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Abstract

The focus of this research was on Bali, Indonesia as an international tourist destination. The survey strategy involved self-administered
questionnaires distributed to collect data and information supporting this research. The sampling method was non-probability convenience
purposive sampling, which means that only those respondents who had visited Bali as a destination for more than two times for their holiday
by the time the research was conducted were eligible to fill in the questionnaires. There were 300 questionnaires distributed, only 254 of
which were valid. Interview was also conducted for data collection in this research. The structural equation modelling approach was used
to analyze the data obtained from respondents, who had visited Bali at least two times. The outcomes of this research reveal a positive
influence of push and pull motivational factors on tourist satisfaction. Moreover, a positive, significant correlation between satisfaction and
destination loyalty can be seen in this research. With the aim to sustain and enhance destination competitiveness, the results of this research
will be beneficial for stakeholders of Bali as a destination. This study helps stakeholders identify push and pull motivational factors in order
to better prepare marketing strategies and utilize indicators of push and pull motivation that affect tourists’ experience during their stay.
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1. Introduction

Tourism is one of the fastest growing industries in the
world and is a major source of income for many countries.
Tourism helps revitalize the local economy by becoming an
industry that provides many jobs and requires a lot of labor
(UNESCO, 2018). But in the latest outbreak of the novel
coronavirus (COVID-19) pandemic has incontrovertibly
locked down and instantly dampened the global economy.
Tourism-related businesses such as food and beverages,
travel and hotel businesses, among others, are mainly
affected and badly malformed by it (Liew, 2020).

The recently discovered coronavirus, COVID-19, is
an infectious disease. Coronaviruses, which can affect
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humans and a variety of other mammals and birds, were
first discovered in 1965 and have been responsible for
a number of outbreaks of diseases since then. The virus
spreads directly or indirectly by tiny droplets from between
individuals when someone with COVID-19 coughs, sneezes,
or exhales. Directly, when a person coughs or exhales and
the droplets are inhaled by another person, and indirectly
when the droplets settle on objects or surfaces, which may
infect other people who touch these objects or surfaces with
their hands and then touch their eyes,nose or mouth (Jones
& Comfort, 2020). As a consequence, the hospitality and
tourism operations of many countries have been virtually
shut down and international travel (and, in some countries,
domestic travel as well) has all but ceased. Indeed, air and
sea travel (especially in the form of mega-ship cruises) has
been highlighted as one of the main causes behind the rapid
and global spread of the pandemic (Chinazzi et al., 2020).
In the midst of the Coronavirus (COVID-19) pandemic,
tourism has become the most languishing business. For Bali
itself, in particular, there is a potential loss of up to US$
9 billion (Indraini, 2020). It was stated that the number of
domestic tourists on vacation last August experienced a
tremendous decrease compared to the last year which could
reach tens of thousands per day, down 81% over the same
period last year. Even though the city government of Badung
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and the provincial government of Bali have made their best
efforts to implement health protocols, it is a real challenge to
gain public trust back (Prakoso, 2020).

Tourist loyalty and satisfaction play a significant role
in supporting the tourism industry, which is expected to be
successful and sustainable (Sadeh et al., 2012; Rohman,
2020). The challenge faced by a destination manager is
to establish an effective strategy to create an attractive
destination in the mind of tourists (Gursoy et al., 2014).
It has been claimed that tourists can be lured with unique
attractions to ensure their satisfaction and loyalty. To
a destination, tourist loyalty plays a crucial part in the
development of local tourist attractions (Huynh, 2018).
Destination or tourist loyalty is described as current tourist’s
plan to return to a destination later, or the chance of he or she
recommending a destination to other people (Neuts et al.,
2013). This statement is supported by Valle et al. (2006),
who investigated the correlation between tourist loyalty and
destination satisfaction. The conclusion of the investigation
is that the greater the tourist satisfaction, the greater is the
likelihood that the tourists come back to a destination as well
as recommend the destination to their relatives or friends
(Huynh, 2018). Chi and Qu (2008) emphasized that it is
important to determine the driving powers of destination
loyalty to enable companies to figure out how to improve
tourist loyalty to the destination, which most likely will
lead to a performance improvement as well (Huynh, 2018).
Many tourist destinations place a greater emphasis on repeat
tourists than new ones since it is less expensive (Um et al.,
2000).

