Impacts of Time Perspectives on Tourists’
Travel Intention: The Mediating Roles of

Travel Motivation and Travel Attitude

By
LAI TIN HANG

September 2021

Thesis Presented to the Higher Degree Committee
of Ritsumeikan Asia Pacific University
in Partial Fulfillment of the Requirements for the Degree of

Doctor of Philosophy in Asia Pacific Studies



ACKNOWLEDGEMENTS

As my thesis closes to completion, my PhD journey has almost come to an end. At
this time, 1 welcome this opportunity to thank who have devoted time and effort in
encouraging, supporting, and guiding me during the long journal of pursuing my

study at Ritsumeikan Asia Pacific University.

First, I want to express my greatest gratitude to my chief-supervisor, Prof. VVafadari
Kazem, for his continuous support and enlightenment during the past few years.
His professional knowledge and research experience guided me to overcome the
darkness and confusion throughout the period of study. He helped me not only to
provide valuable advice for both my study and career path, but also backed me up

in my daily life in Japan. It is my great honour to be his student.

Second, | would also like to thank Prof. Cathy Hsu, Dr. Andrew Chan, and Dr.
Nelson Tsang, from the Hong Kong Polytechnic University, who introduced me to
the world of academia and generously assisted me to develop my research
knowledge and skills. | have learnt a lot from them, particularly approaches to

research and the work ethic.

A very special thank you goes out to my examiners for their constructive comments

on my thesis.



My recognition and gratitude also go to all my friends and classmates, Vince Cheng,
Kathy Kung, Hannah Lau, Chelsie Mok, and Emmy Yeung for their love, friendship,
and encouragement. A special mention must be given to my family: my mother,
grandmother, brother, and sister-in-law. Without their support, | would not be

where | am now.

Finally, 1 would like to thank Ritsumeikan Asia Pacific University for the

opportunity to pursuit my PhD study.



TABLE OF CONTENTS

ACKNOWLEDGEMENTS. ..ottt 11
LIST OF TABLES ... sbbe e VIl
LIST OF FIGURES ..ottt IX
PN S S I Y A O [ X
CHAPTER 1: INTRODUCTION ...ooiiii ittt ettt ettt s svae e s s save s e s sbana e 1
1.1, OVERVIEW ..utiiiiitttiie e stete e sttt e s sttt e s s s bta s s s sabb e e s s sabaas s s sabbas s s sabbassssbbessssabbansesanranes 1
1.2 TOURISM AND PSYCHOLOGY ..viiiittiiieiiiriieeiiitressssisbesessssbesssssbesssssbesssssssenssssnnes 4
1.3. TIME PERSPECTIVE .oiiiittiii i ittt sttt sttt s e s saate s s s sabbe s s s sabbe s s s eabbes s s sabbes e s enbbenessnnres 7
1.4, TRAVEL MOTIVATION . ..tvtitiittiiiesettteeessttttsesssstessssssbessssssresssssssesssssssasssssssesssssssns 9
1.5. F NI S 10
1.6. BEHAVIOURAL INTENTION ....cictviiiiirieieeirreeessbreeessbreesessbssessssssessssssenssssnssnss 11
1.7. RESEARCH QUESTION AND RESEARCH OBJECTIVES ...vvvvvieeiiiiiiirieeeee e e s 12
1.8. CONCEPTUAL FRAMEWORK .......ooettttiiiieeeissiittteieseessssssbsresesessssssssrssssssssssssanes 14
1.9. CONTRIBUTIONS OF THE STUDY ..vviiiittiiieiiriieesiirtesesssrresessssbessssssbesssssnnessssnnns 17
1.9.1. THEORETICAL CONTRIBUTIONS.....cciiiiitiiieiittiieeisieresssireeessssbesssssabessssssbesssssnnns 17
1.9.2.  MANAGERIAL CONTRIBUTIONS ....veiiiiitiieeiiriieessireeesssstteessssbessssssbesessssrasssssnens 18
1.10.  STRUCTURE OF THE THESIS ...cictviiiiitriie e sitrere s sitten s s sibree s s sssraessssssssssssnssesssssnenees 20
CHAPTER 2: LITERATURE REVIEW. ...ttt 22
2.1. [N 2{0] 0104 1 (o] N PR 22
2.2. TIME PERSPECTIVE .eeiittiieeiitiie e s sttt e e e sttt e e s st tn e s s sabas e s s sabaa e s s ssban e s ssnbasesssatenessnres 22
2.2.1.  THE NOTION OF TIME PERSPECTIVES ......cuetteiiiteiieiireieeesteeeessteeeessbaeesssraeessans 23
2.2.2.  THE OPERATIONALIZING OF TIME PERSPECTIVES ...vvieiiiteieeiiteieessrieeessiviineeans 30
2.2.3. TIME PERSPECTIVE IN LEISURE AND TOURISM STUDIES .......vvvviiieeiiiiiirieenenenn,s 45
2.3. TRAVEL MOTIVATION . c.veticiittiie e s ittt e e s ettee e s s st ee e s s siben e s s sbbaeessssbensssssbanssssnbenessnens 55
2.3.1. TRAVEL MOTIVATION IN THE TOURISM LITERATURE......ccecovvtvieeevreieeesreeeeene 56
2.3.2. THE MAIN TRAVEL MOTIVATION THEORIES IN THE TOURISM STUDIES. ........... 66
2.3.3.  POTENTIAL CONSTRUCTS OF THE PUSH FACTORS ...cooveeiiiiiiiiiiiieee e e s siirveeeeeees 74
2.4, TRAVEL ATTITUDE ..o ittiiee sttt e sttt s e sitee e s st e e s sibes e s s sbban s s s saben s s s snben e s ssnaessssnnres 79
2.4.1. DEFINITION AND CHARACTERISTICS OF ATTITUDE ...ccovcvviieivteiee s steeeeesviinee s 79
2.4.2. CONCEPT AND STRUCTURE OF ATTITUDE ........isectttiiiieeesesiireeir e e e e e s s sisrveneeae s 80
2.4.3.  OPERATIONALIZATION OF ATTITUDE .....vviiiiiieiee s steeee st steee e s sabae e e sraee e 83
2.4.4. ATTITUDE AND TRAVEL INTENTION ..cciictiiieiiteiee s sreee e e sreee e sreeeesssraee e s saraeeesans 88
2.5. BEHAVIOURAL INTENTION ...oiiiiiie ettt 90
2.5.1. OPERATIONALIZATION OF BEHAVIOURAL INTENTIONS ....ccovvtviieiirrieesrreeeenns 94
2.6. RESEARCH GAPS ...ttt ittt e sttt e sttt e s s s bae s s s s bbe s s s sbbee s s s sbbee s s sbbanssssrenees 96
2.7. RO LY LY 1Y = 2O 98
CHAPTER 3: CONCEPUTAL FRAMEWORK .......ooiii e 99
3.1 RESEARCH HYPOTHESIS ...vviiiiitieii e sttei e srtee e s sbvee s s s bves s s sbsesssssnseesssssbaessssnnenees 99
3.1.1.  TIME PERSPECTIVE AND TRAVEL INTENTION ....ccuvtviiiieeiiiiiiriiiieeeeessssirvenneeees 99
3.1.2.  TRAVEL MOTIVATION AS MEDIATOR ....tttttieeiiiictiriiiie e e s s ssterieese e s s e sissbaeeseeee s 103
3.1.3.  ATTITUDE AS MEDIATOR .....cicttiiiiiirtereestreresssreessssrbesssssssesssssssessssssssssessssenss 107
3.1.4. RELATIONSHIP BETWEEN TRAVEL MOTIVATION AND TRAVEL ATTITUDE..... 111
3.2. PROPOSED MODEL ....ciiiiii ittt 112



4.1. R {0] 010 o4 1 (o] N P 114
4.2. RESEARCH STRATEGIES....uvviiiiitiiiieiiitieeesitrtesessibbessssabbesssssbesssssbessssssbesssssnres 114
4.2.1. COMBINING MARKETING AND PSYCHOLOGICAL APPROACHES TO TOURISM 114
4.2.2. COMBINATION OF QUALITATIVE AND QUANTITATIVE METHODS......c.cccvnee. 115
4.3. RESEARCH DESIGN ...vviiiiiiuiiiiiiiiiieeeiisriesesissaessssasbessssssbessssssbessssssbesssssssessssnnes 117
4.4, STAGE ONE — INSTRUMENT DEVELOPMENT AND QUESTIONNAIRE DESIGN... 121
4.4.1. SPECIFIC DOMAIN OF CONSTRUCT ...uuvuiiiiitrtiiesiriieessiireessssvresssssnesssssnrasessnnns 126
4.4.2. GENERATE SAMPLE OF ITEMS....uttiiiitiiiiiiiiiieiiriesesesiesessssesssssssesssssssessssennns 127
4.4.3.  FOCUS GROUP INTERVIEWS ...cotviiiiiiriieeiitrresesirresssssbesssssbesssssbessssanranssssnnns 133
4.4.3.1. FOCUS GROUP INTERVIEW STRUCTURE .....outieiittiiesirrieessrrieesssreesssnreeessnnns 133
4.4.3.2. DATA COLLECTION . ..uuuiiiiittiiiesitttieeisttissssstesessssessssarsssssssssssssssesssssssessssssnns 134
R T T B 1N Y 7N ] 1 135
44,4, PANEL REVIEW ..voiiiitviiieiittiieessitetsesssbaesssssstessssssbsssssssbassssssbesssssssesssssssesssssssns 139
45, STAGE TWO — PILOT TEST AND MAIN SURVEY ...vviieiiriieessiriieessreeeesssrnenesans 139
T T o 1o e 1= S 139
S |V N NS 101 AV = 2 141
4.5.2.1. SAMPLE POPULATION ..ciiiitvtiieiitttieesstttisssssstesessssesssssssesssssssssssssssssssssssessssssnns 141
Y NV =T I8 =] 7 = 143
LSRR B Y- - oLo] I =l 1 (o] N T 145
A.5.2.4, DATA ANALYSIS coiiiicteiiieiitteiiesitttsssssbtessssatesessssbessssabesssssbbessssssbessssssbesessssres 147
45.2.4.1. ANALYSIS FRAMEWORK ...vviiiitiiiessteeisssvttesssssvesssssssesssssssssssssssssssssssenees 147
45.2.4.2. ASSESSING RELIABILITY AND VALIDITY .uvviiiiiiiiie it saveees 149
4524.3. EXPLORATORY FACTOR ANALYSIS (EFA) ..cccoiiiiiiiieiiiiiec e 152
45244,  CONFIRMATORY FACTOR ANALYSIS (CFA)...cciiiiiiiieiresc e 153
45.2.45. STRUCTURAL EQUATION MODELLING (SEM) ......cooveiiiiiieiciccceie, 154
45.2.4.6. ASSESSING MODEL FIT ..uvviiiiiriiiiesreeee e srres s s ssvessssssreessssssaessssnssesssssnenees 155
4.6. SUMMOARY .ottt ittt e s sttt e s sttt e e s st et e e s st et e e s sbeseessbaseessbbssessabbsaessbanssssabeneesins 157
CHAPTER 5: RESULTS OF STAGE ONE STUDY ...ovviiiiiiie et 159
5.1. [N 2{0] 010 o4 1 (o] N 159
5.2. RESULTS OF FOCUS GROUP INTERVIEW .....uviiiiiviiieiiiiiressiieeesstvieessesbenessars 159
5.2.1. DEMOGRAPHIC PROFILE OF INFORMANTS ....ocvtiieiitriiresirreeeesesseesessireenessnenns 159
5.2.2. HONG KONG TOURISTS’ PUSH-BASED TRAVEL MOTIVATIONS......ccvvrerirrenns. 160
5.3. RESULTS OF THE EXPERT PANEL REVIEW - LAY EXPERTS ..ucccivviireiiirieeee e 169
5.4, RESULTS OF THE EXPERT PANEL REVIEW - CONTENT EXPERTS ...ocevvvvreernnne 172
5.5. S U 1Y - 2 2R 177
CHAPTER 6: RESULTS OF STAGE TWO STUDY ..oovviiiiie e 178
6.1. INTRODUGCTION ...ttttttttrtttetrtstssrssssssssssssssssessssssssssssssssssssssssressressrsssrsrsrsrerererere 178
6.2. o [0 1 e =5 178
6.2.1.  QUESTIONNAIRE DESIGN .....cccueiuiitrateesteesinessneseeesseessesssessssessessesssesssnsssnes 179
IV D 7N - o] I ={ox 1 (0] P 180
65.2.3.  RESULTS OF PILOT TEST .iiuttetiiiieeiiisttreeereeessiisssreessesssssssssssesssessssssssssssseseens 181
6.2.3.1. DATA SCREENING AND NORMALITY TEST .oiiicteiieiirriieessrreeeesrreesesssvseeesssnenes 181
6.2.3.2. DEMOGRAPHIC PROFILE OF RESPONDENTS AND TRAVEL BEHAVIOUR.......... 186
6.2.3.3. EXPLORATORY FACTOR ANALYSIS RESULTS.....uttriiiieeeiiiiirrriieieeesssssvneenenees 188
6.2.3.4. CONSTRUCT RELIABILITY ceoiiittiiiiiteerissreeresssressssebseessssssesssssssessssssssnssssssenses 194
6.2.4.  FINAL INSTRUMENT t.coiiittiiieiteie e s stres e s sbtessssbressssbsesssssbsessssssesssssssenssssssenses 195
6.3. IMLAIN SURVEY L11ttttutututususussssrassssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssrersres 196



6.3.1.  MISSING VALUE AND NORMALITY ..eoiiuieiiiieeiieesieesstneesieeesieeessneesneeesnnessneeas 196

LR T © 1§ 1 /I 1= =TT 201
6.3.3. DEMOGRAPHIC PROFILE OF RESPONDENTS AND TRAVEL BEHAVIOUR.......... 202
6.3.4.  DESCRIPTIVE STATISTICS .eiiiiteiiiiiitreieesirteiessssesssssssessssssssssssssssssssssssnsesssssnees 206
6.3.4.1. TIME PERSPECTIVE .uveiiiittiiieiteiieesitesesssssesssssssasssssbssssssssssssssssssssssssssnssssssenees 206
6.3.4.2. PUSH-BASED TRAVEL MOTIVATION.....coittttieiirriiieiirtieeesisreesesssseesesssssessssssenees 207
65.3.4.3. TRAVEL ATTITUDE .1viiiiiitiiiiiittieeesttin s sibtes s s sibree s s ssbbeesssebbassssbbaesssbsaessssnsanses 209
6.3.4.4. TRAVEL INTENTION 1.cciiicttiiieiteiieesiresesssresssssssssssssssssssssssssssssssssssssssnssssssenees 209
6.3.5. ASSESSING FACTOR STRUCTURE STABILITY vveviiiitiiiiciirieeeiiireeeessivresessneens 210
6.3.5.1. EXPLORATORY FACTOR ANALYSIS OF THE MEASUREMENT MODEL ............. 211
6.3.5.2. CONFIRMATORY FACTOR ANALYSIS OF THE MEASUREMENT MODEL ........... 214
6.3.6. PATH ANALYSIS OF THE STRUCTURAL MODEL .....ccvvviieiirveiiesieieesesssveeeessvenes 222
6.3.7. MEDIATING EFFECTS OF TRAVEL MOTIVATION AND TRAVEL ATTITUDE ...... 229
6.3.8. TOTAL EFFECTS OF THE STRUCTURAL MODEL ....cocvvviiiiiteeieseireeeesisveeeessiveee s 232
6.4. SUMMOARY .otttitei ittt e sttt e e s sttt e e s st et e e s sabeeeessabaeeessabaesessabbeeessbaaeessbansessreesesins 235
CHAPTER 7: DISCUSSION, CONCLUSIONS, AND IMPLICATIONS. .............. 236
7.1. [N 2{0] 010 o4 1 (o] N P 236
7.2. D KT ES1S] (] R 236
7.2.1. OBJECTIVE ONE: THE IMPACTS OF VARIOUS TIME PERSPECTIVES ON TRAVEL
INTENTION 1. ttiiiittie ittt e ettt e sttee s bt s e sab e s s sbb e s satessbesesbbesssbesssbtessabesssbbesssbasssbbessbaeesabessbaeens 237
7.2.2. OBJECTIVE TWO: THE INFLUENCES OF VARIOUS TIME PERSPECTIVES ON
TRAVEL ATTITUDE AND ON TRAVEL MOTIVATION ..vvvtiiiiiiiesiiriressvrieesssteeesssrenessnns 240
7.2.3.  OBJECTIVE THREE: THE RELATIONSHIPS AMONG TRAVEL MOTIVATION, TRAVEL
ATTITUDE AND TRAVEL INTENTION w.veiiiiitiieeiitieeessteeeessitteesssibasessssbasssssssasessssbanssssnnns 243

7.2.4. OBJECTIVE FOUR: THE MEDIATING EFFECTS OF TRAVEL MOTIVATION AND
TRAVEL ATTITUDE ON THE RELATIONSHIP BETWEEN THE THREE TYPES OF TIME

PERSPECTIVES AND TRAVEL INTENTION .. .uveeeetieeieeseeeeeeeseeeeeaeeeesseneeesseeeeessaneeessns 245
7.3. (070 ] N (o] I U L] (0] N 1S TR 246
7.4. Y [T N (] N T 250
741, THEORETICAL IMPLICATIONS ...cottieeeteeteeeeeeeeeeeseteeeesseeeeesaeeeeesannneeesneneees 250
7.4.2.  PRACTICAL IMPLICATIONS ..eteeittteetteeeteeete e e e e teaeteeeeeeesssaeetereeeeesesessnrnnneeeeens 254
7.5. LIMITATIONS AND FUTURE STUDIES. ... .uvtteetteeeeeieeeieeeeeeeseseseieeeeeeesennsennnnees 259
REFERENCES . ... ..ottt ettt e ettt et e e e e e e e et e e e e e e e e et e e eeeneeaneees 263
APPENDIX 1 - SELECTED ARTICLES FOR DEVELOPING POTENTIAL
TRAVEL MOTIVATION MEASUREMENT ....ooote oo 314
APPENDIX 2 - FOCUS GROUP INTERVIEW GUIDE (BILINGUAL VERSION)
......................................................................................................................................... 317
APPENDIX 3 - THE MODERATOR’ GUIDKE .........oooiooeiiiee et 320
APPENDIX 4 - PILOT TEST QUESTIONNAIRE (ENGLISH).......cccocvrirrinenn. 321
APPENDIX 5 - MAIN SURVEY (ENGLISH).....cccooiiiiiiiiiie e 326
APPENDIX 6 — ANNOUNCEMENT ON TRAVEL COMMUNITIES TO RECRUIT
MAIN SURVEY PAR T ICIPANT S ..ottt a e e vaeea e 331

Vi



LIST OF TABLES

TABLE 2-1. TIME PERSPECTIVE DIMENSIONS AND FEATURES .....ccvvviiiiiiiiesiiiee e 30
TABLE 2-2. TEMPORAL FOCUS SCALE (TFS) ..c.uiiiiiiiiiie et 32
TABLE 2-3. CONSIDERATION OF FUTURE CONSEQUENCES SCALE .....ccccvvviiiiiervir e 34
TABLE 2-4. THE ZIMBARDO TIME PERSPECTIVE INVENTORY (ZTPD)...cccoviviiiivviiiiens 35
TABLE 2-5. A REVIEW OF THE PUBLISHED SHORT FORMS OF THE ZTPl.....ccoovvvciviiiieen, 40
TABLE 2-6. SUMMARY OF THE MEASUREMENT OF THE TIME PERSPECTIVE......cccecovveeruen. 44
FROM THE LITERATURE ....eeititeittieitiesetteesttesssatsssttessbassssbassssasssbassssbessssassssesssssessssessssenans 44

TABLE 2-7. SUMMARY OF TIME PERSPECTIVE IN LEISURE AND TOURISM RESEARCH..... 51
TABLE 2-8. STUDIES RELATING TO TIME PERSPECTIVE IN LEISURE AND TOURISM

RESEARCH .....cttitie ettt ettt et nn e r e r e nr e n e nenne e nenn e 54
TABLE 2-9. POTENTIAL CONSTRUCTS OF THE PUSH FACTORS.....cviiviiiiiininiesiesre s 78
TABLE 2-10. SUMMARY OF ATTITUDE INSTRUMENT IN TOURISM LITERATURE................. 86
TABLE 4-1. SUGGESTED PROCEDURES FOR MEASUREMENT DEVELOPMENT........cccveune.. 123
TABLE 4-2. MEASUREMENT DEVELOPMENT PROCEDURES FOR THIS STUDY .......cceune.. 125
TABLE 4-3. SOURCES OF MEASUREMENT DEVELOPMENT FOR EACH CONSTRUCT .......... 128
TABLE 4-4. ATTRIBUTES FOR TIME PERSPECTIVE ....ocuviuveiieeieeresieenresreseesre e enee e 130
TABLE 4-5. POTENTIAL CONSTRUCTS FOR PUSH-BASED TRAVEL MOTIVATION.............. 131
TABLE 4-6. TENTATIVE ITEMS FOR TRAVEL ATTITUDE .....cccviiiiiriieieicise s 132
TABLE 4-7. TENTATIVE ITEMS FOR TRAVEL INTENTION ....coviiiiiriiiieicisesiese s 132
TABLE 4-8. FOCUS GROUP INTERVIEW STRUCTURE .....cviiiiaiieiinieeiesresee e e nne e 134
TABLE 4-9. AN OVERVIEW OF THE QUALITATIVE DATA ANALYSIS PROCESS........c..cvve. 137
TABLE 4-10. HONG KONG RESIDENT DEPARTURES BY MODE OF TRANSPORT 2003 — 2019

................................................................................................................................. 143
TABLE 4-11. DISTRIBUTION CHANNELS: FACEBOOK PAGES AND ONLINE FORUM.......... 147
TABLE 4-12. SUMMARY OF MODEL FIT INDEX USED IN THE ASSESSMENT OF BOTH

MEASUREMENT AND STRUCTURAL MODEL ....c.ctitiiiiiiieiienie e 156
TABLE 4-13. SUMMARY OF THE METHODOLOGICAL PROCEDURES.........ccootiieererieennenns. 158
TABLE 5-1. DEMOGRAPHIC PROFILE OF INFORMANTS ....ccuviiiiinrineieieiesesiesie s 160
TABLE 5-2. ITEMS OF PUSH TRAVEL MOTIVATION ....ccuviiiiiiiriniisresreieeees e sne s 167
TABLE 5-3. DEMOGRAPHIC PROFILE OF LAY EXPERTS.....cctiteitiriierenteseesiesieesnesieene e 169
TABLE 5-4. CONTENT PANEL REVIEW RESULTS FOR ALL ITEMS ....covevviiiiiriiirenienneneeenes 174
TABLE 6-1. DESCRIPTIVE STATISTICS FOR TIME PERSPECTIVE, PUSH-BASED TRAVEL

MOTIVATION, TRAVEL ATTITUDE, AND TRAVEL INTENTION (N=150)........cccervnen. 183
TABLE 6-2. DEMOGRAPHIC PROFILE OF SAMPLES (N=150)......ccciiriiiiiniiiienesienieeenes 187
TABLE 6-3. TRAVEL CHARACTERISTICS OF SAMPLES (N=150) ......ccviviiriiinieiicisicee, 188
TABLE 6-4. RESULTS OF EFA FOR TIME PERSPECTIVE (N=150)......ccccovriiniiirieinienen, 190
TABLE 6-5. RESULTS OF EFA FOR PUSH-BASED TRAVEL MOTIVATION (N=150)............ 192
TABLE 6-6. RESULTS OF EFA FOR TRAVEL ATTITUDE AND TRAVEL INTENTION (N=150)

................................................................................................................................. 194
TABLE 6-7. CONSTRUCT RELIABILITY ...utittiiiitiniiesit sttt sttt 195
TABLE 6-8. DESCRIPTIVE STATISTICS FOR ALL MEASUREMENT ITEMS (N=532)............. 198
TABLE 6-9. DEMOGRAPHIC PROFILE OF SAMPLES (N=519)......ccceiiiiiiiiniiiiencnencees 204
TABLE 6-10. TRAVEL CHARACTERISTICS OF SAMPLES (N=519) ....covviiiiiiiiieienieieens 206
TABLE 6-11. RANKING OF ITEMS IN TIME PERSPECTIVE BY MEAN VALUE (N=519)........ 207
TABLE 6-12. RANKING OF ITEMS IN PUSH-BASED TRAVEL MOTIVATION BY MEAN VALUE

(NT519) e 208
TABLE 6-13. RANKING OF ITEMS IN TRAVEL ATTITUDE BY MEAN VALUE (N=519)........ 209

TABLE 6-14. RANKING OF ITEMS IN TRAVEL INTENTION BY MEAN VALUE (N=519)....... 210

vii



TABLE 6-15. RESULTS OF THE EXPLORATORY FACTOR ANALYSIS IN GROUP ONE (N=260)

................................................................................................................................. 212
TABLE 6-16. RESULTS OF THE CONFIRMATORY FACTOR ANALYSIS IN GROUP TWO (N=259)

................................................................................................................................. 218
TABLE 6-17. CORRELATIONS (SQUARED CORRELATIONS) AND AVE FOR THE

MEASUREMENT MODEL ..iiivtiiiiiitreie e iiireesesissres et easbesessssbesssessbesssssbbessssnssesssssssessssnsses 221
TABLE 6-18. SUMMARY OF THE STRUCTURAL MODEL RESULTS .veiciiiiiiieiiirieeeeiiree e 228
TABLE 6-19. SUMMARY OF HYPOTHESES TESTING ....cevvieeiiiiieeesitiieessiree e s sssree e s s ssree e s s 228
TABLE 6-20. RESULTS FOR MEDIATION TESTING .veeeciitiieeiiiineesiitee e s ssibin e s ssnbenessenbenessnnes 232
TABLE 6-21. DIRECT, INDIRECT, AND TOTAL EFFECTS OF THE FINAL SEM........ccccocc...... 234

viii



LIST OF FIGURES

FIGURE 1.1 BEHAVIOURAL AND COGNITIVE APPROACHES TO TOURISTS’ PSYCHOLOGY

STUDIES (SKAVRONSKAYA ET AL., 2017) c.oiiiiie ettt s 6
FIGURE 1.2 CONCEPTUAL FRAMEWORK .....ceciuvieiitiieietiesetisessesesstesssstessssessssesssssessssessssesans 16
FIGURE 2-1. CONCEPTUALIZATION OF TIME PERSPECTIVES....ccuciiiiitiiieiiriieesirveeeesiriene e 26
FIGURE 2-2. GRAPHICAL CONCEPTUALIZATION OF THE TIME PERSPECTIVE UNIVERSE.... 27
FIGURE 3-1. PROPOSED MODEL .....uvviiittieitieeiteeesteessivesstessstesesbasssstessasasssresssssasssssesssens 113
FIGURE 4-1. RESEARCH PROCEDURE .......ccvttiitiieitiiesttiestiessteeestesssatesstassstesssatasssasessanens 120
FIGURE 4-2. MEASUREMENT DEVELOPMENT PROCEDURE (CHURCHILL, 1979) ............. 124
FIGURE 4-3. DATA ANALYSIS FRAMEWORK .....cvviiiiitiiiieiitiieeesisseeeesisssesessssessssssssssssssnseses 148
FIGURE 5-1. PRELIMINARY FINDINGS OF FOCUS GROUP INTERVIEW — PUSH-BASED TRAVEL

Y TN I AY7-N 1 L] PR 168
FIGURE 6-1. RESULTS OF THE STRUCTURAL MODEL ...cccvviiitiieitiee st stee st siree s 225
FIGURE 6-2. STRUCTURAL MODEL WITH STANDARDIZED COEFFICIENT ..evvvvevviveiresiveens, 226



ABSTRACT

Travel and tourism has been regarded as an industry that entails movement of
people between the place of abode and a destination(s) of interest. Tourism scholars
have always been interested in studying how tourists make decisions to travel to a
particular destination. Therefore, behavioural intention has been an important
concept in tourism. Various factors play different roles in the decision-making
process which makes it complicated and difficult to predict tourist behaviour.
However, studies aimed at understanding the role played by past, present or future
temporal considerations in formulation of behavioural intention have been scarce,
as previous studies incorporating the time perceptive were mainly in fields other

than tourism.

In psychology and leisure studies, an individual's thoughts toward the past, present,
or future constitute a key theoretical concept and are thus recognized as one of the
fundamental antecedents of future behaviour. The cognitive temporal model
provides a useful account of how time perspective relates to travel consumption via
enhanced motivation and attitude (Bergadaa, 1990). When one looks for direct
evidence of the cognitive temporal model, there is little empirical evidence to
support it. Likewise, existing tourists’ psychology studies are inclined more toward
a behavioural approach rather than cognitive approach (Scott, 2020). The
behavioural approach concerns how the environment shapes tourist responses.

Behaviour is simply a response to environmental stimuli. In other words, the



behavioural approach does not take into consideration the subjective psychological
processes that mediate the relationship between antecedents of stimuli and the
outcomes. This missing link leaves understanding of the psychological processes
that underpin behaviour potentially incomplete. A cognitive approach aims to
understand the psychological / mental processes that occur in the journey from
stimulus to behaviour. It also acknowledges the mediating processes that go into
shaping of tourist behaviour, and different psychological outcomes that impact the
way they respond to different circumstances. While psychology literature has used
the cognitive approach, it has been scarcely validated in the tourism context.
Considering tourism as a complex discipline, cognitive approach is useful in
solving basic conceptual difficulties. Drawing upon the cognitive temporal model,
this study adapts the cognitive approach to examine the direct relationship between
the time perspective and behaviour as well as the mediating relationship between

these two constructs in the context of Hong Kong tourists travelling abroad.

This study has adapted a combination of qualitative and quantitative approaches.
The qualitative study was conducted at the first stage, while the second stage
involved a quantitative study that examines the relationships among all suggested
constructs. In the first stage, a thorough review of the relevant literature was
performed to specify the domain of each construct and the relationships among
constructs. The results obtained from the literature review were evaluated and

transformed into the proposed conceptual model. Focus group interviews and expert

Xi



panel opinions were then invited to ensure the items derived from the literature are

appropriate and relevant.

The second stage involved a pilot study to fine-tune the measurement instrument.
Based on results of the pilot study, the instrument was refined for reliability and
validity improvement. Owing to COVID-19, an online survey was posted on
various online travel communities based in Hong Kong. The final questionnaire was
administered to Hong Kong residents who plan to travel abroad for pleasure in the
coming twelve months. A total of 519 questionnaires were collected. Exploratory
factor analysis was used for item reduction and to identify the dimensionality of the
important research concepts. Confirmatory factor analysis and structural equation

modelling were used to confirm and test causal relationships of the constructs.

Results of structural equation modelling show that push-based travel motivation
and travel attitude are the antecedents of travel intention. Additionally, push-based
travel motivation is significantly affected by three types of time perspectives.
Present time perspective and future time perspective have significant impacts on
travel attitude and travel intention, whereas past time perspective does not. Finally,
mediating effects of push-based travel motivation and travel attitude on the
correlations between three types of time perspectives and travel intention are

identified by bootstrapping. The results indicate that the mediating roles of push-
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based travel motivation and travel attitude have significantly positive effects on the
relationship between three types of time perspectives and travel intention. This
suggests that temporal considerations in which individuals characteristically focus
on the past, present, and/or future induce them to fulfil their internal needs of travel,
influence the formation of a favourable attitude toward visiting a particular
destination, and this favourable attitude in turn facilitates tourists' expectations of

future travel to the said destination for vacation purpose.

From a broad theoretical perspective, this study demonstrates that travel intention
can be directly and indirectly derived from time perspective, travel attitude and
push-based travel motivation. A clear implication of this study is that the travel
intention gets formed in a multi-faceted psychological process, and it is not only
dependent on certain needs of the tourist but is also influenced by the tourist’s
emotional feelings towards travel as well as the temporal consideration focusing on
the past, present, and/or future. Interestingly, little effort has been made to explore
this arena. This study has made a pioneering effort to apply time perspective in the
tourism domain and develops a framework to underscore the direct and mediating
effects of time perspective on travel intention. This provides a novel approach to
researchers who are interested in understanding travel intention and travel decision
making process. The present study also empirically develops instruments for
measuring Hong Kong tourists’ push-based travel motivation and time perspectives.

By examining the relationship between travel motivation and travel attitude, it

Xiii



provides empirical support to Gnoth's (1997) conceptual framework in which travel
motivation precedes attitude. Moreover, this study has made an important
contribution to the theory of planned behaviour (Ajzen, 1991) by addressing the
lack of consistency regarding the role of attitude in determining behavioural

intentions.

