International Journal of Hospitality and Tourism Systems
Special Issue on COVID-19, 2022

ISSN: 0974-6250 (Print)

©Copyright ITHTS

® Exclusive Marketing Rights: Publishing India Group

| —eolmses
Hospitality & Tourism
Systems

Travel Motivations, Expectations and Intention
to Travel Post COVID-19

Vinay Chauhan®, Suvidha Khanna**, Sandeva Khajuria***

Abstract The 2019 corona virus disease (COVID-19) is a human tragedy and has a growing impact on the societies, economies, and the
businesses around the world. In addition to the various types of the impacts, this outbreak has also led to the feelings of fear and anxiety related
to health systems. Pandemic response resulted in to limiting to the non-essential activities including travel unless absolutely urgency involved.
Though individual differences in emotional and personality-based variables vary yet, the perception of risk associated with the travel is going
to have significant impact on travel behaviour of the tourists. Thus, the associated demand and the future scope of the tourism industry needs
research investigation on the behavioural pattern of the tourists as a input variable for resilient strategy.

With this backdrop, the present study aims to investigate the tourists’expectations, motivations and intentions to travel post COVID19 outbreatk.

COVID-19 pandemic has devastated the economy of the world, hitting tourism industry the hardest and disrupting both travel supply and
demand. As the consequence of such global adversity, tourists fear and no more wish to travel, especially to the suspected places (Nicholl,

2006). Followed by lockdown of most of the nations impacted by COVID-19 travel restrictions have eased around the world and people are
hoping to slowly inch back to their normal lives (Raavya Bhattacharyya,2020). But if they are ready to travel or not still remains a question.

Fliggy, Alibaba's online travel platform surveyed a group of people in China to understand their travel expectations and the results show that
59% wanted to travel in 2020 and 14% in 2021. Yet those who want to travel would have some expectations and possess some or other kind of
motivations to travel. Therefore, the present study is an attempt to draw upon an expectation, motivation, and intentions (EMI) model in lieu
of these variables post COVID-19 situation. The partial least squares structural equation modelling (PLS-SEM) technique has been employed
to process and analyze the data. The study has investigated the effect of individual factors on travel intention as in EMI model.

Keywords:

INTRODUCTION

The 2019 corona virus disease (COVID-19) is a human
tragedy and has a growing impact on the societies,
economies, and the businesses around the world. In addition
to the various types of the impacts, this outbreak has also led
to the feelings of fear and anxiety related to health systems.
Pandemic response resulted in to limiting to the non-
essential activities including travel unless absolutely urgency
involved. The worldwide outbreak of this COVID-19 has
brought the world to a standstill, and tourism has been
the worst affected of all major economic sectors. Though
individual differences in emotional and personality-based
variables vary yet, the perception of risk associated with the
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travel is going to have significant impact on travel behaviour
of the tourists. Thus, the associated demand and the future
scope of the tourism industry needs research investigation
on the behavioural pattern of the tourists as a input variable
for resilient strategy.

As the consequence of such global adversity, tourists fear
and no more wish to travel, especially to the suspected
places (Nicholl, 2006). Followed by lockdown of most of
the nations impacted by COVID-19 travel restrictions have
eased around the world and people are hoping to slowly inch
back to their normal lives (Raavya Bhattacharyya,2020).
But if they are ready to travel or not still remains a question.
Fliggy, Alibaba’s online travel platform surveyed a group
of people in China to understand their travel expectations
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and the results show that 59% wanted to travel in 2020 and
14% in 2021. Yet those who want to travel would have some
expectations and possess some or other kind of motivations
to travel. On the contrary, it is also expected that people
would travel to reduce their anxiety as one of the major
motivation after the tentacles of this pandemic would lower
down. Travel motivation has gained considerable attention
from tourism academia since the 1960s to better understand
and predict factors that influence travel decision-making
(Kim, et al., 2007). This driving force has dominated travel
patterns to protect and satisfy one’s desire, and to increase
the self-value of an individual (Lee and Chen, 2005) and
especially after this pandemic in which people restricted
their movements to their houses only, this is resulting to
even more desire to travel and move out of their homes.