There are psychological reasons that motivate people to
travel away from home, and one of the well-accepted theories
of motivation is the theory of push and pull motivation.
This theory states that motivation can be classified into
two forces, suggesting that people travel because they are
pushed and pulled to do so by certain forces or causes (Dann,
1977, 1981). Uysal and Hagan (1993) stated that the theory
explains how travellers are pushed by motivational factors
that influence them in making travel decisions and how
they are pulled or drawn by destination qualities. Dann’s
(1977) push and pull model has been used to investigate
travel behaviours towards a series of push and pull situations
(Murdy et al., 2018). Push factors have been recognized
and believed to contain psychological forces, such as any
willingness to escape, adventure, self-exploration and
social contact, whereas pull factors contain attributes of a
destination that are appealing to tourists. Travel satisfaction
was used as a basis for the assessment of loyalty towards a
destination, which, in this research, was Bali.

Bali is a famous destination in Indonesia. The Ministry
of Tourism of Indonesia chose Bali as one of Three Great
Destinations in Indonesia. To maintain the excellent
performance in terms of destination loyalty and re-visit

intention, a study regarding motivational factors affecting
tourist intention to visit Bali is needed.

The objective of this research is to analyze the impact of
travel motivation (push and pull factors) on travel satisfaction
and destination loyalty and also evaluate the effect of
COVID-19 on destination loyalty in the post pandemic era.
This research’s results are useful for destination managers in
strategic marketing planning for the destination. They will
also help managers and marketers improve their managing
and marketing strategies in the destination area. This has a
considerable importance since Bali is in the middle of a stiff
competition with many emerging destinations, nationally
and internationally. The relevant relationships between the
three factors above will be investigated using the structural
equation modelling approach that was replicated from Yoon
and Uysal (2005).

Motivation can be defined as something that drives a
person to do something to satisfy his or her needs (Moutinho,
2000). Motivation is also defined as a reason for someone’s
behaviour (Solomon, 2009). Heckhausen and Heckhausen
(2018) also stated that a person’s motivation to reach a
certain target is shaped by people factor and situational
factor, including expected results and impacts actions.

The effort to reach a goal constitutes a main part that
forms a motivation (Beckmann & Heckhausen, 2018). There
are several reasons behind a person’s decision to travel, for
example, to enjoy entertainment, to go sightseeing, to visit a
friend or relative, to enjoy free or leisure time, to engage in a
professional or business activity, to attend a festival or event,
to take a study tour, to join a fitness or educational activity, to
encounter and study another culture or to conduct scientific
research (Goeldner et al., 2000; Swanson & Horridge, 2006).
Filak & Nicolini (2018) stated that the driving force of
motivation often leads to improved or decreased results in
relation to overall satisfaction a person acquires.

In tourism-related research, there is a well-known view
that tourist motivation is closely linked to push and pull
factors, which will affect destination choices. The concept of
push and pull factors state that people are pushed and pulled
to travel by two forces or components (Dann, 1981). This
concept explains how people are pushed by motivational
variables and how they are pulled or attracted by destination
qualities to make travel decisions (Uysal & Hagan, 1993).
It can be said that push motivation is connected more to
tourists’ desire, while pull motivation is linked more to the
attributes of a destination (Cha, McCleary, & Uysal, 1995;
Crompton, 1979; Dann, 1981; Oh, Uysal, & Weaver, 1995).
The push and pull motivation concept is widely used to study
reasons for travelling (Li et al., 2013, Prayag & Hosany,
2014).

In other words, push motivation is related more to inner
or emotional aspects, while pull motivation is related to outer,
situational or cognitive aspects. Crompton (1979) described
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push motivation as needs or wants that are related to the desire
for retreat, leisure, prestige, health and fitness, adventure
and social connection, family gathering and enthusiasm.
Essentially, there are three purposes of traveling, namely
commuting (usually from home to workplace), business and
leisure (Keseru & Macharis, 2017). To take leisure as an
example of travel purpose as well as push motivation, pull
motivation inspires a tourist to take pleasure in destination’s
atributes that are considered attractive, such as facilities,
beaches, entertainment, cultural heritage, gardens, natural
scenery and shopping centres. From the example above,
it is believed that the concept of push and pull motivation
plays a significant role in the study of tourist behavior. The
findings of this research help understand tourist needs and
wants that affect his or her motivation and satisfaction with
a destination.

