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Abstract - Tourist’ motivation, satisfaction, and behavioural intentions are three important concepts that have been widely 
studied in the context of tourism literature; however, there is yet little research directed at island tourism. The study aims to 
provide insights into the motivations, satisfaction and behavioural intentions of tourists who visit sites associated with tourism 
in Kinmen Island of Taiwan. Based upon an empirical investigation, the study draws upon the effective responses of 500 
tourists who have visited this island. The study results indicate that tourist motivations are directed at personal service, 
attractions, and physical facilities of the destination, and are positively related to tourist satisfaction. Furthermore, satisfaction 
is confirmed to mediate the affect of tourist motivation on behavioural intentions. The research findings are expected to 
theoretically contribute to a better understanding of the motivational attributes affecting visiting intentions in island tourism, 
and how they represent a basis for increasing tourist satisfaction and behavioural intentions with reference to tourist loyalty. 
The motivational mechanisms and factors explored in this study may be considered to be incorporated into marketing 
strategies. Additionally, the study results will also provide a viable basis for the island tourism authorities concerned to 
reevaluate the essence of its tourism industry in the context of the resources and attractions on an island. 
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I. INTRODUCTION 
 
Understanding the motivations for a visit is an 
important theme in tourism research [1]. In many 
tourism studies motivations are recognized as starting 
point in order to understand tourist behaviours [2]. 
Motivations have also been seen as a tool to segment 
tourism market. According to Backman et al. (1995) 
motivations are associated with individual basic needs 
for participating, for instance, in activities. Hence, 
motivations of tourists are important in explaining 
why tourists are travelling. In recreation research, 
consumer behaviour theory was adopted to explain 
recreationists’ choices by motivations, attitudes, and 
preferences, all of which are closely related concepts 
[3]: Stankey and Schreyer (1987) considered motives 
to be a predisposition to fulfil specific types of needs, 
while Driver (1976) defined recreation experience 
preferences (REPs) as motivational reasons to 
participate in outdoor recreation, emphasizing the 
voluntary nature of behaviour based on preferences 
(Tarrant et al., 1999, p. 404). Crompton (1979) 
explores motivational push-and-pull factors to 
describe tourists’ choices and behaviour: 
knowledge-seeking, relaxation, and family 
togetherness are referred to as push factors, while 
preferences for natural and historic environments, 
cost, facilities, safety, and accessibility are reported as 
pull factors [4]. 
Based on the above it is important to explore the 
motives of tourists arriving at the island national park. 
Thus, the main aim of the study is to explore if diverse 
motivational factors affect differently potential 
tourists’ intentions to make island trips. This study of 
interrelationships between tourist motivations and 

tourist behavioural intentions will also be tested for 
tailor-making strategies of marketing practice, and 
future research on tourism development. In addition, 
most of the studies that have examined tourists’ 
intention to travel have concentrated on looking the 
intention to travel to a certain destination or 
destinations [5]. As the context of the paper as general 
profiles of wellbeing tourists are relatively little 
researched [6], in this study the focus is on researching 
tourists’ intentions to make particular trips to an island 
national park. Besides, behaviours of island tourists 
are likewise studied very little; therefore, a 
behavioural model for island tourism is not defined. 
This study can be seen as a starting point where aim is 
to create a behavioural model of island tourism in 
Kinmen National Park. It is wised up that behavioural 
intention is influenced by several different factors, but 
the intention is not to asses all of these factors in this 
paper. Hence, purpose of this study is to identify 
various motivational factors of potential island 
tourists, and assess the roles of motivational factors in 
predicting tourists’ intentions to make island trips and 
the relationship between satisfaction and behavioural 
intentions thereafter. The study results may contain 
essential information for policymakers, planners, 
researchers, managers and operators within the 
tourism industry. 
Islands are the most vulnerable and fragile of tourism 
destinations and will experience even more pressure as 
the combined impacts of economic, social and 
environmental change accelerate in the future [7]. 
Furthermore, it was noted that some problems still 
existed during the process of tourism development, 
such as environmental pollution, incomplete tourist 
planning, the need to progress relevant systems and 
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policies [8] [9] [10] [11], especially for the 
development of island tourism. This study aims at 
providing insights on tourist motivations toward island 
tourism from the perspectives of tourist behavior. In 
order to understand tourist motivation and their 
satisfaction of island tourism, response to behavioural 
intentions and their journey to sustainability and future 
development, attention should be paid to the 
trans-border nature of this tourist product, as well as 
the characteristics of tourism on the island. 
 
