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A B S T R A C T

Research that focuses on regional tourists in Malaysia is scarce in literature. This study examined the influence of
travel motivations; economic, nature, and cultural aspects on tourists' loyalty intention in the context of
Langkawi Island, Malaysia. A total of 200 fully answered questionnaires were collected from ASEAN tourists on
the island using the purposive sampling technique, and the data were analyzed using the structural equation
modeling technique. The results confirmed that the ‘economic aspect’ and ‘nature aspect’ are important moti-
vational factors affecting tourists' loyalty intention to revisit Langkawi. Although cultural aspect influences
loyalty intention, its effect was weak. Managerial and marketing recommendations were made for tourism in
Langkawi based on these findings.

1. Introduction

Tourism is a major GDP contributor for Malaysia. It is estimated that
the tourism industry contributed 13.4% (USD41.9 billion) to the na-
tion's gross domestic product (GDP) in 2017 (WTTC, 2018a) from
25.9 million tourist arrivals in 2017 (Mansor, 2018). Malaysia's tourism
industry is experiencing high movements of inbound foreign tourists
due to favorable exchange rates and lower prices, and also the fact that
it borders several nations; Thailand in the north and Singapore in the
south of Peninsular Malaysia, and Brunei Darussalam and Indonesia in
East Malaysia (Chong, 2016). Due to its proximity to those countries,
~68.7% of tourists entered Malaysia by land, as it shares several border
crossings with Singapore, Thailand, Brunei, and Indonesia, while only
~28.4% of tourists entered via airports, and ~3% through seaports
(ASEANUP, 2018).

Despite Malaysia's strong annual tourism from cross-border tourists,
past studies have yet to examine the influence of travel motivations on
tourist's loyalty intention to revisit a destination within the cross-border
context. Generally, cross-border tourists travel from neighboring
countries and stay for a short time to enjoy the travel and tourism ex-
perience as opposed to long-haul tourists (del Río, Agüera, Cuadra, &
Morales, 2017). Tourists' motivations to visit a destination may vary
from experiencing adventure to appreciating nature, while others cross-
borders for medical reasons i.e. to get a better, affordable treatment
outside of their respective countries (Turner, 2008). Often, cross-border

tourism has been given limited attention, despite it being a significant
economic revenue for the government. For example, a long-standing
tradition of mainland Chinese tourists to shop in Hong Kong has forced
the Chinese government to increase the tariff of some products to re-
duce cross-border shopping of its citizens (Pham, Peng, & Chen, 2015).
Thus, exploring the motivations of cross-border tourists is necessary.

In this study, we chose Langkawi as the destination of interest. It is a
popular island destination at the north of peninsula Malaysia. Tourist
arrival data in 2017 indicated that 67.4% of international tourists en-
tered Langkawi by seaport instead of its international airport (LADA,
2018). It is ranked the second most touristic destination in Malaysia,
and is extremely popular with ASEAN tourists for short holidays. Thus,
the main objectives of this study are (1) to identify the main travel
motivation drivers among cross-border ASEAN tourists in Langkawi,
and (2) to examine the motivational factors that influence loyalty in-
tention among cross-border ASEAN tourists in Langkawi. Specifically,
we intend to determine which motivational drivers are more prevalent
vis-à-vis cross-border tourism in Langkawi and examine the effect of
travel motivation factors on the loyalty intention. In other words, this
study examines the most important motivation among ASEAN tourists
in Langkawi and pinpoints the most important motivational factors that
influence cross-border tourists' loyalty intention.
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1.1. Background of cross-border tourism in ASEAN perspective

Generally, international tourism is defined as the activities of
tourists performed in other sovereign nations (Timothy & Butler, 1995).
Cross-border tourism is a niche area of international tourism, char-
acterized by the activities of tourists from neighboring countries. Ac-
cording to Weidenfeld (2013), cross-border regions consist of all vicinal
terrains of sovereign countries that share common borders. Despite the
absence of a common agreement in defining cross-border tourism, it
generally refers to short-haul travel by international visitors from
neighboring countries for the purpose of tourism (del Río et al., 2017;
Hampton, 2010). Due to the short traveling distance to the tourist
destinations, cross-border tourists could be a significant target market,
as in the case of mainland Chinese tourists who cross-shop in Hong
Kong for bargains (Pham et al., 2015). This niche aspect of tourism is a
major contributor to the economic development of nations where cross-
border tourism activities are prevalent (del Río et al., 2017). Thus,
within the context of this study, ASEAN (Association of Southeast Asian
Nations) comprise of numerous cross-border tourist destinations.

ASEAN is currently made up of 10-member countries, comprising of
Indonesia, Thailand, Singapore, Vietnam, Malaysia, Philippines,
Myanmar (Burma), Cambodia, Laos, and Brunei. It has a huge impact
on the economic contributions to the region. Precisely, free trade along
with tourism is a long-term priority for its members, which have re-
sulted in financial benefits. Hence, apart from the free trade agreement
between ASEAN members, tourism promotes economic development.
The travel and tourism industry contributed 12.0% (USD329.5 billion)
to the ASEAN Gross Domestic Production (GDP), ranking fifth in 2017
compared to the other regions in the world. Visitors (i.e. tourists) export
accounted for USD135.6 billion in 2017, and is forecasted to grow at a
rate of 5.4% until 2028 (WTTC, 2018b). This represents a considerable
growth in tourists in ASEAN destinations in the long-run. Among these
nations, tourist arrivals were reported to be 26.76million in Malaysia,
which is second only after Thailand (UNWTO, 2017). Table 1 shows the
GDP contribution of travel and tourism in ASEAN. The growth of
tourism in ASEAN has been highlighted in previous studies (e.g. Koh &
Kwok, 2016; Timothy, 2003; Wong, Mistilis, & Dwyer, 2011a). How-
ever, these studies only focused on intergovernmental collaboration
(Wong, Mistilis, & Dwyer, 2011b), destination branding (Dinnie,
Melewar, Seidenfuss, & Musa, 2010), and opportunities and challenges
of tourism destination in the ASEAN region (Koh & Kwok, 2016).

1.2. Tourism in Langkawi

Langkawi is endowed with spectacular features befitting an attrac-
tive tourism destination, such as beautiful beaches, natural flora and
fauna, and a tropical climate (Omar, Othman, & Mohamed, 2014).
Tourists visit Langkawi island for both leisure and business purposes
(Mansor & Ishak, 2015). Its tourism development can be regarded as
minimal by the end of the 1980s, until the involvement of the federal
government via the provision of capital for infrastructure development
in the 1990s (Kayat, 2002). These efforts triggered the growth of the
Malaysian Tourism Industry, especially in Langkawi. It is reported that
tourist visits to Langkawi increased from ~200,000 in 1988 to
~1,800,000 in 1997 (Kayat, 2002). Over the past six years
(2010–2016), visitors' arrival in Langkawi increased sharply, from
2,448,466 to 3,634,517, with a total growth rate of 48.44% (Table 2).

Despite the growth, recent studies indicated that Langkawi is rela-
tively weak in its tourism competitiveness level (Zainuddin, Radzi, &
Zahari, 2016). Many studies focused on Langkawi's tourism life cycle
(Omar et al., 2014), integrated tourism planning (Marzuki, Hay, &
James, 2012), inhabitants attitudes towards Langkawi tourism devel-
opment (Marzuki, 2011), and the forecasts of tourist arrivals (Mansor &
Ishak, 2015). However, there is limited knowledge on aspects of travel
motivation and loyalty intention, especially among ASEAN tourists.
Specifically, studies pertaining to travel motivation of ASEAN tourists
to other ASEAN destinations, especially Langkawi, remains almost non-
existent.

2. Literature review and hypotheses development

2.1. Cross-border tourism motivation

Cross-border tourism is an important economic driver of the parti-
cipating countries. Understanding cross-border tourist motivation is key
towards promoting cross-border tourism. Although cross-border nations
are geographically close, differences may exist in the context of eco-
nomic cultures and destination aspects (del Río et al., 2017). Ex-
penditure is a major reason for visiting any destination, especially in the
case of cross-border tourism (Frenţ, 2016). Cross-border tourists focus
on lowering their costs of traveling, lodging, transporting, dining, and
shopping. Thus, the search for value for money may promote high in-
flow of cross-border tourism from neighboring countries (Frenţ, 2016;
Hampton, 2010; Wang, 2004).

Others argue that culture is an important motivational factor.
Cultural aspects that are novel or closer may encourage cross-border
tourism. In other words, cross-border tourists may be motivated by
linguistic and cultural similarities or the unique difference in cultural
attributes (Hampton, 2010; McKercher & du Cros, 2003; Weidenfeld,
2013). This motivational component varies from one tourist to another.
Adventure tourists enjoy the novelty of the tourism experience, while
general tourists enjoy traveling to a relatively known environment
(Ewert & Jamieson, 2003).

