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Abstract
The study on “Push and Pull Travel Motivations of Domestic 
Tourists to Kerala” is an exploratory attempt to analyze the  
underlying reasons for Indian domestic travelers choosing 
Kerala as a holiday destination. 34 push motives and 32 pull 
motives for domestic tourists to Kerala has been analyzed. The 
study was conducted through structured questionnaires collected 
from respondents in South India who had undertaken a Holiday 
in Kerala in January 2013. A total of 200 questionnaires were 
collected, of which only 165 were useable for the purpose of this 
study. Factor analysis found nine underlying push motivations and 
six pull motivations amongst domestic tourists. As tourism is the 
most important sector in Kerala, it can be assumed that this study 
has major managerial implications as an understanding of travel 
motivations to Kerala would enable the destination planners in 
designing and positioning the destination’s competitive advantage 
and image.
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I. Objective of the Study
The study seeks to primarily analyze the underlying motivations 
for Indian travelers choosing Kerala as a holiday destination.

II. Motivation for the Study
It is important for businesses to understand the underlying 
demographic and geographic characteristics of their consumers 
and it is equally important to understand why they are choosing one 
product over another. This research paper attempts to understand 
the underlying motivating factors that culminate in a decision 
to travel. Though it seems to be very simple as to why people 
travel, this area has been widely researched by psychologists. 
Questions on why travelers choose specific destinations amongst 
others have further been researched. Not all travelers travel for the 
same reasons. Even travelers visiting the same destination have 
a different motive based on age, income, life stage and needs. It is 
imperative for tourism planners to understand what motivates them 
to choose specific destinations. This has major implications for 
segmenting travelers based on motivation and their preference for 
different types of accommodation, leisure options and developing 
specific tourist packages that could cater effectively to the segment 
they wish to target. Travel motives do not remain the same. They 
change with changing incomes, exposure, life stage etc. It is 
imperative to analyze the changes in traveler’s motives to predict 
future travel patterns.

III. Introduction to Tourism in Kerala
The immense potential of the tourism sector to act as a catharsis 
of economic and social development has been acknowledged in 
national and international forums. Almost all the states in India 
have placed tourism on a priority platform, making efforts to 
exploit the tourism resources and potential offered by the state.
Kerala initiated tourism development programmes by establishing 

an international beach resort at Kovalam in 1976 with the patronage 
of central government. Realizing the economic potentials, 
Government of Kerala declared tourism as an industry in 1986. 
Within a short span of two and half decades, Kerala succeeded in 
establishing its tourism brand in the international market. The first 
tourism policy of the state was announced in 1995 underlining the 
importance of Public- Private Partnership. Tourism has come a long 
way since capturing new markets with its innovative products and 
marketing strategies. From hardly 50000 foreign tourist arrivals 
and 0.13 bn rupees as foreign exchange in 1986, it has reached a 
status of 0.6 million foreign tourist arrivals and 37.97 bn rupees 
as foreign exchange in 2010. Total employment generated from 
tourism is estimated as 1.2million.
The decadal growth of tourism is depicted in Table 1 below:
3 Ministry of Tourism, Government of India –Tourism Statistics 
at a Glance (2009), New Delhi 4 WTTC, Travel and Tourism 
Impact, India 2011.

Table 1: Kerala Tourism Arrival and Earnings

Source: Department of Tourism, Government of Kerala (2011)

Unique products like backwater tourism and ayurveda emerged 
as the innovation of tourism industry which attained international 
recognition. Currently there are about 1,000 houseboats in Keralan 
backwaters from basic to luxury resembling floating minipalaces.  
Similarly, Ayurveda, the traditional medicine system in Kerala 
was promoted among the tourists for rejuvenation of health. 
Accommodation facilities ranging from luxury hotels to home 
stays including vernacular architectural style, culture, tradition 
and various art forms are today being widely used for creating 
memorable experiences to tourists. Succeeded governments 
attempted to broad base tourism involving community, private 
and public sector. The strength of the private – public participation 
witnessed with the conduct of Kerala Travel Mart (KTM) regularly 
once in two years since 2000. A new model of marketing emerged 
with a combined effort of tourism department and tourism industry 
capturing the national and international markets through innovative 
campaigns and road shows. Focusing on the need for community 
benefits and participation in tourism, Ecotourism models were 
conceived in the late 90s and the Responsible Tourism initiative 
was launched in 2007. The state has already developed institutional 
mechanism to take a lead role in promoting accommodation, way 
side amenities, and human resource and investment in tourism 
sector. In tourism ventures small and medium enterprises dominate 
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today. The importance of tourism from a development perspective 
is realized by local self government and local communities also. 
A perfect synergy between public and private sector is created in 
tourism and the need of the hour is to promote quality on all fronts 
to provide world class experiences to tourist without deteriorating 
society, environment while strengthening the economy.