From a practical perspective, suggestions are provided to destination management
organisations and tourism planners. Understanding the time perspective — travel
intention mechanism helps tourism planners in contexts of destination promotion,
market segmentation and special interest tourism development. In addition, the
scale for travel motivation developed through stringent procedures in this study can
be employed by destination management organisations to measure the level of
travel motivation from the perspectives of Hong Kong tourists. This measurement
should help tourism planners to use that information to design their promotional

plans.

Keywords: Time perspective, travel motivation, attitude, travel intention, decision

making process
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CHAPTER 1: INTRODUCTION

1.1. Overview

Prior to the COVID19 pandemic tourism was generally a flourishing industry that
helped drive global economic growth, built destination brand and image value, and
enhanced international and cultural exchange. Although the pandemic has
undoubtedly disrupted the World Tourism Organization (2017) forecast that there
will be 1.8 billion international tourists travelling worldwide by the year 2030,
scholars are still dedicated to the study of understanding tourist behaviour. Within
the scope of tourist behaviour, tourism scholars have always been interested in
studying how tourists make decisions to travel to a particular destination. It is no
surprise that various models and typologies have been developed to understand the
decision-making process, including situational factors, such as the weather (Becken
& Wilson, 2013), natural disasters (Windle & Rolfe, 2013), reference group
influence (Campo-Martinez, Garau-Vadell, & Martinez-Ruiz, 2010; Tussyadiah &
Pesonen, 2016), and dispositional factors such as cultural distance (Correia, Kozak,
& Ferradeira, 2011), self-congruity and functional congruity (Ahn, Ekinci, & Li,

2013), tourists’ prior knowledge (Sharifpour, Walters, Ritchie, & Winter, 2014),



destination familiarity and destination perceived images (Tan & Wu, 2016),

perception of risk (Jonas, Mansfeld, Paz, & Potasman, 2011), and the personality

of the tourist (Kvasova, 2015).

Indeed, various factors play different roles in the decision-making process which

makes it complicated and difficult to predict tourist behaviour. Reliance on either

situational variables or dispositional factors cannot lead to a complete

understanding of dynamics of tourist behaviour. An understanding of the time

perspective of tourists, in combination with other psychographic factors, could give

researchers and practitioners a better understanding of tourist behaviour (Bergadaa,

1990). Recently, there has been growing interest in investigating individual

temporal concerns and their relationship with human behaviour. Researchers have

provided some evidence that the time perspective significantly leads to pro-

environmental attitudes and behaviours (e.g., Milfont, Wilson, & Diniz, 2012),

health concerns (e.g., Daugherty & Brase, 2010), and academic achievement

(Janeiro, Duarte, Aradjo, & Gomes, 2017). But studies aimed at understanding the

value of time perspective in the tourism literature have been scarce. Oppermann

(2000) pointed out that existing research has rarely addressed temporal issues

related to tourist behaviour.



Another gap in extant literature on tourism studies is that tourists’ psychology
studies to date have tended to focus on behavioural approach rather than cognitive
approach (Scott, 2020). Behavioural approach generally explains how external
stimuli from the environment influence individual behaviour, while cognitive
approach tends to focus on the psychological processes that concern the cognitive
transition from personality traits or stimuli to behavioural outcomes. The
behavioural approach leaves understanding of the psychological processes that

underpin behaviour potentially incomplete and thus conceptually underdeveloped.

Time perspective has been the subject of many classic studies in the field of
psychology. Bergadaa (1990) proposed a cognitive temporal model and pointed out
that the time perspective shows its ability to predict consumer consumption via
enhanced motivation and attitude. When one looks for direct evidence of the
cognitive temporal model in tourism literature, little empirical evidence has been
gathered to support it. To date, few studies have tested the mediating roles of
motivation and attitude in explaining the relationship and behavioural consequences
of the time perspective. Given the dominance of behavioural approaches in tourist

psychology research has resulted in a lack of adequate research on the cognitive



processes that underpin the association between time perspective and travel
intention, this study adapts cognitive approach to investigate the applicability of the
cognitive temporal model in the tourism context and determines whether and how
travel intention is directly and indirectly influenced by the three influences of time

perspectives, travel motivation and travel attitude.

1.2. Tourism and psychology

Tourism is a composite field at the confluence of multiple disciplinary backgrounds,
founded within such areas as psychology, environmental studies, anthropology,
history, geography and economics (Weiler, Moyle, & MclLennan, 2012).
Psychology as a field contains an extensive assembly of theories and methods aimed
at describing, explaining, predicting, and understanding the behaviour and mental
change processes of others. Contemporary tourism researchers tend to adopt
concepts, theories and methods that have been applied in earlier psychology
literature (Weiler, Torland, Moyle, & Hadinejad, 2018). Different branches of
psychology are also found in the tourism literature, with social, cognitive,
personality, behavioural, positive, and even clinical psychology being employed by
researchers setting out to gain further understanding of how people think, feel,

behave and learn (Wells, 2014).



It is now well established that different branches of psychology have been
developed to identify and construct theory in tourism, however very little is
currently known about the psychological inquiry seeking to explore individual
difference in relation to temporal considerations. Cognitive psychology is a branch
of psychology with particular emphasis on the mental or psychological processes
that influence behaviour. An individual's thoughts toward the past, present, or future
is a key theoretical concept and are thus recognized as one of the fundamental
antecedents of future behaviour (Keough, Zimbardo, & Boyd, 1999). Zimbardo and
Boyd (1999) generally note that cognitive psychology considers time perspective
in even more depth than other branches of psychology, thus its application to the
understanding of human behaviour, and perhaps even tourism in the broader sense

is greatly underestimated.

According to the cognitive temporal model (Bergadaa, 1990), the strength of
association between time perspective and travel consumption or behavioural
intention is dependent on motivation and attitude of action. More specifically,
temporal considerations in which individuals characteristically focus on the past,
present, and/or future brings about the fulfilment of their internal needs of travel,
influences the formation of a favourable attitude toward visiting a particular
destination, and this favourable attitude in turn facilitates tourists' expectations of
future travel to the said destination for vacation purposes. So far, however, there
has been little discussion about such relationships. This phenomenon is consistent

with Pearce and Stringer (1991), who note that tourists’ psychology has frequently



been used to understand the direct relationship between an individual’s personality
traits and behavioural outcomes. The mental / psychological process from
personality traits to behaviour is still unclear. More recently, Skavronskaya et al.
(2017) summarise contemporary tourists’ psychology can be broadly studied by

two approaches: behavioural and cognitive.

Behavioural approach to tourists’ psychology studies

Response
Stimuli Behaviour
Touristscape Blacichi Satisfaction
Memorability

Cognitive approach to tourists’ psychology studies

Stimuli Mechanism Respoinse
- Behaviour
Input Cognitive process

Satisfaction

Figure 1.1 Behavioural and cognitive approaches to tourists’ psychology
studies (Skavronskaya et al., 2017)
The behavioural approach concerns how the environment (e.g., destinations,
attractions, restaurants and hotels, etc.) shapes tourist responses, such as future
behaviour and reactions. According to this approach, behaviour is simply a response
to environmental stimuli. In other words, the behavioural approach does not take
into consideration the subjective psychological processes that mediate the
relationship between antecedents of stimuli and the outcomes. This missing link
leaves understanding of the psychological processes that underpin behaviour

potentially incomplete.



A cognitive approach to tourist psychology becomes relevant in part due to the
dissatisfaction with the behavioural approach. It is a relatively modern approach to
tourist behaviour that focuses on how tourists think. Specifically, cognitive
approach aims to understand the psychological / mental processes that occur in the
journey between stimulus and behaviour. It also acknowledges the mediating
processes that go into tourist behaviour, and different psychological outcomes that
impact the way they respond to circumstances. The mediating process could be
beliefs, perceptions, or intrinsic needs, etc. While psychology literature has used
the cognitive approach, it has not been well applied in the tourism context (Scott,
2020). Considering tourism as a complex discipline, cognitive approach is useful in
solving basic conceptual difficulties in the tourism research. Therefore, this study
adapts cognitive approach which examines the direct relationship between the time
perspective and behaviour as well as the mediating relationship between these two

constructs. This study also contributes to the tourist psychology literature.

1.3. Time perspective

The concept of time perspective is built on the idea that people place emphasis on
the past, present or future (Zimbardo & Boyd, 1999). For instance, some people are
“dwelling in the past” (past oriented), and others believe in “living only for the

moment” (present-oriented), and still others are seen as “planning for the future”



(future oriented). The time perspective is widely regarded as an important
psychographic factor (Shores & Scott, 2007) because thinking about the past,
present and future affects current attitude, decisions and behaviours, as evidenced
by research on goal-setting, motivation and performance (Bergadaa, 1990;
Carstensen, Isaacowitz & Charles, 1999; Cotte & Ratneshwar, 2003; Lu, Hung,
Wang, Schuett & Hu, 2016), learning and self-regulation (de Bilde, Vansteenkiste
& Lens, 2011), mood (Stolarski, Matthews, Postek, Zimbardo & Bitner, 2014),
intention to participate in activities (Philipp, 1992), and leisure activity preferences
(Garcia & Ruiz, 2015; Legohérel, Daucé, Hsu & Ranchhold, 2009; Shores & Scott,
2007). For example, a past oriented view can enhance learning when previous
actions are analysed for relevant lessons, but it can diminish well-being when
thoughts of the past consist of rumination about mistakes or regrets (Shipp, Edwards
& Lambert, 2009). A present oriented approach can foster well-being when it
prompts people to seize opportunities, but it can endanger well-being when the
present orientation leads to impulsive behaviours, unwanted risk-taking, and
inadequate attention to the consequences of current behaviours (Zimbardo & Boyd,
1999). A future oriented outlook can promote goal setting, motivation, and efforts
on achievement but it can hinder well-being when the pursuit of these goals creates

time-pressure and anxiety (Zimbardo & Boyd, 1999). It can thus be stated that there



are signs that different time perspectives might influence individual preferences and

behaviours.

1.4. Travel motivation

The study of travel motivation helps gain understanding of the tourists’ decision
process and an important construct for understanding tourist behaviour. It is
commonly known that motivation is a driver of human behaviour. Dann (1981)
thought tourism motivation is “a meaningful state of mind which adequately
disposes an actor or a group of actors to travel, and which is subsequently
interpretable by others as a valid explanation for such a decision” (p. 205). Another
definition of motivation in the tourism and travel context is offered by Crompton
and McKay (1997, p.427): “a dynamic process of internal psychological factors
(needs and wants) that generate a state of tension or disequilibrium within

individuals.”

Considering that travel motivation has become the one of the main streams in the
tourism literature, different conceptualizations of this concept have been developed.
Among the several conceptual frameworks interpreting tourist’s motivations,

Crompton's (1979) and Dann's (1977) push and pull factors of motivations, Iso-



Ahola's (1982) optimal arousal theory, and Pearce's (1982) travel career ladder
model have been widely adopted as analysis and discussion models. Nevertheless,
tourism scholars generally agreed that there is no single model or theory capable of

explaining tourists’ travel motives.

1.5. Attitude

Attitude describes the psychological tendencies expressed by positive or negative
evaluations of tourists when engaged in certain behaviours (Ajzen, 1991). Attitude
is commonly believed to include three elements: cognitive, affective and conative
(Fishbein, 1967). The cognitive component consists of the knowledge facet of an
attitude and personal thoughts and ideas. The affective component includes
variables that measure feelings and beliefs about certain issues. The conative
component refers to the action or behavioural tendencies of an individual regarding
an object (Matheson, Rimmer & Tinsley, 2014). In a review of the research on
attitudes, Ajzen and Fishbein (2000) note that researchers tend to view attitude as a
relatively simple unidimensional concept containing only the affective component.
The present study follows the traditional research stream to apply attitude as an

affective construct.

10



Attitudes are learned predispositions and are thought to be relatively consistent with
the behaviour they reflect (Schiffman & Wisenblit, 2015). However, while
consistency is a common characteristic of attitudes, this does not necessarily imply
permanence (Matheson et al., 2014). Attitudes can change over time and, further,
events or situational influences may affect the relationship between attitude and
behaviour (Schiffman & Wisenblit, 2015). In tourism literature, attitude has been
thought of as a key factor in predicting tourists’ travel decision, such as the studies
of Hsu et al. (2010) and Huang and Hsu (2009) on the behavioural intentions of
Chinese tourists. Despite these advances, there are gaps in its application in the
tourism field, particularly in the joint study of motivations and attitudes in relation

to time perspective.

1.6. Behavioural intention

Behavioural intention is a predictor to determine the likelihood of a person
undertaking a given behaviour (Swan & Trawick, 1981), and is considered to be a
key factor closely related to observed behaviour (White, 2005). The predominate
measure and conceptualization of behaviour consequences is proposed by Zeithaml,

Berry, and Parasuraman (1996) who grouped 13 behavioural items into five

11



dimensions: loyalty to company, propensity to switch, willingness to pay more,
external response to problem, and internal response to problem. Due to the nature
of tourism, tourism researchers tend to operationalize behavioural intention for
more simplicity. Behavioural intention is often measured by two distinct streams of
research (Li & Cai, 2012), intention to visit a destination, and post-purchase
behavioural intentions, such as loyalty and willingness to recommend to others,
with the latter receiving the majority of attention. Lam and Hsu (2006) offer a
detailed account of intention to visit a destination that refers to “tourists’ expectation
or anticipation of a future travel to a destination or place for leisure or vacation
purpose” (p. 591). This study focuses mainly on the first stream: intention to visit a

destination.

1.7. Research question and research objectives

A key aim of this study is to understand the impacts of the time perspective, travel
motivation and travel attitude on travel intention. Darnell and Johnson (2001) found
that tourists with different time profiles have different travel demands and patterns.
A good understanding of the association between tourists’ temporal considerations

and their future behaviour is likely to prove valuable for destination management

12



organisations and tourism planners who wish to increase tourist flows, especially

the scope for encouraging travel demand in the post pandemic period. However,

how tourists’ time perceptions influence their behaviour, particularly travel

intention, is still unclear, as previous studies incorporating the time perceptive were

mainly in fields other than tourism. So far, little has been known about the extent

to which various time perspectives affect intention to visit a destination. Previous

studies were biased toward a post-hoc approach and have largely failed to explore

the pre-visit psychological factors (Li, Cai, Lehto, & Huang, 2010). Moreover, a

number of tourist psychology studies have focused on how psychological

antecedents directly influence travel intention without taking into account cognitive

processes as precursors of subsequent behaviour. This study aims to fill these gaps

by examining the direct relationship between time perspective and travel intention.

In particular, the cognitive process mediates the relationship between the time

perspective and travel intention. Cognitive temporal model is used to explore the

cognitive processes which generate outcomes. Therefore, the core research question

of this study is to what extent do time perspectives influence intention to visit a

destination? Following the core research question, four research objectives are

formulated as follows:
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(1) To investigate the impacts of various time perspectives on travel intention;

(2) To examine the influences of various time perspectives on travel attitude and
on travel motivation;

(3) To examine the relationships among travel motivation, travel attitude and
travel intention; and

(4) To explore the extent to which travel attitude and motivation mediate the

impact of time perspectives on travel intention.

1.8. Conceptual framework

Commensurate with previous discussions, the conceptual model is presented in

Figure 1-1. The proposed model contains six variables: (1) past-time perspective;

(2) present-time perspective; (3) future-time perspective; (4) travel motivation; (5)

travel attitude; and (6) travel intention. Within this model, two types of variable are

addressed, namely exogenous and endogenous variables. Past-time perspective,

present-time perspective, and future-time perspective are exogenous variables,

while the remaining variables, travel motivation, travel attitude, and travel intention

are classified as endogenous variables.

The proposed model presented in this study is built upon previous research

concerning the time perspective (Zimbardo & Boyd, 1999) and the cognitive
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temporal model by Bergadaa (1990). Travel intention is hypothesized to be affected

by travel motivation and travel attitude. These are in turn influenced by three types

of time perspectives. Specifically, three types of time perspectives directly affect

travel intention and indirectly via travel motivation and travel attitude.
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Figure 1.2 Conceptual framework
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1.9. Contributions of the study

1.9.1. Theoretical contributions

This thesis proposes and tests an integrated model that analyses whether and how
time-perspectives (past, present, and future) have impacts on travel motivation,
travel attitude, and travel intentions. This research area is still in its infancy, but it
may have a contribution to make to unravelling the mystery of the time perspective

in the tourism context.

First of all, this thesis is a pioneer in applying the concept of time perspective to the
tourism context. This research presents a comprehensive evaluation of Hong Kong
outbound tourists’ time perspectives and their consequences for behaviour by
developing a conceptual model. More specifically, the pre-visit motivation and
travel attitude are examined during the pre-trip stage. The research may be critically
important in laying the groundwork for understanding how the time perspective

associates with behavioural consequences.

Second, Bergadaa (1990) note that time perspective plays important role in
consumer behaviour and suggests further investigation is required to understand the
cause of intended behaviour. The current research addresses the call of Lu et al.
(2016) by exploring the role of past-time perspective on travel behaviour.

Historically, the concept of past orientation has received less emphasis (Ely &
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Mercurio, 2011). This offers a fresh perspective on tourist behaviour and travel

decision making process.

In addition, this study sheds new light on the links between the time-perspective,
travel motivations, attitudes and behavioural intentions based on the cognitive
temporal system proposed by Bergadaa (1990), which has long been ignored in
empirical studies in the tourism literature. This study further echoes the call of
Sirakaya and Woodside (2005) in which additional tourist behavioural models in
explaining decision making should be established and empirically examined, to fill

the gap in the tourism decision literature.

1.9.2. Managerial contributions

Travel motivation is a primary concern for tourism marketers and destination
management organizations (DMO) in terms of designing effective promotion
strategies and planning the destinations’ tourism development. In fact, the central
interest of tourism marketing is to investigate why tourists travel to a particular
destination. This study aims to understand the travel motivation of a sample of
Hong Kong tourists and determines the relationships between motivation items in
tourist behaviour. The results are anticipated to provide valuable contribution to the

understanding of Hong Kong tourists as an emerging market with strong potential.
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Another practical contribution of this study is that it demonstrates an effective
approach to the measurement of tourist motivation. This study uses a mixed-method
design of qualitative and quantitative approaches of data collection (focus group,
expert panel, and survey), as Fodness (1994) suggests that mixed methods result in
a comprehensive measurement for understanding tourist motivation. This
measurement can help destination managers and other professionals to understand
the importance of motivation among Hong Kong residents in predicting
consequences of behaviour. It is also anticipated that the instrument can be used by
other researchers to develop and verify tourists’ behaviour. In addition, the mixed
method approach allows tourists to capture their underlying travel motives and
gives full play to the avoidance of cognitive bias. It is believed that the measurement
used for this study can serve as the basis for a study of travel motivation by
providing insights into the relationship between tourist attitudes and behavioural

consequences.

Third, insights into tourists’ time perspectives could serve as the basis for market
segmentation to prioritize target audiences and avoid the risk of a failure or
inefficient marketing campaign. When tourism marketers implement their
marketing strategies based on the segmentation of the tourist’s temporal
considerations, the chance of success is much higher than when they promote a
generic campaign and try to implement it in all market segments. This results in

cost saving and better matching to tourist needs.
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Additionally, faced with globalisation and rising competition among destinations,
DMOs are facing an uphill struggle to attract and keep tourists (Pike, 2009). The
results of the present study offer empirical values that can be used for destination
building and planning for DMOs worldwide as well as in competitive strategies of
other overseas destinations interested in the Hong Kong market if they want to
survive and gain competitive advantage in such an intensely competitive

environment.

1.10. Structure of the thesis

This thesis is organized in the following way. The first section introduces a brief
overview of the research background as well as key concepts adopted for this study.
Research objectives and significance and value of this study are also highlighted in
this chapter. Chapter two is a review of the existing literature in association with
the conceptual model. The key constructs, namely, time perspective, travel
motivation, attitude, and travel intention are discussed. Hypothesis development is
elaborated in chapter three by examining how intention to visit might be influenced
in two different ways: (1) through travel motivation; and (2) via travel attitude. The
relationship between various types of time perspectives with travel motivation, and
travel attitude and travel intention, are also reviewed. Chapter four concentrates on
the research methodology. This chapter presents the rationale of the research
strategy, process of scale development, design of data collection, and data analysis.

Chapter five presents the procedures undertaken to develop the items used in this
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thesis, including the findings of an exploratory qualitative study and expert panel
review. Chapter six reports the results of the pilot test, main survey and hypotheses
testing. The last chapter concludes the thesis by providing the discussions,

highlighting the implications and limitations of the study, and suggesting directions

for future study.
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CHAPTER 2: LITERATURE REVIEW

2.1. Introduction

To better understand the existing literature and develop its theoretical basis, this
chapter seeks to review the literature on each of the constructs formulated for this
study. Definition and notion, main theories and previous measurement instruments
used for each construct are critically examined. This chapter begins by offering a
review of the concept of the time perspective. Discussions on motivation for travel,
attitude toward travel and behavioural intention follow. Research gaps identified in

previous studies are also described in the final section.

2.2. Time perspective

Time is vital to our lives. It can help us develop a good habit of allocating resources
and structuring our daily activities. The existing literature has understood time from
different perspectives. From an economic point of view, time is considered as “an
intangible commodity that exists in limited and finite quantities, and can be
acquired by trading another resource such as money or effort” (Lloyd, Chan, Yip,
& Chan, 2014, p.38). From the personality viewpoint, special attention has been
placed on how individuals understand time in their own cultural time and place, and
how they allocate time through time budgets (McGrath & Kelly, 1986). In

psychology time has been studied in terms of time use patterns, investigating
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individual different temporal considerations, and how time spent changes over time

in different stages of consumer behaviour (Usunier & Valette-Florence, 1994).

The topic of time use has drawn much attention in areas such as leisure in which
researchers have used time spent on each activity to predict current environment,
such as lifestyles and life cycle patterns (Garcia, 2017), tourism consumption
(Dickinson & Peeters, 2014), and economic conditions (Luo, Ratchford, & Yang,
2013). However, from the psychological point of view, time perception/perspective
may be more important than time use; it is a key indicator of shaping of individual’s
current and future thoughts and behaviour. As Oppermann (2000) points out, while
time uses have been extensively studied, time perception has rarely been addressed

in explaining tourist behaviour.

2.2.1. The notion of time perspectives

Time has been investigated in various ways by different scientists, philosophers,
and psychologists. Boniwell, Osin, Linley, and Ivanchenko (2010) summarize
studies on time and their approach identified two distinct ways of understanding the
notion of time: physical time and psychological time. Isaac Newton argued that
time is mathematically true, objective, and a physical phenomenon. Studies on time
use and time budget are the typical examples of this approach. Another approach is
to view time as “an internal, subjective phenomenon, often called psychological

time, lived time or time as it is processed by the human mind” (p. 24). Hence, for
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the latter group, time depends on the mind to acknowledge it. Studies focusing this
approach have examined the time perspective, time personality, time attitude,
temporal focus, and time structure. Several overlaps can be seen in this approach,
such as the term “time personality” and “time structure” being interchangeable in
terms of measurements. In subsequent research, time perspective has frequently
emerged as the most important concept within this paradigm and is shown to have

been relatively enduring over time (Bergadaa, 1990).

The time perspective reflects an individual’s cognitive state related to the
psychological perspective of temporal consideration, which influences subsequent
behaviour (Zimbardo, Keough, & Boyd, 1997). Lewin (1951) defined time
perspective as “the totality of the individual’s views of his psychological future and
psychological past existing at a given time” (p.75). His proposed definition was
soon followed by the inceptions of contemporary scholars who suggest adding
cognitive and affective components to the construct, defining time perspective as
“a cognitive operation that implies both an emotional reaction to imagined time
zones (such as future, present or past) and a preference for locating action in some

temporal zone” (Lennings, 1996, p.72).

Zimbardo and Boyd (1999) provide a clear and precise description of time
perspective. They assert that “time perspective is the often-unconscious process
whereby the continual flow of personal and social experiences are decomposed into

or allocated to select temporal categories or frames that help impart order,
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coherence and meaning to those events” (p. 1271). It is generally acknowledged
that the time perspective is a multidimensional concept, including the three
dimensions of the past, present, and future. These three temporal perspectives are
considered as the mechanism for processing, storing, and reflecting events
experienced, in turn, resulting in leading goal setting and behaviour (Keough,
Zimbardo, & Boyd, 1999). Kairys and Liniauskaite (2015) suggest that the concept
of time perspective is developed upon which temporal consideration has been
dominated by an individual. Indeed, individuals do not have a single temporal frame.
On the other hand, when their tendency processes one over others which becomes
the dominant temporal frame, it can motivate towards a goal and anticipate future
subsequent behaviour (Zimbardo & Boyd, 1999). To put in another way, a cognitive
temporal bias is attached to one of these three-time perspectives when making
decisions. In general, future oriented persons tend to strive “for future goals and
reward” (Zimbardo & Boyd, 1999) and place emphasis on planning (Shell &
Husman, 2001), because their decisions are based on the cost-benefit analysis of
the anticipated consequences of events (Lu, Hung, Wang, Schuett, & Hu, 2016).
The opposite holds for those with a dominant present orientation, who tend to focus
on the here and now, and are inclined to form goals and adopt behaviour that
satisfies immediate needs. Individuals who take this view of time tend to seek a
solid personal experience. People with a past time orientation have “highly
meaningful mental representations of the past, and to engage in reflective,
contemplative reconstruction of past experiences” (Milfont & Demarque, 2015,

p.374). Past time perspective generates a favourite attitude towards the past, but at
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the same time negative attitudes occur when reflecting unpleasant or traumatic past
experiences (Milfont, Wilson, & Diniz, 2012). These three temporal categories

contribute uniquely to an individual’s time perspective.

For Tomich and Tolich (2019) “time perspectives are relative dimensions of time
that emphasize the past, present, and future” (p. 2). They present a theoretical model
to explain the correlations among the three-time frames in which the future is the
determinant of the present, the present influences the past, and the past forms the
creation of future, whereby one attaches the value of past to the present (see Figure
2-1). They further explain that difficult situations and unpleasant experiences
sometimes may not exist in the mind of past oriented people because usually they
remember such situations clearly. However, such experiences exist in the present,
which leads the present to influence the past. The future is controlled by the past,

which influences the future to create the mind of the present.

Figure 2-1. Conceptualization of time perspectives

Adapted from Tomich and Tolich (2019)
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Zimbardo and Boyd (1999) divide the dimensions of time perspective from three to
five distinct and suggest that they are moderately correlated with each other. These
five dimensions are past-negative, past-positive, present-hedonistic, present-
fatalistic, and future. Sobol-Kwapinska and Jankowski (2016) provide evidence
distinguishing between past-negative and past-positive, present-hedonistic, and
present-fatalistic. An overview of the extended time perspective dimensions is

provided in Figure 2-2.

Figure 2-2. Graphical conceptualization of the time perspective universe

Present-
Past-Negative Hedonistic
Future
Past-Positive Present-
Fatalistic
Past Present Future

Adapted from Sobol-Kwapinska and Jankowski (2016)

An individual’s past perspective is derived from his/her memory processes, mainly
those related to episodic memory (Stolarski, Fieulaine, & Zmbardo, 2018).
Zimbardo and Boyd (1999) conceptualize past perspective into two dimensions.
The past-negative perspective represents “a pessimistic, negative, or aversive
attitude toward the past” (p. 1277), reflecting “a potentially disturbing portrait” (p.
1281). Stolarski et al (2018) suggest past-negative contains two sub-areas: trauma

and regret. Past-positive perspective is highly associated with “nostalgic, positive

27



construction of the past” (p. 1278). Individuals with strong past positive orientation
show a positive and favourable attitude towards the past. Similar with past-negative,
past-positive also has two sub-areas: positive memories and tradition/nostalgia
(Stolarski et al., 2018). Past-positive reflects a warm attitude towards not only the
past but also the present and the future (Chan, Kwok, & Fung, 2019). Although we
might assume that past-negative is the opposite of past-positive, or vice versa, the
empirical findings show that the two past temporal perspectives are slightly

correlated (Barnett, Melugin, & Hernandez, 2018).

Furthermore, Zimbardo and Boyd (1999) argue that the present time perspective
involves two dimensions, present-hedonistic and present-fatalistic. The former is
characterized by “an orientation toward present enjoyment, pleasure, and
excitement, without sacrifices today for rewards tomorrow” (Stolarski et al., 2018,
p. 608). Stolarski et al. (2018) empirically found three major components of the
present-hedonistic: (1) impulsiveness/risk taking, (2) excitement seeking, and (3)
process orientation. Present-fatalistic presents a fatalistic, exhausted, and powerless
attitude towards life that is controlled by an external locus of control (Shores &
Scott, 2007). People with this time orientation think “that the future is predestined
and uninfluenced by individual actions, whereas the present must be borne with
resignation” (Zimbardo & Boyd, 1999, p. 1278) as “they tend to see themselves as
puppets in the hands of fate” (D’ Alessio, Guarino, De Pascalis, & Zimbardo, 2003,

p. 337).
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The future dimension is characterized by optimizing future outcomes (Garcia, 2017)
and places emphasis on future planning (Zimbardo & Boyd, 1999). People holding
this time frame tend to have a vision and articulate their future goals, high self-
confidence, high self-motivation, and high uncertainty avoidance (Chan et al.,
2019). Contemporary researchers classify future time perspective into two separate
concepts: future opportunities and limitations (Kooij, Tims, & Akkermans, 2017).
Drawing upon a full version of the Zimbardo Time Perspective Inventory, Carelli,
Wiberg, and Wiberg (2011) find that future time perspective contains future-
positive (similar to the original future dimension) and future-negative which
“involves thinking about the future with worry, anticipating negative outcomes” (p.
221). Table 2.1 presents the summary of the time perspective dimension and its

features.
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Table 2-1. Time perspective dimensions and features

Dimension Features

Past-negative Depression, anxiety, unhappiness, low self-esteem,
aggression, shyness, temperament, anger, conservatism,
caution, avoidance of changes and new experiences

Past-positive Self-esteem, friendliness, energy, nostalgia, happiness,
without past regrets, warmth, pleasure, sentimentalism,
conservatism, caution, avoidance of changes and new
experiences

Present-fatalistic ~ Aggression, depression, hopelessness, anxiety, anger

Present-hedonistic Ego under-control, novelty seeking, sensation seeking,
energy, impulsiveness, passion

Future Conscientiousness, hard-working, energy, impulse control,
innovation, reward seeking

Adapted from D’Alessio et al. (2003) and Garcia and Ruiz (2015)

2.2.2. The Operationalizing of time perspectives

In the book Time and Human Interaction: Towards a Social Psychology of Time
McGrath and Kelly (1986) identified at least over 200 pragmatic approaches that
help to examine time perspective. According to their analysis, three popular
approaches were largely graphical, story-based, and projective test. However, they
also reported that these approaches have two main limitations. First, these methods
reveal a poor psychometric performance and, second, they tend to heavily rely on
one-time perspectives. Therefore, the issues to measure has presented a challenge
for psychologists. As in the case of psychology, many researchers have heavily
relied on self-reported measures that allow them to collect data in the easiest and
fastest ways. In the following section an overview of the leading psychometric

approaches to measure psychological time is highlighted.
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Temporal Focus Scale (TFS)

Shipp, Edwards, and Lambert (2009) developed the least time perspective
measurement which is called Temporal Focus Scale (TFS). The TFS contains 12
items concerning attitudes towards the past, present, and future. The measurement
includes four items for TFS Past (e.g., | replay memories of the past in my mind);
four items for TFS current (e.g., My mind is on the here and now); and four TFS
items for the future (e.g., | think about what the future has in store). The TFS has
created a relatively valid structure in adolescent samples from Japan (Chishima,
McKay, & Murakami, 2017), United Kingdom (McKay, Cole, & Percy, 2017),
Canada (Rush & Grouzet, 2012), and Northern Ireland (McKay, Percy, Goudie,
Sumnall, & Cole, 2012). Recently, the TFS has been proved as an appropriate
instrument for European adults (Strobel, Tumasjan, Sporrle, & Welpe, 2013).
However, in a sample of Northern Irish adolescents, McKay et al. (2012) suggest
that one item had substanial cross-loading across all three factors of past, current,
and future. Additionally, they found that the alpha coefficient of present factor was
0.58, far below Nunnally's (1978) minimum reliability criterion of 0.70 for

acceptability. Therefore, TFS’s psychometric properties are not unequivocal.
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Table 2-2. Temporal focus scale (TFS)

Past Focus

1. Ithink about things from my past

2. | replay memories of the past in my mind
3. I reflect on what has happened in my life

4. | think back to my earlier days
Current Focus

5. I focus on what is currently happening in my life
6. My mind is on the here and now

7. 1 think about where | am today

8. Ilive my life in the present

Future Focus

9 I think about what my future has in store

10. | think about times to come
11. 1 focus on my future
12. | imagine what tomorrow will bring for me

Consideration of Future Consequences Scale (CFCS)

One often used measure of time perspectives is the Consideration of Future
Consequences Scale (CFCS). Strathman, Gleicher, Boninger, and Edwards (1994)
developed CFCS for examining individual temporal attitudes and the consequences
of behaviour. CFCS aims to measure how well an individual thinks ahead of the
future consequences of current behaviour, and to what degree do the potential
consequences influence current behaviour. Originally CFCS involved 12 items, five
in relation to future consequences of behaviour and seven items focusing on current
needs and concerns. Scoring high on CFCS implies increasing the likelihood of
considering future consequences, whereas individuals who score low tend to focus
more on short-term needs, and their behaviours are more likely to satisfy immediate

needs (Rappange, Brouwer, & van Exel, 2009). Further, Strathman et al. (1994)
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show that the original CFCS was a unidimensional construct, and had strong

internal consistency among its 12 measurement items.

