS, the sample size used should be at least 5 times the number of indicators
(Pallant, 2005). SEM is a covariance-based approach that use model fitting to compare the proposed
research model to the best possible model fit. In addition, SEM is focused on explaining and it is a more
suitable tool for theory testing (Hair et al., 2010).
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Push and pull tourist motivations were measured by items designed by previous research studies
(Jang & Cai, 2002; Yoon & Uysal, 2005; Park et al., 2015; Kozak, 2002). The respondents were asked to
indicate 41 motivational attributes in selecting domestic travel destinations within Mongolia. The
importance of attributes measured on five-point Likert scale (5 being strongly agree and 1 strongly
disagree). As a literature review of push and pull factors of travel motivations suggested 21 of these 41
attributes were in the push category and the remaining 20 in the pull category. Questions for measuring
perceived benefit and perceived value were similarly based on the literature review findings (Nambisan
& Baron, 2009; Kuo & Feng, 2013) with 13 attributes of perceived benefit and 18 attributes of perceived
value by using five-point Likert scales (5 being strongly agree and 1 strongly disagree). The measurement
of behavioral intention was developed on the 3 items adopted (Muhammed et al., 2016; Kwenye &
Freimund, 2016) which the latter categorized into revisit intentions, and recommendation to others. Data
was analyzed by using SPSS 23.0 statistical software program and produced descriptive and inferential
statistics. In addition, SPSS, AMOS and excel programs were used for data presentation, tabulation, and
graphs.
The research respondents' demographic profile is shown in the Table 1, out of the total 1068
respondents, 613 (57.3%) were female, 449 (42.2%) were men and 6 (0.5%) respondents were identified
their gender as other. There are slightly different distributions between age groups with 634 (59%) for
18-30 years old, 255 (23.9%) for 31-40 years old, 135 (12.6%) for 41-50 years old; and 34 (3.2%) for 5160 years old. The majority of the respondents 585 (54.5%) travelled with the family; 212 (19.9%) with
friends; 105 (9.8%) with relatives and only 83 (7.8%) were travelled with tour groups. In terms of monthly
income, 255 (23.9%) respondents earn between US$281-350; 238 (22.3%) respondents earn less than
US$175; 202 (18.9%) respondents earn between US$351-530; 167(15.6%) respondents earn between
US$176-280; 116 (10.9%) respondents earn between US$531-700; only 90 (8.4%) respondents earn
US$701 and above.
Table 1. Demographic characteristics of the respondents (N=1068)
Characteristics
Gender

Age

Traveling with

Monthly family income ($)

Categories
Male
Female
Others
18-20 years old
21-30 years old
31-40 years old
41-50 years old
51-60 years old
Over the 60s
Alone
Tour group
Family
Friends
Relatives
Colleagues
85-175
176-280
281-350
351-530
531-700
701-880

Number
449
613
6
265
369
255
135
34
10
73
83
585
212
105
10
238
167
255
202
116
60

% of sample
42.2
57.3
0.5
24.8
34.6
23.9
12.6
3.2
0.9
6.8
7.8
54.8
19.9
9.8
0.9
22.3
15.6
23.9
18.9
10.9
5.6
8
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Above 881

30

2.8

Source: Own research

4. Results
Exploratory Factor Analysis- To assess the dimensionality of the 41 items, Exploratory Factor
Analysis (EFA) was conducted. Out of 1300 questionnaires, 1089 were filled in and returned. The final
sample size was 1068 after data cleaning. To reduce the number of items, the factor loading values that
indicate the correlation between items and factors were identified whether the group of variables can be
presented by the factor or not. The eigenvalue one was determined and items with factor loadings greater
than 0.5 were taken for each factor grouping. Cronbach's α was applied to test reliability of factor
groupings. The factors with Cronbach α greater than 0.6 were taken to the analysis. The mean scores of
the push and pull factors of travel motivations were analyzed to identify what factors were perceived
more important among respondents. The EFA result indicates that four push motivations and four pull
motivations' factors are significantly correlated, which are shown in Tables 2 and Table 3. Five items
were excluded from push motivations, while two items were excluded from pull motivations as they
could not survive the model diagnostic procedure. The purification of items for searching for model
specifications (Hair et al., 2010) was performed. The result of the CFA of the modified models of the
push and pull travel motivations are summarized in Table 4.
Table 2. EFA and reliability test results of Push factor of travel motivation
PUSH FACTORS
Factor 1: Self exploratory
Travel can enhance knowledge and experience
Travel enables me to fulfil my dreams and self-curiosity about places
that I want to visit
I can learn new things or different lifestyle when I travel
I can learn new and interesting things while travelling
Factor 2: Relax and escape
I can rest and relax
I would feel happy and excited in tourist places
Makes me feel pleased and relaxed in Mongolia
Gain joy and happiness in Mongolia
Make me feel inspired in Mongolia
Factor 3: Social
I expect to meet people with similar interests when I travel
I could share my life, work, travel experiences with people who I know
or who are new to me when I travel
I could increase my social status if I travel
Factor 4: Togetherness
I could communicate with the local community or other tourists
Meeting and chatting with local people could be interesting
Meeting and chatting with other tourists could be entertaining
I enjoy visiting friends and relatives who lived in other places
KMO = .905; Bartlett’s Test of Sphericity, p value = .000.
Source: Own research