Sirgy (2010) discussed that life satisfaction can be
boosted through participation in travel and tourism activities.
Krippendorf (1987) found that tourists are self-oriented and
they are more motivated by “going away from” rather than
“going toward” something. Since tourists tend to be self-
oriented, it is crucial for the business to maximize travel
satisfaction. According to Yuliana (2018), satisfaction is also
known as an important predictor of loyalty because it affects
a tourist’s intention to revisit a destination as well as to give
positive word of mouth (WOM). Uysal and Noe (2003)
stated that it is important to evaluate physical attributes of
a destination as well as make psychological interpretations
on a destination because this reflects travel satisfaction with,
and loyalty to, a destination. This statement is supported
by McDowall (2010), who clearly stated that satisfaction
is an important concept in understanding a destination’s
performance on the basis that recognition of any elements
that will make tourists satisfied, will help increase any
chances to attract loyal tourists to come. Thus, according to
the above description, it can be concluded that a relationship
between motivation and satisfaction does exist. Therefore, it
can be hypothesised that:

H1: Push motivation has an impact on tourist satisfaction
with a destination

H2: Pull motivation has an impact on tourist satisfaction
with a destination

It is said that satisfaction is the foundation of developing
loyalty (Ladhari, Brun and Morales, 2008; Cai and Chi, 2018;
Mulyono et.al, 2020; Huyen and Binh, 2020). According to
Oliver (1999), loyalty is a deeply-held tendency to re-promote
a preferred brand or service regularly in the future, thereby
causing repetitive brand purchase behaviour, regardless of
situational impacts and marketing efforts having the ability
to make a switching behavior. When a customer is loyal, he
or she continues to buy the same brand, tends to buy more

and is willing to recommend the brand to others. However, to
make a customer loyal, he or she must be satisfied first with
the product or services that he or she is consuming. Nasution
and Mavondo (2008) suggested that the positive experience
of the customer will make him or her satisfied and cause him
or her to wish to return or stay longer in the establishment.

In relation to the tourism industry, loyalty serves as a key
point that has been covered in literature (Almeida-Santana
& Moreno-Gil, 2018). It is described as tourists’ purpose
to come back to a place and their recommendation to other
people (Yoon & Uysal, 2005). There is a fundamental role
saying that loyalty plays an important part in a destination’s
competitiveness (Weaver & Lawton, 2011). However, to
measure attitudinal loyalty to a destination, instead of using
intention to come back, many tourism researchers have used
tourists’ recommendation to others (Chen & Gursoy, 2001;
Oppermann, 2000). Thus, it is necessary to consider both
motivation and satisfaction as important factors to study.
Therefore, it can be hypothesised that:

H3: Tourist satisfaction has a positive impact on
destination loyalty

The proposed model of this study is as follows:

Figure 1: Research model

H1

Push
Motivation

H2

Pull
Motivation

2. Research Method

This research was based on observed and measured
phenomena (empirical research). It focused on the effects
of push and pull motivation on satisfaction and destination
loyalty. Factors involved are as follows: push motivation,
pull motivation, tourist satisfaction and destination loyalty.

The strategies employed in this research were survey
research and interview. The survey strategy involved self-
administered questionnaires distributed to collect data
and information supporting this research. There were 300
questionnaires distributed, only 254 of which were valid.
During the survey, some respondents were interviewed
to gain more insight regarding their perception of Bali
as a destination. In addition to that, an informant was
interviewed to gain more perspective and information about
how covid-19 impacting the destination loyalty, especially
loyalty towards Bali.
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As a cross-sectional study, data was collected one time
only in order to find the research answers (Sekaran and
Bougie, 2013: 106). The sampling method of this study
was non-probability convenience purposive sampling,
which means that only respondents who had visited Bali as
a destination more than two times for their holiday by the
time the research was conducted were eligible to fill in the
questionnaires. The location of the survey data collection
was Lippo Karawaci, Tangerang. Most of the respondents
were Indonesians, and some others were foreigners who had
been staying in Indonesia for more than one year by the time
the research was conducted. The questionnaires were adapted
from the instruments employed in the study by Yoon and
Uysal (2005), involving the following four main variables:
push motivation, pull motivation, tourist satisfaction and
destination loyalty. This proposed model was tested with the
LISREL procedure of structural equation modelling (SEM)
(Joreskog & Sorbom, 2001).

3. Research Results

The data was analyzed using LISREL to test the
proposed model through the structural equation modelling
(SEM) method. From the data analysis, some results were
obtained. Descriptive statistics and some data below show
the standardized solution of relationships as well as t-values.

Figure 2 shows that all loading factors were above 0.50.
This means that the indicators were valid to be used to
measure the variables. Afterwards, structural path analysis
was used to test the research model and the hypotheses, the
results are presented in Table 5 and Table 6 below:

According to Table 6, it can be concluded that the model
for this research was good and fit.