IV. Kerala is a Role Model in Tourism Development in 
India
‘God’s Own Country’ has managed to capture the attention of 
the international tourism market in no uncertain manner. Kerala’s 
tourism brand is listed among the top 100 brands of India and has 
been accorded the highly coveted ‘Super Brand’ status. Kerala 
is cited as one of the 50 destinations of a lifetime by National 
Geographic Traveller, and is also a ‘partner state’ to the World 
Tourism and Travel Council. While initiatives in tourism date back 
to the late 1980s, it was only since 1995 that focussed efforts in 
tourism development were launched by the state government. A 
comprehensive tourism policy was announced in 1995, this was
followed by several tourism planning and developmental initiatives. 
Therefore we have analysed Kerala’s performance from this point 
of take off. From 1995 onwards the state has taken significant 
strides and the results today highlight its impact.

V. Review of Literature
According to (1), Tourist motivation can be defined “as the global 
integrating network of biological and cultural forces which gives 
value and direction to travel choices, behavior and experience”. 
(2) opined that the motives for travel are to overcome the feeling 
of isolation and just “get away from it all”. A review of literature 
on tourist motivation reveals that people travel because they are
pushed by certain internal, psychological forces and pulled by the 
external forces of the destination attributes.
(3). People are pushed to travel to escape routine and search 
for authentic experiences. Tourists are pulled by a destination’s 
attractiveness like beaches, recreation facilities, culture, 
entertainment, scenery, parks and shopping. Literature reveals 
that the destination’s attributes may stimulate certain push 
motivations.
Push motives refers to the need to escape from everyday 
surroundings for the purpose of relaxation, and discovering new 
things, places and people. Social interaction and enhancement of 
kinship relationships act as dominant push motives in the vacation 
decision. Reversely, pull motives are aroused by the destination 
and include factors like scenic attractions, historical sites. Push 
factors are thought to establish the desire for travel and pull factors 
are thought to explain actual destination choice.
(4) has drawn attention to the fact that all tourists are seeking some 
element of novelty and strangeness and at the same time want to 
retain something familiar too.
(3) identified seven push motivations as the desire for escape, rest 
and relaxation, prestige, regression, kinship enhancement, self 
exploratory, social interaction and two pull motives as novelty 
and education. Since Crompton’s work, many studies have been 
conducted to identify push and pull motivations in different 
nationalities, destinations and events.
(5) found that people are motivated to travel for escape from routine 
environment and for mastery and competence. He also theorized 
that tourists attempt to avoid over mental and physical stimulation 
or too little stimulation leading to boredom. Iso-Aloha’s theory 
asserts that personal escape, personal seeking, interpersonal escape 
and interpersonal seeking motivates tourists’.