Loading

Cronbach α

0.735
0.693

0.782

0.771
0.696
0.623
0.561
0.751
0.734
0705

0.798

0.670
0.643

0.734

0717
0.719
0.764
0.765
0.620

0.769

Table 3. EFA and reliability test results of pull factors of travel motivations
PULL FACTORS
Factor 1: Natural
It has many attractions

Loading
0.746

Cronbach α
0.805
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It has beautiful scenery
It has calm atmosphere
It has a pleasant climate
It has nice lakes and rivers
Factor 2: Events and festivals
Active nightlife
Sightseeing
Entertainment
Sport activities
Cultural activities
Factor 3: Easy access to service
Offers good facility to elderly
Offers good facility to children
Hospitality
Factor 4: Cultural
Local cuisine, airag (fermented mare's milk)
Friendly locals
Heritage
History
KMO = .899; Bartlett’s Test of Sphericity, p value = .000.
Source: Own research

0.752
0.805
0.677
0.650
0.729
0.755
0.684
0.771
0.740
0.734
0.852
0.818
0.690
0.624
0.593
0.556

0.854

0.853

0.721

Table 4. Fit Measures for the CFA Models
Fit indexes
PUSHM
Chi-square
375.105
Degree of freedom (df)
98
P
.000
Normed chi-square (CMIN/DF)
42.854
Goodness-of-fit index (GFI)
.931
Adjusted goodness-of-fit index (AGFI)
.905
Tucker-Lewis index (TLI)
.932
Comparative fit index (CFI)
.951
Root mean square of error of estimation
.051
(RMESA)
Note. PUSHM = push motivations; PULLM = pull motivations
Source: Own research

PULLM
443.436
35
.000
96.196
.923
.876
.879
.909
.104

Acceptable level

>.05
<3.00
≥.90
≥.90
≥.90
≥.90
≤.08

Push motivations- The CFA result indicates that the push motivation structure fit well into the data
after two iterations, when three dimensions of push factors of travel motivations (items of push 5, push
6, push 9) were deleted due to negative covariance with two other dimensions. Moreover, the items of
push 10, push 17 were deleted due to the low squared multiple correlations (SMC) value. Therefore,
absolute fit indices through the normed Chi-square value (CMIN/DF), root mean square error of
approximation (RMSEA) and P of close fit (PCLOSE) were analyzed. The analyzed indices results
showed the acceptable levels (CMIN/DF; 3.828; RMSEA; 0.051; PCLOSE; 0.374) (Hair et al. 2010).
Both Tucker–Lewis index (TLI) (0.932) and comparative fit index (CFI) (0.951) indices were well above
the threshold of 0.9, which indicate a good incremental fit. The parsimony fit index of PNFI (0.674) was
above the 0.5 value suggested by Mulaik et al. (1989). Finally, the Hoelter's (1983) critical N for 0.5 (355)
and 0.1 (388) were well above the desirable value of 200 as proposed by Hoelter's (1983) study. All items
were significant at the 0.05 level of standardized regression weight from 0.67 onwards (>0.5 as suggested
by Hair et al (2010). The squared multiple correlations were between 0.45 and 0.75 (>0.4) by reflecting
all items were significantly associated with their respective latent variables as indicated in the research
hypotheses. The average variance extracted (AVE) ranged from 0.517 to 0.600 (threshold; 0.5) while the
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CR value spans were between 0.731 and 0.810 (threshold; 0.7). The results show that the research model
has a good convergent validity and high level of consistency of relevant items in the measurement of the
same construct. The square root of the AVE ranged from 0.719 to 0.774. The CFA result verified that
all the variables have high levels of discriminant validity. The measurement model for PUSH-M after the
second iteration is shown in Graph 2.
Graph 2. Measurement model for push factors of travel motivation