The CFCS has been used in at least 125 research publications in different contexts
(Joireman & King, 2016). Among these studies, CFCS has been widely applied for
explaining environmentally triggered and personally decided behaviours. However,
the psychometric validity and reliability issues associated with the original CFCS
are still debatable. The primary issue of CFCS is the dimensionality of the scale.
Traditionally, CFCS has been operationalized as a single factor. Petrocelli (2003)
found that CFCS vyielded two factor dimensions based on the exploratory factor
analysis of the 12 items scale. However, the results of Petrocelli (2003) are far from
robust, implying the need for future research to further validate the factorial
structure of CFCS. Thereafter, many studies have reported that the scale consisted
of two dimensions. For instance, Joireman, Balliet, Sprott, Spangenberg, and
Schultz (2008) revealed a better factorial structure which included two correlated
factors, CFC-Future and CFC-Immediate. Recently, the 12 items CFCS has been
transformed into a 14 items construct with the addition of two further CFC items
(Joireman, Shaffer, Balliet, & Strathman, 2012). Despite the new 14 items CFCS
having a good fit, and having a psychometrical validity, there are questions about
the number of factors extracted, their representativeness, and whether the factor
structure can be replicated in other disciplines or geographical locations. Secondly,
CFCS does not directly describe an individual’s temporal frames, but seeks to meld

these frames with both attitude (e.g., satisfy, ignore) and behaviour (e.g.,
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impulsiveness, risk-taking). Thirdly, CFCS considers the measurement for

understanding the present time perspective and future time perspective. The past

time perspective is always neglected.

Table 2-3. Consideration of Future Consequences Scale

10.

11.

12.

| consider how things might be in the future, and try to influence those
things with my day- to-day behaviour

Often, I engage in a particular behaviour to achieve outcomes that may not
result for many years

| only act to satisfy immediate concerns, figuring the future will take care
of itself

My behaviour is only influenced by the immediate (i.e., a matter of days or
weeks) outcomes of my actions

My convenience is a big factor in the decisions | make or the actions | take
I am willing to sacrifice my immediate happiness or well-being to achieve
future outcomes

| think it is important to take warnings about negative outcomes seriously
even if the negative outcome will not occur for many years.

| think it is more important to perform a behaviour with important distant
consequences than a behaviour with less-important immediate
consequences

| generally ignore warnings about possible future problems because | think
the problems will be resolved before they reach crisis level

| think that sacrificing now is usually unnecessary since future outcomes
can be dealt with at a later time

| only act to satisfy immediate concerns, figuring that | will take care of
future problems that may occur at a later date

Since my day- to- day work has specific outcomes, it is more important to
me than behaviour that has distant outcomes

The Zimbardo Time Perspective Inventory (ZTPI)

The Zimbardo Time Perspective Inventory (ZTPI) is the most popular and accepted

scale for measuring time perspective (Zimbardo & Boyd, 1999). The development

of the ZTPI1 drew upon several theoretical frameworks which had been adopted by

other scales to measure the construct of TP with the combination of past, present,
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and future perspectives such as the Time Structure Questionnaire (Bond & Feather,
1988), and the Consideration of Future Consequences Scale (Strathman et al., 1994).
However, these scales display relatively low reliability and were difficult to score.
Moreover, previous attempts to measure time perspectives have mainly focused on
just one or two dimensions, with future and present as the principal dimensions of
interest. Zimbardo and Boyd (1999) sought to overcome the drawbacks of many of
the previous scales through the ZTPI which was developed through qualitative and

quantitative methods, with the samples coming from students and the general public.

The ZTPI was originally developed to capture college students’ time perspective.
The scale includes 56 items and is made up of 5 factors: Past-negative (10 items;
e.g., “I think about the bad things that have happened to me in the past”), past-
positive (9 items; e.g., “Happy memories of good times spring readily to mind”),
present-hedonistic (15 items; e.g., “I feel that it is more important to enjoy what
you are doing than to get work done on time”), present-fatalistic (9 items; e.g.,
“Often luck pays off better than hard work™), and future (13 items; “When I want
to achieve something, | set goals and consider specific means for reaching those

goals”). The Zimbardo Time Perspective Inventory is listed in Table 2.4.

Table 2-4. The Zimbardo Time Perspective Inventory (ZTPI)

Past Positive

PP2  Familiar childhood sights, sounds, smells often bring back a flood of
wonderful memories.

PP7 It gives me pleasure to think about my past.

PP11 On balance, there is much more good to recall than bad in my past.

PP15 | enjoy stories about how things used to be in the "good old times."

PP20 Happy memories of good times spring readily to mind.
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PP25

PP29
PP41

PP49

The past has too many unpleasant memories that I prefer not to think
aboult.

| get nostalgic about my childhood.

| find myself tuning out when family members talk about the way
things used to be.

| like family rituals and traditions that are regularly repeated.

Past Negative

PN4

PN5

PN16
PN22
PN33
PN34
PN36

PN50
PN54

| often think of what | should have done differently in my life.

My decisions are mostly influenced by people and things around me.
Painful past experiences keep being replayed in my mind.

I've taken my share of abuse and rejection in the past.

Things rarely work out as | expected.

It's hard for me to forget unpleasant images of my youth.

Even when | am enjoying the present, I am drawn back to comparisons
with similar past experiences.

| think about the bad things that have happened to me in the past.

| think about the good things that | have missed out on in my life.

Present Hedonistic

PH1

PHS8

PH12
PH17
PH19
PH23
PH26
PH27
PH28

PH31
PH32

PH42
PH44
PH46
PH48
PH55

| believe that getting together with one's friends to party is one of
life's important pleasures.

| do things impulsively.

When listening to my favourite music, | often lose all track of time.
| try to live my life as fully as possible, one day at a time.

Ideally, | would live each day as if it were my last.

I make decisions on the spur of the moment.

It is important to put excitement in my life.

I've made mistakes in the past that | wish I could undo.

| feel that it's more important to enjoy what you're doing than to get
work done on time.

Taking risks keeps my life from becoming boring.

It is more important for me to enjoy life's journey than to focus only
on the destination.

| take risks to put excitement in my life.

| often follow my heart more than my head.

| find myself getting swept up in the excitement of the moment.

| prefer friends who are spontaneous rather than predictable.

I like my close relationships to be passionate.

Present Fatalistic

PF3
PF14
PF35

PF37
PF38
PF39

Fate determines much in my life.

Since whatever will be will be, it doesn't really matter what I do.

It takes joy out of the process and flow of my activities if | have to
think about goals, outcomes, and products.

You can't really plan for the future because things change so much.
My life path is controlled by forces I cannot influence.

It doesn't make sense to worry about the future, since there is
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nothing that I can do about it anyway.

PFA7 Life today is too complicated; | would prefer the simpler life of the
past.

PF52 Spending what I earn on pleasures today is better than saving for
tomorrow's security.

PF53 Often luck pays off better than hard work.

Future

FU6 | believe that a person's day should be planned ahead each morning.

FU9 If things don't get done on time, | don't worry about it.

FU10 When | want to achieve something, | set goals and consider specific
means for reaching those goals.

FU13 Meeting tomorrow's deadlines and doing other necessary work
comes before tonight's play.

FU18 It upsets me to be late for appointments.

FU21 | meet my obligations to friends and authorities on time.

FU24 | take each day as it is rather than try to plan it out.

FU30 Before making a decision | weigh the costs against the benefits.

FU40 | complete projects on time by making steady progress.

FU43 | make lists of things to do.

FU45 | am able to resist temptations when | know that there is work to be
done.

FU51 | keep working at difficult, uninteresting tasks if they will help me
get ahead.

FU56 There will always be time to catch up on my work.

ZTPI has been adapted by many scholars across the disciplines because it yields a
relatively high internal consistency, reliability as well as construct, content,
criterion, and face validity. Translated full versions of ZTPI have been validated in
many different countries and settings (e.g., Chan et al., 2019; Milfont, Andrade,

Pessoa, & Belo, 2008; Stolarski, Matthews, Postek, Zimbardo, & Bitner, 2014).

However, the original version of ZTPI has 56 items; thus, filling the full version of
ZTPI is quite onerous and time-consuming. Therefore, a shorter version is
introduced to address the ZTPI issues. The advantages of using a shorter ZTPI are

highlighted by Zhang, Howell, and Bowerman (2013). First, a shorter scale is
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perceived as less of a burden by the respondents. Researchers can manipulate it for
different research contexts. Second, a shorter ZTPI is more effective in capturing
various outcome variables if all items are concise. Third, shorter questionnaires
usually generate high response rates. Likewise, Przepiorka, Sobol-Kwapinska, and
Jankowski (2016) call for a shorter version as respondents complete long tests less

reliably.

For these reasons, multiple efforts have been made to simplify the use of the ZTPI.
The summary of the published short forms of the ZTPI is presented in Table 2.5. It
can be seen that shortened versions have mainly been developed in the western
context, such as Italy (D’Alessio et al., 2003; Laghi, Baiocco, Liga, Guarino, &
Baumgartner, 2013), USA (Tomich & Tolich, 2019; Zhang et al., 2013), Israel
(Orkibi, 2015), United Kingdom, USA and Australia (McKay et al., 2015), Poland
(Przepiorka, Sobol-Kwapinska, & Jankowski, 2016), and United Kingdom, USA
and Slovenia (Perry et al., 2015). The shortest version is the US version in which
Zhang et al. (2013) developed a total of 15 items and surveyed a sample of 2149
Americans. The Cronbach’s alpha of the subscales were 0.70 (past-positive), 0.80
(past-negative), 0.74 (present-hedonistic), 0.64 (present-fatalistic) and 0.75 (future).
Tomich and Tolich (2019) also revealed a 15 items version in the sample of
American adults (n=133). D’Alessio et al.'s (2003) study consisted of only 22 items
assessing the present-fatalistic, present-hedonistic and future constructs (not past-
positive and past-negative), six of which are not ZTPI items. Sircova et al. (2014)

conducted a large survey across 24 countries to examine the psychometrics of the
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short version of ZTPI. They found that the shorter version of ZTPI is structurally
robust and can be administered very easily by the characteristics of individual time
differences. Similarly, Laghi et al (2013) arrived at similar findings. They report
high Cronbach’s alpha values for ZPTI-25 scores in the sample of Italian
adolescents. One of the most recent studies that has used the shortened ZTPI to the
context of leisure is by Garcia and Ruiz (2015). They employed 20 items (four for
each time perspective) to explore whether time perspective is the leading cause of
leisure benefits sought. However, their results failed to report the reliability of each

time perspective.

Although a few studies (e.g., D’Alessio et al., 2003; McKay et al., 2015; Tomich &
Tolich, 2019) have pointed out that the present-fatalistic factor yielded a relatively
low reliability score, the vast majority of previous studies have proved that the
shorter ZTPI is an alternative approach because of good internal consistency, and
discriminant and concurrent validity for each factor. Also, a shortened ZTPI has
emerged from the current trend vividly in many areas of psychological research.
Little empirical research has validated the shortened version of ZTP1 in the tourism
as well as the Hong Kong context. Zimbardo and Boyd (1999) show that ZTPI was
built and validated in individualistic societies and therefore special attention has
been paid to individualistic values, thus, a collectivist society, like Hong Kong, has
not been examined yet. As Hong Kong prioritizes the needs of group achievement
over the needs of an individual as a whole, Hong Kong tourists may have different

interpretations and behaviours related to time.
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Table 2-5. A review of the published short forms of the ZTPI

Nation  Discipline Sample Characteristics The Zimbardo Time Perspective Inventory Authors
(Sample of the scale Past- Past- Present-  Present- Future
Size) Positive  Negative Hedonistic  Fatalistic
Italy Psychology Italian No. of items N/A N/A 8 5 9 D’ Alessio
(n=1507) etal.
Cronbach's 0.54 0.49 0.67 (2003)
alpha
Estonia  Psychology  Estonian No. of items 5 5 5 5 5 Seema &
students Sircova
(n=892) Cronbach's 0.69 0.83 0.73 0.68 0.74 (2013)
alpha
Italy Italian No. of items 5 5 5 5 5 Laghi et
adolescents al. (2013)
(n=1300) Cronbach's 0.83 0.82 0.84 0.85 0.81
alpha
USA  Psychology American No. of items 3 3 3 3 3 Zhang et
(n=2149) Cronbach's 0.70 0.80 0.74 0.64 075  al.(2013)
alpha
Spain Spanish No. of items 4 4 4 4 4 Garcia &
university Ruiz
students — cronpach's Not 0.74 0.84 Not Not (2015)
(n=374) alpha reported reported  reported
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Table 2.5. A review of the published short forms of the ZTP1 (Continued)

Nation Discipline Sample Characteristics The Zimbardo Time Perspective Inventory Authors
(Sample of the scale Past- Past- Present-  Present-  Future
Size) Positive  Negative Hedonistic  Fatalistic
UK Psychology UK No. of items 6 7 10 6 7 McKay et
students al. (2015)
(n=923) Cronbach's 0.76 0.73 0.74 0.48 0.73
alpha
USA Psychology = American No. of items 6 7 10 6 7
students
(n=815) Cronbach's 0.65 0.79 0.69 0.63 0.65
alpha
Australia  Psychology Australian No. of items 6 7 10 6 7
n=667
étudené Cronbach's 0.72 0.83 0.73 0.64 0.65
alpha
Israel Education Israeli No. of items 4 4 4 4 4 Orkibi
University  Cronbach's 0.68 0.71 0.76 0.69 0.74 (2015)
students alpha
(n=1144)
UK Psychology UK No. of items 5 5 5 5 5 Perry et
students al. (2015)
(n=913) Cronbach's 0.78 0.70 0.56 0.60 0.66
alpha
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Table 2-5. A review of the published short forms of the ZTPI (Continued)

Nation Discipline Sample Characteristics The Zimbardo Time Perspective Inventory Authors
(Sample of the scale Past- Past- Present-  Present-  Future
Size) Positive  Negative Hedonistic  Fatalistic
us Psychology UK No. of items 5 5 5 5 5 Perry et al.
students (2015)
(n=816) Cronbach's 0.62 0.75 0.48 0.62 0.59
alpha
Slovenia Psychology Slovenian No. of items 5 5 5 5 5 Perry et al.
students Cronbach's 0.71 0.80 0.67 0.55 0.73 (2015)
(n=154) alpha
Czech  Psychology Czech and No. of items 3 3 3 3 6 Kostal et
and Slovak al. (2016)
Slovakia adults — Cronbach's 068 0.73 0.78 072 065
(n:2062) alpha
Poland  Psychology Polish No. of items 5 5 5 N/A 5 Przepiorka
students et al.
(n=555) CroTbﬁch's 0.76 0.77 0.75 0.67 (2016)
alpha
Hungary Psychology Hungarian No. of items 3 4 3 3 4 Orosz et
(n=1370) Cronbach's 0.68 0.84 0.73 0.69 070  al. (2017)
alpha

42



Table 2-5. A review of the published short forms of the ZTPI1 (Continued)

Nation Discipline Sample Characteristics The Zimbardo Time Perspective Inventory Authors
(Sample of the scale Past- Past- Present-  Present-  Future
Size) Positive  Negative  Hedonistic  Fatalistic
USA Psychology American No. of items 3 3 3 3 3 Tomich
students and
(n=133) Cronbach's 0.74 0.80 0.71 0.54 0.63 Tolich
alpha (2019)
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Table 2-6. Summary of the measurement of the time perspective

from the literature

Scale name Description No. of Research field Reference
items

Temporal The scale is designed 12 Students in Shipp et al.
focus scale to describe the extent Europe, Japan  (2009)

to which individuals and North

characteristically America

devote their attention

to perceptions of the

past, present, and

future
Consideration The scale is aimed to 12 Environmental ~ Strathman
of future explore the extent to studies in etal. (1994)
consequences  which people different
scale consider the potential markets

future outcomes of

current behaviour,

and the degree to

which that

consideration affects

present behaviour.
The The scale is 56 Extensive Zimbardo
Zimbardo developed to measure applied across & Boyd
time individual differences different (1999)
perspective in time-perspective, disciplines
inventory or tendency to focus other than
(Full version) on different aspects tourism, with

of the past, present, stable

and future. reliability and

validity

The 20 or  Psychology Zimbardo
Zimbardo 25 studies in & Boyd
time western (1999)
perspective countries
inventory
(Short
Version)
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2.2.3. Time perspective in leisure and tourism studies

Compared with other psychological concepts, the time-perspective has been applied
only infrequently to leisure and tourism. Although the leisure and tourism literature
on the time-perspective is relatively thin, the process is remarkable and worth
noting. Bergadaa (1990) proposes that time perspective is an important component
in the cognitive temporal system and plays a key role in explaining future behaviour.
According to her theoretical considerations, individual’s time perspective is directly
stemmed from two factors, education level obtained, and events experienced, and
indirectly impacted by a general perception towards the society. This general
perception then creates either an attraction for or apprehension about the future,
which in turn develops an individual’s cognitive state regarding an temporal
orientation toward the past, present, or future. She further theorises that these three
types of temporal orientations are fairly stable and long lasting, and lead to
development of different types of motives in response to the reality. These motives
strongly impact the attitudes of action or of reaction, such as product selections,

buying behaviour, type of consumer goods being used.

She shows that present oriented individuals like more non-organized and relaxing
vacations in which they are able to experience a high level of personal autonomy,
quiet relaxation, and the joy of being with friends and relatives. On the contrary,

future oriented individuals are apt to hand over arrangements to specialized travel
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agencies and prefer exotic vacations that provide an opportunity to enhance their

knowledge and abilities.

Philipp (1992) argues that all human action can be highly associated with time and
suggests the importance of personal cognitive temporal systems linked to leisure
behaviour. He examined whether a relationship exists between time perspective and
the likelihood of participating in leisure activities. Individuals with future
orientations were significantly found to participate in leisure activities while a few
of the leisure activities were associated with past time orientation also. Interestingly,
over half of the leisure activities employed in the survey were not significantly

linked with present time orientation.

Cotte and Ratneshwar (2003) investigate the underlying reason for consuming
particular type of leisure services based on an individual’s timestyles, and the
impact of perceptions of time use on leisure choices. They conceptualized that
timestyle should at least include four dimensions: social orientation, temporal
orientation, planning orientation, and polychronic orientation. Through qualitative
approach, their findings confirmed temporal orientation can bring in a distinct effect
on leisure choices. For instance, a future oriented customer tends to pursue forward
looking and self-development activities while people with a present orientation
have a tendency to make their leisure choices based on hedonic pursuits. Past-

oriented individuals are more likely to enjoy activities to relive their childhood.
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An important contribution of Cotte and Ratneshwar (2003) to the perception of time
is that culture factors may differ in temporal orientation. They find that age and
gender play different roles in an individual’s time perspective. Young people tend
to be future oriented, whereas the elderly are more likely to be past-oriented. Men
are more associated with future-orientation than women, while women show a

higher level of present-orientation.

Shores and Scott (2007) were the first to empirically provide the groundwork for
understanding the role of time perspective in relation to other leisure constructs.
They developed a framework for testing if there is a connection between time
perspective and recreation motivations. They surveyed a sample of 1200 US
residents living in North Carolina. Six recreation benefits are identified, namely
physical fitness, spirituality, family togetherness, competence testing, risk taking
and learning. Their findings also provide an empirical basis to understand how
individuals frame time into groups based on temporal considerations. A two-step
cluster analysis shows that over 40% of the respondents are past-positive oriented.
The second largest group was future time perspective oriented, followed by past-
negative and “undifferentiated”. Additionally, their results provide converging
evidence for time perspectives in relation to various aspects of recreation
motivation. Past-negative and present fatalistic respondents are least likely to regard
any recreation benefit as important. On the contrary, future oriented and past-

positive respondents are inclined more toward all motivations except risk taking.

47



Although their study confirms a linkage between time perspective and various
aspects of motivation for leisure activity, it should be noted that motivation for
leisure does not always result in leisure behaviour. Second, their findings were
biased by the unequal distribution of their sample. The results of cluster analysis
indicated majority of respondents were past-positive oriented and future time
oriented. This accords well with Shipp and Aeon's (2019) findings in which a
majority of US residents tend to have a stronger future temporal focus. However,

their study fails to address the situation beyond the US.

Garcia and Ruiz (2015) conducted a follow up study of Shores and Scott (2007) to
determine the importance of each time perspective in terms of the leisure benefits
sought. They found that time-perspective is a valid indicator to detect consumer
choices of leisure activities. In general, their results are completely in accord with
those of Zimbardo and Boyd (1999). However, neither past-negative nor present-
fatalistic was derived as an important dimension of time perspective in influencing
the benefits sought. This result contradicts the findings of Shores and Scott (2007).
The future time perspective had positive effects on all benefits sought, and present-
fatalistic is highly associated with outdoor activities, such as travel and tourism.
However, the major drawback is the sample used in the study. It failed to use a
larger sample and thus a call for larger samples for understanding time-perspective
is long overdue. Another limitation of their study is that the sample is undertaken

in the western countries. As Cotte and Ratneshwar (2003) posit, cultural differences

48



may also shape an individual’s temporal considerations. The span of the time

perspective study needs to be widened to include the Asian context.

Lu et al. (2016) provide a preliminary assessment of the impact of time perspective
in the tourism field. They examined the relationships among time perspective, travel
motivation, and travel intention from Chinese senior tourists’ perspectives.
Although their findings confirmed that there are positive relationships between time
perspective and travel motivation, their study addressed only the respondents’
present time and future time perspective; past perspective was not explored. Second,
their paper suffers from overemphasis on Chinese senior potential tourists. Chinese
senior tourists are a valuable segment; however, it appears that their travel
characteristics do not qualify them for being treated as typical tourists as they are
resistant to change and have a strong dedication to tradition. Tung and Ritchie (2011)
found that Chinese senior tourists tend to attach high importance to nostalgia re-
enactment when choosing a holiday destination. It seems reasonable to argue that
senior tourists are more past-oriented than present or future oriented. ZTPI does not
display high and stable reliability and validity in their study. The sample issue may
lead to psychometric properties. This study argues the need to further validate the
measurement of time perspective using a wider and more appropriate sample. Third,
they claimed that their hypothesis model is developed based on cognitive temporal
model, however, no attempt has been made to understand the role of attitude and

its importance to behaviorual intention.
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In conclusion, only limited evidence is available on this in the leisure and tourism
research literature and most works are still at the superficial level. There is an
overwhelming consensus among leisure and tourism researchers that a strong
positive relationship exists between time-perspective and consumer/tourist
behaviour. Nevertheless, extra efforts need to be put in to provide empirical support
for explaining how time perspective influences the intention to visit a destination,
and the mediating roles of motivation and attitude explaining the relationship and
behavioural consequences of the time perspective. As stated in Chapter 1.2, tourist
psychology studies are more likely to use a psychological theory based on a
behaviourist paradigm, potentially overlooking the importance and the resultant
value addition through enhancing the conceptual understanding of the cognitive
process. This thesis acknowledges the need to understand the cognitive process
from the time perspective to travel intention via travel motivation and travel attitude.
Moreover, the relationship between past time perspective and intention to visit a
destination is significantly under-investigated from both theoretical and practical
perspectives. This omission is somewhat problematic as the current psychology
literature has argued strongly that past-time perspective is highly pertinent to
decision-making and future human behaviour. Unfortunately, no research work has
examined the connection and possibility of three dimensions of time-perspective
playing a role in determining tourist behaviour in relation to travel intention.

Therefore, a construct of past time-perspective is included in this study.
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Table 2-7. Summary of Time Perspective in Leisure and Tourism Research

Corresponding

Author(s) Context Salient Focus Major Finding(s) Conceptual Components
in the Current Study
Bergadaa (1990) Conceptual paper  To understand how consumer actions are Individual’s time ¢ Conceptual model

Philipp (1992)

influenced by the temporal orientation
of individuals

Leisure
residents)

(USA To test whether time perspective is related
to participation in leisure activities

perspective is directly
stemmed from education
level obtained, and events
experienced

Three types of temporal
orientations lead to
development of different
types of motives

These motives strongly
impact the attitudes of
action or of reaction
Present oriented
individuals like more non-
organized and relaxing
vacations

Individual with future
orientation prefers exotic
vacations

Future oriented
individuals were
significantly found to
participate in leisure
activities

A few of the leisure
activities were associated
with past time orientation

(cognitive temporal
model)

o Characteristics of present
and future oriented
individuals

o Preference outcome (three
types of time perspective,
leisure choices)

e Characteristics of present
and future oriented
individuals
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Cotte and Ratneshwar
(2003)

Shores and Scott (2007)

Garcia and Ruiz (2015)

Leisure
residents)

Leisure
residents)

(USA  To investigate the underlying reason for

consuming particular type of leisure
services based on an individual’s
timestyles, and the impact of
perceptions of time use on leisure
choices.

(USA To investigate how individuals’ time

perspective are linked to the type of
recreation benefits they seek

Leisure (Spanish To explore how time perspectives have an

university
students)

influence on the amount of free time
available, the leisure benefits those
individuals seek, and how often people
spend time on different leisure
activities.

Half of leisure activities
were not significantly
linked with present time
orientation

Future oriented customer
tends to pursue forward
looking and self-
development activities
Present orientation tends
to make their leisure
choices based on hedonic
pursuits.

Past-oriented individuals
are more likely to enjoy
activities to relive their
childhood

Culture factors may differ
in temporal orientation
Time perspective
dimensions have
implications for various
aspects of recreation
motivation

Time perspective is a
valid indicator to detect
consumer choices of
leisure activities

o Preference outcomes (time
perspective, leisure
choices)

o Characteristics of present,
past, and future oriented
individuals

o Preference outcomes (time
perspective, recreation
motivation)

o Characteristics of present,
past, and future oriented
individuals

o Preference outcomes (time
perspective, leisure
choices)

¢ Characteristics of present,
past, and future oriented
individuals
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Lu et al. (2016)

Tourism (Chinese
senior tourists)

To understand the significance of time
perspective for travel behaviour of
seniors

e Present time perspective
and future time
perspective positively
lead to travel motivation

o Preference outcomes (time
perspective, travel
motivation)
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Table 2-8. Studies Relating to Time Perspective in Leisure and Tourism

Research
Bergadaa | Philipp Cotte & Shores | Garcia& | Luetal.
(1990) (1992) | Ratneshwar | & Scott Ruiz (2016)
(2003) (2007) (2015)
Type of paper
Conceptual v
Empirical v v v v v
Research context
Leisure v v v v v
Tourism v
Data collection period
Pre-visit / activity NA v v v v v
Post-visit / activity
Types of TP
Past TP v v v v v
Present TP v v v v v v
Future TP v v v v v v
Measurement
Full ZTPI v
Shortened ZTPI NA v v
Others v v
Dependent variable
Motivations / Benefits v v 4 v
Attitude v
Leisure choices v v v v
Amount of free time v
available
Future behaviour 4
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2.3. Travel motivation

Travel motivation is a hot research focus that has been studied over four decades.
There are three main reasons that explain the need for studying travel motivations.
First, from the theoretical point of view, motivation is the primary cause of human
behaviour. It is a trigger to the tourist decision process and an important construct
for understanding tourist behaviour. Second, it is the key determinant to
understanding the vacation decision-making process. Third, it provides the
groundwork for understanding the connection with other behaviour responses, e.g.,
tourist satisfaction, tourist experience, loyalty, and intention to travel. From the
managerial perspective, the investigation of tourist motivation allows tourism
industry practitioners to develop the corresponding marketing strategies and
tourism activities. Thus, it has become a widely investigated concept for many years

in the field of travel and tourism.

In the tourism literature, there are certain similarities between need and motivation,
but need is not the same as motivation. Generally speaking, need implies the lack
of something required or necessary, while motivations or motives are the process
of stimulating people to actions to satisfy a need (Tasci & Ko, 2017). Travel
motivation is commonly defined as “a meaningful state of mind which adequately
disposes an actor or a group of actors to travel, and which is subsequently
interpretable by others as a valid explanation for such a decision” (Dann, 1981,

p.205) or “a dynamic process of internal psychological factors (needs and wants)
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that generate a state of tension or disequilibrium within individuals” (Crompton &
McKay, 1997, p.427). Crompton and McKay (1997) further underline that travel
motivation is multi-faceted and dynamic. Tourists tend to travel with different
motives, even within a single journey. There is abundant room in tourism studies

for examining travel motivations.

2.3.1. Travel motivation in the tourism literature

To identify the relevant literature on travel motivation, the Web of Science of
Thomson Reuters (hereinafter WoS) can be used. WoS is a subscription-based
database which provides comprehensive documentation of scientific journals,
materials, publications, data, and works for many different academic disciplines. It
consists of 161 million records across 254 subject areas of which 65% are related
to the sciences, 23% to the social sciences, and 12% to arts & humanities (Sanchez,
Rama, Garci, & A Ivarez, 2017). Second, WoS is available free of charge at the
University library of Ritsumeikan Asia Pacific University. Two keywords, “travel
motivation” and “tourism” were used to extract relevant studies on travel
motivations. The literature search was carried out in Nov 2019. After screening and
removing the duplicates from the initial search, 121 articles from 40 journals were
chosen. The following sections gives a brief overview of the results in terms of the
research context, the theory being used, the research methods, and the resulting

measurements.

Research topic among travel motivation studies
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In the research context, motivations are mainly found and summarized in six
categories, namely, the reasons for travelling, why a specific destination is selected,
why a specific tourist travel, why travel this way, the consequences of motivation,
and market segmentation. The first category, “the reasons for travelling”, focuses
on the explanations of tourists’ general patten of travel. The second category, why
a specific destination is selected, refers to the reasons why tourists visit a particular
destination, e.g., Taiwan, Hong Kong, etc. The third category, why specific tourist
travel, focuses on the travel motivations of specific types of tourists, such as senior
tourists, disabled tourists, Chinese tourists, female tourists, university students, etc.
The fourth category, why travel in this way, explains the reasons why tourists
choose a specific type or form of travel, such as rural tourism, religious tourism,
festival tourism and so on. The fifth category is the consequences of motivation in
which travel motivation is conceptualized as independent variable aiming to
investigate the relationship between travel motivation and the effects of other
dependent variables, such as travel intention, re-visit intention, loyalty, and
satisfaction. Finally, the last category is market segmentation employing statistical
analysis to divide tourists into segments based on their travel motivations.
Additionally, there are very few studies concerning “demotivation to travel”, and
“how other factors affect travel motivation”. This study falls into the third category,

studying the reasons why Hong Kong tourists travel.
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The first category, the reasons for travelling, received much attention before 2000s.
It should be noted that many classic travel motivation theories explaining the
general travel patterns were developed between the 1970s and the 2000s by various
tourism scholars (e.g., Crompton, 1979; Dann, 1977; Fodness, 1994; Mannell &
Iso-Ahola, 1987; Pearce, 1988; Plog, 1974); and major tourism journals were
founded in the 1970s. Plog (1974) borrowed the concept of personality from
psychology study and applied it to travel motivation. He wondered why some
tourists did not fly to travel in the late 1960s. Respondents in the sample are grouped
according to their salient personality, from “allocentric” through “near allocentric,”
“mid-centric,” “near psychocentric,” to “psychocentric”. Likewise, Pearce (1988)
developed the “Travel Career Ladder” (TCL) based on Maslow’s hierarchy of needs
theory. Unlike Plog's work (1974), the TCL tries to understand how tourist
motivations progress from the bottom to the top of the hierarchy. He argued that
TCL includes at least five travel motivations associated with relaxation, stimulation,
relationship, self-esteem and development or fulfilment. Another well-known study
was conducted by Fodness (1994), where travel motivations were examined using
functional theory. His study proved that tourists tend to perform the same behaviour
with different motivations. An important theme emerges from the studies discussed
so far: Tourism researchers are struggling to keep pace with understanding travel
motivation but do not reach a consensus on which theory or framework is better to

describe travel motivations because of the complexity of its nature.
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It is noteworthy that tourists’ travel motivations are pulled by attributes of travel
destinations and pushed by their needs and wants. Therefore, the research focus on
travel motivation has shifted from the general travel pattern to specific types of
destinations and tourists. This shifting process has become a prominent factor
within the field of travel motivation over the past decade. Previous studies on the
second category, i.e. why a specific destination is selected, tend to be classified by
the research context into categories along continuum ranging from strangeness to
familiarity. At one extreme of the continuum is strangeness, in which tourism
researchers aim to investigate why tourists travel to a particular destination that has
not yet been developed. Prayag, Suntikul and Agyeiwaah (2018) examine the role
of travel motivation and how these factors drive tourists to visit an attraction in
Ghana. Van der Merwe, Slabbert and Saayma (2011) explore international tourists’
motives for visiting a marine destination in South Africa. A recent study in this area
is that conducted by Bozi¢, Jovanovi¢, Tomi¢, and Vasiljevi¢ (2017). They sought
to understand why domestic tourists visited multi-destinations within Serbia. At the
other extreme is familiarity, which refers to tourism researchers being interested in
understanding the reasons for visiting a mature and popular tourist destination.
Using push and pull motivation framework, Leong, Yeh, Hsiao, and Huan (2015)
study whether nostalgia plays a significant role in the travel decision making proves
in the case of Macau, China, while Yousefi and Marzuki (2015) examine the
underlying dimensions of travel motivation towards visiting Penang, and
investigated whether tourists’ socio-demographic variables are different in relation

to pull and push motivation factors.