Table 1
ASEAN tourism and its contribution to GDP.

Countries GDP per capita
at current
price in 2017
(USD)a

Relative total
contribution of
travel and tourism
to GDP in 2017 (%)b

Travel and
tourism's total
contribution to
GDP in 2028 (%)b

Brunei Darussalam 28,465.60 9.00 11.40
Cambodia 1421.30 32.40 28.30
Indonesia 3866.70 5.80 6.60
Lao PDR 2530.80 13.70 12.20
Malaysia 9892.20 13.40 14.40
Myanmar 1228.60 6.60 7.00
Philippines 2991.50 21.10 22.40
Singapore 57,722.20 10.20 11.40
Thailand 6735.90 21.20 28.20
Viet Nam 2390.30 9.40 9.80
ASEAN 4305.00 12.00 13.00

a Source: ASEANStats. (2018). Gross domestic product per capita in ASEAN,
at current prices (nominal), in US$. Retrieved 7 December 2018 https://data.
aseanstats.org/indicator/AST.STC.TBL.7

b Source: WTTC (2018a). Country Economic Impact Analysis. Retrieved 7
December 2018 https://www.wttc.org/economic-impact/country-analysis/
country-reports/

Table 2
Tourist arrivals in Langkawi (2010–2016).

Year Tourists arrivals Growth % Total growth % (2011–2016)

2010 2,448,466 –
2011 2,815,178 14.98
2012 3,059,070 8.66
2013 3,414,391 11.62
2014 3,600,511 5.45
2015 3,624,149 0.66
2016 3,634,517 0.29 48.44

Source: Langkawi Development Authority (2016). Tourist arrival statistics.
Retrieved 30 November 2017 https://www.lada.gov.my/en/information/
statistics/tourist-arrival-statistics
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Other than culture, natural beauty is a motivation for tourists
(Jarvis, Stoeckl, & Liu, 2016). Natural beauty is a major motivation for
tourists to visit (Omar et al., 2014). As fellow members of ASEAN,
Malaysia share borders with Thailand, Singapore, and Indonesia. Thus,
short-haul cross-border traveling is inexpensive (Chong, 2016; Salleh,
Othman, & Ramachandran, 2007). It is not surprising that the majority
of tourist arrivals in Malaysia are from these three countries, where
tourist arrivals from Singapore were the highest (~64%) followed by
Indonesia (~14%), and Thailand (~10%) (MyTourismData, 2018).
Specifically, Singapore is the wealthiest nation in the Southeast Asia
(SEA) region, and has the highest cost of living while also lacking local
destination offerings (Hampton, 2010). As a result of this, the cross-
border tourists from Singapore is significant in Malaysia. Although
Singaporeans are more economically well-off, these three countries
share similarities in terms of ethnic compositions, language, and foods.

2.2. Travel motivation

Travel motivation attracts widespread attention among scholars and
forms the core of travel behavior. Examining tourists' motivation is
essential to understand, explain, and conceptualize travel behaviors
(Prebensen, Woo, Chen, & Uysal, 2013). Motivation is a psychological
state that drives an individual towards achieving a desired target (Jang
& Wu, 2006). From this perspective, travel motivation affects tourists'
attitudes, perceptions, involvements, and behaviors (Gnoth, 1997).
Generally, motivation refers to the vigor that drives human behavior.
The development of travel motivation concept is heavily based on
Maslow's (1954) motivation theory, which categorizes human needs
into a set hierarchy. Fulfilling lower level physiological needs is needed
in order to arrive to the higher-level self -actualization needs. Despite
the meaningful categorization of human needs of motivation, it is cri-
ticized for lacking empirical evidence (Dye, Mills, &
WeatherbeeTerrance, 2005), especially when explaining tourists' mo-
tivation functions in a sequential and hierarchical manner (Witt &
Wright, 1992).

Adopting Maslow's need hierarchy, Pearce (1988) develops a five-
step Travel Career Ladder (TCL) that explains tourists' travel motiva-
tion. Ryan (1998) later validates Pearce's model by elaborating TCL as
levels of needs/motivations that are in line with relaxation, followed by
safety/security, relationship, self-esteem and development, and finally
fulfilment of needs. Importantly, he also explains individuals' motiva-
tion towards travel aggregates and changes throughout their lives vis-à-
vis their travel involvements. For a few individuals, this motivation
may increase gradually, while for others it might remain similar due to
budgetary or wellbeing constraints. It is also argued that tourists may
begin from any fluctuating TCL levels based on their respective past
involvements, information, and level of a particular action (Rahman,
Zailani, & Musa, 2017). In other words, a laddering concept of tourist
needs might not be appropriate for the elucidation of the causal re-
lationship between motivation and behavior.

Contrarily, a two-dimension theoretical framework of tourist moti-
vation may explain tourists' behavior (Iso-Ahola, 1982). Two motiva-
tional drivers; escapism (tendency to escape from daily life activities
related to personal and interpersonal problems), and reward (tendency
to seek essential rewards by traveling in various conditions) are argued
to affect tourist behavior. Others explain tourist motivation by ex-
amining the socio-psychological and cultural motives (e.g. Crompton,
1979). Specifically, this perspective argues that travel motivation is
made up of various components, such as social, psychological, eco-
nomic, situational, and/or environmental factors, all of which drive
tourists' travel decision. These components are further categorized as
the escaping/seeking dimensions or the socio-psychological and cul-
tural motives.

Similarly, motivation can be divided into the push or pull factors
(Dann, 1977). Push factors are internal forces that drive a tourist to-
wards an action, while pull factors are external cues that prompt

tourists to make travel decisions (Jaapar, Musa, Moghavvemi, & Saub,
2017; Jang & Wu, 2006). For example, physiological and psychological
aspects of human needs (e.g. taste, fatigue, relaxation, social belong-
ingness, exploration and evaluation of self, prestige, enrichment of re-
lationships and enabling of social interaction) are internal forces that
could push tourists to make travel decision, while economic aspects
(e.g. cost of travel, income, expenditure, inflation, employability, des-
tination distance, tourist location, seasons, flora and fauna) are pull
factors that could prompt a tourist to visit/revisit a destination (Yoon &
Uysal, 2005).

In line with Dann's conceptualization of the motivation factor, this
study only examines the pull motivational factors, specifically eco-
nomic, nature, and cultural aspects, because studies on pull factors of
external attributes are scarce (e.g. Li & Cai, 2012). Other studies ex-
amining both push-pull factors have only considered pull factors con-
fined to micro-level issues, linked to the destinations' size, weather,
cleanliness, shopping, and local cuisines (e.g. Yoon & Uysal, 2005).
Macro-level factors (e.g. costs, distance to travel, nature aspect of
destination, and cultural novelty) are often overlooked.

Essentially, Jarvis et al. (2016) argued that economic, social, and
environmental factors are antecedents of tourist satisfaction, which
could subsequently affect the likelihood of revisiting intention with a
positive relational effect. However, they limit the conceptualization of
economic factors as the degree of economic development and social
factors as the safety and security at a touristic location. Jarvis et al.
(2016) only considered the economic aspect as cost incentives, nature
aspect as the natural beauty of the location, and cultural aspect as the
novelty of an unknown culture. These are the pull factors beyond the
control of tourists, and are hence regarded as external to an individual.
In line with this perspective, this study only considers the pull moti-
vational factors that influence loyalty intentions.

2.3. Loyalty intention

Like many other industries, tourism is strongly driven by repeat
visitors. Most tourists like to repeatedly visit a few (favorite) destina-
tions that give them the most fulfilling experience. Repeat visitors re-
duce various types of costs associated with marketing, are less price
sensitive, and help increase profit margins (Assaker & Hallak, 2012;
Choo & Petrick, 2014; Jarvis et al., 2016). Loyalty intention to a tourist
destination signifies the propensity of future repeat visiting behaviors
(Assaker, Vinzi, & O'Connor, 2011). Hence, behavioral intention can be
characterized as tourists' expected behavior in a given situation in the
form of probability of action (Ajzen, 1991; Fishbein & Ajzen, 1975). The
probability of returning to a specific tourist location may depend on
various factors, yet the majority of studies in travel motivations indicate
that satisfaction is one of the important antecedents (Jarvis et al.,
2016). Other antecedents include perceived quality, destination image,
past experience, cultural differences, novelty seeking, destination at-
tributes, and positive word-of-mouth (Assaker et al., 2011; Mat Som,
Marzuki, Yousefi, & AbuKhalifeh, 2012). Musa, Seng, Thirumoorthi,
and Abessi (2011) pointed out that word-of-mouth is an important in-
formational source when it comes to destination selection. A positive
word-of-mouth is framed by the tourists' own experience, probably
from hassle-free visits (Jaapar et al., 2017). Most tourists share their
experiences and opinions with friends and family via social networking
sites (SNS) (e.g. Facebook), which may influence other tourists' opi-
nions of sites of interest (Berger, 2014). Positive experiences posted in
SNS will certainly encourage other potential visitors to visit those
destinations (Fang, Tang, Li, & Wu, 2018). In destination tourism, the
intention to return (i.e. loyalty intention) is a vital aspect that leads to
the successful performance of tourism (Jarvis et al., 2016; Li & Cai,
2012). The following sections discuss the relationship of three pull
motivation factors (i.e. economic, nature and cultural aspects) on loy-
alty intention.
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2.4. Research framework