Source: Own research

Pull motivations- The CFA results indicate that the pull travel motivation structure well fit into the
data after four iterations when the items of and pull 7, pull 6, pull 13 were deleted due to undesirable
high standardized residual covariance (SRC) while items of cultural and easy access to service factors as
pull 9, pull 10, pull 11, pull 12, pull 18, pull 19, and pull 20 were deleted due to the unidentified values.
Absolute fit indices were performed above the acceptable levels (CMIN/DF; 96.196; RMSEA; 0.296;
PCLOSE; 0.000). The TLI (0.879<0.9) and CFI (0.909) were well above the threshold of 0.9, which
indicate good incremental fit. Moreover, the parsimony fit index of PNFI (0.687) was above the value of
0.5. Although Hoelter's (1983) critical N 0.5 (125) and 0.1 (144) were below the desirable value of 200
which was proposed by Hoelter (1983), the sample size could be considered as adequate since the
numbers were above the threshold of 75 (Kenny et al., 2014). All items were significant with standardized
regression weight above the value of 0.5. As it is an exploratory study, these items were retained since
standardized regression weight was at acceptable level. The measurement model for Pull travel motivation
after four iterations is shown in Graph 3.
Graph 3. Measurement model for pull factor of travel motivation
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Source: Own research

Basic structural model- The basic structural model as proposed in the theoretical framework of the
study is shown in Graph 4. This model tested two hypotheses as push factor of travel motivations
(PUSHM) and Pull factor of travel motivations (PULLM) were the independent variables and behavioral
intention was the dependent variable. The results show that both PUSHM and PULLM have a positive
relationship with behavioral intention and the relationship was significant (p < 0.05). All indicators show
a good absolute model fit by one iteration (CMIN/DF; 5.907, RMSEA; 0.067; CFI; 0.839, TLI; 0.808,
PNFI; 0.683). All of the two direct relationships were significant at the level of 0.05. In addition, the basic
structural model result provides answers to which push and pull factors of travel motivations are most
important and affect to the tourists' behavioral intentions. In total, 15 items (5 items from the Push
motivations and 10 items from pull motivations) were deleted from the first order measurement
assessment. The first-order measurement model was assessed by the combination of all constructs (push
motivations, pull motivations, and revisit intentions). The CFA result indicates that whether model
structure fits into the data well in a single iteration. The basic structural model is shown in Graph 4.
Graph 4. Basic Structural Model

Source: Own research
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The objective to test the structural research model is to examine the causal relationship between
domestic tourists' motivational factors, perceived benefits, perceived value, and behavioral intentions.
The overall measurement summary is shown in Graph 5 and Table 5. The results show that the push
motivational factors influence on perceived benefit (β=.705, p<.001), (H1); push motivational factors
directly influence on revisit intention (β=.202, p<.001), (H5); perceived benefit influence on perceived
value (β=.632, p<.001), (H3); and perceived value directly influence on revisit intention (β=.657, p<.001),
(H4) were highly supported. The pull factors of travel motivation have a direct relationship (β=-.130,
p<.001) with the behavioral intention, thus H6 was supported. On the contrary, the pull factors of travel
motivations directly and positively influence on perceived benefit (β=0.037, p>.01) H2 was rejected.

Table 5. The results of the direct relationships variable
Beta
S.E.
C.R.
P
estimate
H1 Per. benefit Push M
0.705
0.033
21.254
.000
H4 Behav.inten Per.value
0.657
0.037
17.726
.000
H3 Per.value Per.benefit
0.632
0.021
30.574
.000
H5 Behav.intent PushM
0.202
0.044
4.578
.000
H6 Behav.inten PullM
-0.130
0.033
-3.885
.000
H2 Per.benefit PullM
0.037
0.027
1.406
.160
Note: S.E; Standard Error. C.R; Critical Ratio. ***p<0.001, **p<0.05, *p<0.1.
Source: Own research
H