59



In terms of the third category, why a specific tourist decides to travel, research
pertaining to the specificities of the Chinese market has significance for
academicians. The rapid growth in the number of outbound tourists from China has
prompted significant research to find out why Chinese tourists have started visiting
so many foreign destinations. Chinese outbound tourism has evolved in four stages
(Zhang & Heung, 2002). The Chinese tourism revolution came from domestic
tourism. Next, the second stage involved the Chinese government allowing its
residents to travel to Hong Kong (a colonial city of the United Kingdom originally)
and Macau (a colonial city of Portugal) for social visits from 1983. The third stage
began in the 1990s when Chinese tourists were legally allowed to travel outside of
China, such as travelling to Asian countries. Rapid growth of Chinese tourism
started its final stage in 1999 when Chinese government lifted the travel restrictions
on visit s to western countries, such as USA, Australia, and Europe (Tse, 2015).
The results of motivation-related research also reflect this trend. Huang and Hsu
(2009) develop a model for understanding the interrelationships among travel
motivation, travel attitude, and revisit intention of Chinese tourists travelling to
Hong Kong. Song, Liu, and Huang (2016) explore what motivates or demotivates
Chinese tourists to visit Taiwan. Zhang and Peng (2014) use a longitudinal study to
analyse Chinese tourists’ sociodemographic profiles and examined whether push or
pull factors can explain their travel motivation to visit Australia. Their study found
that Chinese tourists tend to visit Australia because of intrinsic as well as extrinsic

needs. Chinese outbound tourists have strong motives for seeking out completely
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new experiences and knowledge, but they want to do so only in a relaxing way. On
the other hand, the natural environment of Australia can largely satisfy Chinese
tourists' intrinsic needs. Wu and Pearce (2014) use a netnographic approach to
capture a number of travel motivations of Chinese recreational vehicle tourists.
Wen and Huang (2019a) apply a hierarchical value map technique to analyse
Chinese tourists” motivations for visiting a war-torn country. Another group of
travel motivation studies regarding the Chinese market focuses on specific market
segments, such as Chinese cigar tourists (Wen & Huang, 2019b; Ying, Wei, Wen,
Wang, & Ye, 2018), Chinese senior tourists (Wang, Wu, Luo, & Lu, 2017), Chinese
luxury tourists (Zhang & Tse, 2018), Chinese anime consumers (Kirillova, Peng, &

Chen, 2019), and Chinese eco-tourists (Ma, Chow, Cheung, & Liu, 2018).

Several previous studies have examined why specific types of tourists travel to
specific types of destinations. Even for the same population or country, results
reported vary. For instance, seven studies have examined senior tourists’ travel
motivations. Le Serre, Legohérel, and Weber (2013), Prayag (2012), and Ryu, Hyun,
and Shim (2015) show that senior tourists are motivated to travel overseas more for
social purposes. However, Jang, Bai, Hu, and Wu (2009), and Jang and Wu (2006)
identify that knowledge/novelty seeking is a particularly important variable when
considering the travel motivation factor. Other studies have shown that senior
tourists are driven to travel by having service enjoyment (Wang et al., 2017) and
seeking personal growth (Wijaya, Wahyudi, Kusuma, & Sugianto, 2018). Abundant

evidence suggests that travel motivations are varied, and tourists view travel as a
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way to fulfil their different needs, which makes it possible to focus on individual

travel with multiple purposes.

Studies on the fourth category, “why travel in this way”, receive considerable
attention from tourism researchers. Selected topics include dark tourism
(Rittichainuwat, 2008; Wang, Sirakaya-Turk, & Aydin, 2019), health tourism
(Baloglu, Busser, & Cain, 2019; Konu & Laukkanen, 2010), rural tourism (Pesonen,
Komppula, Kronenberg, & Peters, 2011), gaming tourism (Wong & Rosenbaum,
2012), medical tourism (Musa, Thirumoorthi, & Doshi, 2012), religious tourism
(Abbate & Di Nuovob, 2013), festival tourism (Chiang, Wang, Lee, & Chen, 2015;
Matheson, Rimmer, & Tinsley, 2014; Peter & Anandkumar, 2016), event (Mair,
2015; Wong & Tang, 2016; Yi, Fu, Jin, & Okumus, 2018), film tourism (Chang,
2016; Kim & Kim, 2018), marine tourism (Paker & Vural, 2016), heritage tourism
(Liu & Chou, 2016), cruise tourism (Han & Hyun, 2019; Whyte, 2017), food
tourism (Jiang, Li, Liu, & Chang, 2017), wildlife tourism (Mutanga, Vengesayi,
Chikuta, Muboko, & Gandiwa, 2017), Islamic tourism (Battour, Ismail, Battor, &
Awais, 2017), wine tourism (Ye, Zhang, & Yuan, 2017), adventure tourism (Wu &
Pearce, 2017), eco-tourism (Ma, Chow, Cheung, Lee, & Liu, 2018), and spiritual

retreat tourism (Ashton, 2018).

Regarding the fifth category, over one-third of the studies (47 out of 121)

investigate the consequences of travel motivation. Examining the relationships

among travel motivation, satisfaction, travel intention, and loyalty is of great
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interest to tourism researchers as these concepts are key constructs in explaining
tourist behaviour and they are commonly found in tourism studies. Previous tourism
studies examining the relationship between travel motivation and satisfaction can
be categorized into two major groups. In the first group of studies, travel motivation
is employed as a predictor of tourist satisfaction. For example, Battour et al. (2017)
sampled Muslim tourists visiting Malaysia and report that both push and pull factors
significantly influence tourist satisfaction. Push factors had a stronger explanatory
power than pull factors to tourist satisfaction. In contrast to Battour et al. (2017),
Wong, Musa, and Taha, Azni (2017) underline that push motivations yield more
information on the influence on tourists' overall satisfaction. An empirical study
conducted by Ma et al. (2018) reports that “relaxation and nature exploration”,
“novelty seeking”, and “social influence and physical refreshment” have positive
impacts on tourist satisfaction. Another interesting approach was used by Albayrak
and Caber (2018), who examine the effect of motivation measurement on
satisfaction at two different points of time. They compare two competing methods,
classic and performance models, to understand the relationship between motivation
and satisfaction. They conclude that satisfaction can be measured more accurately

by the post experience motivation than before the experience.

In the second group of motivation — satisfaction studies, researchers have employed
travel motivation incorporating other additional variables to predict satisfaction. In
the case of the Taiwan sample, Lee (2009) integrates motivation, attitude, and

destination image and tests how these three variables affect tourist satisfaction. In
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the context of food tourism, Agyeiwaah, Otoo, Suntikul, and Huang (2019) study
the interrelationships among motivation, experience, and satisfaction. They report
that culinary tourists’ motivation and experience positively influences satisfaction.
Prayag et al. (2018) obtain results similar to Agyeiwaah et al. (2019) and Lee (2009).
These studies report that motivation, positive impacts, and attachment to the place

have a positive relationship with satisfaction while negative impacts do not.

Since Weaver, Mc Cleary, Lapisto, and Damonte (1994) successfully categorized
tourists’ travel motivation into four segments and suggested that clustering of
motivation can be used as a feasible tool for segmentation, studies on travel
motivation have also covered market segmentation. It should be noted that many
studies that fall in the sixth category adopt a factor-cluster approach in which factor
analysis is first employed to explore a set of variables reflecting travel motivation,
and then a subsequent cluster analysis is used to identity subgroups of tourists based
on the results of factor analysis (e.g., Assiouras, Skourtis, Koniordos, &
Giannopoulos, 2015; Cha, Mccleary, & Uysal, 1995; Chen, Bao, & Huang, 2014;
Chen & Xiao, 2013; Chiang et al., 2015; Fung & Jim, 2015; Kim & Kim, 2018;
Levitt, Zhang, DiPietro, & Meng, 2017; Paker &Vural, 2016; Peter & Anandkumar,
2016; Ryan & Glendon, 1998; Ying et al., 2018). The extant tourism literature has
progressively applied social psychology theories to understand tourist motivation.
Drawing on grid-group cultural theory, Li, Zhang, Xiao, and Chen (2015) provide
an attempt to examine the effect of various culture styles on Chinese tourists’ travel

motivation. They identify four travel motives (hierarchy, individualism,
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egalitarianism, and fatalism) in relation to Chinese culture and style, indicating that
cultural theory can also be studied by segmentation analysis. In terms of
predictability of travel motivation as segmentation, a recent study found that
clustering of travel activities generates a higher predictive power than travel

motivations (Pesonen, 2015).

Methods applied among travel motivation studies

Most travel motivation studies have used a positivistic paradigm, reflecting the
pursuit of objectivity. Much of the literature on travel motivation has adopted a
guantitative approach which implies that travel motivation is a well-studied topic,
and many researchers tend to adapt previously used measurement items for different
motivations. Only eleven studies adopted qualitative methods, and these are
concerning the motivations behind specific tourist travel. Although the mixed-
method approach draws on the potential strengths of both qualitative and
guantitative methods, very few studies have used it. Interviews and surveys are the
most predominant data collection techniques for quantitative and qualitative
research, respectively, while other techniques, such as experiment, observation, and
Delphi, are used less frequently. It should be noted that both quantitative and
qualitative approach have their respective advantages and drawbacks for tourist
motivation studies. Jang and Wu (2006) and Wu and Pearce (2014) provide a
suggestion to tourism researchers that a qualitive study should come first and then
it be followed by a quantitative study if the motivational items are mainly extracted

from the existing literature. Therefore, this study follows Fodness's (1994)
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recommendation that mixed methods can be used for comprehensive measurements

and for understanding tourist motivation.

Exploratory factor analysis, confirmatory factor analysis, regression, cluster
analysis, and structure equation modelling are the popular data analysis techniques
for gquantitative studies while a common data analysis for qualitative studies is
content analysis. Regarding the data collection period, some researchers have
examined travel motivation before visit (e.g., Jiang, Scott, & Ding, 2019; Ye et al.,
2017); others have captured data during visits (e.g., Hsu et al., 2009; Park et al.,
2019); and some others have tested it after the visit (e.g., Hsu, Lee, & Chen, 2017;
Huang & Hsu, 2009). Admittedly, when different researchers capture travel
motivation, they do not necessarily do that in the same period. Nowacki (2009)
suggests that “measuring motivation after the experience is loaded with too large
an error because of benefits gained, which disrupts the original picture of
motivation” (p. 307). Indeed, tourists’ motivations may change during the period of
travel. Hence, previous studies which captured tourist motivation during, or post
visit may not have reflected tourists’ real motivation. As recommended by Albayrak
and Caber (2018), travel motivation should be measured before the trip, not during

or after the trip.

2.3.2. The main travel motivation theories in the tourism studies
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Over the past three decades, various theories have been developed to identify travel
motivations. The popular theories adopted by tourism researchers are allocentric—
psychocentric (Plog, 1974), push-and-pull theory (Dann, 1977), escape-seeking
theory (Mannell & Iso-Ahola, 1987), and the travel career approach (Pearce & Lee,
2005). However, tourism researchers do not reach a consensus on which theory or
framework is better to describe travel motivations (Li & Cai, 2012). Each has its
own strengths and drawbacks. The following provides a summary of main travel

motivation theories in tourism literature.

Push and pull motivation theory

The existing literature attach much importance to the push and pull motivation
theory (Yousefi & Marzuki, 2015). Dann (1977) argued that the decision to travel
to a destination is motived by two separate factors, push and pull factors. In general,
the former motivates tourists to travel outside of their home community, whereas
the latter refers to the destination’s attributes and performances that attract tourists

to visit.

Push factors stem from the central area of Maslow’s hierarchy of needs and are
referred to as intrinsic motivations that cause individuals to travel. Intrinsic motives
are seen to be relevant to drives, feelings and inward psychological needs (Yoon &
Uysal, 2005). Tourists tend to be motivated by their own innate needs (or intrinsic
motives) towards destinations where the place is expected to meet their needs (Ryan

& Glendon, 1998). Push factors are seen as the starting point of explaining tourists’
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behaviour as they are considered to be helpful in reflecting the desire for travel
(Crompton, 1979). Typical examples of push factors include status and prestige,
relaxation, novelty, socialisation, personal development, health and wellness (e.qg.,
Bozi¢ et al., 2017; Wen & Huang, 2019b; Xie & Ritchie, 2019). Therefore, push
motivations are tied closely with tourists’ desire, representing individuals’ socio-

psychological needs.

Literature suggests that tourists can also be motivated by destination attractiveness
where a combination of facilities and services make a major contribution. Yoon and
Uysal (2005) suggests that pull factors involve knowledge or beliefs about a
destination. Typical examples include both tangible resources at the destination
(e.g., attractions, shopping facilities, accommodations, scenic beauty, and so on)
(Rittichainuwat, 2008; Wong et al., 2017) and tourist's perceptions and expectations
(e.g., benefits sought, value for money) (Alegre, Cladera, & Sard, 2011; Heung, Qu,
& Chu, 2001). When tourists plan to travel, they are more likely to consider the
destination that appeals to them first (Wong et al., 2017). Thus, pull factors

generally are mostly associated with destination performance.

Many tourism researchers view motivation as comprising push and pull factors.
However, some scholars distinguish the difference between push and pull factors
and do not consider pull factors as motivation (e.g., Pizam, Neumann, & Reichel,
1979) since they are just reflecting the performance of certain destinations. But,

notwithstanding this, tourism researchers have proved that there is an inter-
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relationship between push and pull factors. Park, Hsieh, and McNally (2010, p. 307)
suggest that “combinations of different push and pull motivations create
perceptions of different tourism destinations”. Wu and Pearce (2017) demonstrate
that push and pull factors share a truly reciprocal relationship, and that pull factors
precede push factors (Baloglu & Uysal, 1996). Yi et al. (2018) note that push

motivations are strongly corelated with pull motivations.

In addition, tourists have revealed individual differences in relation to push and pull
motivations in the context of destination choice. For example, senior tourists are
mainly attracted by cleanliness & safety (Jang & Wu, 2006), while younger tourists
are motivated by destination’s reputation (Xu & Tavitiyaman, 2018). In terms of
gender, male tourists are more concerned about the availability of activities at a
destination than are women, and female tourists have a strong for seeking relaxation

experiences (Meng & Uysal, 2008).

Escape-seeking theory

To develop a better understanding of travel motivation from the leisure perspective,
Mannell and Iso-Ahola (1987) proposed that motivation is highly dependent on two
socio-psychological needs - escaping and seeking. The nature of escape-seeking
theory appears like the push and pull theory mentioned earlier. However, they
propose that the seeking and escaping motives are influenced by personal and
interpersonal factors. It is believed that the tourists’ psychological needs are derived

from the interaction between the escaping and seeking dimensions (Mair, 2015).
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Tourists undertake pleasure travel because they want to escape their routine
environment or situation, and to seek personal and/or interpersonal rewards. The
personal rewards are concerned with experiencing another cultures, novelty seeking,
learning new things, health and fitness, rest and relaxation, while the interpersonal

rewards refer to those arising from socialisation (Iso-Ahola, 1982).

Snepenger, King, Marshall, and Uysal (2006) made the first attempt to
operationalize and empirically test the application of escape-seeking theory in the
context of tourism. In line with Mannell and Iso-Ahola's (1987) study, a four-
dimensional structure was found, including personal escape, interpersonal escape,
personal seeking and interpersonal seeking. Furthermore, their results provide a
deeper understanding about the interrelationships between tourist motivation
factors. They found that personal escape and personal seeking motivations yield
more influence on the choice of recreational activities. In the Arab context,
Moufakkir and AlSaleh (2017) explored Kuwaiti citizens’ motives using escape and
seeking theory. Their study provided a good theoretical formulation of how seek
and escape factors influence decisions of Kuwaiti citizens and provided an example

of a more in-depth use of the framework in the Arab context.

Although escape-seeking theory provides a new area to understand travel
motivation in the area of travel and leisure, and has been well-verified by recent
tourism studies, critiques have been put forth by several tourism scholars. First,

escape-seeking theory fails to clearly explain how the desire for escape is formed
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and leads to travel motivation. In other words, it does not address the process by
which a particular motive is created (Jamal & Lee, 2003). Second, White and
Thompson (2009) note that escape-seeking theory does not provide a strong
theoretical foundation as it fails to elicit the structure of human needs. It assumes
that intrinsic and extrinsic rewards are able to satisfy all types of tourists’ travel
needs. Third, Mannell and Iso-Ahola (1987) assume that travel motivation is a
division of leisure motivation. Indeed, there are several similarities and overlaps
between travel and leisure, but it is commonly agreed that travel and leisure are two
entirely different ways to conceptualize motivation, and they cannot be studied as

one phenomenon.

Travel career ladder (TCL) / Travel career pattern (TCP)

Building on Maslow’s hierarchy of needs, Pearce (1982) established the travel
career ladder (TCL), which stated that travel motivation is like a hierarchy, with
five levels of need. The first level is relaxation needs, followed by safety/security
needs, relationship needs, self-esteem and development needs, and the highest level
is fulfilment needs. The premise of TCL is that tourists’ travel motivation moves
up the ladder depending on their level of travel experience. When a tourist has
enough travel experience, he or she tends to look for a desire to arise at the upper

level of motivation.

However, TCL has attracted a lot of criticism because of its poor operationalization

and lack of empirical research backing. Ryan (1998) asserts that human needs do
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not necessarily go through the levels of the hierarchy. Also, TCL fails to recognize
cultural and individual differences as concerning the ability to achieve the higher
level. Ryan (1998) further suggested that the main difficulty surrounding TCL is its
opacity and redundancy at each stage. Against this background, an extension of

TCL, Travel Career Pattern (TCP) has been developed by Pearce and Lee (2005).

The TCP model is in conformity with the TCL approach. In the TCP theory, travel
motivations are illustrated as three layers, core motivation, middle layer motivation,
and outer layer. Core motivation is central to TCP theory, including novelty, escape
and relax, and relationship, then surrounding them, a range of middle layer
motivations, such as external motivations (e.g., nature and host-site development)
and internal motivations (e.g., self-actualization and self-development). Finally, the
outer layer locates at the outermost space and comprises the least important
motivation factors, such as isolation and nostalgia (Pearce and Lee, 2005). While
the discussions and debates continue in the tourism literature, one point of
agreement is that TCP is widely accepted as representative of the popular theory of

tourist motivations (Hsu & Huang, 2008).

Tourism researchers have investigated the relationship of travel -career
ladder/pattern theory to destination choice (Rahman, Zailani, & Musa, 2017),
tourists’ characteristics and profiles (Song & Bae, 2018). A study by Rahman et al.
(2017) of Muslim tourists visiting Malaysia found that physiological needs, self-

esteem needs, and relationship needs are positively associated with destination
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choice. Song and Bae (2018) segmented the international student market in Korea
using TCP theory and found that international students with more travel experience
are more inclined to be motivated by their intrinsic motives in the middle layer
motivation, while those with less travel experience tend to be motivated by external

motives.

From the studies reviewed here, it is evident that no single theoretical framework
can fully explain the comprehensive structure of travel motivation. The literature
presented in this chapter implies that there are many theorical groundworks and
models to describe various travel motives. Chiang and Jogaratnam (2006) state that
“each travel motivational theory has its strengths and weaknesses, and more
operationalization and empirical support are needed” (p. 60). A recent study put
push factors in the most important position because they are more likely to be
associated with personal desires that visit a given place, and are capable of
understanding and responding to the question of why people want to travel (Guzel,
Sahin, & Ryan, 2020). Mehmetoglu (2012) argues that pull travel motivation is not
fully internal evaluation but is also external in nature in that push (internal) leads to
pull (external) (Baloglu & Uysal, 1996). As noted by Dann (1981, p. 206), “tourists
take into consideration various pull factors which correspond to their motivational
push” which further suggests that push factors are built upon pull factors. With
reference to the nature of travel motivation, only push factors are considered and

used in the present study.
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2.3.3. Potential constructs of the push factors

Push-pull theory has been extensively studied in the extant literature on travel
motivation. Given below is a discussion about potential travel motivation limited
by the number of previous studies on push-pull theory in relation to visiting a
destination. A total of 14 which fall into this category are listed in Appendix 1. The
following discussion provides a theoretical foundation for how potential travel

motivation constructs are developed based on these available studies.

With respect to the push travel motivations, the most frequently identified push
factor is knowledge seeking. Some scholars have emphasized personal
development seeking as a pull factor. Jang and Cai (2002), and Wang, Qu, and Hsu
(2016) reported that knowledge seeking is of decisive importance among all push
factors. Jang and Wu (2006) employed six items to measure knowledge seeking.
Similarly, their findings also found that knowledge seeking appeared to be the most
important push factor. In addition, Prayag et al. (2018) identified travel motivations
as cultural and learning and emotional experiences, and concluded that cultural and
learning experience had a stronger and more significant impact on travel motivation
than emotional experience. It seems tourists are more likely to visit a destination

for self-improvement and learning new things.

Relaxation may be a reason for travel. Relaxation relates to the individual’s bodily

health and well-being. Several studies (e.g., Jang & Cai, 2002; Khan, Chelliah, &
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Ahmed, 2019; Wang et al., 2016) have corroborated the importance of relaxation
in explaining tourists’ travel behaviour. For tourists with relaxation focus, the travel
destination is selected where the primary travel motive is seeking physical and
mental relaxation and re-energizing. Tourists seek physical and mental balance in
their busy lives, and travelling is helpful in achieving this balance because it is a
way to escape the stressful environment (Crompton, 1979). There are various forms
of relaxation. Some tourists enjoy doing nothing at all at the destination, others
enjoy sunshine and fun at the seaside, and still others seek relaxation in visiting new
places, meeting locals, and having a meal. Whatever form the vacation takes,

relaxation is always sought in a certain measure by tourists.

The role of novelty seeking has long received the attention of tourism scholars who
are interested in travel motivation. Cohen (1972) suggested that novelty and the joy
of strangeness are the core values of tourist experience and novelty seeking is one
of the fundamental cognitive needs of humans (Crompton, 1979). Novelty seeking
is highly related to a curiosity, sensation seeking, and exploratory drive (Lee &
Crompton, 1992). Lee and Crompton (1992) suggest that novel travel is a trip that
involves the unfamiliar and new experiences which differ from daily life. They
further state that novelty includes four dimensions, thrill, change from routine,
boredom alleviation, and surprise. Kim and Kim (2015) replicated Lee and
Crompton's (1992) scale, and found that novelty seeking increased the levels of
tourist satisfaction and the likelihood of intention to search for similar alternatives.

Jang and Feng (2007) examined the effects of novelty seeking and satisfaction in
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relation to revisit-intention. They used 9 items for measuring novelty seeking, such
as “opportunity to see or experience people from different ethnic backgrounds”,
“experiencing a different culture”, “variety of things to see and do”. Since novelty

seeking emerges in many tourism studies, it is used as the foundation to explore

travel motivation of Hong Kong tourists in this study.

Prestige has emerged as a primary travel motivation in several studies (e.g., Huang,
2009; Li & Cai, 2012). This concerns the egoistic needs and the desire for personal
development. Prestige refers to “a felt perception of high regard or honour that is
bestowed on other people” (Riley, 1995, p.630). Prestige is based on evaluations of
successes, achievements and ranks of people. Riley (1995) mentions that prestige
can be derived from two forms of behaviour: (1) participating in or visiting the
attractions and activities that are something special and unique; and (2) evaluating
travellers” knowledge, actions, skills, abilities and attitudinal dispositions. Li and
Cai (2012) indicated that the prestige experience is the core not only of travel

motivation, but also external values (i.e., goal, experience, or situation).

The results of literature review have proved that tourists often travel for social
purposes. Jang and Wu (2006), and Cha et al. (1995) identified family togetherness
as some of the main travel motivations. The importance of the enhancement of
relationship was also noted by Wang et al. (2016), who examined travel motivations

and gender differences to understand how tourists form their expectations toward a
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travel destination. Jang and Cai (2002) reported that most respondents in their study

travel to meet new and different people or to spend time with family.

Apart from the fundamental push factors, no one can or will deny fun and
excitement as an important motive in recent times. Nowadays, there is a strong
demand for an individual to look for pure pleasure. People would like to seek for
fun and excitement whenever possible. Holiday taking is the best way to fulfil
individual need of fun and being entertained. Li and Cai (2012) note that exciting

experience is one of the five principal motivations for visiting a destination.

The above potential travel motivations may not fit all tourists well every time
because travel motivations are heterogeneous, and a tourist may have different
needs to be fulfilled on a single trip and have different expectations. Although the
above discussion provides some insight for understanding the push factors in
relation to visit to a destination to a certain extent, only few existing studies have
focused on understanding Hong Kong tourists” motivation to travel. The proposed
constructs such as fun and excitement and natural environment can only be
considered as potential motivations of Hong Kong tourists due to lack of solid
evidence. It would seem advisable to make an effort in tourism academia to explore
what factors motivate Hong Kong tourists to travel, and to examine whether there
are more motivations which are not found in the above discussion. Table 2.9

presents the proposed constructs of the push motivation theory for this study.
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Table 2-9. Potential constructs of the push factors

Potential constructs

No. of studies Sources

Push factors

1.

2.
3.
4

oo

10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.

Knowledge seeking

Relax

Novelty seeking

Experience  different  culture/
experience

Prestige

Fun and excitement
Family & friends togetherness/
socialization

Escape

Adventure
Self-development

Travel bragging

Visiting family and friends
Sport participation
Exploration

Achievement

Nostalgia

Personal motives

Spiritual motives

Physical motives
Emotional motives

PR RRPRRPRREPRPRERPREPNODNMNO®W A Dol O IO N

Alegre et al. (2011); Bozi¢
et al. (2017); Cha et al.
(1995); Chen and Tsai
(2019); Chienet al. (2012);
Huang (2009); Khan et.
(2019); Leong et al.
(2015); Li and Cai (2012);
Park et al. (2019); Prayag
et al. (2018); Wang et al.
(2016); Yoon and Uysal
(2005)
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2.4. Travel attitude

2.4.1. Definition and characteristics of attitude

The term “attitude” is very popular in academia. It is not surprising that attitude as
a term or a construct has developed well across different disciplines. Many scholars
have contributed some ideas to its meaning. One definition seems to embody the
essence of many other definitions and enables scholars to understand the diversity
of the attitude concept, that is, “a learned predisposition to behave in a consistently
favourable or unfavourable way with respect to a given object” (Schiffman &
Wisenblit, 2015, p. 172). In terms of attitude’s characteristics, it is derived from
evaluating a particular object, symbol or perspective (Ajzen & Fishbein, 2000).
Second, attitude remains relatively enduring over time. However, attitude is not
necessarily permanent; it can change if the existing attitude no longer fulfils the
current state of need (Li, Cai, & Qiu, 2016). Third, attitudes can be learned
(Schiffman & Wisenblit, 2015). Attitudes are formed by direct personal experience
and influenced by the ideas of reference groups. Ong and Musa (2012) found that
an individual’s personality has a great influence on attitude formation. Fourth,
attitude occurs within, or is influenced by situational factors, such as specific events,
particular times, or circumstances. A specific event, time or circumstance can lead
an individual to behave in ways seemingly inconsistent with his/her attitude (Ajzen,
1991). Although attitude is usually regarded as an antecedent of intended or actual
behaviour, it is not always compounded with them (e.g., Lam & Hsu, 2006; Sparks

& Pan, 2009). Hence, it is important when understanding attitudes that scholars
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consider the situation in which the behaviour takes place, or the relationship

between attitudes and behaviour could be misinterpreted.

2.4.2. Concept and structure of attitude

On the question of the concept of attitude, different assessments have been used in
the literature, using several terminologies. Researchers have always used the term
“beliefs”, “opinions”, or “feelings” to reflect attitudes. It must be admitted that they
are not necessarily referring to the same thing, and they are able to be defined by
the intensity. A more comprehensive analysis of the attitude concept is found in the
work of Shrigley, Koballa, and Simpson (1988). They suggest beliefs are the
acceptance of a statement of a set of object’s attributes, and falls into three
categories: descriptive, inferential, and informational. A descriptive belief is
associated with strong facts, while inferential beliefs are formed by using
previously learned relationships. Informational beliefs can be derived from
knowledge provided by outside sources, such as Internet. Opinions are expressions
of the judgment of an individual about a particular set of facts. It is an evaluation
of what is presented to the individual. Feelings are a largely unconscious emotional

reaction to the specific object that the individual consumes.

To better measure attitude, researchers have sought to construct models that
consider attitude a multi-dimensional concept. Hollander (1981) explains that
cognition, affection, and conation are the three traditional components of attitude.

Schiffman and Wisenblit (2015) offer a detailed account of how these three
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components are formed and defined. The cognitive component consists of
knowledge and perceptions about the object. This kind of knowledge and
perceptions usually take shape on the basis of beliefs. Individual beliefs that the
attitude towards an object involves the evaluation of various attributes, and that
finally leads to specific behaviour and outcomes. The affective component includes
the feelings and emotions of a person about an object. These feelings can be positive,
negative, or neutral. The debate between whether cognitive or emotion comes first
in customer’s evaluation has been the subject of many psychology studies. Scholars
have attempted to examine the connection between cognitive and emotion, and
some found that cognitive leads to affective (Oliver, 1993). With that said, an
individual cannot hold an affective component without having certain beliefs
towards a particular object. In contrast, other researchers have found that the
affective state appears to influence cognitive (Pham, Cohen, Pracejus, & Hughes,

2001).

The conative component refers to the tendency that an individual will perform a
specific behaviour regarding their attitudes toward an object. Only this component
of attitude is visible as the other two can only be inferred. Conation is frequently
treated as an individual’s actual behaviour and the expression of people’s intention
to buy (Ajzen, 1991). In tourism research, conation is understood by asking about
the overt actions or verbal expression towards particular behaviour (Hsu & Huang,
2012). It is apparent that, an individual is more likely to travel to a destination if

he/she holds a positive/favourable attitude concerning a destination. Conversely, if
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an individual holds a negative/unfavourable attitude towards a destination, he or

she is more likely to have a negative predisposition towards visiting that destination.

In the consumer psychology literature, over the past decade studies on attitude have
employed the tricomponent attitude model, but single-dimensional model
predominates in tourism studies. In a review of the research on attitude, Ajzen and
Fishbein (2000) noted that tourism researchers tend to view attitude as a relatively
simple unidimensional concept containing only the affective component. This
premise is based on the theory of reasoned action (TRA) (Fishbein, 1980) and the
theory of planned behaviour (TPB) (Ajzen, 1991). According to the TPB, attitudes,
subjective norms and perceived behavioural controls toward behaviour affect
collectively an individual’s behavioural intention. Ajzen (1991) further highlights
that simplicity is the key feature of TPB. If more parameters are added to the
existing model, it would make the model more complicated and intractable.
Additionally, Fazio (1995) states that emotional evaluation is predicted more
accurately than the cognitive component. An individual tends to respond more
precisely to feelings than thoughts about attitude objects (Verplanken, Hofstee, &
Janssen, 1998). In agreement of this notion, a large number of tourism studies have
documented attitude as an affective component (e.g., Hsu & Huang, 2012; Huang
& van der Veen, 2019; Jalilvand, Samiei, Dini, & Manzari, 2012; Levittet al., 2017)
and advocate that behavioural attitude is corresponded with the behavioural
intention and serves as a predictor in examining the relationship between attitude

and behaviour.
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In summary, the structure of attitude varies across different disciplines. Although
the early debates in psychology literature argued that attitude may include both
cognitive and affective component, contemporary psychologists suggest that other
factors may be set aside, marking these two only components of attitude. They
placed emphasis on the three-component structure in which the conative nature is
added to supplement other components. On the other hand, tourism experts in the
field of tourist behaviour have treated attitude as a single dimension and a

dependent variable of affective/emotional state.