(6) stated four motivational needs. They were the intellectual 
component which consists of learning, exploring, discovering, 
thought or imagining, the social component which includes 
the need for friendship and interpersonal relationships, the 
competencemastery component which includes the need 
to compete, achieve and challenge, the stimulus avoidance 
component which relates to the need to escape and get away 
from over stimulating life situations. These four motivations form 
the basis of their Leisure motivation scale which has been used 
in many studies.
(7) found that tourist’s are motivated to go away from rather 
than go toward something. He opined that relaxation and escape 
motives are the two most important psychological drives that people 
experience before they decide to take an overseas vacation.
(8) defined push factors as origin related and refers to the intrinsic 
desires of the individual traveler such as desire to escape, rest and 
relaxation, adventure, health and prestige and pull factors related to 
the destination attractiveness such as beaches, recreation facilities, 
cultural and historical resources.
(9) found that tourists’ reason to travel may relate to certain benefits 
that they want to experience at the destination. Thus, marketers and 
destination promoters in tourism should keep in mind that most
successful products are those which respond best to a bundle 
of needs within a given market segment, and should give more 
marketing efforts to matching a destination’s major attributes to 
the tourists’ diverse psychological needs.
(i) lists five travel motivations known famously as the travel career 
ladder. It suggests that tourists develop varying motivations of 
relaxation, stimulation, relationship, self-esteem and development, 
fulfillment during different stages of the life cycle.
(10) compared British and German tourists’ motives who visited 
Mallorca and Turkey. The study found four motives namely, cultural 
motives, pleasure seeking/fantasy based motives, relaxation based 
motives, and physical motives. The study revealed motivational 
differences between British and German tourists. While British 
tourists’ main motive was mixing with fellow tourists and having 
fun, the German tourists had more nature and culture oriented 
motivations. However, tourists of both nationalities had the same 
pleasure and relaxation motives. The study revealed that personal 
motivation and destination attributes should be used for destination 
positioning studies. Understanding what motivates tourists to visit 
a particular destination could help destination planners develop 
effective marketing strategies. Kozak also argued that focus on 
tourist demographics in explaining travel motivations is important 
and that it was vital to empirically examine tourist motivation 
in order to try to identify markets in which tourist’s motivations 
match the destination.
(11) analyzed the effect of motivation experience and socio 
demographics on the perception of the tourist destination. The 
study revealed that first time tourists were motivated by sun and 
beach attractions, while repeat travelers were motivated to gain 
more knowledge about the destination. Socio demographics were 
found to affect the perceived image of the destination.
(12) examined the effects of motivation and satisfaction on 
destination loyalty. They identified eight push motives like 
exciting, knowledge and education, relaxation, achievement, 
family togetherness, escape, safety and fun, being away from 
home and seeing and ten pull motives like modern atmosphere and 
activities, wide space and activities, small size and reliable weather, 
natural scenery, different culture, cleanliness and shopping, night 
life and cuisine, interesting town and village, water activities. 
They suggested that destination marketers consider the practical 
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implications of these motivation variables as they could be the 
fundamental factors in increasing satisfaction with the destination 
services and also enhance destination loyalty.
(13) explored the travel motivations, their satisfaction and 
destination loyalty of Taiwanese tourists who visited Australia. 
17 push and 18 pull motivations were determined. The push factors 
that motivated Taiwanese tourists were travelling around the world 
and having a comfortable trip and the pull factors were sunshine 
and scenery and place of good value. The difference between 
travel motivations and satisfaction was examined using a sample 
T test. The Importance- Performance Analysis was used to analyze 
the motivation satisfaction levels. The relationship between 
customer satisfaction, need satisfaction and destination loyalty 
was examined using multiple regression analysis and revealed 
that there was a relationship between customer satisfaction, need 
satisfaction and destination loyalty.
(14) analyzed the travel motivations of International repeat 
travelers to Thailand. The study revealed 8 motives like, special
interests, cultural attractions, deals on tour promotion, food, 
shopping, things to do, Buddhism and natural attractions.
(15) identified the relationship between travel motivation and 
lifestyles among Malaysian pleasure tourists. Factor analysis 
revealed five major motives for pleasure travel, namely, nature, 
cultural, budget, adventure and freedom. Nature related motives 
were found to be most popular. Five lifestyles emerged from the 
study. They were the satisfiers, the dreamers, the indoors, the 
achievers and the escapist. It was found that the dreamers have 
significant relationships with all five travel motivations.
(16) analyzed the motives of Hongkong spa goers and found five 
underlying motives, namely, friendship and kinship, health and
beauty, self reward and indulgence, relaxation and relief, and 
escape.
(17) has analyzed the push and pull travel motivations of foreign 
tourists to Jordan. The push factors were identified as fulfilling 
prestige, enhancing relation, seeking relaxation, enhancing social 
circle, sightseeing, fulfilling spiritual needs, escape from daily 
routine and gaining knowledge. Fulfilling prestige and enhancing 
relations were the most important push motives. The pull factors 
were identified as events and activities, access and affordability, 
history and culture, variety seeking, adventure, natural resources, 
heritage sites and sight seeing variety. Events and activities and
access and affordability were identified as the most important pull 
motives of foreign tourists visiting Jordon. They suggested that
the country should capitalize on its heritage, natural attractions, 
food and culture.

VI. Methodolgy
The research was conducted in South India. 200 questionnaires 
were distributed for data collection amongst domestic travelers 
who had taken a holiday in Kerala in January 2013. Only 165 
questionnaires were usable for analysis.
Recognizing the importance of both push and pull factors in 
meeting the requirements of travelers, this study focused on Kerala 
as it has emerged as a hot spot for tourism in India. 34 push motives 
and 32 pull motives were analyzed using SPSS 16. The push and 
pull motives were assessed using a 5 point Likert scale ranging 
from 5= very important to 1= Not important. Reliability test was 
conducted and Cronbach alpha was .871 for push motives and 
.856 for pull motives.

VII. Analysis and Interpretation
To test the suitability of the data for factor analysis, the following 
steps are taken:

Kaiser- Meyer- Olkin (KMO) measure of sampling adequacy • 
for individual variables is studied from the diagonal of partial 
correlation matrix. It is found to be sufficiently high for all 
the variables. The KMO computed is found to be 0.639for 
push motives and .660 for pull motives. The score indicates 
that the sample is good enough for sampling.
The overall significance of correlation matrices is tested • 
with Barlett’s test of sphericity (approximate chi-square = 
4490, d.f= 561.000 and significant at 0.000) for push motives 
and (approximate chi square = 7205.389, d.f= 496.000 and 
significant at 0.000) for pull motives. It provided as well to 
support the validity of the factor analysis of the data set, as it 
indicates adequate inter correlations between the items which 
allow the use of factor analysis.