Many studies reported that tourist satisfaction is a major antecedent
of the intention to return. For example, Yoon and Uysal (2005), who
examine the influence of both push and pull motivational factors on
destination loyalty via tourist satisfaction, indicated that loyalty is
positively associated with both satisfaction and push motivation. Con-
trarily, pull motivational factors negatively affect satisfaction. Later,
Battour, Battor, and Ismail (2012) adopted Yoon and Uysal's model to
study Muslim tourists in Malaysia. Their results indicated that both
push and pull factors positively influence satisfaction. Meanwhile,
Quintal and Polczynski (2010) indicated that pull motivational factors
(e.g. perceived attractiveness, risk, value, quality) positively affect both
satisfaction and revisit intentions (i.e. loyalty intention).

However, the degree of loyalty intention may not always depend on
tourist satisfaction. Trip satisfaction can be influenced by associated
emotional and monetary investments (Alegre & Garau, 2010; Jarvis
et al., 2016). Few visitors may not return to a destination despite ex-
periencing higher levels of satisfaction. They, however, may be inspired
to revisit a destination due to novelty-seeking behaviors and monetary
considerations (Assaker et al., 2011; Assaker & Hallak, 2012). Fur-
thermore, only novelty and knowledge are associated with behavioral
intentions (i.e. prestige and luxury experience, exciting experience, self-
development, while escape and relationships were not significant pre-
dictors) (Li & Cai, 2012). They recommend further investigation on the
antecedents of behavioral intention. Thus, this study examines the in-
fluence of pull motivational factors (i.e. economic, nature and cultural
aspect) on loyalty intention.

2.4.1. Economic aspect
The economic aspect refers to the cost associated with a journey.

Tourists incur various types of costs, such as lodging, transportation,
food, and entertainment while traveling. Often, promotions/incentives
by destination marketing organizations (DMOs) influence tourists'
destination choices. Tourists prefer to return to a destination to avoid
the increased cost of visiting a new destination (Assaker & Hallak, 2012;
Enrique Bigné, Sánchez, & Andreu, 2009). The traveling costs to a
destination vary according to distance and the level of economic/fi-
nancial benefits/costs gained/incurred (Nicolau & Más, 2006). For ex-
ample, Enrique Bigné et al. (2009) reported a significant positive re-
lationship in the short-run promotion programs with revisit intentions.
In other words, promotions do not work well in eliciting long-term
revisit intention. Jarvis et al. (2016) highlighted the effect of economic
factors on satisfaction and revisit intentions, however, they only con-
ceptualized the economic aspect as economic development and tourists'
income. This study conceptualizes the economic aspect from the per-
spective of cost to travel to a destination, which is a pull factor. Hence,
the following hypothesis is proposed:

H1. Economic aspect positively affects loyalty intention.

2.4.2. Nature aspect
The nature aspect includes the natural attraction of a destination

that encourages tourists to visit/revisit. Tourists spend their leisure
time enjoying scenic beauty, weather, and flora and fauna in many
popular global destinations. For example, the number of visitors to the
Great Barrier Reef in Australia is increasing daily due to its natural
beauty, coupled with various adventurous undertakings (Jarvis et al.,
2016). Thus, the nature aspect is expected to pull tourists towards any
destination (visiting/revisiting). Jarvis et al. (2016) found that the
environment aspect is an antecedent of satisfaction and visitors re-
turning. However, they defined nature as the quality of the environ-
ment, such as the climate, sunshine, and infrastructure, while Yoon and
Uysal (2005) regard weather, cleanness, shopping nightlife, and local
cuisines as items in the nature aspect. Their results evidently stressed
the importance of natural scenarios as pull factors. Thus, the following

hypothesis is formulated:

H2. Nature aspect of a destination positively affects loyalty intention.

2.4.3. Cultural aspect
The cultural aspect refers to the novelty of culture that provides new

knowledge and understanding to tourists. While visiting a destination,
tourists experience new cuisines, cultural activities, events, music, and
lifestyles. For example, tourists visiting the Valencian town of Bunol in
Spain enjoy the “La Tomatina” festive, new year, or “carnival” cele-
brations, which are signature local events. Moreover, the cultural as-
pect provides a novel experience for tourists, and is regarded as an
important facet in tourist decision making (Assaker et al., 2011; Petrick,
2002). Yoon and Uysal (2005) only considered the cultural novelty
aspect and failed to examine other components of culture. Jarvis et al.
(2016) also elucidated the relationship of social factors with satisfac-
tion, and subsequently, with returning visitors. However, their defini-
tion of the social aspect only includes safety and security issues of
destinations. Considering the obvious gap in past studies with respect to
culture and intention to return, the following hypothesis is proposed:

H3. The cultural aspect of a destination positively affects the loyalty
intention.

3. Methods and analysis

3.1. Measurements

This study adopted previously-validated scales consisting of mea-
surement items developed by previous researchers. Measurement items
for travel motivation (i.e. economic, nature, and cultural aspects) were
adopted from Jonsson and Devonish (2008), Kuncharin and Mohamed
(2013) and Peter and Anandkumar (2016) for the context of cross-
border tourism. The four items measuring the economic aspects are
“low exchange rates, low taxes on products/services, famous individual
malls or centers, and duty-free shops/products”. Nature aspect comprises
seven items, “to attend sporting events, to get close to nature, to enjoy
beaches/the sea, to enjoy mountains, to enjoy scuba diving, to enjoy snor-
keling, and to experience nightlife”. The cultural aspect consists of seven
items, which are “to experience different cultures and different ways of life,
to attend cultural events that I don't have access to at home, to fulfil my
curiosity about local traditional lifestyles, to enjoy natural, and urban
landscapes, to experience a homestay, and to visit some cultural, and his-
torical attractions”. Items for loyalty intention were adopted from Steen
(2016), which examines the intention to visit a country in the future.

The questions were validated by an expert panel using two rounds
of the Delphi method. During the first-round, we contacted the expert
panel (six academic experts and professor) to discuss whether or not the
items were suitable for measuring cultural, economic, and nature as-
pects of cross-border tourism. Comments made by the expert panel
were pooled, and after some revisions, the items meeting the consensus
criteria in round 1 were incorporated into Round 2 (Mesmer-Magnus,
Murase, DeChurch, & Jimenez, 2010). In Round 2, the questionnaire
was again presented to the same panel, primarily to select the most
important items to be measured.

As per previous research, all constructs were measured using a 5-
point Likert scale, ranging from 1 (strongly disagree) to 5 (strongly
agree) (refer to Appendix A). In a pilot test, the questionnaire was dis-
tributed to 10 undergraduates in University Malaya to check for its
understanding and ease of answerability (face validity). After minor
wording corrections, the questionnaire was finalized. We then dis-
tributed it to n=30 tourists in Kuala Lumpur to confirm the reliability
(Cronbach's α) of its constructs. Cronbach's αs (pilot test) ranged from
0.70–0.80, which confirmed the constructs' reliability. The ques-
tionnaire was then translated into Thai and Bahasa Indonesia, then
back-translated into English (Brislin, 1980).
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3.2. Sampling and procedures

The authors distributed the questionnaires to tourists waiting at
Langkawi's jetty or the airport to go home or heading to other desti-
nations within Langkawi. Only ASEAN tourists were sampled, as per the
objective of the research. The nationality of the tourists was determined
prior to distributing the questionnaire. Out of a total of n=300 dis-
tributed, only n=200 questionnaires were returned. The mean age of
the respondents is 35 years old (Male= 62%, Single 66.3%). ~61.4%
had been to Langkawi previously (i.e. returning tourist). The majority
of them are cross-border tourists from Thailand and Singapore. Table 3
shows the demographic details of the respondents:

3.3. Data analysis and results

We used IBM SPSS 24 to examine the data. First, we checked for
normality and outliers. No outliers were detected. Also, the normality
test indicated that the data were normally distributed (refer Appendix
B). Cronbach αs for each construct exceeded 0.70 (Nunnally &
Bernstein, 1994) (refer Appendix C).