2.4.3. Operationalization of attitude

Table 2-8 provides a summary of the measurement items of attitude in the tourism
literature and finds that the majority have employed attitude as a purely affective
construct, which directly adapts the theories of TRA and TPB. This means, in
particular, that each of the other components of TPB, subjective norms and
perceived behaviour control, have been largely excluded. The tri-component

attitude model is not well distinguished and investigated.

By reviewing the past literature on travel attitude, two measurement methods have
been frequently used to guide the empirical study of travel attitude, the semantic
differential scale (e.g., from positive to negative) and the unipolar scale (e.g., good,

unhappy). Semantic differential scale has been used extensively in previous tourism
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studies because it allows respondents to express their opinions more specifically
with the help of specific measurements. That helps to establish more accurate and
statistically significant findings (Rosenberg & Navarro, 2018). To use a semantic
differential scale, respondent has to choose the answer that best indicates his or her
attitude towards an object from the set of bipolar adjective scales. From the
operationalization stand point (Osgood, 1952), the adjectives used as endpoint
labels reflect three dimensions that were universal across cultures and language
barriers: (1) evaluation, focus on the value of the object (e.g., safe-dangerous); (2)

potency (e.g., high-low, strong-weak); (3) activity (e.g., fast-slow, active-passive).

Lam and Hsu (2004, 2006) test whether TPB is applicable to tourism. They
postulated that tourists’ travel attitude is a determinant of travel intention.
Following Ajzen (1991), attitude was captured by five statements using semantic
differential scale, enjoyable-unenjoyable, pleasant-unpleasant, positive-negative,
favourable-unfavourable, and fun-boring. Their study provides a sound basis to
predict intention to travel by using the affective attitude with semantic differential

scale.

Sparks and Pan (2009) incorporate additional factors (e.g., demographic variables,
constraints and use of information sources, and destination attributes) into TPB to
investigate whether and how these factors influence a potential tourist’s travel
intention. Attitude was measured on the basis of Lam and Hsu (2004, 2006) by

adding one more bipolar adjective, like/dislike. In other studies, Han (2015), and
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Han, Meng, and Kim (2017) examined tourists’ attitude through four bipolar items,

namely pleasant—unpleasant, good—bad, wise—foolish, and beneficial-harmful.

Even though researchers have reached a consensus that the attitudinal evaluation
process involves two extremes (either positive and negative), the critique on
semantic differential scale is brought up because attitude is equivocal, and an
individual can have positive and negative feeling about the same attitude object
simultaneously (Peters & Slovic, 2007). Second, sometimes there is no direct
opposite of such emotional items (Crites, Fabrigar, & Petty, 1994). A third problem
of using bipolar items is that respondents are reluctant to choose negative responses
(Alwin, 2007). Finally, as the semantic differential scale is easy to make, the rating
of a specific emotion may be dominated by the respondent’s overall impression of
the concept being rated. It may lead to halo effect (Rosenberg & Navarro, 2018).
The abovementioned issues seem like an alternative measurement of affective

attitude and are open to address.

Several researchers have attempted to test whether semantic differential or unipolar
measures provide better explanation than others of the affective component of
attitudes. Peters and Slovic (2007) compare the sensitivity of different measures of
the affective attitude component and show that unipolar measures demonstrate a
better result than semantic differential scale in explaining intended behaviours.
Alwin (2007) reaffirmed the findings of previous studies that unipolar scales have

higher reliabilities than bipolar scales.
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To minimize constraints the semantic differential scale faces, the number of recent
tourism studies on the attitude with unipolar scales is increasing rapidly. Hsu and
Huang (2012) attempt to predict mainland Chinese tourists’ travel attitudes in
relation to travel intention. They measured attitude by six unipolar items (e.g.,
enjoyable, pleasant, worthwhile, satisfying, fascinating, and rewarding) that began
with “From all your knowledge about Hong Kong, you think the visit would be . . .”.
Using the measurements of Huang and Hsu (2009), Huang and van der Veen (2019)
examine the moderating effect of gender on attitude, and intention to visit. Levitt et
al. (2017) employs five items to measure the attitudes associated with the intentions
of potential food tourists. The present study is undertaken to contribute to the
literature on the topic of affective attitude by including a unipolar measure of how

attitude should be measured in relation to tourist behaviour.

Table 2-10. Summary of attitude instrument in tourism literature

Attitude instruments References
All things considered, | think travelling abroad would be ......
1. Semantic differential scale
Enjoyable-unenjoyable  Chien et al. (2012); Lam & Hsu (2004, 2006);
Sparks & Pan (2009)
Pleasant—unpleasant Chien et al. (2012); Han (2015); Han et al.
(2017); Jalilvand et al. (2012); Lam & Hsu
(2004, 2006); Sparks & Pan (2009)

Positive—negative Chien et al. (2012); Lam & Hsu (2004, 2006);
Letheren, Martin, & Jin (2017)

Favourable— Lam & Hsu (2004, 2006); Letheren et al.

unfavourable (2017); Sparks & Pan (2009)

Worthless—valuable Jalilvand et al. (2012)

Good-bad Chien et al. (2012); Han (2015); Han et al.

(2017); Jalilvand et al. (2012); Letheren et al.
(2017); Sparks & Pan (2009)
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Fun—boring Lam & Hsu (2004, 2006)

Fun/Wise—foolish Han (2015); Han et al. (2017); Sparks & Pan
(2009)

Liked—disliked Sparks & Pan (2009)

Beneficial-non- Chien et al. (2012); Han (2015); Han et al.

beneficial/harmful (2017)

Attractive—unattractive Han et al. (2017)

2. Unipolar scale

Fascinating Hsu et al. (2010); Hsu & Huang, (2012);
Huang & van der Veen (2019); Li et al. (2016)

Exciting Huang & van der Veen (2019); Ziadat (2015)

Happy Huang & van der Veen (2019); Wong et al.
(2013)

Relaxing Huang & van der Veen (2019)

Favourable Ahn & Back (2018); Chang (2017)

Worthwhile Hsu et al. (2010); Hsu & Huang (2012;)
Huang & Hsu (2009); Levitt et al. (2017); Li
et al. (2016); Wong et al. (2013)

Full of fun Huang & Hsu (2009); Levitt et al. (2017)

Pleasant Chang (2017); Hsu et al. (2010); Hsu & Huang
(2012); Huang & van der Veen (2019); Huang
& Hsu (2009); Levitt et al. (2017); Li et al.
(2016); Park et al. (2017); Shen et al. (2009);
Ziadat (2015)

Enjoyable Chang (2017); Hsu et al. (2010); Hsu & Huang
(2012); Huang & Hsu (2009); Levitt et al.
(2017); Wong et al. (2013)

Rewarding Hsu & Huang (2012); Levitt et al. (2017); Li
et al. (2016)

Satisfactory Hsu et al. (2010); Hsu & Huang (2012);
Huang & Hsu (2009); Levitt et al. (2017);
Wong et al. (2013)

Important Ziadat (2015)

Attractive Ahn & Back (2018); Shen et al. (2009); Wong
et al. (2013)

Positive Ahn & Back (2018); Chang (2017)

Good Park et al. (2017)

Valuable Park et al. (2017)

Beneficial Park et al. (2017)

Fascinating Hsu et al. (2010); Hsu & Huang, (2012);
Huang & van der Veen (2019); Li et al. (2016)

Exciting Huang & van der Veen (2019); Ziadat (2015)
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2.4.4. Attitude and travel intention

A large mass of literature has centred on the role of travel attitude in formulating
travel intention in tourism contexts. According to TPB, attitude results in travel
intention (Ajzen, 1991). It is believed that if a tourist’s attitude towards travelling
to a destination is positive, he or she will have a strong intention towards taking a

vacation at a destination.

In some investigations supporting the TPB’s postulation, the attitude towards taking
a vacation at a particular destination was found to be an important indicator in
explaining the likelihood to travel to that destination. In a study by Lam and Hsu
(2004) Chinese tourists’ attitude is positively correlated with likelihood of
travelling to Hong Kong. Behavioural intention can be explained by about half of
the variances (50%) of attitude which provides a strong evidence that tourist attitude

has an impact on travel intention.

The high power of attitude to predict travel intention has been found in other studies
also. Gardiner, King, and Grace (2013) reveal that 80% of beta value () can be
explained by the attitude — intention relationship. Similarly, Huang and van der
Veen (2019) used TPB along with destination image to predict potential Chinese
tourists’ intention to visit Australia; the results show that attitude has high
predictive power (=0.72) on visit intention. Seow, Choong, Moorthy, and Chan

(2017) found that attitude is significantly connected to intention to participate in
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medical tourism in Malaysia, with f=0.67. Ryu and Jang (2006) found that intention
to try local cuisine on vacation is significantly affected by attitude ($=0.76) only,
but not by subjective norms. Some studies have confirmed that travel attitude has a
positive and significant impact on travel intention, but the effect can only be
regarded as marginal, with the beta value (B) ranging from 0.30 to 0.49 (Han et al.,
2017; Jalilvand et al., 2012; Park et al., 2017), and beta value () < 0.30 (Goh,
Ritchie, & Wang, 2017; Han, 2015; Huang & Hsu, 2009; Lam & Hsu, 2004; Sparks,
2007; Ziadat, 2015). Thus, the above cited literature supports the notion that TPB
has been regarded as an useful tool to make predictions and explain tourist

behaviour.

Conversely, some tourism researchers have reported that attitude towards travel
abroad has very little to do with travel intention. Lam and Hsu (2006) show that
Taiwanese tourists’ attitude toward Hong Kong did not impact their travel intention
to this city. They explain that tourists may possess a more utilitarian belief than the
hedonic belief in the decision-making process. This finding s similar to Shen et al.
(2009), wherein Chinese residents’ attitude was not found to have a significant
influence on their intention to visit world cultural heritage sites in China. However,
the authors did not address the reason behind this. Sparks and Pan (2009) did not
find any relationship between Chinese’ attitude toward taking a holiday at the
destination and the likelihood of travelling to Australia. Similar results were found
in the same studies. Quintal, Lee, and Soutar (2010) found that a significant

relationship existed between Japanese tourists’ travel attitudes toward visiting
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Australia and travel intention, but not in the samples of Korean and Chinese tourists.
The authors argue that the level of travel experience made a difference to this result.
The stronger are the attitudes with experienced tourists, the more likely they are to

have a stronger influence on their intentions.

As Ajzen and Fishbein (2000) argue there is nothing in TPB suggesting that attitude
needs to make a significant contribution to behavioural intention. The
aforementioned studies show contradictory results concerning travel attitude and
travel intention, particularly for specific types of tourists. For instance, the attitudes
of Taiwanese toward visiting Hong Kong may differ in a number of ways from the
Chinese attitude towards taking a vacation in Hong Kong. Moreover, the connection
between attitude and travel intention s not made explicit. Some studies confirm the
relationship between attitude and travel intention, while some do not. Thus, it may
well be that further investigation is required to examine such relationships using

different samples, thereby contributing to consumer behaviour research in tourism.

2.5. Behavioural intention

Tourists’ behaviour is always predicted by their intentions. In consumer behaviour
studies, intention is regarded as more predictive than actual behaviour to understand
the human mind. As Jang and Wu (2006) show, the “intentional measure is more
effective in many cases than the behavioural measure in capturing a consumer’s

mindset Customers may make purchases because of constraints instead of real
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preference, such as time convenience, lack of substitutes, and monetary rewards”
(p. 52). This statement implies that tourists’ intention accurately captures what they
are likely to do. Behavioural intention is defined as “tourists' expectation or
anticipation of a future travel to a destination or place for leisure or vacation purpose”
(Lam & Hsu, 2006, p.591). More specifically, it could be regarded as the likelihood
of an individual’s planned future behaviour (Ajzen, 1991). Ajzen and Fishbein
(2000) suggested intention can predict actual behaviour if an individual is motivated

and has an opportunity to enact that behaviour.

According to Moutinho (1987), behavioural intention varies with three factors:
evaluative beliefs, social factors, and situational factors. Along with this line of
thought, it is not surprising that behavioural intention is determined by various
psychological or internal variables (e.g., values, attitudes, and motivations) and
non-psychological or external variables (e.g., political stability, economic condition,
and marketing mix). One approach by Bergadaa (1990) has provided a clue for such
understanding. Her cognitive temporal model provides a new direction in
conceptualization and utilisation of understanding the decision-making process,
particularly behavioural intention. Intention to travel, a category of behavioural
intention, is potentially to be framed in this theoretical context. Thus, the cognitive
temporal model is particularly useful for researchers to scrutinize the behavioural

intention.
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Traditional tourist decision making models take into account the whole process of
five major stages that forms a behavioural continuum of an action: (1) problem
recognition; (2) information search; (3) evaluation; (4) behaviour; and (5) post-
behaviour evaluation (Moutinho, 1987). Simply put, traditional models describe a
series of steps in which the decision maker should consider all possible internal and
external factors that affect the process. However, these traditional models continue
to attract criticism on their theoretical assumptions. The main argument against
such models is that “none of the existing decision models has been validated by
empirical data for service offering” (Sirakaya & Woodside, 2005, p. 828). In
addition, such models fail to capture the complexity of the decision-making process
because of the experiential nature of the tourism experience (Cohen, Prayag, &
Moital, 2014). Complexity comes from the fact that tourists make travel decisions
and choose travel destinations in a multi-faceted process in which the choices for

different elements of vacation involve many external and internal factors.

Sirakaya and Woodside (2005) reviewed and comprehensively analysed existing
models of decision-making process and suggested that one of the most under-
investigated topics is the role of time and its subsequent behaviour. Essentially,
tourists' time perspective plays an important role in the whole process of travel and
consumption experience. Bergadaa (1990) proposes a theoretical framework for
behavioural intention using cognitive temporal model. Unlike other frameworks for
predicting tourist behaviour, her model is more theoretically grounded. Bergadaa's

(1990) framework gives “equal coverage to the social and personal time of the
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individual, the motivation to act, and the action process” (p. 290). The cognitive
temporal model explains a process that evolves from the structures and mindsets of
an individual to an action. More specifically, the model involves three stages: (1)
building process; (2) cognitive temporal structure; and (3) process of action, where
the latter is a condensed form of the former. It is reasonable that the building process
in the individual’s mind is formed by his/her education and knowledge received,
and events experienced, which contribute to the second stage where the cognitive
temporal structure is defined as the individual's temporal consideration towards the
past, present, or future. The process of action starts after the individual’s time
perspective is associated with the impacts of attitude towards action and motivation.

In other words, these two factors are assumed to influence the final decision.

This theoretical framework provides valuable insights into the role of time in the
action process — where time perspective is built up as three dimensions and in turn
triggers the behavioural intention via motivations and attitudes. As mentioned
earlier, travel intention, a kind of behavioural intention, is able to lead to travel
action and transforms time perspectives, motivations and attitudes into future
behaviour (Bergadaa, 1990). A line of consumer marketing studies found that time
perspective in many case is highly associated with certain behaviour (e.g., Garcia
& Ruiz, 2015; Philipp, 1992). Unfortunately, very few tourism studies have
investigated the importance of the role of travel intention in the time perspective

and behaviour relationship. Moreover, travel intention is an under explored area of
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tourism (Jang et al., 2009). This study borrows Bergadaa's (1990) model to test

whether its applicability can fit in the tourism context.

2.5.1. Operationalization of behavioural intentions

The existing literature has many studies concerning the measurement of
behavioural intention regarding intention to travel. Dating back to the 1990s,
Zeithaml, Berry, and Parasuraman (1996) came up with 13 items on the basis of the
previous literature on behavioural intention. In their study, these 13 items are
classified into five factors: (1) loyalty to company; (2) propensity to switch; (3)
willingness to pay more; (4) external response to problem; and (5) internal response
to problem. They reported that loyalty received the highest factor scores, containing
five behavioural items: “saying positive things about the company; encouraging
others to do business with the company; recommending the company to others;
considering the company as your first choice to buy; and doing more business with
the company in the next few years” (p. 38). The second highest factor score was
willingness to pay, including two items: “continuing to do business with the
company even if the price increases somewhat; and paying a higher price than
competitors charge for the benefits you currently receive from the company” (p.

38).

In the tourism literature, Baker and Crompton (2000) operationalized behavioural

intention as two domains, loyalty and willingness to pay more, based on the study
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of Zeithaml et al. (1996). Their results confirmed that behavioural intention is a
two-dimensional construct. Thereafter, the vast majority of tourism studies have
adopted this scale to measure behavioural intention (e.g., Kumar, 2016; Li & Cai,
2012; Prayag, 2012). While for measuring behavioural intention Baker and
Crompton's (2000) scale has been widely used, this approach has been criticized
due to difficulties in assessing pre-visit intention, in terms of measurement and
conceptual problems. If behavioural intention is operationalized as purely overt
behaviours (e.g., frequent purchases or repeat travels), it is not feasible to fully
capture behavioural intention because it is inherent and sometimes involves
imaginary elements. McKercher and Tse (2012) provide direct evidence for their
claim that there is a gap between what tourists say they would like to do and what
they actually do. Therefore, Baker and Crompton’s (2000) scale cannot be fully

applied in this study.

Given that behavioural intention consists of attitude elements, tourism researchers
tend to measure travel intention using a simplistic method. Indeed, behavioural
intention refers to how much effort the tourist is willing to spend on performing
certain behaviour (Ajzen, 1991), and this is manifested in the tourists’ travel
intention with regard to the attitude. Huang and Hsu (2009) stated that the attitude
is purely affective while intention is conative. Clearly, travel intention can really be
known only to the person holding it. Some tourism scholars measure it by asking
the tourist himself/herself that they get a true picture of his/her intentions before

their actual visit. In the studies discussed above, travel intention has been widely
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recognized as the best antecedent to link to tourists’ travel intentions. Tourism
scholars have measured the construct with a single item (e.g., Jang et al., 2009;
Lehto, Douglas, & Park, 2007) or multiple items (e.g., Chaulagain, Wiitala, & Fu,
2019; Jalilvand et al., 2012; Lu et al., 2016; Park et al., 2017; Xie & Ritchie, 2019;
Zhang, Gursoy, & Xu, 2017), and many researchers have adopted this method for
measuring intention to participate in tourism activities, such as event tourism
(Regan, Carlson, & Rosenberger, 2012), bicycle tourism (Han et al., 2017), and

wine tourism (Pratt & Sparks, 2014).

2.6. Research gaps

The aforementioned studies raised the possibility that several key research gaps

might need to be answered. They are summarized and presented as follows.

Firstly, the term time-perspective is largely ignored in tourism research. Past studies
point out that time-perspective is a good indicator of motivation, attitude as well as
human behaviour. However, only a handful of studies have investigated those
relationships. It is not surprising that the understanding in the underlying
mechanism and its implications is still unknown. In addition, many essential
frameworks or theories in cognitive psychology field have not yet been applied to
tourism. Majority of the existing studies are attempts to examine the applicability
without taking consideration of its relationships with other key concepts. Such cases

may well militate against the future developments in tourism studies. These are
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invaluable areas for research and will increase our knowledge of how time-

perspective stimulates tourist behaviour.

Given the existing body of work on time perspective has explored only one or two
dimensions, there is a relative paucity of tourism studies which can include the three
dimensions simultaneously. As limited knowledge still exists, it may have powerful
implications for the future tourism studies through taking a closer look at three

dimensions of time perspectives.

Thirdly, travel motivation studies draw heavily on the quantitative approach, and
the measurement items are derived from the existing literature. Although such
measurement items provide solid background in the theoretical landscape, they are
relatively weak in practical and operational implications as travel motivations may
vary based on tourist characteristics and situational factors (Hsu & Huang, 2008).
Tourists may have various travel motives along the whole journey, and sometimes
they are not able to rate travel motivations via a pre-set questionnaire. The
implication of this is that much less is known about the measurement of travel
motivation, especially those is not easy to conduct survey-based research.
According to Cohen et al., (2014), qualitative and mixed method approaches may
provide better knowledge of travel motivation being studied, hence, producing a
deep insight into how travel motivations are being formed and its interrelationship
with others. Thus, a mixed method approach is needed to further provide

information on this area.
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Finally, travel attitude and its relationship with travel intention have been well
studied in tourism literature. The vast majority of tourism studies have studied the
relationship between attitude and travel intention, but the results remain elusive and
do not lead to a consensus. Thus, it is assumed that the results are not comparable
because of deep differences in the research background, sample population, and
characteristics of destinations, resulting in lower generalization. Additional work is
needed to contribute back to the wider consumer behaviour literature on the

relationship between attitude and behaviour.

2.7. Summary

This chapter reviews the existing studies concerning key constructs that have been
used in this study. Four key constructs have been highlighted, namely (1) time
perspective; (2) travel motivation; (3) attitude; and (4) behavioural intention. The
findings of this chapter offer an explanation for an alternative framework for
understanding travel intention. In the next chapter, a theoretical model with a
summary of relationships among constructs is provided. Additionally, hypotheses

are also presented and discussed.
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CHAPTER 3: CONCEPUTAL FRAMEWORK

3.1. Research hypothesis

3.1.1. Time perspective and travel intention

Time perspective is one of the most powerful influences on almost all aspects of
human behaviour (Boniwell & Zimbardo, 2004). It is believed that individual
behaviour is highly affected by different types of time perspectives. As mentioned
in Chapter 1.2, this study follows cognitive approach which looks at the direct
relationship between time perspective and travel intention and the mediating

processes between these two constructs.

The three types of time perspectives generally help an individual to understand the
process of encode, store, interpret, recall experiences, thereby forming of
expectations, goals, beliefs, and behaviour (Corral-Verdugo, Fraijo-Sing, &
Pinheiro, 2006). In this sense, it can be assumed that when an individual processes
one time perspective which becomes the dominant temporal frame, it can motivate
formation of a goal and anticipate subsequent behaviour (Zimbardo & Boyd, 1999).
To put it another way, a cognitive temporal bias is attached to one of these three-
time perspectives which lead to different behaviours. Zimbardo and Boyd (1999)
offered an explanation for this transition and stated that an individual has a need for
self-consistency and often behaves in ways consistent with the time perspective.
Thus, the theoretical basis of the relationship between time perspective and

behavioural intention has been implied that people consider their past behaviours
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as a self-expression of themselves and they are more likely to prefer the activities /
destinations that have characteristics similar to their time perspective (Shores &

Scott, 2007).

In leisure studies, Garcia and Ruiz (2015) confirm that the leisure choice is driven
by time perspective. For instance, past oriented people were found to be keener on
activities that involve the creation and maintenance of social networks. Present-
oriented people are more associated with outdoor activities, such as travel and
shopping. Future-oriented people prefer fitness training and self-improvement
activities. Similarly Cotte and Ratneshwar (2003) suggest that past-oriented people
are more likely to focus on socializing, such as revisiting old neighbourhoods and
stopping by to see the place they grew up in. Present-oriented people tend to be
more likely to participate in activities that offer the prospects of immediate rewards,
whereas individuals with future time perspectives concentrate on personal
development activities. Hence, current leisure research findings supported the effect

of time perspective on intention to participate in leisure activities.

Zimbardo and Boyd (1999) emphasised the characteristics of three types of time
perspectives and their implications for future behaviour. Past-oriented people
showed strong interest in reflective, contemplative reconstruction of past
experiences. Thus, past oriented tourists are highly encouraged to visit a destination
if such destination provides a large variety of nostalgic experiences. Numerous

travel related products or destinations, such as culture and heritage sites, festivals,
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or historical ruins, serve nostalgic pursuits (Leong et al.,, 2015). Moreover,
outbound travel is a romanticized way to satisfy tourists’ craving for a revival of
the past (Christou, 2020), which attracts past-oriented tourists. Thus, the following

hypothesis is proposed:

Hypothesis la: Past time perspective has a significant effect on tourists’ travel

intention.

Although present time-perspective is situated between past and future, it is far less
affected by either past experiences or future implications. Individuals who have
present time orientation are more favour to focus more on hedonic value, fun and
enjoyment (Legohérel, Daucé, Hsu, & Ranchhold, 2009) and excitement (Martin,
Gnoth, & Strong, 2009) as they are not dissatisfied with their current lives (Shores
& Scott, 2007). Lu et al. (2016) provided a similar argument in which present
oriented individuals are dominated by pleasure-seeking impulses and do not think
about future implications of their behaviour. In light of the primacy of hedonism
among people with present time orientation, this study argues that it will be
important for present-oriented individuals to take a vacation when they expect fun
and playfulness at the destination. In other words, if a destination offers hedonic
happiness of travel-related consumption to present-oriented tourists, it will increase
the likelihood of travel intention towards that destination. Furthermore, Han, Lee,

and Kim (2018) show that hedonic happiness had an influence on the intentions.
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Based on the arguments above, this study believes that present time-perspective

leads toward travel intention. Thus, this study hypothesizes that:

Hypothesis 1b: Present time perspective has a significant effect on tourists’ travel

intention.

Individuals who have a future orientation tend to precisely envisage and be goal
oriented. They get used to look to the future implications of their present decisions
and plan ahead. When formulating distant goals and developing behavioural
projects, their decisions are based on the perceptions of what is given and what is
received (Lu et al., 2016). From this benefit-based perspective, they have a great
preference for undertaking goal-oriented activities, such as personal development
activities (Cotte & Ratneshwar, 2003) and knowledge seeking (Garcia & Ruiz,
2015). In this study, it is argued that future oriented tourists are expected to travel
if a destination can provide such goal-oriented activities. Some studies have
suggested that travel has the potential to create dynamic situations of learning
(Roberson, 2018). Moreover, research has shown that travel creates opportunities
for tourists to experience foreign cultures, increase knowledge, maintain physical
and mental health, and improve the work or academic performance (Petrick &
Huether, 2013). As Lu et al. (2016) noted in their model of decision making process,
intention is influenced by future time-perspective. Thus, this study proposes the

following hypothesis:
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Hypothesis 1c: Future time perspective has a significant effect on tourists’ travel

intention.

3.1.2. Travel motivation as mediator

Bergadaa's (1990) cognitive temporal system predicts that as part of the decision-
making process, two mediators influence a tourists’ intentions to participate in a
given activity. These two mediators are motivation and attitude. Kairys and
Liniauskaite (2015) state that the time perspective is grounded on cognitive —
motivational process and describes the degree of emphasis placed by an individual
on past, present, or future time frames. Such time frames are used by individuals
for forming expectations and objectives. When a tendency develops to habitually
overemphasize one of these three temporal frames, it leads to goal setting or
motivation, thereby influencing subsequent behaviour. To sum up, tourists are
motivated to travel because they think travel is consonant with their distant time

perspective.

In leisure studies, the temporal perspective has been widely examined in relation to
leisure motivation, which in turn influences the choice of behaviour or activity.
Shores and Scott (2007) show that time perspective dimensions have implications
for various aspects of recreation motivation. Garcia and Ruiz (2015) conducted a
follow up study of Shores and Scott (2007) to determine the importance of each
time perspective on the level of leisure benefits sought. Only future time perspective

had positive effects on all benefits sought. The most recent study that has applied
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the time perspective to the context of tourism is that by Lu et al. (2016). Although
their findings confirm there are positive relationships between time perspectives
and travel motivation, the study addressed only the respondents’ present time and
future time perspective; the past perspective was not included. With reference to
the theoretical framework and empirical findings above, it is reasonable to argue
that time perspective plays an important role in travel motivation. Thus, the

following hypotheses are proposed:

Hypothesis 2a: Past time perspective has a significant effect on tourists’ push-based

travel motivation.

Hypothesis 2b: Present time perspective has a significant effect on tourists ‘push-

based travel motivation.

Hypothesis 2c: Future time perspective has a significant effect on tourists ‘push-

based travel motivation.

As travel motivation forms the core of tourist behaviour, examining the role of
travel motivation is essential to understand and explain travel intention. However,
the majority of studies concerning the motivation — behavioural relationship have
been conducted in a post-visit or during destination context (e.g., Jiang et al., 2017,

Li & Cai, 2012; Prayag, 2012; Ramkissoon & Uysal, 2011; Xie & Ritchie, 2019).
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Few studies provide insight into such relationship in a pre-visit destination selection

context.

According to the theory of planned behaviour, Ajzen (1991) argued that intention
captures the motivational factors that influence behaviour and indicates how hard
people are willing to try. This implies that motivation is associated with behavioural
intention. Jang et al. (2009) established an integrated model of motivation and how
it affects intention. Novelty seeking and travel intention are almost related,
indicating that tourists are highly motivated by seeking something that they have
never experienced before. In the study of Xu and Tavitiyaman (2018), Hong Kong
young tourists expressed that food, destination’s reputation and attractions were the
most important motivation factors that contribute to travel intention. Wang et al.
(2019) concluded that travel motivation is the most determinant for intention to visit
a destination after disaster. Fan and Hsu's (2014) findings confirmed that motivation
is highly associated with travel intention. This indicates that the greater is the match
between travel motivation factors, the more is it likely that tourists will visit the
destination. Although travel motivation has been well-studied, its relationship with
travel intention still needs to be further investigated (Jang et al., 2009). Given the
above discussion, this study proposes that tourists’ travel motivation is considered
to have influential impact on tourists’ travel intention. Therefore, the following

hypothesis is formulated:
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Hypothesis 3: Tourists’ push-based travel motivation significantly affects tourists’

travel intention.

As Baron and Kenny (1986) suggest, the use of mediators provides the potential to
access outcome variables to create internal importance. Studies that explore the
mediating role of travel motivation in the relationship between time-perspective and
behavioural intention are limited. Nevertheless, some evidence from the literature
is there supporting the notion that motivation moderates the relationships between
behavioural constructs. Studying brand equity in culinary tourism, Jiang et al. (2017)
reports that motivation significantly moderates the effect between brand equity and
tourists” behavioural intention. In assessing the expectation, motivation, and
attitude (EMA) model, Hsu et al. (2010) found that travel motivation mediates the
impact of expectation on attitude. Crawford (2018) investigated the applicability of
EMA in the hospitality management context, confirming that motivation had a
causal sequence between expectations and attitudes. Saribut, Na Nan, and Assarut
(2017) found that travel motivation strengthens the positive relationship between

previous experience and behavioural intention.

Bergadaa (1990) recommends that motivation has critical mediating effect between
time perspective and intention. According to cognitive temporal model, time
perspective is significantly related to travel motivation, thereby impacting travel
intention. It is assumed that travel motivation facilitates the development of a time

perspective and masters its strength to generate travel intention. Drawing on the
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discussion above on the various empirical and theoretical evidence, the current

study proposes the following hypothesis:

Hypothesis 4a: Tourists’ push-based travel motivation mediates the relationship

between past time perspective and travel intention.

Hypothesis 4b: Tourists” push-based travel motivation mediates the relationship

between present time perspective and travel intention.

Hypothesis 4c: Tourists’ push-based travel motivation mediates the relationship

between future time perspective and travel intention.

3.1.3. Attitude as mediator

An individual usually considers time perspective as a value orientation that
influences attitude (Zimbardo et al., 1997). Time perspective may affect attitude in
two ways. First, if an individual adopts a distant time perspective, he or she is more
likely to form a specific attitude correspondingly. For instance, attitudes about
future oriented behaviours are likely to be derived from the process of thinking all
possible future outcomes, considering a distant future is likely to make such
attitudes more salient. If the same mindset is active in the moment of behavioural
choice, it is likely that attitudes reconstructed in this moment will match attitudes

formed earlier (Rabinovich, Morton, & Postmes, 2010). Some studies have
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supported that time-perspective is more likely to result in a corresponding attitude
(Taciano, Milfont & Gouveia, 2006; Valizadeh, Bijani, Abbasi, & Ganguly, 2018).
The second argument refers to locus of control, which proposes that how strongly
people feel they have control over situations and experiences in their lives (Gurel,
Altinay, & Daniele, 2010). More specifically, if an individual has a sense of
frustration or bad feeling towards the past or present life events, he or she is
presumably inclined to feel out of control over future events, thus, time-perspective
tends to be focused on the past or present. An individual tends to react to the
situations he or she encounters. Their conscious responses associated with
particular time perspective are a function of behavioural beliefs whether he or she
has a positive attitude towards behaviour. Indeed, a holiday vacation offers different
experiences and a wide ranges of benefits, which can be viewed as a way to
temporarily escape from routine and stressful environments (Mannell & I1so-Ahola,
1987). Given these, this study proposes that three dimensions of time perspective
positively influence tourists’ travel attitude. The following hypotheses are then

formulated:

Hypothesis 5a: Past time perspective has a significant effect on tourists’ travel

attitude.