The present study makes use of EMI (Expectations,
Motivations and Intention to travel) model. Expectation
is important in the study of tourists’ behavior because the
importance of tourism activities can be evaluated not only on
the basis of need but also on the basis of expected outcomes.
The relationship between expectation and attitude was
supported by Hsu et al. (2010), and the relationship between
attitude and behavior intention has long been established
(Ajzen, 1991). Landry (2003) explored the relationships
among self-efficacy, motivation, outcome expectations,
and intention certainty. Intention and motivation are closely
correlated as both are important to a traveler’s decision in
choosing a destination.

REVIEW OF LITERATURE

Understanding tourist psychology remains a key requisite
for determining success of a destination Swarbrooke and
Horner (2001). This point towards the importance of tourist
expectations in accomplishment of any travel product or
service (https://edepot.wur.nl/343833). Expectations of the
customers have been considered as an influential factor in the
service sector (Sadeh, et al., 2012). Lather, Singh & Singh
(2012) also support that studying expectations at the tourists’
end is significant for sustained development of a destination.
Though the researchers have not concluded any single
definition for “tourist expectations”, they concur that tourists
have expectations from any tourism product or service
before using or consuming it (Akama and Kieti, 2003). They
insisted that if tourist have low expectations, it is less likely
that they will go to a certain destination or participate in
a certain activity. Further, Huh, Uysal & Mccleary (2006)
assessed expectation of tourists with a cultural/heritage
destination. Realizing the role of tourist expectation in
the success of tourist destination, Del Bosque and Martin
(2008) emphasized on the measurement of expectations for
every attribute of the destination for making the destination
occupy a favorable position for the customer’s choice

process. Aksu, Icige and Ehtiyar (2010) also endorsed that
tourists will have expectations from tourism destinations, in
terms of attractiveness and sources. They stated that these
expectations can be increased or decreased by various factors
and tested levels of expectations among the tourists visiting
Antalya Region of Turkey. In their attempt to check the
usability of hotels” websites of Malaysia in managing tourist
expectations, (Cheng, & Hamid, 2011) acknowledged that
expectations ultimately led to guest retention and loyalty.
Wang, Qu and Hsu (2016) proposed a theoretical model of
tourist expectation formation towards a travel destination,
exploring the gender perspective of Chinese tourists to
Morocco. In 2017, Narangajavan et. al, utilized multiple
indicators multiple causes model (MIMIC) and a structural
equation model (SEM) to understand the tourists’ destination
expectation building particularly through user generated
content (UGC). Azhagan & Vigneswari, 2018 pointed that
expectation are based on factors including the customers’ past
buying experiences, opinion of others, information provided
by the marketers etc. De Lima, Mainardes & Rodrigues
(2020) studied the formation of tourist expectations around
a tourist destination and the existence of a knowledge gap
between this group and perceptions of tourism service
providers using a five-construct theoretical model including
tourism expectations, destination image, social media,
word-of-mouth communication and past experiences. The
study acknowledged social media and destination image to
influence tourists’ expectations.