II. LINKING TOURIST MOTIVATION, 
SATISFACTION, AND BEHAVIOURAL 
INTENTIONS 
 
This study gives different perspective in examining 
motivations and behavioural intention by examining 
the intention to make particular kind of trip to an 
island. By doing this, the study provides more 
comprehensive and general information about 
motivation factors that are affecting the intention to 
make an island tourism with multiple resources. This 
study can also represent a starting point concerning the 
behavioural model of island tourism in Kinmen, which 
shows that these motivation factors have a positive 
effect to intention to make a wellbeing trip, thus 
leading to positive satisfaction and behavioural 
intentions [6]. 
The relationship between motivation and satisfaction 
has already been studied in tourism research from 
different perspectives and working methodologies, 
and applied studies have been carried out for different 
sectors of the market [12]. Yoon and Uysal (2005) 
noted that push motivations such as excitement, 
relaxation, achievements, family time, escape, safety 
and curiosity have a direct positive effect on 
behavioural intentions. Thus, motivation has become a 
meta-concept that functions as a trigger for travel 
behaviour and determines different aspects of tourist 
activity, in respect of (i) the reasons for travelling or 
why, (ii) the specific destination or where, (iii) and the 
results obtained or overall satisfaction with the trip 
[13]. Inherent in the concept of tourist motivation are 
human needs which require satisfaction, as well as the 
need to maintain a balance between under-stimulation 
and over-stimulation [14] [15]. Desires may be 
considered as the ultimate driven factor of intrinsic 
motivations [16]. 
More recently, literature has found that the 
relationship between motivation, intentions, 
satisfaction, and behavioural intentions is evident. 
Studies in the business and health settings also found a 
positive relationship between patient satisfaction and 
behavioral intention [17] [12]. In the general tourism 
context, studies have found a significant direct 
positive connection between overall tourists’ 
satisfaction and their intention to return to the 
destination. Roma’n, Recio, and Martı’n (2000) point 
out that the current demand trend towards greater 
segmentation can be mostly explained because of the 

diversification of visitor motivation. Therefore, 
diversification is a very valuable element when 
directing the expansion of emerging tourism products 
such as rural tourism. Moreover, these authors affirm 
that an offer exclusively based on countryside and 
fresh air is insufficient to be considered as a 
determining factor for a satisfactory experience of a 
visit. The same notion may be used in the exploration 
of island tourism studies. 
In this study, we specifically refer tourist behavioural 
intentions to tourist loyalty based on the reason that 
customer loyalty is an important objective for strategic 
marketing planning and represents an important basis 
for developing a sustainable competitive advantage 
[18]. As satisfaction is one of the antecedents of 
customer loyalty, satisfaction positively affects 
customer loyalty [19]. Although the reason that 
customers remain loyal may not always be satisfaction 
[20], it is safe to say that satisfied customers are more 
loyal. Therefore, the significance of measuring tourist 
motivation, intention, and satisfaction is crucial and 
derives from its purported impact on repeat purchase 
behaviour and brand loyalty [21]. By and large, the 
aforementioned literature has thus resulted in a more 
interesting condition to re-explore the essence of the 
relationship among tourist motivation, intentions, 
satisfaction, and behavioural intentions from island 
visitors’ perspectives. 
 