From the results above, we can see that the data supports
hypothesis 1, which means that hypothesis 1, that is, push
motivation has a positive, significant impact on tourist
satisfaction with a destination, is accepted (t-value = 4.26).
These results are different from those of the study of Yoon
and Uysal (2005), revealing a negative relationship between
push motivational factor and satisfaction. In this study,
a higher level of tourists’ push motivational factors will
result in a higher level of satisfaction with a destination.
The difference might occur because of tourists’ differing
characteristics and cultures. Most of the respondents were
Indonesians, and some others were foreigners who had been
staying in Indonesia for at least one year by the time this
research was conducted.

Push motivational factors could be all things which
has an effect on a tourist and drives him to travel, it works
as an escape from daily routines of life or have a space
for his or her ‘self-orientedness’. Push factor indicators
with the highest and lowest mean scores are ‘feeling safe
and secure’ (4.5945) and ‘finding thrills and excitement’
(3.9173), respectively.

Table 1: Push Factors

. Mean
Indicators Statistic
Factor 1 Exciting

Being physically active 4.1417

Meeting people of the opposite sex 4.1575

Finding thrills and excitement 3.9173

Rediscovering myself 4.3465
Factor 2 Knowledge/Education

Budget accommodation 4.2362

Wide spaces to get away from the crowd 4.2913

Variety of activities to see 4.3976

Meeting new people 4.3701

Being free to act how | feel 4.3701
Factor 3 Relaxation

Doing nothing at all 4.1850

Getting a change from a busy job 4.3622
Factor 4 Achievement

Going to a place that friends have not yet 4.5866

Talking about the trip 4.3543

Rediscovering past good times 4.4252
Factor 5 Family Togetherness

Visiting places my family came from 4.4213

Visiting friends and relatives 4.4764

Being together as a family 4.5236
Factor 6 Escape

Getting away from the demands from home 4.4488

Experiencing a simpler lifestyle 4.5394
Factor 7 Safety/Fun

Feeling safe and secure 4.5945

Being entertained and having fun 4.5827
Factor 8 Away From Home & Seeing

Feeling at home away from home 4.5748

Seeing as much as possible 4.4803

Source: Adapted from Yoon and Uysal (2005)

Push 0.47
Motivation
Satisfaction

Pull
Motivation

0.89

Figure 2: Structural Model - Standardized Solution
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Table 2: Pull Factors

Table 3: Satisfaction

Source: Adapted from Yoon and Uysal (2005)

Indicators St“g(:izrt‘ic Indicato.rs . . Mean Statistic
Expectation-satisfaction 4.1102
Factor 1 Atmosphere & Activities Worth visiting 4.3071
Beautiful rural areas 4.5236 Comparison with other places 45748
Exotic atmosphere 4.5394
Amazing cultures 43701 Source: Adapted from Hunt (1983)
First class hotels 4.3386 Table 4: Destination Loyalty
Factor 2 Wide Space & Activities Indicators Mean Statistic
Budget accommodation 4.3425 Recgmmendation to friends/ 49717
Wide spaces to get away from crowd 4.2362 relatives
Variety of activities to see 4.3268 Overall feeling to revisit 4.4291
Positive word of mouth 4.3622
Factor 3 Small Size & Reliable Weather Source: Adapted from Oppermann (2000); Yoon and Uysal (2005)
- and Chen and Gursoy (2001)
Manageable size 4.2402
Reliable weather 4.1693 Table 5: Structural Model Fit Test
Personal safety 4.1693
No. Indicator Standard IVILa;;h
Factor 4 Natural Scenery Minimum Fit
Outstanding scenery 4.3898 1 function
Mountainous/beaches 4.3976 Chi-square =
1117.96 P> 0,05 Close fit
Factor 5 Different Culture (P=0,00)
Interesting culture 4.4409 Small value and
Interesting & friendly local people 4.4134 NCP = 673.80 narrow interval Good fit
Different culture 4.2992 (579.22 — 776.05)
0 < RSMEA 2
Factor 6 Cleanliness & Shopping 2 RMSEA =0,078 |0.08 Good fit
Cleanliness 4.1220 C I for
Shopping 4.2441 RSMEA(0,072
Reliance or privacy 4.2008 -0,083)
P-value for test of | 0.10 <P = 1.00 Close fit
Factor 7 Nightlife & Local Cuisine close fit = 0.00
Nightlife & entertainment 4.2795 3 NFI=0,90 0,90=P 21,00 | Good fit
Local cuisine 4.1496 NNFI =0.93 0,90=P=<1,00 Good fit
CF1=0.93 0,90<P=1,00 Good fit
Factor 8 Interesting Town & Village IFI = 0.93 0,90<P=1,00 Good fit
Interesting town or village 4.3583 4 RFI = 0,88 0,90 <P =1,00 Close fit
Beautiful landscape 4.2756 Marginal
GFI=0,78 0,90=2P=<1,00 fit
Factor 9 Water Activities Marginal
Seaside 4.1929 AGFI =0.74 0,90=2P<1,00 fit
Water sports 4.3504 PGFI = 0,65 > 0,50 Good fit