Travel motivation that has been conceptually seen as a state
of need (Backman, 1995) or a condition that make people
exhibit different behaviors for certain activities making
them choose one thing over the other. This driving force
also directs travel patterns of tourists (Lee and Chen, 2005).
Since 1960s, travel motivation has been researched upon
widely, as a factor that influence travel decision-making
(Kim, et al., 2007). Various theories including Maslow’s
(1943); Sunlust and wanderlust typology (Gray, 1970);
Types of tourists (Cohen, 1972); Push and pull theory
of tourist motivation (Dann, 1977); Socio-psychological
motivations to travel (Crompton, 1979); Social psychology
model of tourism (Iso-Ahola, 1982); Travel career ladder
(Pearce, 1988); Travel Career Patterns (Pearce and Lee,
2005). Maslow’s Hierarchy of Needs (Maslow, 1943)
identified two types of motivation which were tension-
reducing motives and arousal-seeking motives. Gray (1970)
gave the typology of ‘sunlust’ and ‘wanderlust’ to explain
different motives for travelling. As per this typology, sunlust
tourists are those who seek relaxation and leisure where
as the wanderlust tourists seek adventure. Cohen (1972)
classified tourists based on their travel behaviours and
groups them as organised mass tourists, individual mass
tourists, explorers and drifters. In 1977, Dann’s push and
pull theory suggested that push forces represent ‘whether
to go’ (i.e., the desire to travel), while pull forces represent
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‘where to go’ (i.e., the choice of destination). Crompton,
1979 identified seven socio— psychological motives and two
cultural motives that drive individuals to travel. Dann (1981)
also came up with seven different approaches towards tourist
motivation including travel being response to something that
is lacking yet desired; destination ‘pull’ being a response
to motivational ‘push’; motivation as fantasy; motivation
as classified purpose; motivational typologies; motivation
and tourist experiences and motivation as auto-definition
and meaning. Iso-Ahola (1982) says that tourists will switch
roles while on holiday, and that over time different needs
will arise. Single motivation may not always act as the
determining factor for travel. If within the holiday, the initial
needs are satisfied, other motivations might emerge. Pearce
(1988) as cited in Ryan (1997) lists five travel motivations
which he calls travel career ladder” where tourists develop
varying motivations of relaxation, stimulation, relationship,
self-esteem and development, fulfillment. In Pearce’s model,
the motivations listed can be divided into two categories:
self-centered or directed at others. Scholars’ interest in
investigating the antecedents of travel motivations and their
impact upon other travel aspects is illustrated in studied
like Kim, Chulwon, and Lee (2000) suggesting that cultural
characteristics play a role in creating distinctive differences
in tourist motivation; Awaritefe (2004) indicting motivation
as a consideration for destination choice. Other literature that
took up travel motivation in relation with other parameters
include Meng, Tepanon and Uysal (2008); Fowler, et al.,
(2012); Kong & Chang (2016); Lin & Nawijn (2020).

Visiting intention, also referred to as engaged behavior
(Oliver, 1997), indicates taking up of tourism activities. In
tourism marketing, intention mean tendency of the tourists to
be interested in tourism activities and in the research world,
intention means the willingness of tourists towards buying
or consuming tourism products (Woodside & Lysonski,
1989). Different scholars have used different terms like
destination choice, Travel purchase decision, Loyalty,
revisiting intentions, willingness to visit, travel demand
patters etc. for the concept of visiting intentions. Visiting
intentions make a part of tourists’ behavioral intentions and
understanding them is a major goal for the scholars (Kim
& Kwon, 2018). According to Fishbein & Ajzen (1977),
how strong the intentions of a person are depicted by the
probability that he will perform the behaviour. Intentions to
travel have been well researched upon. Kucukkurt (1982)
took up intentions to visit investigating its relationships
with demographics, travel motivations and destination
attributes. Yau & Chan (1990) studied the intention of visit
among the tourists visiting Hongkong. The visit intentions
of the tourists toward a destination have been seen to be
influenced by the image of the destination. (Tapachai &
Waryszak, 2000; Kim & Richardson, 2003; Beerli & Martin,
2004; Chen & Tsai, 2007). Again the theory of Fishbein &
Ajzen (1977) explains the correlation between destination

images and destination decision choice. Whereas, Chalip,
Green & Hill (2003) while studying the impact of sport
events on destination image and visiting intentions, in case
of Gold Coast, Australia, concluded that beside destination
image, other dimensions which varied among the tourists
from different nations made a significant impact upon their
intentions to visit. A lot of other studies conducted were
aim to measure visiting intention (Chen dan Tsai, 2007;
Corbaci et al., 2008; Allameh et al., 2014; Pratminingsih,
Rudatin dan Rimenta, 2014; Hallmann, Zehrer dan Miiler,
2015; Tan dan Wu, 2016). More recently, Biraglia, Gerrath
& Usrey (2018) attempted to explore if Corporate Social
Responsibility motivations influenced the visiting
intentions of the tourists. Sharif & Mura (2019) investigated
the role of online page popularity and message valences
of user-generated content in social media in influencing
behavioural intention of the tourists visiting Iran.

Theoretical linkage of the constructs in
the research study

Gnoth (1997) presented a model of tourism motivation and
expectation formation indicting relationship between the
two. Poria, Reichel & Biran (2006) found that expectations
and motivations are key aspects of tourist behavior. Hsu,
Cai, & Li (2010) modeled the Chinese outbound tourists’
behavior incorporating their expectation, motivation, and
attitude, concluding direct relationship between expectation
and motivation and that motivation has a direct effect on
attitude toward visiting the destination. Luo & Ye (2020) has
also hinted the relationship between experience expectation,
motivation and visit intention among museum Vvisitor.
Wong, Cheung & Wan (2013) noted a significant correlation
between expectations and motivation of outbound tourists of
Hong Kong.