III. METHODOLOGY AND HYPOTHESES 
 
A. Conceptual Model 
According to the research purpose and literature 
review, this study is going to use the following 
conceptual framework based on the aforementioned 
literature review to determine the important tourist 
motives, satisfaction, and behavioural intentions, and 
to examine their relationship. Understanding what 
kind of motives tourists want to gain in island tourism 
will help operators to more accurately assess and 
address customers’ desires and preferences. Hence, 
this paper has drawn up the theoretical and conceptual 
framework below (see figure 3).  
Indicators for motivational attributes were derived 
from the existing literature. A list of items was created 
based on the components stated in the aforementioned 
literature. More specifically, the model of this study 
adapted four important motivational 
determinants—Physical motives (PHM), Spiritual 
motives (SPM), Isolation and Nostalgia motives 
(INM), and Social Status (SS) as major determinants 
of tourist motivation. Furthermore, visitor satisfaction 
was measured using a multi-item scale based on an 
adaptation of the universal scale of Oliver (1997), also 
applied in other studies [22], and included items 
capturing service, brand image and fulfilment 
components of satisfaction. The behavioural 
intentions construct was operationalised with items 
pertaining to loyalty commitment and revisiting 
intentions [23] and recommendations. The measures 
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and components illustrated in the satisfaction and 
behavioural intention were similar to those utilized by 
Zeithaml, Berry, and Parasuraman (1996), Baker and 
Crompton (2000), Brady, Cronin, and Brand (2002), 
and Lee, Petrick, and Crompton (2007). Consequently, 
a conceptual model is thus developed to guide the 
research (see Figure 1).  

 
Figure 1:- Theoretical and conceptual framework 

 
B. Research hypotheses 
Visitors who experienced personal concern at the site 
were assumed to be knowledgeable about the incident 
prior to visiting the site [24]. Motivation refers to the 
inner forces which arouse and direct human behaviour 
[25] [26]. Although tourism activity is a significant 
and growing area of research, much remains to be 
understood about island tourism. According to the 
aforementioned literature review and concepts, the 
hypotheses of this research are as follows: 
 
Hypothesis 1 
Tourist motivational attributes have positive influence 
on tourist satisfaction at the island level. 
 
Hypothesis 2: 
Tourist motivation of an island’s offerings directly 
(positively) affects behavioural intentions. 
 
Hypothesis 3: Tourist satisfaction is positively related 
to behavioural intentions. 
 
Hypothesis 4: Tourist satisfaction mediates the affect 
of tourist motivation on behavioural intentions. 
 
C. Measures, data collection and analysis 
Based on the aforementioned literature review and 
theoretical concept, a constructed questionnaire is 
developed to determine the motivations, satisfaction, 
and behavioural intention levels of the tourists to the 
Kinmen Island. All items for the three constructs 
(tourist motivation, satisfaction and behavioural 
intentions) were measured on a five point Likert-type 
scale (ranging from 1 (strongly disagree) to 5 (strongly 
agree). The questionnaire also contained a number of 
questions related to demographic variables. 
A sample of 600 visitors was targeted and surveyed by 
means of this structured questionnaire. Data collection 
uses airport departure survey procedures. The sample 
was taken at random in the departure lounge at 

Kinmen Airport and at Kinmen Harbor. Tourists have 
just completed their visit and their perceptions of the 
attractions, facilities, and customer services are not 
likely to be obliterated out of mind. Due to time and 
human resource limitations, a convenience sampling 
method will be chosen. The self-administered survey 
consists of four sections. The first section comprises 
demographic variables to determine the demographics 
of the tourists, including elements of tourists’ age, 
gender, education, personal income, and occupation. 
The second section of the questionnaire is designed to 
determine the vacation behavior and decision-making 
process of the tourists, including duration of trip, 
information sources, and travel arrangement. 
Moreover, to determine tourist motivation [27] [28] as 
suggested by Beerli et al. (2007) that the greater the 
agreement between a destination’s image and one’s 
self-concept, the greater the motivation for the tourist 
to visit that place, the third section is made up of 
attributes of tourist motivation based on the theoretical 
concept. Lastly, it is acknowledged that if 
performance is adequate, customers will be satisfied, 
and that any increase in performance leads to an 
increase in perceptions of service quality and, 
conversely, any reduction in the level of performance 
will result in reduced perceptions of service quality. 
Therefore, the fourth section of the questionnaire is 
designed to determine tourists’ overall satisfaction 
with the destination, and their behavioural intentions 
regarding tourist loyalty to the destination. 
 