Among the pull motivational factors, the economic aspect scored the
highest mean value. Correlations between the constructs were
0.55–0.69. Next, the principal component analysis (PCA) was used to
determine the grouping of the measurement items and examine their
respective loadings (refer Appendix A). The Keiser-Meyer-Olkin (KMO)
value was 0.81, while the Bartlett's test of sphericity was significant
(p < .001), and all items' loading achieved the recommended value of
0.50 (Field, 2013). Following the PCA, the items were analyzed using
confirmatory factor analysis (CFA) and structural equation modeling
(SEM) with Amos 18. To meet an adequate goodness of fit, the path
estimates, modification indices, and standardized residuals of the
measurement model were assessed (Hair, Black, Babin, & Anderson,
2014). From the modification indices, we removed nine items to im-
prove the measurement model's fit (Hulland, 1999; MacCallum,
Roznowski, & Necowitz, 1992). The deleted items were from the nature
(enjoy beaches/sea, mountain, and experience nightlife), economic aspect
(duty-free shops/ products, wide choices of product, promotion offers, bar-
gain hunting, and famous individual malls or centers) and cultural aspects
(enjoy rural landscape). After the removal of the weak items, the mea-
surement model achieved excellent goodness of fit indices

(χ2= 299.556, χ2/df= 2.066, Comparative Fit Index (CFI)= 0.933,
Goodness of Fit Index (GFI)= 0.852, and Incremental Fit Index
(IFI)= 0.959, NFI= 0.879, Root Mean Square Residual
(RMR)= 0.058, and Root Mean Square Error of Approximation
(RMSEA)=0.076) (Hu & Bentler, 1999).

We further determined the composite reliability (CR) and average
variance extracted (AVE) in order to evaluate convergent validity. The
CFA results showed that the standardized parameter estimations for
most remaining items exceeded 0.70, while the CR values exceeded
0.80. All AVEs exceeded 0.50, which confirmed convergent validity
(Fornell & Larcker, 1981). We evaluated the discriminant validity by
examining the values of the square root of AVE with the inter-construct
correlations (Fornell & Larcker, 1981). The results confirmed that the
square root values of each construct AVE exceeded that of the inter-
construct correlation, which verified the adequacy of the discriminant
validity of the measurement model (Table 4).

In the following SEM analysis, the results of the structural model
achieved acceptable fit (χ2= 190.861, χ2/df= 1.853, CFI= 0.958,
GFI= 0.892, IFI= 0.959, NFI= 0.915, RMR=0.058, and
RMSEA=0.068). There were significant positive relationships between
the economic aspect (β=0.262, p= .002), nature aspect (β=0.234;
p= .029) and the cultural aspect (β=0.173; p= .047) with loyalty
intention. The relationship between cultural aspect and loyalty inten-
tion was also significant (β=0.173; p= .047). Overall, 26% of the
variance in loyalty intention can be explained by the economic, nature,
and cultural aspects (Fig. 1).

4. Discussion

The main aim of this study is to examine the effect of motivational
factors – economic, nature, and cultural aspects on ASEAN cross-cul-
tural tourists' revisit intention. Specifically, the objective is to in-
vestigate the influence of the pull motivational factors on loyalty in-
tention in Langkawi. The motivational factors reported a positive and
significant (p < .05) influence on tourists' loyalty intention, where the
economic aspect (M=3.92, SD=0.69) has the most significant influ-
ence (p= .002) on loyalty intention, followed by the nature aspect
(M=3.56, SD=0.76, p= .029), and cultural aspect (M=3.52,
SD=0.75, p= .047). The results for the influence of economic aspect
support that of previous findings, which argue that cost is an important
element affecting decision making (Assaker & Hallak, 2012; Enrique
Bigné et al., 2009). The economic aspect refers to the economic costs
associated with travel. Lower costs trigger a higher economic motiva-
tion, leading to a greater propensity to revisit a destination.

Table 3
Demographic profile of respondents.

Characteristic Group %

Gender Female 38
Male 62

Age 1–20 8.7
21–40 59.8
41–60 22.3
Over 60 7.6

Nationality Singapore 42.40
Thailand 42.40
Philippines 5.40
Indonesia, Brunei, Laos and Vietnam 9.8

Education High school 13.1
Certificate/Diploma 23.9
Undergraduate 51.6
Postgraduate 10.9

Marital status Married 32.6
Single 66.3

Occupation Private sector employee 37
Student 23.9
Government servant 16.8
Self-employed 10.9
Retiree 6
Unemployed 1.6
Others 2.2

Note: n=200.

Table 4
Reliability and validity of the study variables.

Constructs CR AVE 1 2 3 4

Economic aspect 0.834 0.706 0.840
Nature aspect 0.862 0.771 0.356 0.878
Cultural aspect 0.926 0.763 0.358 0.609 0.873
Loyalty intention 0.927 0.897 0.468 0.302 0.380 0.947

Note: CR=Composite Reliability; AVE=Average Variance Extracted,
Diagonal values with bold numbers are the square root of AVE. Below diagonal
are interconstruct correlation values.

Fig. 1. Research framework.
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Undoubtedly, transportation cost is a major economic consideration for
ASEAN tourists, although the overall traveling costs to Langkawi is
inexpensive, especially from neighboring countries. Most tourists from
Thailand travel to Langkawi via land and sea, which is cost-effective.
The Langkawi Development Authority reported that many tourists in
Langkawi use the seaport more than the airport (LADA, 2018). How-
ever, most tourists from Singapore, Indonesia, Thailand, Brunei, which
are the top four ASEAN tourists to visit Malaysia in 2017, usually ar-
rived via low-cost flights (i.e. affordability) due to the short distances
and air traveling time (Mansor, 2018). Several studies also supported
the influence of transportation cost on tourists' revisit intention (Hsu,
Yen, Chang, & Woon, 2016) and the availability of low-cost airline
traveling choice among ASEAN tourists (Buaphiban & Truong, 2017).

Our findings also supported the supposition that the nature aspect is
a significant factor that motivates tourists to revisit Langkawi. The re-
sults are consistent with other studies arguing that tourists' leisurely
enjoy nature beauty and the weather of a destination (Jarvis et al.,
2016; Kirillova, Fu, Lehto, & Cai, 2014). Langkawi is not only known as
a beautiful island with gorgeous natural attractions, it is also famous for
its shopping malls, duty-free shopping, nightlife, and local cuisine, all of
which attract tourists to revisit Langkawi. Overall, both the economic
and nature aspects motivate tourists to return to Langkawi.

This study also confirms the influence of the cultural aspect on
loyalty intention among ASEAN cross-border tourists, although not to a
great extent. The findings revealed a small effect, probably due to
cultural similarity and proximity of the neighboring countries to
Langkawi. Most tourists may have some prior cultural knowledge about
Langkawi due to geographical proximity. This results in a smaller
coefficient (β=0.173) relative to that of the economic aspect
(β=0.262). Literature indicates that the cultural aspect is related to
the novelty of the culture that provides new knowledge and experience
to tourists, thus the smaller effect infers closer cultural proximity
among Thais and Singaporeans. Moreover, our findings agree with
Assaker et al. (2011) and Petrick (2002), which supports the cultural
distance theory (e.g. McKercher & du Cros, 2003; Ng, Lee, & Soutar,
2007; O'Leary & Deegan, 2003). The theory stipulates that tourists'
destination choice is driven by cultural difference, i.e. cultural novelty/
dissimilarity, rather than cultural similarity, as one of the pull moti-
vational factors that motivate tourists to visit/revisit a destination.

5. Theoretical and managerial implications

This study outlines valuable insights on travel motivation factors of
ASEAN cross-border tourists and their respective loyalty intentions. It
sheds light on the existing body of knowledge in terms of the effect of
motivational factors on loyalty intentions in Langkawi within the con-
text of cross-border tourism destination research. Our results indicated
that the economic aspect is the most significant factor influencing re-
visiting intention, followed by the nature aspect, and cultural aspect in
the case of cross-border tourism destinations. The economic motivation
is triggered when the cost of traveling is low, while the cultural aspect
has a smaller effect on loyalty intention among the travel motivation
factors probably due to the high cultural proximity. The results also
outline a practical implication to ASEAN tourism, as member countries
are somewhat culturally similar in the context of food, festivals, events,
and fashion. However, when observed closely, we do have subtle and
sometimes obvious differences in cultural practices, norms, and values.
Thus, we suggest that cross-border destination should focus on cultural
attractions that promote cultural dissimilarities.

This study also outlined a few managerial and marketing implica-
tions. Our results indicated that loyalty intention to revisit Langkawi is
highly associated with the economic aspect of travel, where DMOs
should account for. DMOs should also be aware that the majority of
cross-border tourists are low-spending visitors. Hence, the revisiting
intention can be managed by easing accessibility and increasing avail-
ability of cost-effective transportations, such as low-cost airlines,

ferries, and cruises to reach Langkawi Island, with the support of the
development and availability of affordable hotels, foods, and tour ac-
tivities. A destination attribute that capture the tourists' attention is
nature. Langkawi Island is well-known for its beautiful beaches, tropical
climate, and flora and fauna (Omar et al., 2014). Our study identifies
the nature aspect as an important motivational factor that influences
loyalty intention among tourists of neighboring countries. Hence, the
DMOs need to protect its natural environment and heritages that are
attractive to tourists. In other words, sustainable or eco-friendly
tourism should be the guiding philosophy for Langkawi.