Source: Data Processing Results (2017)
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Table 6: Hypothesis Testing Results

Hypotheses Path Stasr::laltrid;rz‘ed t-value Significant Conclusion
Push motivation (pushmot) L Data supports

1 — satisfaction (satisfc) 0.81 4.26 Significant hypothesis 1
Pull motivation (pullmot) — - Data supports

2 satisfaction (satisfc) 0.89 4.1 Significant hypothesis 2
Satisfaction (satisfc) — - Data supports

3 loyalty (loyalty) 0.47 3.66 Significant hypothesis 3

Source: Data Processing Results (2017)

Thus, these results will have a managerial implication
in respect to how Bali as a destination can build
trust and confidence in tourists’ minds that the sense of
safety and security can be guaranteed. A positive image
is very important to the effort. Regarding the low score of
‘finding thrills and excitement’, the destination management
of Bali should focus on the tourists who seek leisure for their
vacation over those who look for adventure.

The results of hypothesis 2 testing are also favorable,
which means that the hypothesis is accepted. Pull
motivation has a positive, significant effect on satisfaction
with t-value = 4.11. These findings are also different from
those of the study of Yoon and Uysal (2005), showing that
the relationship between the two constructs is negative. In this
research, it can be said that an increased level of pull motivation
will increase satisfaction. The push factor indicators with
the highest and lowest mean scores are ‘exotic atmosphere’
(4.5394) and “cleanliness’ (4.1220), respectively. In response
to these results, it is very important for the destination
management of Bali to provide and maintain the quality
of attractions that appeal to tourists, which in this case, are
attractions that reflect the exotic atmosphere of Bali. Attention
should be paid to historical heritage, natural attractions, food
and culture. Extensive diversity of tourism resources will be
an important tourism asset for tourist attractions to increase
tourist satisfaction.

The results also support hypothesis 3. Hence hypothesis
3, that is, satisfaction has a positive, significant impact on
loyalty, is accepted (t-value = 4.11). This supports previous
studies exploring the correlation between satisfaction
and loyalty. It is confirmed that if tourists are satisfied
with their experience with a destination, they will have an
intention to be loyal to the destination. Thus, tourists who
feel satisfied will visit Bali again. The highest and lowest
mean scores of satisfaction are on the indicators ‘comparison
with other places’ (4.5748) and ‘expectation-satisfaction’
(4.1102), respectively. These results reveal that tourists had
compared Bali with other destinations and thought that in
terms of satisfaction, Bali was the best destination even
though expectation-satisfaction was not a factor that had the

strongest effect on satisfaction. Thus, they had a great drive
to revisit Bali. The managerial implication of these results
is that the destination management of Bali should conduct
further research about the factors which makes an impact on
tourists to visit Bali and keep on improving and maintaining
them. Bali’s service excellence and cultural authenticity are
examples in case. Moreover, an effort to minimize factors
that lower tourist satisfaction also needs to be made.

Finally, the loyalty indicators with the highest and
lowest mean scores are ‘overall feeling to revisit’ (4.4291)
and ‘recommendation to friends and relatives’ (4.2717),
respectively. These results show that tourists will show their
loyalty by revisiting Bali on their next trip. It will be a better
behavior compared to giving recommendation to friends
and relatives. As a destination, Bali must work very hard to
maintain tourists’ trust, satisfaction and loyalty by practicing
good tourism governance. Practicing sustainable tourism can
also work as an alternative.

4. Conclusion

The results of this research proves that the tourist
satisfaction with Bali is affected by push and pull motivation.
In turn, satisfaction will influence tourist loyalty to the
destination. This study helps stakeholders identify push and
pull motivational factors in order to better prepare marketing
strategies and utilize indicators of push and pull motivation
that affect tourists’ experience during their stay.

This research has some limitations. First, the respondents
were mostly Indonesians, and some others were foreigners
who had been residing in Indonesia for at least one year by the
time this research was conducted. This may affect responses
from the cultural perspective. It is feared that the reason why
they became loyal to Bali as a destination was because they
thought that it would not cost much to have a holiday there.
Second, the sampling technique employed was non-probability
convenience sampling. Therefore, it is suggested that future
research should employ more varied respondents and explore
further the indicators of push and pull motivational factors that
have the greatest effect on the tourist satisfaction.
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