Hence all these standards indicate that the data is suitable for 
factor analysis.
Principal Component analysis is employed for extracting factors. 
Orthogonal rotation with varimax is applied. The latent root 
criterion is used for extraction of factors. As per that criterion only 
the factors having latent roots or Eigen values greater than 1 are
considered significant.
All 9 factors have Eigen value exceeding 1. The percentage of 
total variance is used as an index to determine how well the total 
factor solutions account for 74.505 of the total variations for 
push motives and 81.895 for pull motives. It is a pretty good 
extraction. The Cron bach’s Alpha is .871 for push motives and 
.856 for pull motives. According to Nunnally ( 1978), the Alpha 
of a scale should be greater than .70 and thus the reliability was 
accepted. Varimax rotated factor analysis results are shown in 
the table below.

Table 2: Principal Components of Push Motive Items
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The factor analysis of 34 push motives resulted in 9 factor groupings of ‘experiences/ learning’, ‘achievement and prestige’, ‘escape’, 
‘family’, ‘rejuvenation’, ‘challenge’, ‘romance’, ‘life and cuisine’ and ‘freedom’. Experience and learning is the most important push 
factor with an Eigen value of 8.568 followed by achievement and prestige with an Eigen value of 3.472.

Table 3: Principal Components of Pull Motive Items
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The factor analysis for 32 pull motives resulted in 6 factor 
groupings of ‘relaxation activities’, ‘adventure and variety seeking 
experience’, ‘water based activities and museums’, ‘yoga, temples 
and history’, ‘heritage and handicrafts’, ‘backwaters and spa’. The 
most important pull motive to Kerala was relaxation activities with 
an Eigen value of 7.288 followed by adventure and experience 
with an Eigen value of 6.463.

VIII. Travel Behavior
Majority of the respondents (46.7 %) were in the age group of 31 
to 40 years and 53.9 % of the respondents were women. Majority 
of the respondents (43%) had a monthly income of above Rs 
60,000 and 59.4% of the families consisted of 4 family members, 
72.1% travelled with spouse and children, 34.5% take 2 domestic 
holidays in a year and 33.9% take more than 3 domestic holidays 
in a year. The internet was the main source of information for 
72.5% of the respondents.

IX. Discussion
The aim of analyzing tourist motivations is to explore tourist’s 
desires, wants and needs. The study has major implications for 
tourism planners in Kerala. The factor analysis reveals that the 
tourists’ pursue 9 push motivations of ‘experiences/ learning’, 

‘achievement and prestige’, ‘escape’, ‘family’, ‘rejuvenation’, 
‘challenge’, ‘romance’, ‘life and cuisine’ and ‘freedom’ and 6 
pull motivations of ‘relaxation activities’, ‘adventure and variety 
seeking experience’, ‘water based activities and museums’, ‘yoga, 
temples and history’, ‘heritage and handicrafts’, ‘backwaters and 
spa’. Tourist motivation studies are useful in developing products, 
promotions and marketing strategies. As tourist destinations 
become more and more competitive it would be of utmost interest 
to study the satisfaction levels with respect to these push and 
pull motives to know the areas of concern. (12) suggested that 
the destination marketers consider the practical implications of 
the push and pull motivations as they are the fundamental factors 
that increase destination satisfaction and loyalty. Little has been 
done in this area in Kerala tourism studies. As tourism is the 
most important sector in Kerala, it can be assumed that this study 
has major managerial implications as an understanding of travel 
motivations to Kerala would enable the destination planners in 
designing and positioning the destination’s competitive advantage  
and image. Based on the push motivations this study suggests that 
Kerala should position itself as a destination for unique experiences 
and learning and also promote itself as a boutique destination to 
enhance the prestige of Kerala as a tourist destination. Based on the 
pull motives, the study suggests that Kerala should position itself 
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as a destination for relaxation as well as for offering adventure and 
varied experiences. Niche tourism products could be developed 
based on the motives that have emerged from this study. The 
literature review reveals that push and pull motivations have been 
primarily utilized in studies of tourist behavior. The findings in 
this study helps to understand a wide variety of different needs 
and wants that can motivate and influence tourist behavior.
Motivation is only one of the aspects that help in understanding 
destination choice and predicting destination loyalty, intention 
to recommend and revisit intention. Further studies need to 
focus on the service quality of all important tourism variables 
like transportation, information, cleanliness, hygiene, safety, 
security, convenience, quality of destination among many other 
variables which are also crucial in predicting tourist satisfaction 
and destination loyalty. An Importance performance analysis 
could reveal areas where Kerala needs to focus on. Further, since 
Kerala is a highly sought after destination amongst International 
tourists,  a study on International tourist motivations with respect 
to Kerala would reveal areas of similarity and dissimilarity. 
Tourist motivation studies can be conducted by a comparative 
study among different nationalities or can focus on type of target 
group like wellness tourists, backpackers etc.
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