Hypothesis 5b: Present time perspective has a significant effect on tourists’ travel

attitude.
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Hypothesis 5c¢: Future time perspective has a significant effect on tourists’ travel

attitude.

A number of studies in a variety of tourism contexts have shown that attitude toward
the behaviour leads to tourist intention to travel against the background of the TPB
(e.g. Ahn & Back, 2018; Gardiner et al., 2013; Ryu & Jang, 2006). For instance,
Hsieh, Park, and McNally (2016) identify attitude as a positive determinant for
predicting young Taiwanese’s intention to travel to Japan. However, some studies
indicated that attitude does not necessarily correspond with travel intention (e.g.,
Lam & Hsu, 2006; Shen et al., 2009; Sparks & Pan, 2009). Thus, it may well be
that further investigation is required to examine such relationship using different
samples, thereby contributing to consumer behaviour research in tourism. In the
present study, attitude is conceptualized as the travel behaviour, which is
corresponding to travel intention. The major difference between attitude and
intention is that attitude is purely affective while travel intention is conative in

nature. Thus, the following hypothesis is formulated:

Hypothesis 6: Tourists’ travel attitude significantly affects tourists’ travel intention.

Only a few studies have appeared in the literature describing the mediating role of

attitude in travel behaviour. Huang and Hsu (2009) reported that travel attitude has

a mediating effect on tourist satisfaction leading to revisit intention. Similarly, Lee,

Reisinger, Kim, and Yoon (2014) show that volunteers’ attitudes towards
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volunteering significantly mediates their satisfaction and actual support to the event
relationship. Lee, Lee, & Lee (2005) suggest that tourists’ positive affects play an
important role in conditioning travel intentions because they can lead to certain
behaviour. In this regard, attitudes towards visiting a destination is a conditional
travel intention, that has been conceptualized as a behavioural predisposition to visit

a destination.

Despite the fact that no studies have tested the mediating role of attitude in the time
perspective — behavioural relationship, few studies have justified this relationship
with empirical evidence in other disciplines. A recent study conducted by Valizadeh
et al. (2018) examined such relationship in the environmental discipline. Their
model revealed that present and future time perspective have been shown to be
significantly formed a positive attitude toward conservation of resources and
associated with farmers’ participatory behaviour. Individuals with past time
perspective did not show a significant association between attitude and farmers’
behaviour. Furthermore, the moderating effects of attitude on behaviour were
partially confirmed, in which both present and future time perspective were found
to be important mediators. With reference to previous literature, this study tests the
possible mediating role of attitude toward visiting a destination in the effects of

time perspective on travel intention.

Hypothesis 7a: Tourists’ travel attitude moderates the relationship between past

time perspective and travel intention.
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Hypothesis 7b: Tourists’ travel attitude moderates the relationship between present

time perspective and travel intention.

Hypothesis 7c: Tourists’ travel attitude moderates the relationship between future

time perspective and travel intention.

3.1.4. Relationship between travel motivation and travel attitude

Up to now, far too little attention has been paid to adequately test the relationship
between travel motivation and travel attitude (Pereira, Gupta, & Hussain, in press).
Preliminary work on the relationship between travel motivation and travel attitude
was undertaken by Gnoth (1997) who proposed a model to explain the process of
motivation and expectation (attitude) formation. He claims that a tourist’s attitude
IS built on the basis of his/her internal needs and value system. However, his claim
lacks theoretical foundation. Hsu et al. (2010) presented a detailed theoretical
explanation on the impact of travel motivation on travel attitude. Drawing upon the
theory of planned behaviour, a tourist’s attitude towards traveling abroad is
developed based on his or her behavioural belief about the travel needs. Their study
further showed that the stronger is the behavioural belief about travel motivation,
the more likely they are to have a positive and favourable travel attitude. Wong et
al. (2013) further provide empirical evidence for the connection between motivation

and attitude with the use of the expectation, motivation attitude model. A similar
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finding has also recently been made by Prayag, Chen, & Del Chiappa (2018), who
found that travel motivation is a contributing factor in travel attitude. However, they
stated that much uncertainty still exists about this relationship as their study
considered only domestic tourists which may not be suitable for generalising the
result to international tourists. Thus, this study formulates the eighth hypothesis on

the above arguments.

Hypothesis 8: Tourists’ push-based travel motivation has a significant effect on

tourists’ travel attitude.

3.2. Proposed model

The conceptual model is developed based on previous research on cognitive
temporal model framework by Bergadaa (1990). Travel intention is hypothesized
to be influenced by push-based travel motivation and attitude toward visiting a
destination. These are in turn influenced by various types of time perspective.
Specifically, time perspective is hypothesized to have an impact on push-based
travel motivation and attitude toward visiting a destination in either positive or
negative. Push-based travel motivation also influences travel attitude. Finally,
travel intention is reported to affect time perspective directly. The described

framework is presented in Figure 3-1.
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CHAPTER 4: METHODOLOGY

4.1. Introduction

This section describes the methodology and procedure for the data collection. More
specifically, research strategies and the research design employed are first discussed
and defined. The process of scale development, including research method, data

collection method, sample design, selection and data analysis are also highlighted.

4.2. Research strategies

4.2.1. Combining marketing and psychological approaches to tourism

The choice of paradigm determines how knowledge is acquired and interpreted and
therefore the chosen paradigm needs to be congruent with underlying aims of the
research (Hillman & Radel, 2018). Unlike previous studies, which investigated time
perspective from pure sociology or psychology viewpoint, the present study links
the psychological constructs (time perspective, motivation, and attitude) to the key
marketing construct, travel intention, and uses a quantitative approach in accord
with mainstream marketing research. In addition, this study is the pioneer in
applying the concept of time perspective to the tourism context. The results of the
study may contribute to the theoretical construction of tourist behaviour model,
which can be expanded to include tourists’ time perspective. According to Hsu,

Tsai, and Wu (2009), the extant literature on travel intention has focused on six

114



domains: psychological, physical, social interaction, seeking/exploration, tangible,
and intangibles. This study can highlight the role of time perspective in contributing
to psychological domain; therefore, the desirable cognitive psychology objectives

could be achieved.

4.2.2. Combination of qualitative and quantitative methods

This study is considered as an exploratory study and therefore it adopts the
pragmatism paradigm which combines both, positivist, and constructivism
positions within the scope of a single research to best meet my needs and purposes.
Therefore, a research strategy combining qualitative and quantitative approaches is

undertaken with the research goal being studied.

Although there has been a continuing debate about the benefits and drawbacks of
quantitative and qualitative research strategies in the literature, there seems to be
general agreement among researchers that there is no single method that can answer
all research questions. Therefore, the choice of method depends on the theoretical
and practical considerations in relation to research context and objectives being

studied.

The advantages of using a mixed method are fully discussed in Creswell (2009) and

Tashakkori and Teddlie (1998). Wheeldon (2010) also suggests that qualitative and

quantitative research are complementary methods. The sequential mixed method
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approach is proposed in which qualitative approach is first conducted to obtain the
latest data from the focus group followed by a phase of quantitative study. In the
present study, the sequential mixed method approach is justified for the following

reasons.

First, focus group is used to obtain up-to-date insights into tourist perceptions
towards time perspective, and travel motivation, and capture specific attributes for
the following scale development process. This method aims to minimize the impact
of subjectivity of the time perspective and motivation in relation to temporal studies.
The flexibility of qualitative research methods may be rewarding in allowing
researchers to explore the potential issues occurred in the research progresses and
bridge the gap between research context under study and reality (Creswell, 2009).
Moreover, the results of qualitative research provide critical information for
developing subsequent quantitative research design, which can be helpful in
designing and validating an instrument and ensuring that important issues identified
from earlier stage are solved. Last but not the least, both methods are used to
overcome a weakness in using one method with the strengths of another (Creswell

& Miller, 2000).

One of the benefit of a quantitative study is to facilitate theory testing and data
synthesizing as each step is standardized to reduce bias when collecting and
analysing data (Hair, Black, Babin, & Anderson, 2010). Second, a quantitative

approach allows researcher to compare the findings from different settings and
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samples. Additionally, well-established instruments and empirical model can be
served as foundation for future study. For instance, the proposed model with valid
and reliable measurement can facilitate future study by adding new variables that

are not included in this study.

4.3. Research design

The current study adapts a combination of exploratory research and causal research.
Due to the lack of existing tourism studies on the relationship among time
perspective, and travel motivation, it is not feasible to fully understand the research
problems at the initial stage. Durbarry (2018) suggested that exploratory research
is crucially useful to investigate new research area on which few studies have been
done. Therefore, the exploratory study was conducted at the first stage. The
procedures of this initial stage included three research methods, namely, review of
the relevant literature, focus group and expert panel. A thorough review of the
relevant literature was conducted to specify the domain of each construct and the
relationships among constructs. The results obtained from the literature review were
evaluated and transformed into the proposed conceptual model. Due to the outbreak
of COVID-19 worldwide, avoiding non-essential trips from home, group gatherings
and crowded areas are highly recommended precautions. Furthermore, face masks
must be worn in all indoor spaces and when the minimum distance cannot be
maintained. This new phenomenon required the author to revisit and consider

certain principles and practices when conducting focus group interviews. Dodds
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and Hess (2021) present insightful guidelines for online focus group interviews
during the pandemic period and highlight several benefits of conducting group
interviews online rather than face-to-face. Thus, online focus group interviews via

Zoom were conducted.

The second stage involved quantitative research which consists of a pilot study and
main survey. The pilot study was used to fine-tune the measurement instrument.
Based on results of the pilot study, the instrument was refined for reliability and
validity improvement. Finally, a cross-sectional survey among Hong Kong
residents who plan to travel abroad for pleasure in the coming twelve months, was
conducted. According to Hillman and Radel (2018), a survey with a large sample
ensures that the findings can arrive at certain generalizations. The survey method is
used because it is relatively effective in collecting information from a larger number
of samples, at a low cost, and it is easy to administer (Altinay & Paraskevas, 2008).
Taking consideration the requirement for social distancing, it was not feasible to
collect data via face-to-face interaction, even though face-to-face survey delivers a
more representative result than other research methods (Szolnoki & Hoffmann,
2013). In the seminal study, Wright (2006) pointed out that researchers are able to
enjoy several benefits in using online surveys, such as it being timely, low cost, and
easy to access for specific populations. To maintain social distancing, Fong, Law,
and Ye (2020) recommended that online surveys are an effective and efficient
strategy to collect data during the COVID-19 pandemic. Data analysis was

conducted using the Statistical Package for the Social Sciences (SPSS) 23 and
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AMOS 26. Exploratory factor analysis (EFA) was used for item reduction and to
identify the dimensionality of the important research concepts. Confirmatory factor
analysis (CFA) was conducted to test the goodness-of-fit of each measurement
mode. Finally, structural equation modelling (SEM) was used to estimate the
hypothesized relationships among latent variables and the overall goodness-of-fit
of the proposed structural model. The full research procedure is presented in Figure

4-1.
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Figure 4-1. Research procedure

FIRST STAGE
(Qualitative Approach)

Literature Review

l

Conceptual Framework

l

Focus Group

]

Panel Review

—

Preliminary Questionnaire

SECOND STAGE
(Quantitative Approach)

Pilot Study
Main Survey
l | l
Validity Reliability

l

Results and Findings

120



4.4. Stage one — Instrument development and questionnaire design

The idea of instrument development significantly contributes to the research design,
thereby influencing the research outcomes. Since only a limited number of previous
studies have investigated time perspective in tourism studies, it seems that the
validity of the Zimbardo Time Perspective Inventory is questionable, and thus, the
scale cannot be directly applied to the present study. Besides, although the items in
measuring tourist motivation have been widely adopted and investigated, the
scarcity of studies have explored the Hong Kong tourists’ motivation and how it
influences tourist behaviour. The validity and reliability of these measurement are
questionable. Therefore, stage one aims to develop appropriate measurements to
understand tourist motivation particularly for Hong Kong tourists, and further
verify the measurement items of time perspective, travel attitude, and travel
intention. A literature review was first conducted to discover how the dimensions
have been defined previously and how many items they have. The measurement
items for each construct were further validated and some were eliminated based on

the suggestions and comment obtained from the expert panels.

The scale development process follows Churchill's (1979) suggestions (see Figure
4-2). Churchill’s scale development procedure provides well-developed guidelines
and a framework to better operationalize, modify, and develop measurement items.

The idea of Churchill’s (1979) framework is “to unify and assemble the scattered
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pieces of information on how measurement could be improved and on how the
quality of derived measurements could be accurately assessed” (Zhang, Fan, Tse,
& King, 2017, p.65). There have been a number of tourism studies involving
Churchill’s method that have used in different research settings. For instance,
Huang and Hsu (2010) have developed a comprehensive list of customer-to-
customer interactions on cruise experience. Zhang et al. (2017) made an amendment
to the original techniques, to develop the social sustainability instruments pool.
Table 4.1 presents the summary of the procedures recommended by Churchill (1979)

and previous studies (Huang & Hsu, 2010; Zhang et al., 2017) in the tourism context.
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Table 4-1. Suggested procedures for measurement development

distribution of scores

Procedures Churchill (1979) Huang & Hsu (2010)  Zhang et al. (2017)

. Specific Literature search Literature search Literature search
domain of
construct

. Generate Literature search Literature search Literature search
sample of  Experience survey Semi-structured In-depth interviews
items Insight stimulating interviews Panel reviews

examples Virtual focus groups
Critical incidents Expert panel reviews
Focus group

. Collect data Pilot study Pilot study

. Purify Coefficient alpha Coefficient alpha Coefficient alpha
measure Factor analysis Factor analysis Factor analysis

. Collect data Online survey Telephone survey

. Assess Coefficient alpha Spilt-half reliability = Composite reliability
reliability Spilt-half reliability

. Assess Multitrait- Face validity Convergent validity
validity multimethod matrix ~ Convergent validity  Discriminant validity

Criterion validity ~ Discriminant validity Nomological validity

. Develop Average and other Means Mean comparison

norm statistics Standard deviations among different
summarizing groups
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Figure 4-2. Measurement development procedure (Churchill, 1979)
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Table 4.2 shows the procedure to be used for scale development. Churchill (1979)
recommended researchers following the first four steps to develop initial scales
from qualitative research. Based on the results of the first four steps, an initial
questionnaire was formulated and used for data collection and analysis. Churchill
(1979) also suggested that researchers should be flexible in applying his guidelines.
Therefore, this study adapts his framework with some modifications (Huang & Hsu,

2010; Zhang et al., 2017) to steps 2, 5 and 6.

Table 4-2. Measurement development procedures for this study

Procedures Technigues proposed for the current study
1. Specific domain of construct Literature review
2. Generate sample of items Literature review

Focus group
Panel of review

3. Collect data Pilot study

4. Purify measure Coefficient alpha
Factor analysis

5. Collect data Main survey

6. Assess reliability Composite reliability

7. Assess validity Content validity

Convergent validity

Discriminant validity
8. Develop norm Means

Standard deviations

Following Churchill (1979), the first stage, specific domain of construct, has been
critically reviewed in the section of literature review. Literature search, two series
of focus group interviews and panel review are the key methods used for
establishing an initial pool of measurement items. Time perspective, travel attitude,

and travel intention are obtained and fine-tuned by panel review. The measurement
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of push-based travel motivation is generated by literature search and focus group
interviews. Pilot test is performed to identify potential problems in the research
instruments before the main survey. The main survey is undertaken to test the
proposed conceptual model. The following subsections highlight the key points in

stage one.

4.4.1. Specific domain of construct

Churchill (1979) stated that the definitions of each construct being developed
should be well defined at the first stage of scale development. The preliminary
constructs for time perspective, push-based travel motivation, travel attitude, and

travel intention are explained in detail, as follows:

Time perspective: The totality of the individual’s views of his psychological future,

past and present existing at a given time (Lewin, 1951).

Push-based travel motivation: A dynamic process of internal psychological factors

(needs and wants) that generate a state of tension or disequilibrium within

individuals (Crompton & McKay, 1997).

Travel attitude: The psychological tendencies expressed by the positive or negative

evaluations of tourists when engaged in travelling to a destination (Ajzen, 1991).
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Travel intention: Tourists' expectation or anticipation of a future travel to a

destination or place for leisure or vacation purpose (Lam & Hsu, 2006).

4.4.2. Generate sample of items

The second step is to generate items for each construct. Extensive search of relevant
literature was used to establish the basic theoretical foundation and definition of
each construct. Emphasis in the literature search is to discover how the variables
have been defined and how many dimensions they contained. Travel motivation
gets limited support in relation to Hong Kong tourists; hence they need to be
verified by focus group interviews while time perspective, travel attitude and travel
intention have been described extensively in existing literature, but there is a need
for further validation to fit the current setting via the panel review. Based on the
results of literature search, all constructs are conceptualized as reflective constructs.
Table 4.3 shows an overview of the sources of measurement development for each

construct.
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Table 4-3. Sources of measurement development for each construct

Constructs

Instrument sources

Sources

Time perspective

D’ Alessio, Guarino, De
Pascalis, and Zimbardo

Literature and panel
review

(2003), Garcia and Ruiz
(2015), and Zimbardo
and Boyd (1999)

To be examined and

Push-based travel Literature, focus group,

motivation specified based on the and panel review
results of focus group
and panel review
Tourist attitude To be examined and Literature and panel

specified based on the review
existing sources

To be examined and
specified based on the

existing sources

Travel intention Literature and panel

review

Literature on time perspective has provided comprehensive and standardized
measurement instruments, for example, the Consideration of Future Consequences
Scale (Strathman, Gleicher, Boninger, & Edwards, 1994), the Temporal Focus
Scale (Shipp et al., 2009), the Future Time Perspective Scale (Carstensen & Lang,
1996), and the Time Attitude Scale (Nuttin, 1985). It has been argued, however,
that many of these measures have theoretical and operational limitations, such as
low reliability, unstable factor structure, and scoring difficulties (Zimbardo & Boyd,
1999). Moreover, previous attempts to measure time perspective have mainly
focused on just one dimension, with future as the principal dimension of interest.
The Zimbardo Time Perspective Inventory (ZTPI) was developed by Zimbardo and
Boyd (1999) to solve the shortcomings of previous scales. ZTPI develops past,
present, and future time frames into a five-dimensional scale; past-negative, past-

positive, present-hedonistic, present-fatalistic, and future.
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The ZTPI is chosen as a time perspective measure for three main reasons: (1) it is
a multi-item scale, and one of the few measures that is concerned with the
multidimensional nature of time perspective; (2) it comprises more than 20 years of
an intensive research program on time perspective; (3) it has been used in several
studies across different disciplines and geographical locations, with demonstrated
validity and reliability (for example Anagnostopoulos & Griva, 2012; Chan, Kwok,

& Fung, 2019; D’ Alessio et al., 2003; Shores & Scott, 2007).

The original ZTPI included 56 items. To generate a sufficient response rate, a
shortened version of 25 items (five for each TP) is used based on the results (i.e.,
items with the highest factor loadings) of previous studies conducted in the context
of western culture (e.g., D’Alessio et al., 2003; Garcia & Ruiz, 2015) and Asian
culture (Chan et al., 2019; J.Lu et al., 2016). The current study adapts ZTPI and

follows the instructions provided together with the scale.
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Table 4-4. Attributes for time perspective

A short version of The Zimbardo Time Perspective Inventory (ZTPI)
Positive Past
1. Onbalance, there is much there is much more good to recall than bad in my
past.
2. Family childhood, sights, sounds, smells often bring back a flood of
wonderful memories.
3. Happy memories of good times spring readily to mind.
4 | get nostalgic about my childhood.
5. It gives me pleasure to think about my past.
Negative Past
6.
7.
8.

Painful past experiences keep being replayed in the mind.
| think about the bad things that have happened to me in the past.
| wish I could go back in time and correct my mistake
9.  Things rarely work out as | expected.
10. | often think of what | should have done differently in my life.
Hedonistic Present
11. Itis important to put excitement in my life.
12. | feel that it is more important to enjoy what are you doing than to get
work on done on time.
13. I make decisions on the spur of the moment.
14. | find myself getting swept up in the excitement of the moment.
15. 1try to live my life as fully as possible, one day at a time.
Fatalistic Present
16. Often luck pays off better than hard work.
17. Fate determines much in my life.
18. It doesn't make sense to worry about the future, since there is nothing that
| can do about it anyway
19. Life today is too complicated; | would prefer the simpler life of the past.
20. | can't really plan for the future because the things change so much.
Future
21. When I want to achieve something, | set goals and consider specific
means for reaching those goals.
22. Before making a decision, | weigh the costs against the benefits.
23. Meeting tomorrow's deadlines and doing other necessary work comes
before tonight's play.
24. | keep working at difficult and uninteresting tasks if they help me get ahead.
25. I'm able to resist temptations when | know that there is work to be
done.

Travel motivation is identified as the best predictor of destination choice (Jang &

Cai, 2002). However, limited measurement items have been found associated with
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Hong Kong tourists’ motivation, the instrument of travel motivation is generated
from the focus group interviews. In terms of travel intention, items were adopted
from previous studies and were further verified through panel review. In a review
of research on attitude, Ajzen and Fishbein (2000) noted researchers tend to view
attitude as a relatively simple unidimensional concept containing only the affective
component. The present study followed the traditional research stream to apply
attitude as an affective construct. Additionally, it is expected that tourists’ travel
attitude varies from different destinations, therefore, the items for measuring travel
attitude towards a destination should also be evaluated by panel review. The
following tables present the tentative items for measuring push-based travel

motivation, travel attitude towards a destination, and travel intention.

Table 4-5. Potential constructs for push-based travel motivation

Attributes Source

Knowledge seeking Alegre et al. (2011); Bozi¢ et al.
Relax (2017); Chaet al. (1995); Chen & Tsai
Novelty Seeking (2019); Chien et al. (2012); Huang
Experience different culture/  (2009); Khan et al. (2019); Leong et al.
experience (2015); Li & Cai (2012); Park et al.
Prestige (2019); Prayag et al. (2018); Wang et
Fun and excitement al., (2016); Yoon & Uysal (2005)
Family & Friends Togetherness/

Socialization

Escape

Adventure

Self-development

Travel bragging

Visiting family and friends
Sport participation
Exploration

Achievement

Nostalgia

Personal motives
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Spiritual motives
Physical motives
Emotional motives

Table 4-6. Tentative items for travel attitude

Attributes

Source

All things considered, I think travelling abroad would be ......

Fascinating Hsu et al. (2010); Hsu & Huang,
(2012); Huang & van der Veen (2019);
Li et al. (2016)

Exciting Huang & van derVeen (2019); Ziadat
(2015)

Worthwhile Hsu et al. (2010); Hsu & Huang (2012;)
Huang & Hsu (2009); Levitt et al.
(2017); Li et al. (2016); Wong et al.
(2013)

Pleasant Chang (2017); Hsu et al. (2010); Hsu &
Huang (2012); Huang & van der Veen
(2019); Huang & Hsu (2009); Levitt et
al. (2017); Li et al. (2016); Park et al.
(2017); Shen et al. (2009); Ziadat
(2015)

Attractive Ahn & Back (2018); Shen et al. (2009);
Wong et al. (2013)

Good Park et al. (2017)

Interesting Park et al. (2017)

Wise Han (2015)

Arousing Sparks (2007)

Table 4-7. Tentative items for travel intention
Attributes Source

Likelihood to travel abroad in next 12
months

Intend to travel abroad in next 12
months

Want to travel abroad

I will save time and money within 12
months for the purpose of traveling
abroad.

Lam & Hsu (2006)
Lam & Hsu (2006); Zhang et al. (2017)

Lam & Hsu (2006); Zhang et al., 2017)
Park et al. (2017)
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4.4.3. Focus group interviews

4.4.3.1. Focus group interview structure

Using focus group interview at the earlier stage is a systematic approach for
obtaining insights about respondents’ ideas, views and experiences (Hillman &
Radel, 2018). Focus group interview is simply defined as *“ a structured and focused
discussion with a small group of people, run by a facilitator (moderator) or using a
moderating team to produce qualitative data through a set of open-ended questions”
(Masadeh, 2012, p.63). The term “focus” represents that the group is purposively
formed to give a discussion on a specific topic rather than broad generalities
(Brotherton, 2015). Focus group is used for two reasons. The primary reason is used
for preliminary exploration of a topic that is currently under explored. More
specifically, the focus group interviews aim to obtain in-depth information
describing Hong Kong tourists’ motivations of visiting a destination. Another

reason is survey instrument drafting (Hillman & Radel, 2018).

The focus group interviews consist of three sections. Section one to get informants
warm up with the topic and make them recall their recent trip experiences. Section
two asks informants to talk about the reason(s) for visiting a destination and
experiential feelings about the trip. Probing questions are also used for finding out
more detail and checking against the information they shared. Once respondents are
agreed to join the focus group, an interview guide with questions will be distributed

in-advance. Table 4.8 highlights an overview of the focus group interviews.
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Table 4-8. Focus group interview structure

Sections Structure Section focuses
1. Warmup Unstructured Recall recent travel
experience outside Hong
Kong
2. Push-based travel Semi-structured Express the reasons for
motivation visiting a destination

4.4.3.2. Data collection

With reference to the purpose of the study, all focus group interviewees were Hong
Kong residents who plan to travel abroad for pleasure in the coming twelve months.
To recruit participants, an announcement was posted on one Facebook travel group
(flyagainla) in May 2020. This is to briefly introduce the general research topics
and invite respondents to join focus group discussions. Flyagainla was selected for
the following reasons. First, it is especially established for Hong Kong outbound
independent tourists. It is the largest user generated online travel community in
Hong Kong, providing the most up-to-date travel diaries, information, and tourism
services at various destinations. As of May 01 2020, Flyagainla had over 111,100
members, representing approximately 2% of the total number of social media users
in Hong Kong (Datareportal, 2020). Secondly, Flyagainla users tend to provide rich
information about their trips. Most of the shared content is presented in both digital
diary and textual format. Thirdly, Flyagainla is a highly interactive online
community. Any Facebook users, including researchers, can approach the online

sharers and enquire about issues. To address socioeconomic differences,
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interviewees from different income and education levels, age, and occupation were

considered.

Following Hillman and Radel (2018), two rounds of focus group interviews were
conducted to achieve valid and useful outcomes. Each group consisted of 4 — 5
respondents. An interview guide including interview questions, invitation link, and
initial questionnaire aiming to understand respondents’ time perspective were sent
to the respondents in advance (see Appendix 2 & 3). This approach enables
researchers to prepare the discussion questions and find out potential issue in
advance (Hillman & Radel, 2018). The first-round interview was held on 14 June
2020, and the second-round interview on 21 June 2020. Both interviews were
conducted in respondents’ mother tongue via Zoom. Each session was recorded and

transcribed.

4.4.3.3. Data analysis

The purpose of qualitative data analysis is to find out patterns that constitute themes
in the data. Content analysis is performed to systematically analyse and organize
the interview data. Vaismoradi, Turunen, and Bondas (2013) define content
analysis as “a systematic coding and categorizing approach used for exploring large
amounts of textual information unobtrusively to determine trends and patterns of
words used, their frequency, their relationships, and the structures and discourses

of communication” (p. 400). More specifically, considering the nature of research
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and research purposes mentioned in stage one, the focus group interview data are
analysed with the inductive approach. Elo and Kyngés (2008) suggest that if there
IS not enough existing knowledge about the phenomenon or if this knowledge is
either scattered or incomplete, the inductive approach is recommended. It has been
noted that the inductive approach looks for meaningful pattern in the data and

developing a theory that can explain those patterns.

Many scholars have provided precious and clear frameworks for content analysis.
For example, Elo and Kyngés (2008) introduced three practical procedures for
performing content analysis, namely preparation stage, organizing stage, and
reporting stage while Creswell (2009) suggested content analysis involves four
stages: (1) organize and prepare the data; (2) read through all the data; (3) coding;
(4) generate descriptions. Braun and Clarke (2006) also developed a six-stage
analytical framework. Table 4.9 presents a summary of previous studies on the topic
of analytical framework for content analysis. Detailed suggested actions and

implications to guide this study are also listed.
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Table 4-9. An overview of the qualitative data analysis process

Elo and Kyngés's data
analysis (2008)

Creswell's data analysis
(2009)

Braun and Clarke's data
analysis (2006)

Suggested action

Preparation

Organizing

Organizing and prepare the Familiarizing with data

data

Read through all the data

Coding the data

Generate descriptions

Generating initial codes

Searching for themes

Reviewing themes

Defining and naming themes

vV V VvV VvV V V Y VY

Y

Getting transcript ready
Reading and re-reading the
transcript to get familiar
with

Selecting the unit of
analysis

Open coding and creating
categories

Coding interesting features
of the data

Collating  codes into
potential themes

Gathering all data relevant
to each potential theme
Reviewing if the themes
work in relation to the
coded extracts and the
entire data set

Grouping codes under
higher order headings
Generating a thematic map
to understand the inter-
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Reporting

Producing the report

relationship to build up a
coherent pattern

Define and redefine the
terms for theme

Verifying by Cross
checking all the
information

Reviewing all coding and
themes (main themes and
sub-themes)

Generalizing relationships
within data

Reporting the findings
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4.4.4. Panel review

To ensure content validity and strengthen the quality of preliminary measurement
items, a group of tourism experts was invited to provide recommendations for
improvement  (DeVellis, 2003). The expert panel included five researchers
experienced in the research of tourist behaviour (content experts) and five Hong
Kong tourists who had travelled abroad at least five times within 24 months (lay
experts). Measurement items are first evaluated by five experienced Hong Kong
tourists. The measurement items that survive will then be reviewed by the five

researchers.

4.5. Stage two — Pilot test and main survey

45.1. Pilot test

A pilot test was administered to pre-test the adaptability of the preliminary
questionnaire before the main survey. Pilot testing allows researchers the
opportunity to address potential problems and provides room for improvement of a
study’s design prior to conducting a full-scale study (Jennings, 2001). It should be
noted that the optimal pilot test sample size varies across research contexts. Hill
(1998) suggested the sample size of a pilot study should be between 10 and 30.
Likewise, Johanson and Brooks (2010) found that the number of respondents
between 24 and 36 is sufficient for a pilot study. As suggested by Alreck and Settle

(2004) and Connelly (2008), a pilot study sample should be at least 10% of the
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sample planned for the main study. Therefore, the present study follows Alreck and

Settle (2004) and Connelly's (2008) suggestions.

Hong Kong residents who plan to travel abroad for pleasure in the coming twelve
months are considered the target population. Since the outbreak of COVID-19 in
Hong Kong, it was not feasible to collect the data by face-to-face interview. So, an
online survey was used with snowball sampling from 02 August to 16 August 2020.
An invitation with survey URL was sent to those who agreed to participate the
online survey by instant messaging applications via researcher personal network.
Next, each respondent was asked to nominate others for inclusion in the survey
process. The use of snowball sampling made the collection process economical and
efficient and maintain social distancing. However, this approach does involve
potential measurement bias. Perhaps the most serious potential limitation is that
researchers make little effort to control sample composition. Respondents are more
likely to share the survey to those who have similar demographic features as
researcher, such as age, gender, and education level. In order to overcome the
potential problem of representativeness, it is encouraging to compare the results of
demographic profile of the respondents with that conducted by the Hong Kong
Census and Statistics Department (2020a). A descriptive analysis, exploratory
factor analysis and reliability analysis were carried out to fine-tune the instrument
for the main survey. Potential problems and misunderstand of questions can be used

to improve the survey’s quality.