Huang & Hsu (2009) examined the effects of mainland
Chinese visitors’ travel motivation long with other factors
on their intention of revisiting Hong Kong. They found that
travel motivation, especially shopping has a crucial role in
making the tourists revisit Hong Kong. Xu, Li & Weaver
(2010) further investigated the travel motivation, travel
satisfaction, revisit intentions, and recommendation intention
of Chinese tourists visiting the United States and found that
tourists those motivated by knowledge recommend the
destination to others. Undertaking the intention to engage
in ecotourism, Hultman, Kazeminia & Ghasemi (2015)
investigated its determinants. The study was based upon
Swedish and Taiwanese tourists and reveled that intention to
engage in ecotourism and pay premium prices also depends
upon motivation of the tourist long with other determinants.
In Lu et al., (2016) Chinese senior tourists were analyzed to
test the link between travel motivation and travel intention
and the results showed that future perspectives and travel
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intention were mediated by travel motivation. Further,
Ketwadee, Basri & Noor (2017) attempted to evaluate the
impact of the determinants, such as external motivation,
internal motivation, word of mouth and perceived risks on
intention to visit, undertaking International tourist visiting
Phuket, Thailand. The study noted significant impact of
external motivation, internal motivation upon on intention
to visit.

Proposed EMI Model Hypothesis
Formulation

Expectations H3

H1

l }ent@n to Travel
Motivation H2

HI: There exists a significant impact of Tourist’s
expectations in their motivation to travel.

H2: Tourist’s motivation to travel significantly impacts their
Intention to travel after the COVID-19 pandemic.

H3: The expectations of tourists have a significant positive
impact upon their intention to travel.

METHODOLOGY

Sampling

The target population was the potential tourists who are
given the survey instrument. A total of 360 respondents
were approached to participate in the survey. Since the
questionnaire was online, and because the personal touch
was missing, only 326 respondents replied back and out of
these 326 responses, 283 were useable.

Operationalization of Scale Items

In order to get areliable questionnaire, the use of both primary
and secondary data is required. So the study made use of

Impact Analysis

both the data. All the items used in the survey questionnaire
(second data) i.e the first construct (Expectation), the second
Construct (Motivation to travel) and the third construct
(Intention to Travel) were all drawn from the previous
studies. All the study variables and its measurement are
discussed as follows:

e [Expectation: Using Divia Thani (2020) stataements at
Conde Nest Traveler related to how people will travel
again. Overall, the 13 items demonstrated traveler’s
expectations post COVID-19. All these items were
scored on 5-point Likert scale ranging from (strongly
disagree = 1 to strongly agree = 5).

® Motivation: To measure motivation to travel, 7-item
scale by Dayour and Adongo (2015) was used. Items
were scored on S-point Likert scale ranging from
(strongly disagree = 1 to strongly agree = 5).

e [ntention to Travel: Intention to travel was measured
by a 5-point scale with one statement. The item was
scored on a 5 —point Likert scale ranging from “1=
definitely not going to visit to 5= definitely going to
visit. The statement is taken from the study by Dayour
and Adongo (2015).

Data Collection form

The primary data for the study has been collected online.
The questionnaire was generated as ‘Google form” which
was sent to potential tourists via e-mail and social media
platforms. The filled forms were submitted online and the
responses so obtained were further utilized for analysis.

DESCRIPTIVE ANALYSIS

Demographic profile of the respondents

The respondent of the study comprises of potential tourists.
Out of the 282 respondents, 153 were males and the rest 129
were females. Maximum of the respondents (193) fall in the
age group of 20-40 followed by 72 who belonged to the age
group of 40-60 years; 174 of the total respondents were post-
graduate; and majority (152) of them said that they would
prefer Road as the mode of travel followed by airlines.

Table 1: Regression coefficients for Expectations and Motivations to Visit after COVID-19

Constant Variable R R?

AdjR? | Std.Error | Beta t-value Sig.