There are diversities and similarities in terms of the elements of
cultural aspect, such as language, food, cultural events, and celebra-
tions within ASEAN. This study finds relatively lower, yet significantly
positive influence of cultural aspect on loyalty intention. We re-
commend that DMOs enhance the cultural aspects of Langkawi Island.
It can provide the differential experience for tourists if properly de-
veloped and positioned. Innovative cultural activities that involve
events, food, festivals, music, and local lifestyle can uplift the image of
Langkawi Island as a unique cultural experience hub for cross-border
tourists.

The managerial implications are related to the communications of a
destination's economic, nature, and cultural aspects. The message
contents should include highlights on low-cost transportation, acces-
sible destination, affordable stay and food, exciting shopping facilities,
unique nature, and intriguing cultural essence broadcasted via proper
communication channels. Social networking sites (SNS), such as
Facebook, YouTube, and Twitter should be the primary choice along-
side other traditional media. Furthermore, the tourism Malaysia web
portal must also be synchronized and updated on a regular basis. In
fact, this portal would be the most trustworthy source of information
vis-à-vis Langkawi. DMOs needs to organize tourism events/fairs on a
regular basis so that tour operators can participate and offer various
tour packages that are affordable and focus on nature and unique cul-
tural experiences. Tourism programs must be promoted rigorously via
multiple communication channels and include the participation of tour
operators. Overall, an integrated marketing communication approach is
suggested for the promotion of Langkawi tourism.

6. Limitations of the study and future research

This study faced a few limitations. First, despite the fact that this
study intends to sample ASEAN tourists, most respondents answering
the questionnaires were from Thailand and Singapore. A future study
should consider a quota sampling technique to proportionately re-
present the ASEAN region. Second, this study only considers the pull
motivational factors on influencing loyalty intention. Future studies
may wish to combine both the pull and push motivational factors in
order to provide a more holistic insight of the influence of motivational
factors on loyalty intention. Literature reveals that there are few other
studies that investigated cross-border tourism. The current study vali-
dated the pull motivational factors in the context of cross-border
tourism, therefore, future studies should precede qualitative research to
develop scales that are more specific prior to the use of quantitative
methods.

7. Conclusion

This study significantly contributes to cross-border tourism litera-
ture by analyzing the pull motivational components that affect loyalty
intention to a tourism destination. Destination management authorities
of other cross-border countries will also benefit from the research
findings and suggestions, even though the implications suggested in this
work are specific to Langkawi Island. Other cross-border nations will
also be able to use the results of this research if it follows the general
factors of pull motivation – namely the economic, nature, and cultural
aspects. These components are common to any destination in the
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context of travel motivation of cross-border tourists and applicable to
other cross-border tourism.
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Appendix A. List of the constructs and items measured by 5-point Likert scale

Constructs Items Item level Construct level Factor loading (PCA results)

Mean SD Mean SD

Nature aspect To enjoy beaches/seaa 4.04 0.87 3.56 0.76 0.835
To get close to nature 3.87 0.88 0.781
To enjoy mountaina 3.82 0.89 0.734
To enjoy scuba diving 3.46 1.07 0.854
To enjoy snorkeling 3.44 1.12 0.803
To experience nightlifea 3.24 1.05 0.716
To attend sporting events 3.16 1.13 0.649

Economic aspect Low tax on products/service 3.78 0.84 3.92 0.69 0.798
Cheap flight 3.76 0.93 0.704
High prices at home low prices in destinations 3.67 0.90 0.783
Duty free shops/productsa 3.64 0.93 0.708
Low exchanges rate 3.64 0.90 0.830
Wide choices of producta 3.48 0.91 0.711
Promotion offersa 3.34 0.82 0.714
Bargain huntinga 3.33 0.87 0.780
Famous individual malls or centresa 3.16 0.91 0.812

Cultural aspect To enjoy rural landscapea 3.76 0.87 3.52 0.75 0.742
To visit historical attractions 3.67 0.97 0.790
To experience different cultures and different ways of life 3.62 0.91 0.766
To fulfil curiosity about local traditional lifestyle 3.49 0.89 0.861
To experience homestay 3.43 0.96 0.684
To attend cultural events that I don't have access to at home 3.37 0.91 0.829
To enjoy urban landscape 3.31 1.03 0.775

Loyalty intention I like to recommend to my friends to visit Langkawi 4.03 0.76 4.05 0.72 0.959
I like to recommend to my relatives to visit Langkawi 3.98 0.79 0.948
I like to re-visit Langkawi again 4.01 0.84 0.886

a Items with italic font were discarded during CFA.

Appendix B. Normality test

Kolmogorov-Smirnova Shapiro-Wilk

Statistic df Sig. Statistic df Sig.

Loyalty intention 0.175 183 0.000 0.874 183 0.000

a Lilliefors significance correction.

Appendix C. Cronbach α and descriptive statistics

Constructs Cronbach α Mean SD

Economic aspect 0.83 3.92 0.69
Nature aspect 0.79 3.56 0.76
Cultural aspect 0.71 3.52 0.75
Loyalty intention 0.74 4.05 0.72

Appendix D. Supplementary data

Supplementary data to this article can be found online at https://doi.org/10.1016/j.tmp.2019.03.004.

References

Ajzen, I. (1991). The theory of planned behavior. Orgnizational Behavior and Human

Decision Processes, 50, 179–211. https://doi.org/10.1016/0749-5978(91)90020-T.
Alegre, J., & Garau, J. (2010). Tourist satisfaction and dissatisfaction. Annals of Tourism

Research, 37(1), 52–73. https://doi.org/10.1016/j.annals.2009.07.001.
ASEANUP (2018). 3 Infographics on tourism in Malaysia. Retrieved from https://

J. Park, et al. Tourism Management Perspectives 31 (2019) 63–71

69

https://doi.org/10.1016/j.tmp.2019.03.004
https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.1016/j.annals.2009.07.001
https://aseanup.com/infographics-tourism-malaysia/


aseanup.com/infographics-tourism-malaysia/.
Assaker, G., & Hallak, R. (2012). European travelers' return likelihood and satisfaction

with Mediterranean sun-and-sand destinations: A chi-square automatic identification
detector-based segmentation approach. Journal of Vacation Marketing, 18(2),
105–120. https://doi.org/10.1177/1356766711435977.

Assaker, G., Vinzi, V. E., & O'Connor, P. (2011). Examining the effect of novelty seeking,
satisfaction, and destination image on tourists' return pattern: A two factor, non-
linear latent growth model. Tourism Management, 32(4), 890–901. https://doi.org/
10.1016/j.tourman.2010.08.004.

Battour, M. M., Battor, M. M., & Ismail, M. (2012). The mediating role of tourist sa-
tisfaction: A study of Muslim tourists in Malaysia. Journal of Travel & Tourism
Marketing, 29(3), 279–297. https://doi.org/10.1080/10548408.2012.666174.

Berger, J. (2014). Word of mouth and interpersonal communication: A review and di-
rections for future research. Journal of Consumer Psychology, 24(4), 586–607. https://
doi.org/10.1016/j.jcps.2014.05.002.

Brislin, R. W. (1980). Translation and content analysis of oral and written materials. In H.
C. Triandis, & J. W. Berry (Vol. Eds.), Handbook of cross-cultural psychology:
Methodology. 2. Handbook of cross-cultural psychology: Methodology (pp. 389–444).
Boston, MA: Allyn & Bacon.

Buaphiban, T., & Truong, D. (2017). Evaluation of passengers' buying behaviors toward
low cost carriers in Southeast Asia. Journal of Air Transport Management, 59, 124–133.
https://doi.org/10.1016/j.jairtraman.2016.12.003.

Chong, E. (2016). A look in into tourism in Asean, and how we can optimize this sector for
growth. Warwick Asean conference. Retrieved from http://warwickaseanconference.
com/a-look-into-tourism-in-asean-and-how-we-can-optimize-this-sector-for-growth/.

Choo, H., & Petrick, J. F. (2014). Social interactions and intentions to revisit for agri-
tourism service encounters. Tourism Management, 40, 372–381. https://doi.org/10.
1016/j.tourman.2013.07.011.

Crompton, J. L. (1979). Motivations for pleasure vacation. Annals of Tourism Research,
6(4), 408–424. https://doi.org/10.1016/0160-7383(79)90004-5.