140



4.5.2. Main Survey

4.5.2.1. Sample population

The sample population of the present study included Hong Kong residents who plan
to travel abroad for pleasure in the coming twelve months. Hong Kong residents
were chosen as the context for several reasons. First, there is no significant domestic
travel in Hong Kong due to the insufficient domestic resort area. It is not surprising
that Hong Kong residents have reason to undertake overseas travel to enjoy their
holidays. Recent statistical data show that Hong Kong is the 4™ largest outbound
market in Asia after China, South Korea and Taiwan (World Tourism Organization,

2018). According to statistics provided by Hong Kong Tourism Board (2019), Hong

Kong residents undertook more than 94 million overseas trips in 2019, which
represents a significant growth from 80.6 million in 2007 (see Table 4.10). It is
important to note that the Hong Kong population was around 7.52 million in 2019
(Hong Kong Census and Statistics Department, 2020a). This accords with
MoveHub's (2020) findings and shows that each Hong Kong tourist took an average
of 11.4 international trips in 2017. Secondly, given the long working hours, high
levels of stress, and unaffordable housing, Guillet, Lee, Law and Leung (2011,
p.559) noted that “overseas travel has become a way of life for many Hong Kong
residents”, implying that outbound travel is the necessity of life for Hong Kong
residents. Fourthly, Zimbardo and Boyd (1999) show that ZTPI was built and
validated in individualistic societies and therefore special attention has been paid to

individualistic values, thus, a collectivist society, like Hong Kong, has not been
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examined yet. As Hong Kong prioritizes the needs of group achievement over the
needs of an individual as a whole and was born in a sophisticated fusion of East and
West, Hong Kong tourists may have different interpretations and behaviours related
to time. Finally, Law, Cheung and Lo (2004) have argued that Hong Kong tourists
have a reputation for being big spenders, and this has made Hong Kong tourists an
attractive market for many destinations. The gross domestic product (GDP) per
capita in Hong Kong increased from US $36,340 in 2012 to US $46,193 in 2017,
and was the fourth highest in the Asia-Pacific region that year after Macau,
Singapore, and Australia (World Bank, 2019). In 2019, Hong Kong tourists
contributed US $26.88 billion in terms of international tourism expenditure
associated with outbound tourism (World Tourism Organization, 2021). Therefore,
Hong Kong residents should be one of the appealing segments to destination

management organisations worldwide.
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Table 4-10. Hong Kong resident departures by mode of transport 2003 —

2019

Year By air By sea By road Total

2019 12,968,194 5,042,736 76,704,031 94,714,961
2018 12,681,474 6,939,915 72,592,443 92,213,832
2017 12,127,560 7,223,895 71,952,195 91,303,650
2016 11,285,453 7,568,245 72,904,633 91,758,331
2015 10,442,907 7,747,163 70,891,947 89,082,017
2014 9,222,535 7,511,402 67,785,441 84,519,378
2013 8,596,408 7,733,601 68,083,539 84,413,548
2012 7,808,890 7,961,725 69,505,403 85,276,018
2011 7,130,199 8,356,745 69,328,973 84,815,917
2010 6,824,377 8,260,078 69,357,996 84,442,451
2009 6,321,528 8,041,246 67,595,508 81,958,282
2008 6,223,732 8,768,330 66,918,641 81,910,703
2007 6,140,837 8,870,013 65,670,824 80,681,674
2006 5,739,136 7,931,970 62,140,675 75,811,781
2005 5,456,448 7,365,666 59,477,783 72,299,897
2004 5,341,402 7,254,453 56,307,578 68,903,433
2003 4,529,552 6,779,382 49,627,148 60,936,082

Source: Hong Kong Tourism Board (2019)

4.5.2.2. Sample size

One of the main questions in planning methodology is the decision about sample
size. It is commonly agreed that increased sample size produces smaller sampling
errors and great explanatory power for statistical analysis. According to Nunkoo

(2018), the consideration of sample size depends on the following statistical issues:
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the confidence level;
the margin of error;
the statistical analyses to be used;

the size of the target population; and

YV V VYV VvV V¥V

how many variables are being analysed.

The sample size determination methods have been widely discussed in many books,
such as Cochran (1977) and Singh and Chaudhary (1985). Cochran's (1977)
formula is the most popular approach used in the field of tourism (Nunkoo, 2018)
because the formula considers majority of the statistical issues listed above. The

Cochran formula is:

where

z = standard error associated with chosen level of confidence (95%, z = 1.96)
p = estimated variability in the population (50%)

q=(1-p)

e = acceptable error (desired accuracy 95%)

Based on the formula above, the minimum sample size for this study should be at

least 385.
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Hair et al. (2010) provides an extensive discussion of how many units are needed
to generate sufficient representativeness of a sample for using SEM. They suggest
that a rule of thumb should be ten times per measurement item and the optimum
sample size is more than 500 cases. Schumacker and Lomax (2010) surveyed the
literature and proposed that a sample size between 250 and 500 is sufficient to get
a meaningful result. Indeed, SEM usually involves a large sample size. Nunkoo
(2018) recommended a sample size of 151 — 400 for using SEM. Based on the
Cochran's (1977) estimation and the results of literature search, sample sizes should
be within in the range of 151 — 500. Therefore, a minimum sample size of 500 is

proposed to ensure reliable results.

4.5.2.3. Data collection

It should be noted that a street survey with face-to-face interviews at different public
areas in Hong Kong was originally proposed, and this approach had been approved
by the research committee. Owing to the COVID-19 pandemic though, collecting
data on the street was not feasible. As Fong, Law, and Ye (2020) suggested, an
online survey is the best option during the pandemic while social distancing.
Consistent with pilot study, an online survey with snowball sampling was used for
the main survey. In addition to snowball sampling, this study followed Lau, Chui,
Lin, and Chan's (2019) data collection approach in which an online survey was

posted on various social media channels based in Hong Kong. Table 4.11 showed
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the selected Hong Kong online travel communities. Theses Facebook pages and
online forum are widely used and popular in Hong Kong. The researcher first
contacted that online travel communities’ administrator to request permission for
posing an online questionnaire. After the request was approved, the researcher
created a post (invitation) with the attachment of an online survey on social media
channels from 1% September to 17" December 2020 (See Appendix 6). To get
respondents to want to complete the survey, the researcher was engaged in the
discussion in the post and created a post every week. This helped improve the
response rate because the researcher can briefly introduce the research topic and the
rationale of the survey and increase the post visibility as “hot topic,” which is often
shown at the top of social media content. Moreover, the “tell me how you feel and
I will tell you who you are” approach was used, where the results of the respondents’
time perspective were sent back to the correspondent respondent. So, they were able
to know their correspondent’s time perspective which further understand how their

inner experiences organize their visible behaviour.
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Table 4-11. Distribution channels: Facebook pages and online forum

Facebook pages Number of followers / members

Flyagain.la 110, 294 members

https://www.facebook.com/groups/flyagainla

Online forums Rank in global internet
engagement

Hong Kong Discuss Forum 1150 (no. 1 in Hong Kong)

https://www.discuss.com.hk/

LIHKG https://lihkg.com/category/1 2280 (no. 2 in Hong Kong)

4.5.2.4. Data analysis

4.5.2.4.1. Analysis framework

Raw data was entered in Statistical Package for the Social Sciences (SPSS) for
initial statistical processing. Normality test and descriptive analysis were used to
examine the normality, profiles of respondents, and means score of each item. To
ensure the factor structure stability, exploratory factor analysis (EFA) was used to
identify the factor structure of each latent construct, while confirmatory factor
analysis (CFA) was tested the fit of overall measurement model after latent
construct are confirmed in earlier stage. Finally, the hypotheses were tested using
structural equation modelling (SEM). AMOS 26 was used to supplement with SPSS,
particularly with the use of CFA and SEM. The data analysis framework is

presented in Figure 4-3.
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Figure 4-3. Data analysis framework

Questionnaire data

l

Data screening (Analysed by SPSS)

l

Descriptive analysis (Analysed by SPSS)

Time Travel Tr_avel
perspective motivation attitude

Travel
intention

l

Exploratory factor analysis (Analysed by SPSS)

l

Confirmatory factor analysis (Analysed by AMOS
26)

l

Structural equation modelling (Analysed by
AMOS 26)
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4.5.2.4.2. Assessing reliability and validity

Regarding the procedure of scale development, the fourth is to verify reliability and
validity. Reliability and validity are the primary concerns when developing reliable
and valid measurement items, a more detailed account of reliability and validity are

given in the following paragraphs.

e Reliability

Reliability refers to “the degree to which measures are free from error and, therefore,
yield consistent results” (Zikmund, 2000, p.280). According to Zikmund (2000),
two methods have been widely adopted in order to examine reliability, namely test-
retest, and internal consistency. The former involves mastering the same scale twice
over a period to a group or individuals to test for stability, while the latter concerns
whether the same construct produce similar results. Hair et al. (2010) state that the
second approach is more common, which applied the consistency of respondent’s
responses across the items on a multiple-item measure. The most common measure
of internal consistency used by tourism researchers is Cronbach’s alpha (Nunnally,
1978). Hair et al. (2010) propose that Cronbach’s alpha is preferably assessed at
two levels: item reliability and construct reliability. Item reliability refers to “the

amount of variances in an item due to underlying construct rather than an error and
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can be obtained by squaring the factor loading” (Chau, 1997, p. 324). Construct
reliability or composite reliability refers to the measure of internal consistency of
an observed instrument representing an underlying factor (Nusair & Hua, 2010).
Technically speaking, low coefficient between items yields low internal
consistency, whereas high low coefficient between items indicates high internal
consistency. The general rule of thumb is that Cronbach’s alpha value of 0.60 to
0.70 are acceptable in exploratory study, a value of 0.70 and above is good, 0.80

and above is better, and .90 and above is best (Nunnally, 1978).

e Validity

An empirical research reliance on reliability alone is not adequate. For a test to be
reliable, it also needs to be valid. Validity is “the degree to which a measure
accurately represents what it is supposed to” (Hair et al., 2010, p. 7). It is expected
that well-developed research objectives with solid theoretical framework provide
high accuracy of research outcomes. Hair et al. (2010) strongly recommended that
the validity should be estimated by three tests: content validity, criterion validity

and construct validity.

a. Content (face) validity

Content validity is the “assessment of the correspondence of the variables to be

included in a summated scale and its conceptual definition” (Hair et al., 2010, p.
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92). This type of validity appears to be measuring a representative sample of the
subject matter or behaviour under study through a systematic review of related
literature and through expert panel. Hair et al. (2010) recommended that content
validity is to be established prior to any theoretical analysis. It is not reasonable to
develop and precisely specify a measurement model without prior understanding of

the intended construct’s meaning.

b. Criterion validity

Criterion validity refers to “the ability of some measure to correlate with other
measures of the same construct” (Zikmund, 2000, p.282). There are two main types
of criterion validity: concurrent validity and predictive validity. The former is
measured at the same time as the construct, while the latter is measured at some
point in the future (after the construct has been measured). Among these two
different methods, it is recommended that concurrent validity tends to generate
higher validity coefficients than predictive validity because the passage of time will
tend to attenuate correlations between the two sets of scores (DeVellis, 2003). To

measure criterion validity, correlation coefficients are widely adopted.

c. Construct validity

Construct validity states that the results of a measure should correspond to other

valid measures of the same concept (Hair et al., 2010). In other words, construct
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validity is determined by the levels of estimate accuracy between factors.
Empirically, convergent validity and discriminant validity are used to be confirmed
construct validity. Convergent validity refers to “the scale correlates with other
psychological measures to which it is conceptually similar”, while discriminant
validity refers to “the scale does not correlate with measures to which it is
conceptually dissimilar” (Piedmont, 2014). Concerning the interpretation of
convergent validity and discriminant validity, it is useful to think of convergent and
discriminant measures as being on a continuum. Practically speaking, strong
intercorrelations among items and constructs are evidence in support of convergent
validity, whereas a low correlation indicates good discriminant validity. Average
variance extracted (AVE) is often considered as the best indicator to verify
convergent and discriminant validity (Fornell & Larcker, 1981). Convergent
validity is adequately supported if AVE is 0.50 or above, while discriminant
validity is confirmed if AVE estimates between two factors is higher than the square

of the correlation coefficient between the two factors.

4.5.2.4.3. Exploratory factor analysis (EFA)

The central idea of EFA is to identify the underlying factor structure among the
variables. EFA is to define the data structure about how many factors are emerged
to best describe the data pattern. EFA is a data driven approach without fully
considering the applicability of theoretical groundwork. Hair et al. (2010) suggested

the determination of factor extraction in EFA should be reached in the following
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criterions: (1) factors with an eigenvalue higher than 1; (2) the total explained
variance should be 60% or higher; (3) factor loading should be at least 0.50 or

higher; and (4) cross-loadings cannot be higher than 0.40.

Indeed, EFA is not a robust method, whereby the factors are extracted from the data,
not from theory. In other words, EFA is a data driven approach. Researchers can
only label the factor after EFA is executed. Hence, Costello and Osborne (2005)
recommend that EFA is best employed to be associated with CFA that “can allow
researchers to test hypotheses via inferential techniques, and can provide more

informative analytic options” (p. 8).

4.5.2.4.4. Confirmatory factor analysis (CFA)

The identified factor structure derived from EFA is tested by confirmatory factor
analysis (CFA) using the validation sample. CFA is employed to test “how well the
theoretical specification of the factors matches reality” (Hair et al., 2010, p. 669).
In other words, CFA is a theory driven approach which is not same as EFA. CFA

allows researchers to either confirm or reject proposed theory or model.

Anderson and Gerbing (1988) provide an extensive discussion of the application of
CFA. According to their suggestions, the measurement model should be empirically
tested prior to testing the structural model. The former model examines the effects

of latent variables on their indicators, while structural model estimates the
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relationships among latent variables as posited by theory. Following two-step
modelling approach, CFA will be fist applied to confirm and test proposed

constructs, and then followed by testing structural model.

The decision to either confirm or reject the measurement model is accessed by the
overall model fit. Some measures are considered as reliable goodness-of-fit indices
based on previous studies (e.g., Diamantopoulos & Siguaw, 2000; Hair et al., 2010).
These indices include chi-square (y?), nonnormed fit index (NNFI), relative fit
index (RFI), root mean square error of approximation (RMSEA), comparative fit
index (CFI), incremental fit index (INF) and standardized root mean square
residential (SRMR). The measurement model will then be modified and improved
based on Anderson and Gerbing's (1988) suggestions if necessary. Finally, the
overall measurement model will then be examined by reliability tests and validity

tests in accord with guidelines from the previous literature.

4.5.2.4.5. Structural equation modelling (SEM)

Structural equation modelling (SEM) has now received a strong attention from
tourism studies as the most popular statistical analysis (Assaf, Tsionas, & Oh, 2018).
SEM aims to analyse the structural relationships between variables and latent
constructs (Hair et al., 2010). By nature, this multivariate statistical technique is the
bundle of factor analysis and a series of multiple regressions (Kline, 2011). Hence,

SEM is “the most appropriate when a study deals with multiple latent constructs,
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with each one of the constructs represented by several observed and measurable

variables” (Nusair & Hua, 2010, p. 316).

After the measurement model is identified and confirmed, the structural model is
tested to identify the causal relationship with each variable by path analysis. The

structural model fit is examined following goodness-of-fit indices as CFA.

4.5.2.4.6. Assessing model fit

As discussed, model specification is estimated using goodness-of-fit indices. Model
fit represents the degree to which an observed data fit the relationships proposed in
a hypothesized model (Schumacker & Lomax, 2010). There are many and different
fit indices scholars employ to assess CFA and SEM. Generally, these indices are
grouped into two categories: absolute model fit indices (%2, GFI, RMSR, SRMR and
RMSEA) and incremental fit indices (NFI, CFI, TLI and RNI) (Hair et al., 2010).
The former indices determine how far a hypothesized model is from perfect fit, and
the latter indices test the fit between hypothesized model and alternative baseline
model (i.e., a model with the worst fit) (Hair et al., 2010). Diamantopoulos and
Siguaw (2000) commented that “for practical purposes, results of the Chi-square
test used in conjunction with RMSEA, SRMR, GFI and CFI indices should be more
than sufficient to reach an informed decision concerning the model’s overall fit” (p.
88). However, Sharma, Mukherjee, Kumar, and Dillon (2005) suggested that GFI

should be avoid as it is largely depend on sample size. They have also recommended
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that, of the GFI, the TLI should be the index of choice. Thus, RMSEA, RMR, CFl,
and TLI were adopted in this study. Table 4.12 summarizes all fit indices and their
associated cut-off values used in the assessment of both measurement and structural

model.

Table 4-12. Summary of model fit index used in the assessment of both
measurement and structural model

Fit Index Description Cut-off Value
Chi-Square  Indicates the discrepancy  between p>0.05
® hypothesized model and data; Test the null

hypothesis that the estimated covariance-
variance matrix deviates from the sample
variance-covariance matrix because of
sampling error

y*/ df Because the chi-square test is sensitive to 2-1 or 3-1
sample size and is only meaningful if the
degrees of freedom are considered, its
value is divided by the number of degrees
of freedom

RMSEA Shows how well would the model, with <0.05 is an
unknown but optimally chosen parameter acceptable fit
values, fit the population covariance matrix
if it were available

RMR or Reflects the discrepancies between the <0.07 is a close fit
RMSR or implied and observed covariance matrices

SRMR

TLI Also known as Non-Normed Fit Index >0.90 is a good fit

(NNFI). This index considers the size of the
correlations in the data and the number of
parameters in the model. It is also less
affected by sample size.
CFI Shows how much better the model fits, >0.90 is a good fit
compared to a baseline model, normally the
null model, adjusted for the degrees of
freedom
Sources: Based on Hair et al. (2010), Schumacker and Lomax (2010), and Sharma
et al. (2005)
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4.6. Summary

This chapter describes the methods used in this investigation. In stage one, the
instrument development process proposed by Churchill (1979) is presented. Focus
group interviews are introduced in terms of interview content, sample size, and
sampling procedure. Expert panel review is invited to clarify the measurements
based on the results of the focus group. In stage two, a pilot study is used to ensure
feasibility and make further improvement regarding the study design before main
survey. After achieving the expected outcomes of pilot study, main survey is
distributed to Hong Kong residents who plan to travel aboard in the coming twelve
months. Data collection, including sampling process, sample size, proposed
questions, are described. Finally, data analysis framework with data analyses are
also provided and highlighted. EFA and CFA are conducted to examine and confirm
the proposed measurement model. Finally, proposed hypotheses are then tested by

SEM. Table 4.13 presents the summary of the methodological procedures.
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Table 4-13. Summary of the methodological procedures

First Stage

Focus Group Interviews

Expert Panel

Sample

Hong Kong residents who plan to travel abroad for
pleasure in the coming twelve months

= An expert panel is chosen from three faculty
members and five Hong Kong experienced tourists

Purpose

To identify participants’ motivation to visit a
destination
To evaluate the attributes from the literature

= To clarify the items and provide suggestions as to
how to reinforce the representativeness of the
developed constructs

Expected outcome

Conceptualization of the research model and
constructs
Salient attributes in tourist motivation

= Consolidation of the preliminary measurement

Second Stage
Pilot Study Main Survey
Survey type Online survey = Online survey
Purpose To explore the reliability and validity of the | = To collect data to validate the research model
preliminary questionnaire
Sample Hong Kong residents who plan to travel abroad for pleasure in the coming twelve months
Sample size > 50 = >500

Sampling procedure

Snowball sampling

Snowball sampling and convenience sampling

Data collection

Personal network via instant messaging

= Personal network via instant messaging;
= Online survey at various online travel communities
based in Hong Kong

Data analysis

Descriptive analysis, EFA, and reliability analysis

= Descriptive analysis, EFA, CFA, and SEM

Expected outcome

A valid and reliable survey instrument for assessing
the proposed constructs via the main survey in the
research model

= Averified model representing the relationships among
time-perspectives, push-based travel motivation,

travel attitude, and travel intention.
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CHAPTER 5: RESULTS OF STAGE ONE STUDY

5.1. Introduction

This chapter presents the procedure of instrument development for all proposed
constructs corresponding to the conceptual model. The instrument development
process covered an extensive literature review, focus group interviews, expert panel
review, and pilot test. An initial measurement pool derived from the findings of
literature review and focus group interviews was developed and validated by the
expert panel. The expert panel consisted of three researchers experienced in the
research of tourist behaviour (content experts) and five Hong Kong tourists who
had travelled abroad at least five times within 24 months (lay experts).
Measurement items were first evaluated by five experienced Hong Kong tourists.

The measurement items that survive were reviewed by three researchers.

5.2. Results of focus group interview

5.2.1. Demographic profile of informants

A total of nine Hong Kong residents who plan to travel abroad for pleasure in the
coming 12 months participated in the focus group interview. As can be seen in
Table 5.1, the gender ratio was nearly equal, including five female and four male
respondents. In terms of age, five informants were aged under 44, while the
remaining respondents were over 45. Moreover, half of the informants were well

educated and married.
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Table 5-1. Demographic profile of informants

Interviewee  Gender Age Education Marital status
group

A Female 55— 64 Secondary school Married

B Female 25-34 Undergraduate Single

C Male 55— 64 Primary school or Married
below

D Female 55— 64 Primary school or Married
below

E Female 55— 64 Secondary school Married

F Male 25-34 Undergraduate Single

G Male 3544 Undergraduate Married

H Female 18 - 25 Undergraduate Single

I Male 35— 44 Undergraduate Single

5.2.2. Hong Kong tourists’ push-based travel motivations

As presented in Table 5.2, a total of 41 items with 212 codes were extracted from
the focus group interviews. The most mentioned item was “to have fun and/or be
entertained”, followed by “to have a good time with friends/family”, “to have a
hassle-free vacation” and “to broaden my horizon”. In additional, eight themes were
critically found through content analysis. Figure 5-1 indicates the preliminary

findings of Hong Kong tourists’ motivational factors.

Knowledge and experience seeking

The first theme is about “knowledge and experience seeking”. All of the focus

group informants said that seeking new knowledge and travel experience was the
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major motivations for travelling abroad. Hong Kong tourists are highly motivated
to travel due to novelty and need for personal development. Many informants
indicated that they would like to explore a destination that is totally different from
Hong Kong. Some informants stated that: “Hong Kong is too small and tiny. | just
want to walk around in beautiful places and enjoy playing with snow. But you
cannot experience them in Hong Kong. Then, what should I do? ... This is the reason
why | want to travel to Japan. Maybe... this psychological deficit motivates me to

travel” (Informant B, female, 25 — 34).

Some informants also said that visiting a destination enabled them to have an
opportunity to learn something new, broaden their horizon, and experience the
special atmosphere at the destination, as well as fulfil their curiosity. For instance,
informant F (male, 25 — 34) mentioned: “I need travel because I want to open my
eyes to ways of life you would never know ... it allows me to learn and to love other
cultures, and value what | have... I want to know more than what I can learn at the
school ”. Other interviewees emphasized the excitement of learning new things: “/
am interested in visiting a foreign destination because there is always something
new to taste” (Informant D, female, 55 — 64). Informant F also stated: “People
should read 10,000 books and travel 10,000 miles. Travel is a means to increase
experience and enrich my knowledge”. Informant C (male, 55 — 64) said: “To me,
travel takes me out of my comfort zone and I am learning about local residents’

way of life - culture, traditions, food. And seeing what makes each place so unique”

161



An interesting finding can be found from the statements expressed by two
informants. “In recent years, many in Hong Kong have become concerned with
China’s efforts to encroach on the city’s political system ... this leads me to have a
significant uptick in migration interest. For the next trip, 1 am looking for an
opportunity to visit a destination for future immigration other than sightseeing”
(Informant E, female, 55 — 64). Informant F (male, 25 — 34) also commented that
“Currently, travel is not just sightseeing. I think a large wave of emigration will be
imminent ... Travel is an opportunity to experience foreign country if I can make a
good fit in that environment, such as legal system, democracy, and business system.
| also plan to visit a destination that is for future immigration”. Their expression
implied that push-based travel motivation is not reliant on a single factor. Given the
changing nature of the Hong Kong political situation, Hong Kong residents are

more willing to travel to a destination with the purpose of immigration.

Family and friends togetherness

The second theme is about “family and friends togetherness”. All informants said
that they would like to go on vacation with their family and friends. They believed
that travelling with family and friends is an opportunity to have a good time and
create good memory at the destination. One informant commented: “I love to travel
with family because every turn makes a new memory ” (Informant H, female, 18 —
25). Informant G (male, 35 — 44) mentioned that: “If we travel outbound, we must

go together with my son. I think it is important for the whole family together. To me,
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travel is a family union . In addition to enjoy a vacation with family and friends,
four informants said that travelling is a good way to spend time with their parents.
They explained that their parents are getting old, travelling with parents enables
them to show a desire to repay parents with the kindness they provided and to love

and care for them more.

Fun and excitement

Seeking fun and excitement was strongly emphasized in the focus group interviews.
All interviewees said they are motivated to visit a destination because it is the best
way to have a fun or to be entertained. Given the variety of attractions and tourist
activities at the destination, many interviewees stated that travel is all about having
fun. Informant E (female, 55 — 64) commented: “/ want to maximize pleasure
moments and enjoy my vacation without thinking about consequences. To me, travel
is a necessity. | cannot make myself happier other than travel”. Some informants
stated that they have similar expression towards the need for fun. “I just retired.
My life is boring in Hong Kong ... Having future trips already planned brings me
joy and gives me something to look forward to. If I can experience something new
at the destination, I will be very excited” (Informant D, female, 55 — 64). “My
favourite part of traveling is being exposed to food, people, places, and things I've
never experienced. To get that feeling of the first time is exciting” (Informant H,

female, 18 — 25).
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Some respondents mentioned that they want to check in and take a photo at the
tourist places. Informant B (female, 25 — 34) expressed: “Taking a photo at the
tourist site, especially at the popular attraction ... I am able to share and upload
photos on my Facebook. | am so sure ... | feel happier and more excited if | receive

some feedback from my friends.

Rest and relaxation

Rest and relaxation is also one of the important themes of push factor that
interviewees mentioned. They indicated that their travel is motivated by a need for
rest and relax from the daily life. They believed that travel encourages them to relax,
refresh, and recharge. To do this, tourists may “do nothing at all at the destination”
(Informant B, female, 25 — 34), “relax in a natural setting” (Informant A, female,
55 — 64), and “enjoy the facilities at the ski resort (Informant B, female, 25 —34 &
Informant G, male 35 — 44). Informant E (female, 55 — 64) further commented:
“Vacation means relaxation to me. When I travel my primary goal is to have a
hassle-free vacation, recharge my energy and spend my holiday. Nothing relaxes
me as much as travel”. Some informants also commented that free time or holiday
is a major determinant to travel outside Hong Kong. Informant | (male, 35 — 44)
said, “When | have a holiday, the first thing comes to my mind ... is travel. | spend

most of the holiday on vacation. .

Escape
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Some interviewees stated that the main reason to visit a foreign destination is to
escape Hong Kong’s competitive work culture. They expressed that they are busy
with work, and vacation is a means to get away from daily stress/pressure as well
as the usual demands of life. One informant said that: “I need to escape from it all.
I go on vacation to be away from all the people | know. Honestly, when | travel |
don’t want to see people | know.” (Informant F, male, 25 — 34). Other interviewees
further explained: “I use travel as an escape from daily life so that I don't have to
text anyone for a week ” (Informant B, female, 25 — 34). “I travel because I want to
get away from the chaos of life and search for inner peace ... When I am too busy
with work, | do not pay attention to or appreciate the surrounding environment ...
When | am all surrounded by the natural environment in a foreign destination, |
realized that the world is beautiful, and I should not focus only on working”

(Informant I, male, 35 — 44).

Self-challenge

Some informants are willing to take up challenges by explaining that travel puts
them out of comfort zone and inherently breeds challenge. Those who are senior
respondents expressed a common expression towards travel. Informant C (male, 55
— 64) stated that “travel means testing my own boundaries and abilities by living
new adventures that make me feel unique and special”. Informant E (female, 55 —

64) further elaborated: “I am not young anymore, I think travel is a physical fitness
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test to identify my current fitness level. A few years ago, | spent 2 days 1 night for
trekking at Mount Fuji. I look forward to challenge my physical abilities on my next
trip”. Informant D (female, 55 — 64) agreed and stated that: “/ want to travel as
much as possible before my vigour degenerates. | don't want to wake up one day
when I'm 80 years old and say to myself I have not travelled there”. Informant A
(female 55 — 64), C (male, 55 — 64), D (female, 55 — 64) and E (female, 55 — 64)

strongly agreed with her point.

Self-fulfilment needs

Some informants D (female, 55 — 64) and H (male, 35 — 44) are Christians, it is thus
not surprising that pilgrimage is considered as one of their travel motives. Informant
D (female, 55 — 64) said: “I plan to travel to Vatican City for the purpose of
worship”. Informants F (male, 25 — 34) and H (male, 35 — 44) also mentioned that

they travel to a foreign destination for healthcare needs.

Social interaction

The need to meet new friends and visit friends and relatives are also mentioned
during the interviews. “My daughter is studying in UK. I want to visit her, more
importantly, | wish to experience her life in UK (Informant E, female, 55 — 64).
“I’'m not a social butterfly, in fact, I'm a very shy person. But traveling has pushed
me forward and helped me overcome that social obstacle. So that, travel is a best

way to meet new friends” (Informant H, female, 18 — 25).
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Table 5-2. Items of push travel motivation

Push factors Frequency (n=212)
Knowledge and experience seeking (n=72)
1.  To broaden my horizon 12
2. To see and experience a destination that is different 11
from Hong Kong
3. To feel the special atmosphere of the vacation 10
destination
4.  To visit a destination that | have never been to 7
5. To see how other people live and their way of life 6
6.  To see the authentic aspects of a destination 5
7. To fulfil self-curiosity about the destination I want 5
to visit
8.  Toinspect a place for future immigration or study 3
9.  To experience new and different foreign culture 2
10. To enrich my knowledge about a foreign country 1
Family & friends togetherness (n=40)
11. To have a good time with friends/family 15
12. To create good memory with friends/family 9
13. To spend time with family and friends on trip 7
14. To develop better understanding of family and 7
friends
15. To strengthen family or friend ties 2
Fun and excitement (n=33)
16. To have fun and/or be entertained 18
17. To enjoy shopping 6
18. | am interested in travelling 5
19. To check in and take a photo at the tourist places 3
20. To find thrills and excitement 1
Rest and relaxation (n=31)
21. To have a hassle-free vacation 12
22. To spend my free time/holiday 9
23. To refresh my mind 3
24. ToKkill time 2
25. To let off some steam 1
26. To give my body a rest 1
27. To slow down 1
28. Being pampered 1
29. Toenjoy life 1
Escape (n=17)
30. To get away from regular routine 7
31. To get away from daily stress/pressure 5
32. Torelieve daily boredom/busyness 3
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Self-challenge (n=16)

33. To challenge my physical abilities
34. To travel as much as possible before my vigour

degenerates
35. To seek adventure

Self-fulfilment needs (n=9)

36. To improve health and fitness
37. To go on pilgrimage or worship

38. To finish my bucket list

w o1

Social interaction (n=6)

39. To visit friends and relatives
40. To make new friends

w

Figure 5-1. Preliminary findings of focus group interview — Push-based

travel motivation

Hong Kong tourists” outbound travel motivation

Push Factors

| | | | | | | 1
Rest and Family & Fun and Knowledge and Escape Self- Self- Social
relaxation friend excitement experience challenge fulfillment interaction
togetherness seeking needs

Want Hassle- Spend time Find thrills and Feel the special Get away from Travel b4 vigor Pilgrimage or Visit family and
free vacation with fam. & fds excitement atmosphere the demand degenerates worship friends
Spend my free A good time Have fun Exp. new and To get away Challenge Finish my bucket Make new
time/holiday with fam. & fds different culture from pressure physical abilities list friends

Kill time Create good Enjoy Broaden my To relieve daily Seek adventure Improve health

memory shopping horizon boredom and fitness
Being Gain better To check in and Fulfill self-
pampered understanding take a photo curiosity

Give my body a
rest

Strengthen fam,
& fds ties

Interested in
travelling

Exp. a place that
differs from HK
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5.3. Results of the expert panel review - Lay experts

To ensure content vitality, a group of expert panels was invited to review

measurements extracted from the focus group interview and provide suggestions as

to how to reinforce the representativeness of the developed constructs. The first

round of the expert panel review, including five Hong Kong tourists who had

travelled abroad at least five times within 24 months (lay experts), was conducted

in early July 2020. Each member was required to provide written comments on each

section and overall questionnaire design.

As can be seen in Table 5.3, the gender ratio was nearly equal, including three

female and two male members. Two-thirds of panel members were middle-aged

adults (aged between 35 and 44). Moreover, all of the panel members were well

educated.
Table 5-3. Demographic profile of lay experts
Lay Expert  Gender Age Education Occupation
group

A Female 18 - 25 Undergraduate Student

B Female 35-44 Graduate or above Prefer not to
answer

C Male 35-44 Undergraduate Architectural
designer

D Female 35-44 Undergraduate Prefer not to
answer

E Male 55 - 64 Graduate or above Retired

The major revision of the measurement items is listed below.
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Time perspective

e  “On balance, there is much better to recall than bad in my past.” was suggested
to change to “On balance, there is much more good to recall than bad in my past”.
e “A flood of wonderful memories” was suggested to change to “a lot of

wonderful memories”

Travel motivation — Push factors

e  “To kill time” was deleted
e  “To enjoy my life” was deleted
e  “To gain better understanding of family and friends” was suggested to change

to “To know about family and friends”.

e “To experience new and different foreign culture” and “To enrich my
knowledge about a foreign country” are suggested to combine to “To broaden
my horizon”.

e  “To improve my health and fitness” was deleted.

Travel attitude

e  “Fascinating” was deleted.

Travel intention

170



All lay experts commented that the measurement scales of travel intention are

satisfactory. Therefore, all items remained.