IV. RESULTS AND DISCUSSION 
 
A. Respondent demographics 
A total of 500 surveys were distributed, and 391 usable 
replies were returned (a response rate of 78.2 per 
cent).With respect to gender, there were 206 (52.7 per 
cent) males and 185 (47.3 per cent) females. The age 
group 31-40 years formed 32.5 per cent of the 
respondents, followed by 21-30 years (32.2 per cent), 
41-50 years (14.1 per cent), and 10-20 years old (12.8 
per cent). In terms of respondents’ education level, 
21.2 per cent had high school education, 63.2 per cent 
had college and university education, 13.3 per cent had 
secondary school education and below. Apparently, 
over half of all respondents had a higher education 
level therefore. The main occupational group was 
government officials and teachers, representing 30.2 
per cent of the respondents, followed by an equal 
number of students (27.6 per cent) and those who 
involved in service industry (18.4 per cent), and 
businessmen (17.4 per cent), and agriculturalists (6.4 
per cent). 
 
B. Factorial analysis of constructs 
Factorial analysis was used to identify underlying 
tourist motivation, satisfaction, and behavioural 
intention constructs in the data. The results show that 
the cumulative variances of the four motivation factors 
are 21.478, 41.181, 55.309, 66.281 per cent, 
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respectively. Besides that, the Cronbach’s α values for 
the four factors range from 0.623 for factor “social 
status” to 0.860 for factor “physical motives”. With 
reference to tourist satisfaction, the cumulative 
variance accounts for as high as 60.228 per cent. The 
Cronbach’s α value for the three factors range from 
0.858 to 0.952. In addition, the cumulative variance of 
tourist behavioural intention reaches as high as 80.112 
per cent, and the Cronbach’s α value for the three 
factors in this regard range from 0.877 to 0.903. The 
aforementioned reliability test generated good results, 
suggesting that it was suitable to maintain the arranged 
items in each factor for a following analysis. 
 
C. Correlation between travel motivation, 
satisfaction, and loyalty 
In order to examine the correlation between travel 
motivation, satisfaction, and loyalty, the Pearson 
correlation analysis was employed to provide 
invariance to rescaling the whole data vectors by a 
common multiplication factors and additive 
component offsets. Table I shows the values with 
reference to the aforementioned three constructs. The 
Pearson correlation coefficients were from a low of 
0.587 to a high of 0.798 (being close to 1.0). The 
results demonstrate a strong and positive correlation 
between the three dimensions, indicating that they are 
significantly associated with each other in relation to 
tourist behavioural intentions. 
 
Constructs Motivation Satisfaction Loyalty 
Motivation 1.00 0.587** 0.645** 
Satisfaction 0.587** 1.00 0.798** 
Loyalty 0.645** 0.798** 1.00 
Table 1 Correlation between travel motivation, satisfaction, and 

loyalty 
 
D. Relationship between travel motivation and 
satisfaction 
To further examine the relationship between the 
attributes of travel motivation and the attributes of 
travel satisfaction, we utilized the Pearson correlation 
analysis as being an effective method of assessment. 
The attributes of travel motivation include the four 
important motivational determinants—Physical 
motives (PHM), Spiritual motives (SPM), Isolation 
and nostalgia motives (INM), and Social status 
motives (SSM) as major determinants of the 
destination, all of which are responsible for seizing 
distinctive characteristics of motivations for island 
tourism. As a result, the Pearson correlation 
coefficients were from a low of 0.242 to a high of 
0.590. The results demonstrate a fair and positive 
correlation between the four attributes and the four 
attributes of tourist satisfaction, namely, personal 
service, attractions, physical facilities, and overall 
satisfaction of the destination. The results indicate that 
the four attributes of tourist satisfaction are 
significantly associated with the four attributes in 
relation to the tourist motivations regarding island 

tourism. However, it is interesting to know that 
“spiritual motives” has stronger relationship with all 
the attributes of tourist satisfaction (ranging from 
0.548 to 0.590), especially with overall satisfaction (r 
= 0.590), representing that tourists with spiritual 
motives are more satisfied than those with other 
motives. By contrast, social status motives has the 
least relationship with the tourist satisfaction 
regarding physical facilities, signifying that tourist 
with social status motives are less satisfied with the 
physical facilities of the island tourism. 
 