Dann, G. M. S. (1977). Anomie, ego-enhancement and tourism. Annals of Tourism
Research, 4(4), 184–194. https://doi.org/10.1016/0160-7383(77)90037-8.

Dinnie, K., Melewar, T. C., Seidenfuss, K. U., & Musa, G. (2010). Nation branding and
integrated marketing communications: An ASEAN perspective. International
Marketing Review, 27(4), 388–403. https://doi.org/10.1108/02651331011058572.

Dye, K., Mills, A. J., & WeatherbeeTerrance (2005). Maslow: Man interrupted: Reading
management theory in context. Management Decision, 43(10), 1375–1395.

Enrique Bigné, J., Sánchez, I., & Andreu, L. (2009). The role of variety seeking in short
and long run revisit intentions in holiday destinations. International Journal of Culture,
Tourism and Hospitality Research, 3(2), 103–115. https://doi.org/10.1108/
17506180910962113.

Ewert, A., & Jamieson, L. (2003). Current status and future directions in the adventure
tourism industry. Managing tourist health and safety in the new millenniumhttps://doi.
org/10.4324/9780080510798.

Fang, Y. H., Tang, K., Li, C. Y., & Wu, C. C. (2018). On electronic word-of-mouth diffusion
in social networks: Curiosity and influence. International Journal of Advertising, 37(3),
360–384. https://doi.org/10.1080/02650487.2016.1256014.

Field, A. (2013). Discovering statistics using IBM SPSS statistics (4th ed.). London: SAGE
Publication Ltd.

Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention and behavior: An introduction to
theory and research. Reading, MA: Addison-Wesley.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with un-
observable variables and measurement error. Journal of Marketing Research, 18(1),
39. https://doi.org/10.2307/3151312.

Frenţ, C. (2016). Measuring tourism at the border: A critical analysis of the Icelandic
context. Scandinavian Journal of Hospitality and Tourism, 16, 87–97. https://doi.org/
10.1080/15022250.2016.1244597.

Gnoth, J. (1997). Tourism motivation and expectation formation. Annals of Tourism
Research, 24(2), 283–304. https://doi.org/10.1016/S0160-7383(97)80002-3.

Hair, J., Black, W. C., Babin, B. J., & Anderson, R. E. (2014). Multivariate data analysis.
Prentice-hall, Inc (Pearson Ne). Essex: Pearson Education Inchttps://doi.org/10.1038/
259433b0.

Hampton, M. P. (2010). Enclaves and ethnic ties: The local impacts of Singaporean cross-
border tourism in Malaysia and Indonesia. Singapore Journal of Tropical Geography,
31(2), 239–253. https://doi.org/10.1111/j.1467-9493.2010.00393.x.

Hsu, C. J., Yen, J. R., Chang, Y. C., & Woon, H. K. (2016). How do the services of low cost
carriers affect passengers' behavioral intentions to revisit a destination? Journal of Air
Transport Management, 52, 111–116. https://doi.org/10.1016/j.jairtraman.2015.12.
006.

Hu, L., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure
analysis: Conventional criteria versus new alternatives. Structural Equation Modeling,
6(1), 1–55. https://doi.org/10.1080/10705519909540118.

Hulland, J. (1999). Use of partial least squares (PLS) in strategic management research: A
review of four recent studies. Strategic Management Journal, 20(2), 195–204. https://
doi.org/10.1002/(SICI)1097-0266(199902)20:2<195::AID-SMJ13>3.3.CO;2-Z.

Iso-Ahola, S. E. (1982). Toward a social psychological theory of tourism motivation: A
rejoinder. Annals of Tourism Research, 9(2), 256–262. https://doi.org/10.1016/0160-
7383(82)90049-4.

Jaapar, M., Musa, G., Moghavvemi, S., & Saub, R. (2017). Dental tourism: Examining
tourist profiles, motivation and satisfaction. Tourism Management, 61, 538–552.
https://doi.org/10.1016/j.tourman.2017.02.023.

Jang, S. C., & Wu, C. M. E. (2006). Seniors' travel motivation and the influential factors:
An examination of Taiwanese seniors. Tourism Management, 27(2), 306–316. https://
doi.org/10.1016/j.tourman.2004.11.006.

Jarvis, D., Stoeckl, N., & Liu, H. B. (2016). The impact of economic, social and en-
vironmental factors on trip satisfaction and the likelihood of visitors returning.

Tourism Management, 52, 1–18. https://doi.org/10.1016/j.tourman.2015.06.003.
Jonsson, C., & Devonish, D. (2008). Does nationality, gender, and age affect travel mo-

tivation? A case of visitors to the caribbean island of Barbados. Journal of Travel &
Tourism Marketing, 25(3–4), 398–408.

Kayat, K. (2002). Power, social exchanges and tourism in Langkawi: Rethinking resident
perceptions. International Journal of Tourism Research, 4(3), 171–191. https://doi.org/
10.1002/jtr.375.

Kirillova, K., Fu, X., Lehto, X., & Cai, L. (2014). What makes a destination beautiful?
Dimensions of tourist aesthetic judgment. Tourism Management, 42, 282–293. https://
doi.org/10.1016/j.tourman.2013.12.006.

Koh, S. G. M., & Kwok, A. O. J. (2016). ASEAN beyond talk shop: A rejoinder to regional
tourism. Current Issues in Tourism, 21(10), 1085–1090. https://doi.org/10.1080/
13683500.2016.1267114.

Kuncharin, W., & Mohamed, B. (2013). Cross-border shopping motivation, behaviours
and ethnocentrism of Malaysian in Hatyai, Thailand. International Journal of Social,
Human Science and Engineering, 7(4), 291–301. https://doi.org/10.13140/RG.2.1.
1534.0969.

del Río, J. A. J., Agüera, F. O., Cuadra, S. M., & Morales, P. C. (2017). Satisfaction in
border tourism: An analysis with structural equations. European Research on
Management and Business Economics, 23(2), 103–112. https://doi.org/10.1016/j.
iedeen.2017.02.001.

LADA (2018). Visitors arrival to Langkawi 2017. Retrieved December 1, 2018, from
https://www.lada.gov.my/en/information/statistics/tourist-arrival-statistics?style=
blue.

Li, M., & Cai, L. A. (2012). The effects of personal values on travel motivation and be-
havioral intention. Journal of Travel Research, 51(4), 473–487. https://doi.org/10.
1177/0047287511418366.

MacCallum, R. C., Roznowski, M., & Necowitz, L. B. (1992). Model modifications in
covariance structure analysis: The problem of Capitilization on chance. Psychological
Bulletin, 111(3), 490–504. https://doi.org/10.1037/0033-2909.111.3.490.

Mansor, A. (2018). 25.9 million international tourists visited Malaysia in 2017. Retrieved
November 30, 2018, from https://www.tourism.gov.my/media/view/25-9-million-
international-tourists-visited-malaysia-in-2017.

Mansor, K. A., & Ishak, W. I. (2015). Forecasting tourist arrivals to Langkawi Island
Malaysia. Cross-Cultural Management Journal, XVII(1), 69–76. https://doi.org/10.
13140/RG.2.1.2530.5688.

Marzuki, A. (2011). Resident attitudes towards impacts from tourism development in
Langkawi Islands, Malaysia. World Applied Science Journal (Special Issue of Tourism &
Hospitality), 12, 25–34. https://doi.org/10.1080/13032917.2009.10518921.

Marzuki, A., Hay, I., & James, J. (2012). Public participation shortcomings in tourism
planning: The case of the Langkawi Islands, Malaysia. Journal of Sustainable Tourism,
20(4), 585–602. https://doi.org/10.1080/09669582.2011.638384.

Maslow, A. H. (1954). Motivation and personality. Harper's psychological series. New York:
Harper & Row.

Mat Som, A. P., Marzuki, A., Yousefi, M., & AbuKhalifeh, A. N. (2012). Factors influencing
visitors' revisit behavioral intentions: A case study of Sabah, Malaysia. International
Journal of Marketing Studies, 4(4), 39–50. https://doi.org/10.5539/ijms.v4n4p39.

McKercher, B., & du Cros, H. (2003). Testing a cultural tourism typology. International
Journal of Tourism Research, 5(1), 45–58. https://doi.org/10.1002/jtr.417.

Mesmer-Magnus, J. R., Murase, T., DeChurch, L. A., & Jimenez, M. (2010). Coworker
informal work accommodations to family: Scale development and validation.
Educational and Psychological Measurement, 70(3), 511–531.

Musa, G., Seng, W. T., Thirumoorthi, T., & Abessi, M. (2011). The influence of scuba
Divers' personality, experience, and demographic profile on their underwater beha-
vior. Tourism in Marine Environments, 7(1), 1–14. https://doi.org/10.3727/
154427310X12826772784757.