Expectations Motivation to Visit 0.797 0.636

0.635 0.364 0.7230 6.749 0.000
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Table 1 show the results of regression analysis between the
independent variable (constant) and dependent variable.
The results show that there lies a significant impact of
Expectations upon the tourist Motivations to visit after
COVID-19 (p<0.05). 0.635 being the value of R* indicates
that Expectations accounts for 63.5% change in motivation

to visit. Further, the value of coefficient of correlation (R=
0.797) indicates a positive relationship former upon the later.
Also B and t-values are statistically significant. Therefore,
it can be concluded that expectations has a positive and
significant impact upon Intention to visit a destination after
COVID-19. Therefore hypothesis 1 is vindicated.

Table 2: Regression coefficients for Motivation and Intentions to Visit after COVID-19

Constant Variable R R?2

Adj R?

Std. Error Beta t-value Sig.

Motivation Intention to Visit 0.671 0.449

0.447 0.364 0.645 1.831 0.000

Impact of Motivations on Intentions to visit a destination
is evaluated in Table 2. The show the results of regression
analysis between the independent variable (constant)
and dependent variable show that there lies a significant
impact of Motivation upon the tourist intention to visit after
COVID-19 (p<0.05). 0.449 being the value of R2 indicates

that Motivation accounts for 44.9% change in motivation
to visit. Further, the value of coefficient of correlation (R=
0.671) indicates a positive relationship Between Motivation
and intentions to visit. Also  and t-values are statistically
significant. Therefore hypothesis 2 is vindicated.

Table 3: Regression Coefficients for Expectation and Intention to Visit after COVID-19

Constant Variable R R?

Adj R?

Std. Error Beta t-value Sig.

Motivation to visit | Intention to Visit 0.562 0.316

0314 0.719 0.735 4.467 0.000

Table 3 shows the results of regression analysis between
Expectation and intention to visit. The results show that there
lies a significant impact of Expectations upon the tourist
Intentions to visit after COVID-19 (p<0.05). 0.316 being the
value of R2 indicates that Expectations accounts for 31.6%
change in intention to visit. Further, the value of coefficient
of correlation (R= 0.562) indicates a positive relationship
former upon the later. Also B and t-values are statistically
significant. Therefore, it can be concluded that expectations
has a positive and significant impact upon Intention to visit
a destination after COVID-19. Therefore hypothesis 3 is
vindicated

DISCUSSION

The outbreak of COVID-19 has almost ceased social
activities that are not compulsory. The fear of the virus is
keeping people from stepping out for taking up any ‘not so’
necessary activity. Tourism being an exception is undergoing
severe downfall. Antecedent by lockdown and travel
restrictions, tourism activity has rapidly slowed down, even
after the restrictions have been lifted. Yet, seeking the revival
of tourism process, the current study is aimed to investigate
the expectations, motivations and travel intentions of the
potential tourist, who are likely to travel post COVID-19.
The study utilized EMI model (Expectations, Motivations
and Intention to travel) and tested it with regression.

The research sample comprised of 360 respondents and a
structured questionnaire was sent to them online. Out of

them, 282 responded in relevant manner, 54.24% of the
respondents were males while 45.76% were females. Most
of them (68.4%) belonged to the age group of 20-40yearss,
61.7% were post graduates and 53.9% preferred road travel
over other modes of travel.

Further, the regression results revealed that Expectations
of the tourists reveal that Expectations of the tourists from
their travel post COVID-19 has a significant impact upon
their motivations to travel. Expectations have also shown a
significant impact on tourist’s intentions to visit. The study
also showed that tourist’s motivation to travel significantly
impact their intention to travel.

Taking into consideration the results of this study, it can be
concluded that if the expectations of the tourists are met,
they are likely and willing to travel in the coming future as
also pointed out by Kourgiantakis, Apostolakis and Dimou
(2020). The empirical results in their study indicated a
strong preference patterns towards safety and privacy during
holidays. Issues pertaining to personal hygiene standards
at hotels, as well as ensuring a secluded environment
seem to weight considerably upon participants’ decisions
during the pandemic outbreak. The present research also
concludes that most of the people are very much eager to
travel as also evident in the study which provides the view
that basically travelling is a human need at this time and the
respondents in the research showed a positive response to
interest in travelling after a pandemic and showed a negative
response to travel anxiety (Wachyuni & Kusumaningrum,
2020). Therefore, a conclusion can be drawn in this study
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that Expectations of the tourists have a significant impact
upon building their motivations to travel and finally their
Intentions to travel.
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