Attributes Attractions Physical 

facilities 
Overall 

Physical 
motives 

0.398** 0.306** 0.385** 

Spiritual 
motives 

0.548** 0.581** 0.590** 

Isolation 
and 
nostalgia 

0.347** 0.408** 0.382** 

Social 
status 

0.291** 0.242** 0.313** 

Table 2 Relationship between travel motivation and satisfaction 
 
E. Relationship between travel motivation and 
loyalty 
In the process of assessing the relationship between 
the attributes of travel motivation and the attributes of 
tourist loyalty, we applied the same attributes of travel 
motivation as mentioned above, and the three 
attributes regarding tourist loyalty were identified as 
“willingness of recommendation”, “willingness of 
revisiting”, and “word of mouth” according to the 
literature review. As a result, the Pearson correlation 
coefficients in this regard ranged from a low of 0.244 
to a high of 0.626. The results also demonstrate a 
positive correlation between the four attributes of 
travel motivation and the three attributes of tourist 
loyalty. It is worth noting that “spiritual motives” has 
stronger relationship with all the attributes of tourist 
loyalty (ranging from 0.559 to 0.626), compared with 
other motives. However, “spiritual motives” is more 
strongly related to “willingness of recommendation” (r 
= 0.626) than any other attributes regarding tourist 
loyalty, representing that tourists with spiritual 
motives are more willing to recommend the island 
destination to others. By contrast, social status motives 
has the least relationship with the tourist loyalty 
regarding “word of mouth (WOM)”, signifying that 
tourist with social status motives are less willing to 
visit by WOM. 
 

Attributes Willingness of 
recommendation 

Willingness 
of revisiting 

Word of 
mouth 

Physical 
motives 

0.489** 0.438** 0.366** 

Spiritual 
motives 

0.626** 0.623** 0.559** 

Isolation 0.380** 0.448** 0.317** 
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and 
nostalgia 
Social 
status 

0.382** 0.310 0.244** 

Table 3 Relationship between travel motivation and loyalty 
 
F. Moderation effect of satisfaction between travel 
motivation and loyalty 
This study used regression analysis to further test the 
moderation effect of satisfaction between travel 
motivation and loyalty. The proposition was 
exemplified in H4 that a tourist’s satisfaction has 
mediating effects on the relationship between travel 
motivation and loyalty. In addition, based on the 
aforementioned concept, the objective of the study 
also emphasized the importance of tourist’ motivation 
that affects their satisfaction leading to loyalty, which 
was used as a dependent variable in the analysis. 
According to the study results, it was found that travel 
motivation positively affects tourist satisfaction (R 2 = 
0.345, F = 204.974, p < .001) and loyalty (R 2 = 0.417, 
F = 277.845, p < .001) respectively. In addition, it was 
tested that tourist satisfaction has a mediating effect 
between travel motivation and loyalty (β = 0.320, F = 
421.34, p < .001). The results are summarized in Table 
4 and Table 5 . 
 

 
Table 4 Moderation effect of satisfaction between travel 

motivation and loyalty 
 

 
Table 5  Moderation effect of satisfaction between travel 

motivation and loyalty 
 
CONCLUSIONS AND IMPLICATIONS  
 
The objective of the study emphasizes the importance 
of tourist’ motivation that affects their satisfaction 
leading to loyalty, which was used as a dependent 
variable in the analysis. According to the study results, 
it was found that travel motivation positively affects 
tourist satisfaction respectively. In addition, it was 
tested that tourist satisfaction has a mediating effect 
between travel motivation and loyalty. This study 
contributes to the marketing literature from both an 