MyTourismData (2018). Arrivals by country. Retrieved December 1, 2018, from http://
mytourismdata.tourism.gov.my/?page_id=232#!range=year&from=2017&to=
2018&type=55876201563fe,558762c48155c&destination=34MY&origin=34,
34ID,34SG,34TH.

Ng, S. I., Lee, J. A., & Soutar, G. N. (2007). Tourists' intention to visit a country: The
impact of cultural distance. Tourism Management, 28(6), 1497–1506. https://doi.org/
10.1016/j.tourman.2006.11.005.

Nicolau, J. L., & Más, F. J. (2006). The influence of distance and prices on the choice of
tourist destinations: The moderating role of motivations. Tourism Management, 27(5),
982–996. https://doi.org/10.1016/j.tourman.2005.09.009.

Nunnally, J. C., & Bernstein, I. H. (1994). Psychometric theory. Vol. 3. New York: McGraw-
Hill.

O'Leary, S., & Deegan, J. (2003). People, pace, place: Qualitative and quantitative images
of Ireland as a tourism destination in France. Journal of Vacation Marketing, 9(3),
213–226. https://doi.org/10.1177/135676670300900302.

Omar, S. I., Othman, A. G., & Mohamed, B. (2014). The tourism life cycle: An overview of
Langkawi Island, Malaysia. International Journal of Culture, Tourism, and Hospitality
Research, 8(3), 272–289. https://doi.org/10.1108/IJCTHR-09-2013-0069.

Pearce, P. L. (1988). The Ulysses factor: Evaluating visitors in tourist settings. Recent research
in psychology. New York: Springer-Verlaghttps://doi.org/10.1007/978-1-4612-
3924-6.

Peter, S., & Anandkumar, V. (2016). Travel motivation-based typology of tourists who
visit a shopping festival: An empirical study on the Dubai shopping festival. Journal of
Vacation Marketing, 22(2), 142–153.

Petrick, J. F. (2002). An examination of golf vacationers' novelty. Annals of Tourism
Research, 29(2), 384–400. https://doi.org/10.1016/S0160-7383(01)00040-8.

Pham, L., Peng, P., & Chen, S. (2015). Hong Kong is too dependent on mainland China
shopping tourism. Retrieved December 1, 2018, from https://skift.com/2015/07/27/
hong-kong-is-too-dependent-on-mainland-china-shopping-tourism/.

Prebensen, N. K., Woo, E., Chen, J. S., & Uysal, M. (2013). Motivation and involvement as

J. Park, et al. Tourism Management Perspectives 31 (2019) 63–71

70

https://aseanup.com/infographics-tourism-malaysia/
https://doi.org/10.1177/1356766711435977
https://doi.org/10.1016/j.tourman.2010.08.004
https://doi.org/10.1016/j.tourman.2010.08.004
https://doi.org/10.1080/10548408.2012.666174
https://doi.org/10.1016/j.jcps.2014.05.002
https://doi.org/10.1016/j.jcps.2014.05.002
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0040
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0040
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0040
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0040
https://doi.org/10.1016/j.jairtraman.2016.12.003
http://warwickaseanconference.com/a-look-into-tourism-in-asean-and-how-we-can-optimize-this-sector-for-growth/
http://warwickaseanconference.com/a-look-into-tourism-in-asean-and-how-we-can-optimize-this-sector-for-growth/
https://doi.org/10.1016/j.tourman.2013.07.011
https://doi.org/10.1016/j.tourman.2013.07.011
https://doi.org/10.1016/0160-7383(79)90004-5
https://doi.org/10.1016/0160-7383(77)90037-8
https://doi.org/10.1108/02651331011058572
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0075
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0075
https://doi.org/10.1108/17506180910962113
https://doi.org/10.1108/17506180910962113
https://doi.org/10.4324/9780080510798
https://doi.org/10.4324/9780080510798
https://doi.org/10.1080/02650487.2016.1256014
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0095
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0095
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0100
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0100
https://doi.org/10.2307/3151312
https://doi.org/10.1080/15022250.2016.1244597
https://doi.org/10.1080/15022250.2016.1244597
https://doi.org/10.1016/S0160-7383(97)80002-3
https://doi.org/10.1038/259433b0
https://doi.org/10.1038/259433b0
https://doi.org/10.1111/j.1467-9493.2010.00393.x
https://doi.org/10.1016/j.jairtraman.2015.12.006
https://doi.org/10.1016/j.jairtraman.2015.12.006
https://doi.org/10.1080/10705519909540118
https://doi.org/10.1002/(SICI)1097-0266(199902)20:2<195::AID-SMJ13>3.3.CO;2-Z
https://doi.org/10.1002/(SICI)1097-0266(199902)20:2<195::AID-SMJ13>3.3.CO;2-Z
https://doi.org/10.1016/0160-7383(82)90049-4
https://doi.org/10.1016/0160-7383(82)90049-4
https://doi.org/10.1016/j.tourman.2017.02.023
https://doi.org/10.1016/j.tourman.2004.11.006
https://doi.org/10.1016/j.tourman.2004.11.006
https://doi.org/10.1016/j.tourman.2015.06.003
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0165
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0165
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0165
https://doi.org/10.1002/jtr.375
https://doi.org/10.1002/jtr.375
https://doi.org/10.1016/j.tourman.2013.12.006
https://doi.org/10.1016/j.tourman.2013.12.006
https://doi.org/10.1080/13683500.2016.1267114
https://doi.org/10.1080/13683500.2016.1267114
https://doi.org/10.13140/RG.2.1.1534.0969
https://doi.org/10.13140/RG.2.1.1534.0969
https://doi.org/10.1016/j.iedeen.2017.02.001
https://doi.org/10.1016/j.iedeen.2017.02.001
https://www.lada.gov.my/en/information/statistics/tourist-arrival-statistics?style=blue
https://www.lada.gov.my/en/information/statistics/tourist-arrival-statistics?style=blue
https://doi.org/10.1177/0047287511418366
https://doi.org/10.1177/0047287511418366
https://doi.org/10.1037/0033-2909.111.3.490
https://www.tourism.gov.my/media/view/25-9-million-international-tourists-visited-malaysia-in-2017
https://www.tourism.gov.my/media/view/25-9-million-international-tourists-visited-malaysia-in-2017
https://doi.org/10.13140/RG.2.1.2530.5688
https://doi.org/10.13140/RG.2.1.2530.5688
https://doi.org/10.1080/13032917.2009.10518921
https://doi.org/10.1080/09669582.2011.638384
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0230
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0230
https://doi.org/10.5539/ijms.v4n4p39
https://doi.org/10.1002/jtr.417
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0245
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0245
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0245
https://doi.org/10.3727/154427310X12826772784757
https://doi.org/10.3727/154427310X12826772784757
http://mytourismdata.tourism.gov.my/?page_id=232#!range=year&from=2017&to=2018&type=55876201563fe,558762c48155c&destination=34MY&origin=34,34ID,34SG,34TH
http://mytourismdata.tourism.gov.my/?page_id=232#!range=year&from=2017&to=2018&type=55876201563fe,558762c48155c&destination=34MY&origin=34,34ID,34SG,34TH
http://mytourismdata.tourism.gov.my/?page_id=232#!range=year&from=2017&to=2018&type=55876201563fe,558762c48155c&destination=34MY&origin=34,34ID,34SG,34TH
http://mytourismdata.tourism.gov.my/?page_id=232#!range=year&from=2017&to=2018&type=55876201563fe,558762c48155c&destination=34MY&origin=34,34ID,34SG,34TH
https://doi.org/10.1016/j.tourman.2006.11.005
https://doi.org/10.1016/j.tourman.2006.11.005
https://doi.org/10.1016/j.tourman.2005.09.009
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0270
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0270
https://doi.org/10.1177/135676670300900302
https://doi.org/10.1108/IJCTHR-09-2013-0069
https://doi.org/10.1007/978-1-4612-3924-6
https://doi.org/10.1007/978-1-4612-3924-6
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0290
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0290
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0290
https://doi.org/10.1016/S0160-7383(01)00040-8
https://skift.com/2015/07/27/hong-kong-is-too-dependent-on-mainland-china-shopping-tourism/
https://skift.com/2015/07/27/hong-kong-is-too-dependent-on-mainland-china-shopping-tourism/


antecedents of the perceived value of the destination experience. Journal of Travel
Research, 52(2), 253–264. https://doi.org/10.1177/0047287512461181.

Quintal, V. A., & Polczynski, A. (2010). Factors influencing tourists' revisit intentions.
Asia Pacific Journal of Marketing and Logistics, 22(4), 554–578. https://doi.org/10.
1108/13555851011090565.

Rahman, M. K., Zailani, S., & Musa, G. (2017). What travel motivational factors influence
Muslim tourists towards MMITD? Journal of Islamic Marketing, 8(1), 48–73. https://
doi.org/10.1108/JIMA-05-2015-0030.