The path

Remark
Supported
Supported
Supported
Supported
Supported
Rejected

Graph 5. Research Model Output

Source: Own research

5. Discussion
Domestic tourism is an essential tool to generate income and employment, achieve economic
growth, enhance infrastructure, ease tourism seasonality, and regional development. Understanding of
domestic tourists' behavior, travel motivations; and the relationship between perceived value and benefits
are fundamental elements in achieving tourism development. Therefore, there are few academic studies
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that dedicated to investigate the relationship between domestic tourists' travel motivations, satisfaction,
and behavioral intentions (Bayih & Singh, 2020); direct effect of push and pull motives on domestic
tourists' motivations (Baniya & Paudel, 2016); identifications of domestic tourists' motivations in small
islands (Canavan, 2016); and push and pull motivations of Indian domestic tourists to Kerala (Kanagaraj
& Bindu 2013). This empirical study attempts to understand domestic tourists' motivation, perceptions
towards travel benefits and their behavioral intentions. Moreover, this study aims to contribute the
theoretical and empirical evidence on causal relationships among push and pull motivations, perceived
benefit, and perceived value and behavioral intentions in the case of Mongolian domestic tourists.
The findings identify relationships between 1) push and pull factors of travel motivations and
perceived benefits; 2) perceived benefits and perceived value; 3) perceived value and behavioral
intentions. The research aims to analyze whether domestic tourists in Mongolia expect perceived benefits
from their travel that are affected by their push and pull factors of travel motivations or not. Thus, the
research results indicated that both push and pull travel motivations directly and positively affect the
perceived benefits of domestic tourists in Mongolia. The test result was statistically significant, therefore
the research prediction of (H1) push motivation factors directly effect on behavioral intention was
supported. However, pull travel factor of travel motivation directly and positively affecting perceived
benefit (H2) was rejected (β=-037, p>.01). The travel motivation (PUSH and PULL factors) results
provide evidence that the relationship between push and pull travel motivations and behavioral intention
was statistically supported. Furthermore, the relationship between perceived benefit, perceived value, and
revisit intention was equally significant. However, there is no significant relationship between pull travel
motivation on the perceived benefit of travel. The result shows that both PUSHM and PULLM have a
positive relationship with behavioral intention and the relationship was significant (p < 0.05). All
indicators show a good absolute model fit in one iteration (CMIN/DF; 5.907, RMSEA; 0.067; CFI; 0.839,
TLI; 0.808, PNFI; 0.683). Moreover, the result identifies the important pull factors of travel motivations
among Mongolian domestic tourists are: natural scenery, wide open space, sport and cultural activities,
entertainment opportunities, sightseeing, and good natural atmosphere. However, 10 items from pull
travel motivations (easy access to service and cultural factors) were excluded from the first order
measurement due to the low relationship between variables. The path analysis coefficient and
measurement model indicate only two pull factors of travel motivations; natural attractions, environment,
and special events are important for Mongolian domestic tourists to decide where to travel within
Mongolia. These results imply that 1) the important reason to travel in Mongolia for domestic tourists is
spending a time with the family in nature than visiting cultural attractions, heritage or interested in local
culture; 2) the travel patterns of domestic tourists show that (54.8% of respondents travelled with the
family); they are less likely to travel by tour operators and prefer camping than staying in commercial
tourist accommodations. This explains the low path coefficient of easy access to service. The research
result further indicates that the push travel motivation significantly and positively relates to the revisit
intention of tourist (CMIN/DF; 96.196; RMSEA; 0.296; PCLOSE; 0.000). TLI (0.879<0.9) and CFI
(0.909). The values were well above the threshold of 0.9, which indicates a good incremental fit. This
confirms the findings of a positive and direct relationship existing between travel motivations and
tourists' revisit intention. The result clearly indicates that the most important push factors of travel
motivation
of
domestic
tourists
in
Mongolia
are:
excitement,
self-exploratory
(knowledge/education/new experience), relax and escapism, social achievement, and togetherness.
Therefore, there is a relationship between push factors of travel motivation and revisit intention.
Destination loyalty was assessed by the intention to repeat visitation to the destination, which include
overall feelings about the visit, recommend destinations to others as a vacation place, and encourage
friends and relatives to visit the destination. This is one of the important outcomes of the research; hence
the ultimate goal of the destination marketers is to have a better understanding of the intrinsic and
extrinsic motivations of tourists to travel to their destinations in order to satisfy them by providing highquality products and service. Furthermore, it leads more benefits to the destinations to increase repeat
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visitation of the tourists and recommendation of the destination to others. The research contributes to
the body of knowledge by determining the push and pull motivational factors of domestic tourists, a
stimulation of tourists to travel, and influence on the decision-making process for destination selection.
The identification of the relationship between push and pull factors of travel motivations and behavioral
intention is crucial for destination marketers, and tourism practitioners to understand domestic tourists'
perceived benefits and perceived value from domestic travel in their own country.
Implication- The implication of this study relates to the identification of travel motivations for
domestic tourists in Mongolia which is almost non-existent in tourism academic literature. As domestic
tourism is becoming an important market segment for the tourism industry in Mongolia, this study is
significant to policy makers and destination marketing organizations and domestic tourism suppliers. The
results contribute to increasing the frequency of domestic travels, lengthening domestic tourists' stay,
improving satisfaction, and increasing destination loyalty among domestic tourists in Mongolia. The
research provides tourism stakeholders, service providers and tourism product developers important
insights on the nature of the demands of domestic tourists and their visits to tourist destinations. The
research concludes that natural environment, events, excitement, self-exploration, getting new knowledge
and experience, relaxing and escapism, socializing, and togetherness are important factors for destination
product development and marketing. Carefully researched efforts to design tourism products and services
that correspond to the push and pull travel motivations of tourists are likely to lead to a positive perceived
benefit and value of their travel; the latter to increase behavioral intentions and destination loyalty. The
excitement, self-exploratory, new experience, and a sense of togetherness indicate that Mongolians are
eager to learn new things and experiences while travelling in their own country with deliberate fun and
enjoyment. The rural tourism products such as nomadic family stay could be developed in order to satisfy
the needs of domestic tourists such as seeking new experience and self-exploration. Mura and Kljucnikov
(2018) 's study reveal that rural tourism and agrotourism experience offer a holiday alternative for the
people living in the busy lifestyle in urban area. Moreover, there is a need to carry out in-depth surveys
that investigate the major reasons why Mongolians do not tend to use commercial tourism facilities and
less interested in cultural aspects of pull travel motivations. Consequently, socio demographic
characteristics of the study reveals that most domestic tourists were lower income earners and travelled
with families. Therefore, there is need for developing children-friendly, family-oriented tourism service
and activities offered by tourist destinations. In addition, destination management organizations,
managers, and tourism product developers could improve access to tourists' attractions through
provisions of reasonable product, service and appropriate marketing communication channels to meet
the emerging demand of domestic tourism in Mongolia. Jupowicz-Ginalska and Patak (2018) emphasize
the importance of marketing communication channels for the tourism sector since it is a way to build
destinantion loyalty with customers. Overall, this study contributes to the literature on travel motivational
studies in relation to domestic tourism in the context of a country in Asia. The in-depth examination of
the intrinsic travel motivation is important for segmenting markets, designing marketing communication,
and destination branding. It is considered that fundamental of marketing is to recognize the clearly
defined motivations of client, which is a background for well-directed and focused marketing promotion.
Therefore, the tourism practitioners in Mongolia could develop appropriate policy strategies and
promotional programs based on the travel motivations of domestic tourists' market segments in order to
satisfy their needs. Dann (1977) states that push and pull factors of travel motivations could further assist
destination planners to increase and expand destinations' proposition by improving pull factors such as
better prices, better service quality, and decent infrastructure. The push and pull travel motivational
theory provides a stronger grip which factors are important to domestic tourists making destinations
selection.