academic and practical perspective. First, the study 
results contribute to the marketing literature by 
providing an analysis of tourist motivations through 
empirically examining the determinants as perceived 
by tourists to Kinmen Island. This is an important 
contribution as it provides a better understanding of 
tourist motivations prior to their visit and their 
satisfaction and behavioural intentions after visit. 
More specifically, this study provides conceptual and 
empirical insights into distinct roles in the pre-visit 
motivation sector. As such, the importance of 
adequately distinguishing the constructs like physical 
motives (PHM), spiritual motives (SPM), isolation 
and nostalgia motives (INM), and social status (SS), 
some of which have not been discussed in the prior 
studies are tested and confirmed. 
Second, the study results provide empirical support for 
the underlying assumption that tourists’ motivation 
lies at the heart of the understanding of behavior at 
different settings, rather than only their presence at the 
site. Thus, attention should not be given only to the 
physical attributes of the site, its authenticity, or the 
characteristics of the individual. It is also important to 
carefully consider the interaction among these factors. 
As such, this study empirically tested the theory in this 
regard and found that tourist motivation, satisfaction, 
and behavioural intentions are significantly related. 
More specifically, it is argued that tourist motivational 
factors and physical attributes of tourist destinations 
are influential for tourist satisfaction and revisit 
intention [29][30]. It is also noted that motivation and 
perceived quality of a destination largely influences 
the satisfaction and revisit intention of individuals 
[31][32]. The results of this study reconfirmed the 
argument of previous studies by confirming the crucial 
influence and interrelationships of tourists’ 
motivation, satisfaction, and behavioural intentions of 
a destination. 
Furthermore, the results especially indicate that, 
regarding island tourism, tourist motivations are 
directed at personal service, attractions, and physical 
facilities of the destination, and are positively related 
to tourist satisfaction. More specifically, as tourists 
with spiritual motives have are more satisfied than 
those with other motives. By contrast, social status 
motives has the least relationship with the tourist 
satisfaction regarding physical facilities, signifying 
that tourist with social status motives are less satisfied 
with the physical facilities of the island tourism. The 
study results apparently reconfirmed that the key 
factors such as cultural difference, and attractive 
environment seem to draw tourists specifically to 
island destinations [33]. 
The conceptual model tested in this study is expected 
to be applied to other tourism-related markets as well 
as source sectors in addition to island sites, and can be 
applied repeatedly over time to capture the dynamics 
of tourists’ motivation. In other words, this framework 
will have important practical implications for 
long-term management for tourists’ motivations and 
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intentions to make a travel decision. In terms of the 
attributes of islands that have a strong bearing on how 
they behave as island destinations, it is needed for 
islands to have visibility in marketing terms, and 
possess nature and expression of differentiation 
between islands [34] [35]. Given that the natural, 
cultural and historical resources are major pull factors 
for island tourists, we see a need for tourist demand on 
physical facilities such as accessibility and lodging, 
which islands are most likely lacking. Reconstruction 
of accessible transportation to islands and tourist 
reception facilities on islands should be focused. 
Additionally, during the process of island destination 
development, appropriate utilization of resources must 
be stressed and characteristics of islands should also 
be created in order to initiate marketing and branding 
strategies for islands. As the number of tourist 
destinations increases, understanding and preparing 
for island tourists’ responses to the push and pull 
factors of their motivations, which largely affects 
tourist satisfaction that further mediates tourist loyalty 
regarding revisit intention, is more necessary than ever 
for tourist destinations that wish to remain 
competitive. 

However, the main limitation and future studies in 
this regard has to be considered. First, the study lies in 
the selection of a single case; essentially, only on 
Kinmen Island, which may not represent all kinds of 
island destinations, will be studied. Second, this study 
may be a preliminary study focusing on tourist 
motivations, satisfaction, and behavioural intentions 
of the Kinmen Island; therefore, future research should 
consider addressing other tourism-related attributes 
concerning island tourism. It is essential that island 
tourism needs to be studied further. Other studies 
could also include the study of dissonance on other 
islands, where tourists pay attention to its different 
resources and attractions. Moreover, a formative 
construct in the model may not permit generalization 
of the relevant indicators across different tourist 
activities. Thus, the universality of motivation, 
satisfaction, and behavioural intention mode using 
different set of attributes which are not proposed in the 
study can be further considered. By gathering data 
from a number of such sites, a comprehensive 
typology of motives for island tourists and travelers 
could be developed. It is also suggested that future 
research should be conducted at other island locations 
either associated or not with location or size, as well as 
destinations not perceived as worldwide fame to allow 
for the generalization of the findings. This would add 
valuably to a greater understanding of the purposes 
and meaning of travel in relation to tourist 
motivations, satisfaction, and behavioural intentions. 
Last but not least, in order to simplify the model and 
focus more heavily on the 
motivation-satisfaction-behavioural intention track of 
analysis, this study did not consider characteristics of 
individuals or segmented groups of respondents. A 
future study should consider the detailed 

characteristics of individuals or segmented groups of 
tourists, thus more specific results can be obtained. 
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