Ryan, C. (1998). The travel career ladder: An appraisal. Annals of Tourism Research, 25(4),
936–957. https://doi.org/10.1016/S0160-7383(98)00044-9.

Salleh, N. H. M., Othman, R., & Ramachandran, S. (2007). Malaysia's tourism demand
from selected countries: The ARDL approach to cointegration. International Journal of
Economics and Management, 1(3), 345–363.

Steen, H. K. (2016). Determinants of revisit intentions: The main determinants of revisit in-
tentions to Norwegian skiing resorts. University of Agder. Retrieved from http://hdl.
handle.net/11250/2419561.

Timothy, D. J. (2003). Supranationalist alliances and tourism: Insights from ASEAN and
SAARC. Current Issues in Tourism, 6(3), 250–266. https://doi.org/10.1080/
13683500308667956.

Timothy, D. J., & Butler, R. W. (1995). Cross-boder shopping. A north American per-
spective. Annals of Tourism Research, 22(1), 16–34. https://doi.org/10.1016/0160-
7383(94)00052-T.

Turner, L. (2008). Cross-border dental care: ‘Dental tourism’ and patient mobility. British
Dental Journal, 204(10), 553–554. https://doi.org/10.1038/sj.bdj.2008.403.

UNWTO (2017). UNWTO tourism highlights 2017 edition. Retrieved from https://www.
e-unwto.org/doi/pdf/10.18111/9789284419029.

Wang, D. (2004). Hong Kongers' cross-border consumption and shopping in Shenzhen:
Patterns and motivations. Journal of Retailing and Consumer Services, 11(3), 149–159.
https://doi.org/10.1016/S0969-6989(03)00014-6.

Weidenfeld, A. (2013). Tourism and cross border regional innovation systems. Annals of
Tourism Research, 42, 191–213. https://doi.org/10.1016/j.annals.2013.01.003.

Witt, A., & Wright, P. L. (1992). Tourist motivation: Life after Maslow. In P. Johnson, & B.
Thomas (Eds.). Perpective on tourism policy (pp. 33–55). .

Wong, E. P. Y., Mistilis, N., & Dwyer, L. (2011a). A framework for analyzing inter-
governmental collaboration – the case of ASEAN tourism. Tourism Management,
32(2), 367–376. https://doi.org/10.1016/j.tourman.2010.03.006.

Wong, E. P. Y., Mistilis, N., & Dwyer, L. (2011b). A model of Asean collaboration in
tourism. Annals of Tourism Research. https://doi.org/10.1016/j.annals.2010.12.008.

WTTC (2018a). Country economic impact analysis. Retrieved 7 December 2018 https://
www.wttc.org/economic-impact/country-analysis/country-reports/.

WTTC (2018b). Regional economic impact analysis. Retrieved 7 December 2018 https://
www.wttc.org/economic-impact/country-analysis/regional-reports/.

Yoon, Y., & Uysal, M. (2005). An examination of the effects of motivation and satisfaction
on destination loyalty: A structural model. Tourism Management, 26(1), 45–56.
https://doi.org/10.1016/j.tourman.2003.08.016.

Zainuddin, Z., Radzi, S. M., & Zahari, M. S. M. (2016). Perceived destination competi-
tiveness of Langkawi island, Malaysia. Procedia-Social and Behavioral Sciences, 222,
390–397. https://doi.org/10.1016/j.sbspro.2016.05.190.

Jonghyun Park is a Professor of the Graduate School of
Economics, Hosei University, Tokyo, Japan. He is also en-
trusted with Chair of Graduate School of Project-specific
Global and Regional Research Institutes, Hosei University
(GRRI), to attempt to promote international collaboration
of research projects with academic research in Asia. He has
published extensively and researched cross border re-
lationships in economic, social and cultural aspects in the
area of geography, especially international urban system
and networks.

Ghazali Musa is a Professor, a medical doctor and a PhD in
tourism. He is the Head of the Department of Strategy and
Business Policy at the Faculty of Business and Accountancy,
University of Malaya, Kuala Lumpur. He has a wide interest
in tourism research which includes scuba diving tourism,
mountaineering tourism, backpacking tourism, medical
tourism, and international second home.

Sedigheh Moghavvemi is a Senior Lecturer of the
Department of Operation and Management Information
System, Faculty of Business and Accountancy, University of
Malaya Kuala Lumpur. Her areas of interest are manage-
ment information system (technology adoption, social
media, and entrepreneurship), economics, business and
management, technology management, tourism as well as
consumer behaviour.

Thinaranjeney Thirumoorthi is a Senior Lecturer in the
Marketing Department, Faculty of Business and
Accountancy, University of Malaya. Her main research
areas are backpacking tourism, health tourism, scuba
diving tourism, and consumer behaviour.

Azni Zarina Taha is currently a Senior Lecturer at
University Malaya (UM). She received her PhD from Aston
University (UK), MBA from University of Malaya (Malaysia)
and BSc from University of Missouri (Columbia, USA). She
currently holds the position of Portfolio head unit for
Centre of Business Excellence in Faculty of Business and
Accountancy. She teaches a range of management subjects
which include strategy, services, events, and tourism.
Besides teaching, she is actively involved in projects and
research consultancy. Some of the projects include the de-
velopment of strategic customer service roadmap for
Kumpulan Wang Amanah Pekerja (KWAP), and currently
profiling mosques as tourism attractions for Islamic
Tourism Centre of Ministry of Tourism and Culture.

Mozard Mohtar is a Senior Lecturer in the Department of
Marketing, Faculty of Business and Accountancy, University
of Malaya. He received his PhD in Marketing from Aston
University (UK), MBA from University of Malaya
(Malaysia), and Bachelor of Journalism from University of
Missouri (Columbia, USA). He teaches marketing-related
subjects with a deep research interest in advertising, mar-
keting, and social psychology. He has done various con-
sulting works for various organizations which include cur-
rently Islamic Tourism Centre of Ministry of Tourism and
Culture on profiling mosques as tourism attractions.

Md Moniruzzaman Sarker is a PhD candidate in the
Department of Marketing, Faculty of Business and
Accountancy, University of Malaya and an Assistant
Professor in Marketing (on study leave) at United
International University, Bangladesh. Currently, he is doing
his PhD in airline service branding. His research interest
revolves around services branding, consumer behaviour,
travel and tourism marketing, transportation services, and
adventure tourism research.

J. Park, et al. Tourism Management Perspectives 31 (2019) 63–71

71

https://doi.org/10.1177/0047287512461181
https://doi.org/10.1108/13555851011090565
https://doi.org/10.1108/13555851011090565
https://doi.org/10.1108/JIMA-05-2015-0030
https://doi.org/10.1108/JIMA-05-2015-0030
https://doi.org/10.1016/S0160-7383(98)00044-9
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0325
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0325
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0325
http://hdl.handle.net/11250/2419561
http://hdl.handle.net/11250/2419561
https://doi.org/10.1080/13683500308667956
https://doi.org/10.1080/13683500308667956
https://doi.org/10.1016/0160-7383(94)00052-T
https://doi.org/10.1016/0160-7383(94)00052-T
https://doi.org/10.1038/sj.bdj.2008.403
https://www.e-unwto.org/doi/pdf/10.18111/9789284419029
https://www.e-unwto.org/doi/pdf/10.18111/9789284419029
https://doi.org/10.1016/S0969-6989(03)00014-6
https://doi.org/10.1016/j.annals.2013.01.003
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0365
http://refhub.elsevier.com/S2211-9736(19)30033-9/rf0365
https://doi.org/10.1016/j.tourman.2010.03.006
https://doi.org/10.1016/j.annals.2010.12.008
https://www.wttc.org/economic-impact/country-analysis/country-reports/
https://www.wttc.org/economic-impact/country-analysis/country-reports/
https://www.wttc.org/economic-impact/country-analysis/regional-reports/
https://www.wttc.org/economic-impact/country-analysis/regional-reports/
https://doi.org/10.1016/j.tourman.2003.08.016
https://doi.org/10.1016/j.sbspro.2016.05.190

	Travel motivation among cross border tourists: Case study of Langkawi
	Introduction
	Background of cross-border tourism in ASEAN perspective
	Tourism in Langkawi

	Literature review and hypotheses development
	Cross-border tourism motivation
	Travel motivation
	Loyalty intention
	Research framework
	Economic aspect
	Nature aspect
	Cultural aspect


	Methods and analysis
	Measurements
	Sampling and procedures
	Data analysis and results

	Discussion
	Theoretical and managerial implications
	Limitations of the study and future research
	Conclusion
	Funding
	Author contribution statement
	List of the constructs and items measured by 5-point Likert scale
	Normality test
	Cronbach α and descriptive statistics
	Supplementary data
	References