6. Conclusion
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In conclusion, there are few academic studies dedicated to domestic tourists' travel motivations
and the causal relationship between the aforementioned variables. Previous studies assessed (Huang &
Hsu, 2009; Lee & Hsu, 2013) the push and pull factors of travel motivations relationship between
destination loyalty and behavioral intentions (Khuong & Ha, 2014). Tourism researchers (Balogu &
Uysal, 1996; Cha et al., 1995) researched human intrinsic desire (push factors) on travel needs and later
more included extrinsic factors of travel (pull factor) motivations (Uysal & Jurowski, 1994). The push
travel motivations explain desire to travel to a certain destination and pull motivations explain the choice
of destinations. Therefore, this study attempts to integrate both push and pull travel motivations as
important elements and aims to analyze the significant relationship between perceived benefits, perceived
values, and behavioral intentions. The output of research model supports direct effect of push and pull
factors of travel motivations on perceived benefit, perceived value, and behavioral intentions. Finally, in
regards to push and pull factors of travel motivations – perceived benefit – perceived value – behavioral
intentions have sequential relationship, therefore a structured analysis of interrelationship among
variables supported the proposed research model. The research findings indicate that it is essential to
develop immediate domestic tourism policies and strategies in Mongolia. In order to have in-depth
understanding of travel motivations of domestic tourists, future research is needed to improve the
understanding of the significance of both push and pull factors on travel motivations, perceptions about
the travel and behavioral intention. Additional attributes such as destination image, place attachment,
satisfaction would be needed to investigate the relationship between push and pull travel motivations,
perceived benefits and value, and behavioral intentions. Moreover, qualitative study on travel motivations
of domestic tourists in Mongolia is highly recommended for further research.
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