As suggested by panel members, some of the items are very similar. Participants
may not be able to distinguish between them, and the results may mix together. So,
the results from the first round of panel expert discussions might not be robust
enough. Therefore, a second round of panel experts were invited to further reinforce

the representativeness of the developed constructs in the preliminary survey.
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5.4. Results of the expert panel review - Content experts

A second round of the expert panel was used to ensure that that existing items
proceed to pilot study are subject to appropriate representative. Three academic
researchers who are expertise in tourist behaviour were invited. Each panel member
was asked to rate the existing items by using three-point Likert scale, where 1 = Not
representative, 2 = Somewhat representative, and 3 = Clearly representative. The
review was conducted in mid July 2020. An item who scored less than 2 was deleted
reflecting lack of representative. According to the expert’s comments, items that
were unrepresentative, redundant, or imprecise were dropped, and inappropriate

wording was revised. Table 5.4 presents the results of the panel review.

Time perspective

Rating for items for time perspective were mostly high, and mean score of each
item scored two or above. Therefore, none of the items were deleted in this part.
However, one potential issue was raised by panel members. Two members
questioned the accuracy and creditability of translation from English to Chinese.
One member recommended that the back-to-back translation technique may be used
to overcome translation problems across cultures. Therefore, back-to-back

translation was adopted for all items in the pilot study.

Travel motivation — Push factor
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The initial eight dimensions and 35 items were reduced to seven dimensions
containing 27 items. The dimension “Social interaction” was combined with the
dimension “Family & friends togetherness” as two members consider they were not
well differentiated by their respective meanings. In addition, some items in rest and
relaxation share same meaning and highly similar with each other. A re-check of
focus interviews showed that very few respondents (only one) mentioned “to let off
some steam”, “to have a hassle-free vacation”, “to slow down”, and “being
pampered”. Those items were deleted as their meaning appeared to be addressed by
other items in rest and relaxation. The same issue can also be found in the dimension,
“Fun and excitement”. Items “to find thrills and excitement” and “to have fun and/or
be entertained” revealed potentially highly correlation of content validity. The
expert panel recommended that it would be better to delete either one of them.

Therefore, the item “to find thrills and excitement” was deleted.

Travel attitude and travel intention

The results of the expert panel on travel attitude were satisfactory, all items scored
two or above. In terms of travel intention, all members commented that items have
enough content validity. Therefore, none of the items were deleted in travel attitude

and travel intention.
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Table 5-4. Content panel review results for all items

Member Member Member Mean
A B C score*

Time perspective

1. On balance, there is much more good to 2 3 2 2.33
recall than bad in my past.

2. Family childhood, sights, sounds, 3 2 2 2.33
smells often bring back a lot of
wonderful memories.

3. Happy memories of good times spring 3 3 3 3
readily to mind.

4. | get nostalgic about my childhood. 2 3 2 2.33

5. It gives me pleasure to think about my 3 3 3 3
past.

6. Painful past experiences keep being 3 3 2 2.67
replayed in the mind.

7. 1 think about the bad things that have 3 3 3 3
happened to me in the past.

8. Iwish I could go back in time and 2 2 2 2
correct my mistake.

9. Things rarely work out as | expected. 3 3 2 2.67

10. 1 often think of what | should have done 3 3 2 2.67
differently in my life.

11. Itis important to put excitement in my 3 2 3 2.67
life.

12. 1 feel that it is more important to enjoy 2 3 2 2.33
what are you doing than to get work on
done on time.

13. 1 make decisions on the spur of the 2 2 2 2
moment.

14. | find myself getting swept up in the 3 3 2 2.67
excitement of the moment.

15. Itry to live my life as fully as possible, 3 2 2 2.33
one day at a time.

16. | feel that luck pays off better than hard 2 2 3 2.33
work.

17. | feel that fate determines much in my 3 2 2 2.33
life.

18. It doesn't make sense to worry about the 2 2 3 2.33
future, since there is nothing that I can
do about it anyway.

19. Life today is too complicated; | would 3 3 3 3
prefer the simpler life of the past.

20. | can't really plan for the future because 3 3 3 3

the things change so much.
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21. When | want to achieve something, | set 3 3 3 3
goals and consider specific means for
reaching those goals.
22. Before making a decision, | weigh the 3 3 3 3
costs against the benefits.
23. Meeting tomorrow's deadlines and 3 3 3 3
doing other necessary work comes
before tonight's play.
24. | keep working at difficult and 1 2 3 2
uninteresting tasks if they help me get
ahead.
25. | am able to resist temptations when | 2 2 2 2
know that there is a work to be
done.
Push-based travel motivation
Rest and relaxation
1. To let off some steam. 1 2 1 1.33
2. Tospend my free time/holiday. 3 3 3 3
3. To have a hassle-free vacation. 1 2 1 1.33
4. To refresh my mind. 1 2 1 1
5. To give my body a rest. 3 3 3 3
6. To slow down. 1 1 2 1.33
7. Being pampered. 1 1 1 1
Family & friends togetherness
1. To spend time with family and friends 3 3 3 3
on trip.
2. To have a good time with friends and 2 1 1 1.33
family.
3. To create good memory with friends 3 3 3 3
and family.
4. To know more about family and friends. 3 3 3 3
5. To strengthen family and friend ties. 3 3 3 3
6. To visit friends and relatives. 3 3 3 3
7. To make new friends. 3 3 3 3
Escape
1. To get away from daily routine. 3 3 3 3
2. To get away from daily stress/pressure. 3 3 3 3
3. Torelieve daily boredom/busyness. 2 3 2 2.33
Knowledge and experience seeking
1. To feel the atmosphere of the vacation 1 2 1 1.33
destination.
2. To experience the authentic aspects of a 3 3 3 3
destination.
3. To visit a destination that | have never 3 3 3 3

been to.
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4. To see and experience a destination that 3 3 3 3
is different from Hong Kong.
5. To see how local people live and their 3 3 3 3
way of life.
6. To broaden my horizon. 3 3 3 3
7. To fulfil self-curiosity about the 3 3 3 3
destination | want to visit.
8. To inspect a place for future 3 3 3 3
immigration or study.
Fun and excitement
1. To find thrills and excitement. 2 2 2 2
2. To have fun and/or be entertained. 3 3 3 3
3. To enjoy shopping. 3 3 3 3
4. To check in and take a photo at the 2 2 2 2
tourist places.
5. To travel as much as possible before my 2 2 2 2
vigor degenerates.
Self-challenge
1. To challenge my physical abilities. 2 2 2 2
2. To have a feeling like I am on an 2 2 2 2
adventure.
Self-fulfilment needs
1. To go on pilgrimage or worship. 3 3 3 3
2. To finish my bucket list 2 2 3 2.33
Travel attitude
1. Exciting 3 3 3 3
2.  Worthwhile 3 2 3 2.33
3. Pleasant 3 3 3 3
4. Interesting 3 3 3 3
5. Attractive 3 3 3 3
6. Good 2 3 2 2.33
7. Wise 2 3 2 2.33
8. Arousing 2 3 3 2.67
Travel intention
1. Itis likely that I will travel abroad in 3 3 3 3
next 12 months.
2. lintend to travel abroad in next 12 3 3 3 3
months.
3.l want to travel abroad within 12 3 3 3 3
months.
4. | will save time and money within 12 2 2 2 2

months for the purpose of abroad.

*1 = Not representative, 2 = Somewhat representative, and 3 = Clearly representative
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Based on the comments from the two rounds of the panel review, an additional
section regarding respondents’ travel profile was added to understand their travel

characteristics.

5.5. Summary

This part of the thesis discusses the findings which emerged from focus group
interviews, and two arounds of expert panel reviews. After the data screening
conducted by panel review, the remaining items were then transferred to the
preliminarily survey for pilot study. The next chapter of this paper presents the

results of the pilot study and the main survey.
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CHAPTER 6: RESULTS OF STAGE TWO STUDY

6.1. Introduction

This chapter presents the results of the quantitative studies, including pilot test and
main survey. Therefore, this chapter is subdivided into two sections. The findings
of pilot test are presented in the first section including respondents’ profile,
normality test, descriptive analysis, and reliability analysis. The second section
involves the results of the main survey. Exploratory factor analysis (EFA),
confirmatory factor analysis (CFA), and structural equation modelling (SEM) are

used to achieve stated research objectives.

6.2. Pilot test

The next step in the procedure of scale development is the pilot test. The advantages
of pilot test are well documented in the literature. For this study, the core purpose
of pilot test is for item purification. Second, a pilot test prior to large scale
quantitative study, using initial instruments used for measurements in main study
and planned research procedures for data collection, would identify some potential
problems associated with questionnaire structure and data collection techniques.
Third, studies focusing on time perspectives in tourism are relatively few, therefore,
a preliminary analysis was used to test the applicability of time perspective in

tourism.
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6.2.1. Questionnaire design

An initial questionnaire (see Appendix 4) was established, based on the findings of
previous scale development procedures. The questionnaire started with two screen
questions, “are you a Hong Kong permanent resident over age 18?”, and “assuming
there is no COVID-19 intervention, do you have any travel plans for the next 12
months? The purpose of the two screening questions was to screen out irrelevant

submissions.

Apart from the screening questions, the questionnaire included six sections.
Respondents were asked to complete the questionnaire without considering the
intervention of COVID-19. The second section aimed to understand respondents’
time perspective. 25 items were measured of time perspective. Respondents were
required to ask this section based on the question “how characteristic or true is this
of you?”, using a 5-point Likert scale (from 1 = Very uncharacteristic, 2 =
Uncharacteristic, 3 = Neutral, 4 = Characteristic, 5 = Very characteristic). The third
section contained a checklist of 27 motives in relation to visiting a destination.
Travel attitude was measured with eight items in the fourth section. The fifth section
was related to respondents’ travel intention. These three sections, push-based travel
motivation, travel attitude, and travel intention, were evaluated by using a 5-point
Likert scale (from 1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 =

Strongly agree). Respondents’ travel profile was then be asked before demographic
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profile. The questions included where to visit, duration, number of visits at the

destination, etc. The last section was about respondents’ demographic information.

As recommended by content panel experts, a back-to-back translation technique
was used to ensure the translation of the questionnaire is accurate. An experience
editor who majored in Chinese and bilingual studies first did a translation from
English to traditional Chinese, and then the traditional Chinese version survey was
translated into English by another editor who is currently a journalist. Any
discrepancies in both versions were modified to correspond to the true meaning of
the statements. The final version was reviewed by a small group of tourism

researchers with competencies in both languages.

6.2.2. Data collection

An online survey was distributed from 02 August to 16 August 2020. The online

survey was administered by the researcher with the online questionnaire tool

SurveyMonkey (https://www.surveymonkey.com/), and a snowball sampling

technique was adopted. An informal invitation with research purposes was first
distributed to the potential respondents via researcher personal network. A survey
URL was sent to those who agreed to participate the online survey. Next, each
respondent was asked to nominate others for inclusion in the survey process. As a

result, 178 samples were received.
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6.2.3. Results of pilot test

6.2.3.1. Data screening and normality test

To ensure the data was capable of fulfilling the requirement of performing
quantitative analysis, the data was first scrutinized and cleaned. As discussed in
section 4.8, the sample size of the pilot test was to be 10% of the main survey. Since
the main survey should collect at least 500 samples for SEM, so that at least 50
valid responses should be received in the pilot study. 178 responses were collected
from online sources. Among of these, 28 cases were invalid due to incomplete

records. Eventually, 150 responses were useable for the sequence analysis.

Next, the data was examined to see if there are outliers in the dataset. The rule of
thumb to determine that the outliers need to be more than three standard deviations
away from the mean (Hair et al., 2010). As shown in Table 6.1, the standard
deviations for all items were between 0.67 and 1.15, so no items were found to be

unusual in the dataset.

Besides detecting outliers, a normality test was performed to determine whether the
data has been presented from a normally distributed population. Kline (2011) set
the cut-off point for skewness <3 and kurtosis <10 that are acceptable. The result
suggested the deviation of data from normality was below three for skewness and
ten for kurtosis, respectively. Although some of items (e.g., TP8, TM25, TA2, and

TAD) revealed a relatively high kurtosis (between three and four), respondents who
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volunteer for social science subject surveys tended to be more positive in their
responses. Nevertheless, the data collected for pilot test was assumed to be normally
distributed. Table 5.5 presents the descriptive statistics for time perspective, push-

based travel motivation, travel attitude, and travel intention.
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Table 6-1. Descriptive statistics for time perspective, push-based travel

motivation, travel attitude, and travel intention (n=150)

Code Item Mean SD Skewness Kurtosis
Time perspective!

TP1  When | want to achieve 3.85 0.78 0.02 -0.86
something, | set goals and
consider specific means for
reaching those goals.

TP2  Things rarely work out as | 2.84 0.80 0.22 -0.04
expected.

TP3  Painful past experiences keep 2.85 0.98 0.44 -0.47
being replayed in the mind.

TP4  On balance, there is much more 3.73 0.86 -0.49 -0.26
good to recall than bad in my
past.

TP5  Meeting tomorrow's deadlines 345 0.92 -0.32- -0.17
and doing other necessary work
comes before tonight's play.

TP6  Life today is too complicated; | 351 1.01 -0.53 0.09
would prefer the simpler life of
the past.

TP7  Family childhood, sights, sounds, 3.70  0.82 -0.89 1.02
smells often bring back a lot of
wonderful memories.

TP8 Itis important to put excitement 446 0.68 -1.53 4.10
in my life.

TP9 It gives me pleasure to think 3.63 0.76 -0.46 0.93
about my past.

TP10 It doesn't make sense to worry 319 1.02 -0.36 -0.35
about the future, since there is
nothing that | can do about it
anyway.

TP11 1 wish I could go back in time 320 1.15 -0.13 -0.83
and correct my mistake.

TP12 Itry to live my life as fully as 3.67 081 -0.25 -0.35
possible, one day at a time.

TP13 Ithink about the bad things that 323 095 -0.25 -0.23
have happened to me in the past.

TP14 | often think of what I should 3.01 0.87 0.16 -0.35
have done differently in my life.

TP15 I make decisions on the spur of 323 0.86 0.06 -0.83
the moment.

TP16 | keep working at difficult and 334 084 -0.17 -0.45

uninteresting tasks if they help
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me get ahead.

TP17 | get nostalgic about my 344 0.96 -0.15 -0.38
childhood.

TP18 I find myself getting swept up in 335 0.79 -0.22 0.24
the excitement of the moment.

TP19 | feel that luck pays off better 334 0.93 -0.13 -0.37
than hard work.

TP20 | feel that it is more important to 355 0.95 -0.51 -0.19
enjoy what are you doing than to
get work on done on time.

TP21 | feel that fate determines much 311 0.89 -0.11 0.06
in my life.

TP22 | am able to resist temptations 336 0.86 -0.20 -0.22
when | know that there is a work
to be done.

TP23 Happy memories of good times 340 0.72 0.19 -0.15
spring readily to mind.

TP24 Before making a decision, | 3.65 0.69 -0.42 0.14
weigh the costs against the
benefits.

TP25 | can't really plan for the future 321 0.88 0.07 -0.63
because the things change so
much.

Push-based travel motivation 2

TM1 To strengthen family and friend 327 110 -0.39 -0.68
ties

TM2 To see and experience a 421 0.85 -1.15 1.39
destination that is different from
Hong Kong

TM3  To visit a destination that I have 407 0.89 -0.93 0.59
never been to

TM4  To spend my free time/holiday 385 0.97 -0.70 -0.04

TM5  To give my body a rest 445 0.66 -1.24 2.08

TM6  To travel as much as possible 432 0.85 -1.47 2.27
before my vigour degenerates

TM7 To check in and take a photo at 358 0091 -0.29 -0.23
the tourist places

TM8  To finish my bucket list 353 1.07 -0.53 -0.42

TM9  To enjoy shopping 3.67 1.01 -0.61 0.05

TM10 To go on pilgrimage or worship 2.32 1.05 0.59 -0.06

TM11 To challenge my physical 243 112 0.62 -0.26
abilities

TM12 To see how local people liveand  3.89 0.91 -0.72 0.15
their way of life

TM13 To visit friends and relatives 323 1.09 -0.43 -0.48

TM14 To have a feeling like lamonan  3.04 1.10 -0.02 -0.82
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adventure

TM15 To have fun and/or be entertained 4.41  0.66 -1.09 1.87
TM16 To get away from daily routine 433 0.76 -1.27 2.32
TM17 To make new friends 3.25 1.00 -0.10 -0.19
TM18 To know more about family and 330 1.02 -0.56 -0.31
friends
TM19 To inspect a place for future 247  0.98 0.42 -0.21
immigration or study
TM20 To relieve daily 411 0.79 -1.28 2.92
boredom/busyness
TM21 To fulfil self-curiosity about the 421 0.74 -0.75 0.42
destination | want to visit
TM22 To spend time with family and 4.03 0.86 -1.15 2.04
friends on trip
TM23 To broaden my horizon 443 0.61 -0.72 0.55
TM24 To visit certain places at least 4.05 0.87 -0.61 -0.34
once in a lifetime
TM25 To get away from daily 432 0.78 -1.66 4.29
stress/pressure
TM26 To experience the authentic 421 0.66 -0.53 0.53
aspects of a destination
TM27 To create good memory with 412 0.87 -1.30 2.40
friends and family
Travel attitude?
All things considered, I think travelling abroad would be ... ...
TA1l Exciting 428 0.68 -0.80 1.07
TA2  Worthwhile 421 074 -1.34 3.83
TA3  Pleasant 428 0.72 -1.03 1.56
TA4  Interesting 423 0.67 -0.72 1.05
TA5  Attractive 423 071 -1.29 3.61
TA6 Good 428 0.68 -0.94 1.69
TA7 Wise 390 0.74 -0.54 0.98
TA8  Arousing 419 0.72 -0.74 0.70
Travel intention?
TI1  Itis likely that I will travel 439 0.74 -1.47 3.24
abroad in next 12 months.
TI2  lintend to travel abroad in next 435 0.79 -1.36 2.22
12 months.
TI3 I want to travel abroad within 12 433 0.83 -1.56 3.17
months.
TI4 1 will save time and money 381 094 -0.56 -0.03

within 12 months for the purpose
of traveling abroad.

Note!: 1 = Very uncharacteristic, 2 = Uncharacteristic, 3 = Neutral, 4 = Characteristic, 5 = Very
characteristic

Note?: 1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly agree
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6.2.3.2. Demographic profile of respondents and travel behaviour

As stated in the previous chapter, the sample population was Hong Kong residents
who plan to travel abroad for pleasure in the coming twelve months. As shown in
Table 6.2, a total of 150 usable responses were collected. Over half of the
respondents were female (58.7%). A nearly equal distribution was found in age,
36.0% (aged between 18 and 34) of the respondents were young, 38.7% (aged
between 35 and 54) were middle-aged adults, 25.3% (aged over 55) were senior
adults. Nearly 50% of the samples holds at least a bachelor degree or post graduate
degree qualification, indicating they are well educated. These three demographic
characteristics (gender, age, and education level) were found to be nearly
representative of Hong Kong residents by comparing the sample with past Hong
Kong population statistics. Personal monthly income varied, with approximately
23% of the respondents earning HKD 10,001 — 19,999, 18.0% earning HKD 20,001
— 29,999, and 8.7% earing HKD 30,001 — 39,999. The occupation mostly varied,
with the most frequently reported being work in advertising, public relations, and
the marketing industry (8.7%), followed by hospitality and tourism industry (7.3%)
and education industry (6.7%). The data shared similar percentages across marital

status, 42% of respondents were single while 41.3% were married.
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Table 6-2. Demographic profile of samples (n=150)

n % n %
Gender Monthly personal income (Optional)
Male 62 413 HKD 10,000 or below 8 5.3
Female 88 58.7 HKD 10,001 — 19,999 34 227
HKD 20,001 — 29,999 27 18.0
Age HKD 30,001 — 39,999 13 8.7
18-24 16 10.7 HKD 40,001 — 49,999 5 3.3
25-34 38 253 HKD 50,001 — 59,999 4 2.7
35-44 43  28.7 HKD 60,000 or above 6 4.0
45— 54 15 100 Not applicable 53 353
55-64 33 220
65 or above 5 3.3 Occupation by industry (Optional)
Advertising / Public 13 8.7
Education relations / Marketing
Primary school or 13 8.7 Hospitality and tourism 11 7.3
below Education 10 6.7
Secondary school 31  20.7 Medical 9 6.0
Diploma, Higher 36 240 Students 7 4.7
diploma, or Others 7 4.7
Associate degree Human resources 4 2.7
Undergraduate 47 313 management / Consultancy
Graduate or 23 153 Housewife 4 2.7
above Architecture / Building / 3 2.0
Construction
Marital status (Optional) Food and beverage 3 2.0
Single 63 42.0 Information technology 3 2.0
Married 62 413 Customer service 3 2.0
Divorced 3 2.0 Engineering 2 1.3
Widowed 1 0.7 Delivery / Shipping 2 1.3
Not applicable 21 140 Property management 2 1.3
Trading 1 0.7
Insurance 1 0.7
Media / Publishing 1 0.7
Not applicable 52 347

Over 60% of samples are more likely to travel to Northeast Asia (e.g., Japan, South

Korea, and Taiwan). 30.7% of respondents had been on seven or more visits at the

destination, whereas 30% and 34.7% of the pilot test participants had been on one
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to three, and four to six, respectively. Majority of respondents (80.7%) commented

their travel plan was affected by COVID-19.

Table 6-3. Travel characteristics of samples (n=150)

n % n %
Prefer to visit No. of visits at the destination
Northeast Asia 97 64.7 None 22 147
Southeast Asia 21 14.0 1 - 3times 45 30.0
Others 32 213 4 — 6 times 37 247
7 times or above 46  30.7
Duration
1 -2 days 0 0.0 Does COVID-19 affect your travel plan?
3 -5 days 37 247 Yes 121  80.7
6 — 8 days 74 493 No 29 193
9 days or above 39 26.0
How has COVID-19 affected? (n=121)
Very slightly 1 0.7
Slightly 9 6.0
Moderately 38 25.3
Very 32 213
Extremely 41 27.3

6.2.3.3. Exploratory factor analysis results

As recommended by Churchill's (1979) scale development process, exploratory

factor analysis (EFA) was used for item purification on all constructs. Although the

measurements for time perspective, travel attitude, and travel intention were

borrowed from the existing literature, there should be further examined to fit the

context of Hong Kong. The process of reassessed all items is very key step while

considering particular attention to dimensionality and reliability across cultures.

Therefore, EFA with the principal component was employed to determine the

underlying factors structure of time perspective (25 items), push-based travel
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motivation (27 items), travel attitude (8 items), and travel intention (4 items). The
suitability of exploratory factor analysis for structure detection was determined by
Kaiser—Meyer—Olkin (KMO) and Bartlett’s test of sphericity. The former may vary
between 0 and 1; High values (close to 1) imply that the data is adequate for factor
analysis. If the value is less than 0.70, the results probably will be redundant (Field,
2009). Bartlett’s test of sphericity examines whether a matrix is significantly
different from an identity matrix. As for exploratory factor analysis to work, a small
value (< 0.05) of the significance level is required (Kaiser, 1974). Furthermore, the
determination for a factor is based on several considerations: (1) eigenvalue is
greater than 1 (Kaiser, 1974); (2) factor loading should be higher 0.50 (Hair et al.,

2010); and (3) factor loading >0.50 on more than one factor were deleted.

EFA for time perspective

Considering KMO (0.711) and Bartlett’s test of sphericity (p <0.001), the results
indicate that the results revealed sufficient items for each factor. As expected, the
result was a three-factor structure with a total of 46.232% of explained variance.
These three factors were past time perspective, present time perspective, and future
time perspective. Six items (TP4, TP7, TP9, TP10, TP15, TP17), were deleted
because they had low factor loadings (<0.50). Table 5.8 shows the findings of EFA

for time perspective.
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Table 6-4. Results of EFA for time perspective (n=150)

Factor Eigen % of

Code Factor Loading value variance

Time perspective

(KMO =0.711; Bartlett’s Test of Sphericity p<0.000) 46.232
Past time perspective 2951 17.360
TP13 1think about the bad things that have 0.761
happened to me in the past.
TP23 Happy memories of good times spring 0.701
readily to mind.
TP3  Painful past experiences keep being 0.681
replayed in the mind.
TP14 | often think of what I should have done 0.681
differently in my life.
TP11 1 wish I could go back in time and correct 0.675
my mistake.
TP2  Things rarely work out as | expected. 0.572
Present time perspective 2.743  15.967
TP12 1try to live my life as fully as possible, one 0.727
day at a time.
TP25 | can't really plan for the future because the 0.700
things change so much.
TP18 | find myself getting swept up in the 0.678
excitement of the moment.
TP20 | feel that it is more important to enjoy 0.636
what are you doing than to get work on
done on time.
TP21 | feel that fate determines much in my life. 0.623
TP8 Itis important to put excitement in my life. 0.604
TP19 | feel that luck pays off better than hard 0.555
work.
TP6 Life today is too complicated; I would 0.523
prefer the simpler life of the past.
Future time perspective 2.194  12.905
TP5  Meeting tomorrow's deadlines and doing 0.692

other necessary work comes before
tonight's play.

TP24 Before making a decision, | weigh the costs  0.667
against the benefits.

TP16 | keep working at difficult and 0.634
uninteresting tasks if they help me get
ahead.

TP22 1am able to resist temptations when I know  0.623
that there is a work to be done.
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TP1 When I want to achieve something, I set 0.602
goals and consider specific means for
reaching those goals.

EFA for push-based travel motivation

The KMO index showed 0.774 and Bartlett’s Test of Sphericity was highly
significant. Thus, the factor analysis was suitable enough for the data explained.
After EFA, four factors were extracted with a total of 56.449 % of explained
variance. These four factors labelled Fun and escape (six items), Knowledge and
experience seeking (six items), Self-fulfilment needs (five items), and Family &
friends togetherness (four items). Table 5.9 shows the findings of EFA for push-

based travel motivation.
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Table 6-5. Results of EFA for push-based travel motivation (n=150)

Factor Eigen % of

Code Factor ) X
Loading value variance

Push-based travel motivation

(KMO = 0.774; Bartlett’s Test of Sphericity p<0.000) 56.449
Fun and escape 3.770  17.951
TM15 To have fun and/or be entertained 0.761
TM20 To relieve daily boredom/busyness 0.755
TM16 To get away from daily routine 0.663
TM25 To get away from daily stress/pressure 0.662
TM5 To give my body a rest 0.652
TM9 To enjoy shopping 0.636
Knowledge and experience seeking 3.119  14.850
TM3 To visit a destination that | have never been  0.754
o
TM23 To broaden my horizon 0.684
TM21 To fulfil self-curiosity about the destination  0.640
I want to visit
TM19 To inspect a place for future immigrationor ~ 0.616
study
TM2 To see and experience a destination that is  0.615
different from Hong Kong
TM26 To experience the authentic aspects of a  0.608
destination
Self-fulfilment needs 2.605  12.407
TM7 To check in and take a photo at the tourist ~ 0.731
places
TM8  To finish my bucket list 0.717
TM11 To challenge my physical abilities 0.653
TM10 To go on pilgrimage or worship 0.628
TM24 To visit certain places at least once in a  0.613
lifetime
Family & friends togetherness 2.361 11.241
TM1 To strengthen family and friend ties 0.776
TM18 To know more about family and friends 0.766
TM22 To spend time with family and friends on  0.679
trip
TM13 To visit friends and relatives 0.616
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EFA for travel attitude and travel intention

Separate factor analyses were also conducted to examine the underlying dimensions
of travel attitude and travel intention, respectively. In terms of travel attitude, KMO
and Bartlett’s Test of Sphericity gave satisfactory results, with overall KMO =
0.894, and significant level (<0.001) at Bartlett’s Test of Sphericity. As shown in
Table 6.6, travel attitude was found as a unidimensional construct with 62.919 %
of explained variance. The factor loading of each item was above the minimum
requirement (>0.50), which indicates that each item is able to provide the basis for

interpreting the factor, travel attitude.

Given that the KMO is higher than 0.60 with significant level (<0.001) on Bartlett’s
Test of Sphericity, Table 6.6 indicates that the test for sampling adequacy on travel
intention was sufficient to reveal satisfactory findings. In line with the EFA finding
of travel attitude, travel intention was a unidimensional construct providing

68.378% of the explained variance.
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Table 6-6. Results of EFA for travel attitude and travel intention (n=150)

Factor Eigen % of
Code  Factor Loading value variance
Travel attitude 62.919
(KMO = 0.894; Bartlett’s Test of Sphericity p<0.000) '
Travel attitude 5.034
TA3 Pleasant 0.882
TA2 Worthwhile 0.866
TA5 Attractive 0.852
TA4  Interesting 0.837
TA8  Arousing 0.783
TAl Exciting 0.783
TA6 Good 0.750
TA7 Wise 0.540
Travel intention 68.378
(KMO = 0.773; Bartlett’s Test of Sphericity p<0.000) )
Travel intention 2.735
IT2 lintend to travel abroad in next 12 months. 0.920
IT3 1 wantto travel abroad within 12 months. 0.883
IT1 Itis likely that I will travel abroad innext12  0.875
months.
IT4 | will save time and money within 12  0.587

months for the purpose of traveling abroad.

6.2.3.4. Construct reliability

After assessing dimensionality on each construct, a reliability test was used to

examine the internal consistency across all constructs. With reference to the

findings of factor analysis, time perspective and push-based travel motivation were

multi-dimensional constructs, while travel attitude and travel intention were treated

as unidimensional constructs. The reliability is confirmed if Cronbach’s Alpha is

higher than the cut-off value of 0.70 (Hair et al., 2010). As indicated in Table 6.7,
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Cronbach’s Alpha values for all constructs were 0.70 or above, indicating that all

of the items really do reflect the respective construct.

Table 6-7. Construct reliability

Construct Items Cronbach’s Alpha
Time perspective

Past time perspective 6 0.768

Present time perspective 8 0.734

Future time perspective 5 0.780
Push-based travel motivation

Fun and escape 6 0.820

Knowledge and experience 6 0.770

seeking

Self-fulfilment needs 5 0.724

Family & friends togetherness 4 0.706
Travel attitude 8 0.912
Travel intention 4 0.824

6.2.4. Final instrument

The final instrument consisted of eight sections with samples shown in Appendix
5. The first part included two screening questions, which were aimed at filtering out
irrelevant samples. The second section assessed the respondents’ time perspective
(19 questions). 21 questions regarding respondents' push-based travel motivation
were asked in the third section. The fourth section required respondents to evaluate
their travel attitude with eight items regarding the feelings towards outbound travel.
The fifth section measured respondents’ travel intention in the coming twelve
months with four questions. The sixth section aimed to understand the travel

characteristics of the respondents. Questions regarding the desired destination plan
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to visit, length of travel, and the impact of the degree of COVID-19 were then asked.

The final section included demographic variables.

6.3. Main survey

Data screening is first conducted to ensure the data are useable, reliable, and valid.
Respondent profile and descriptive analysis are shown in this chapter. To examine
stability of the factor structure, the data was randomly split into two groups. The
first group was used for exploratory factor analysis (EFA), while the remaining
group was for confirmatory factor analysis (CFA). Once the measurement model
was developed, follow-up data analyses (e.g., validity and reliability tests) were
subsequently conducted. Finally, structural equation modelling (SEM) was used to

examine the proposed research model with the whole sample.

The online survey was posted on various online travel communities based in Hong
Kong. Eventually, 719 answers to the questionnaire were received, and the
completion rate was 75%. On average, respondents spent about five minutes in total,
answering the whole questionnaire. Prior to testing the measurement model and the
structural model, raw data were checked for missing values, univariate outliers, and

normality. The following paragraphs present the results of data examination.

6.3.1. Missing value and normality
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Although an online survey collected 719 responses, this was not a valid sample size
for sequential data analysis. The reason was that some respondents did not meet the
screening questions of having travel plans in the coming twelve months, and some
did not complete the whole survey. Among the 719 responses, 98 were eliminated
over the two screening questions, so the remaining 621 were qualified sample
respondents. However, an additional 89 cases were found to be in serious violation
of the terms of the survey as these respondents had quit the survey after answering

several questions. So, they were also excluded from this study, leaving 532 cases.

No missing values for the items testing measurement model and structural model
were found in the data set because the respondents were forced to answer each

question except some demographic variables.

A normality test was conducted to determine if the sample data were normally
distributed. The most widely used indicators for normality test rely on skewness
and kurtosis (Kline, 2011). In the present study, skewness and kurtosis were used
to check how well all items fit a distribution from a population with a normal
distribution. Although there is no consensus on the cut-off value for normality,
Field (2009) and Kline (2011) suggested that a value of standardized skewness
greater than three may cause a problematic situation, and a value of standardized

kurtosis higher than ten may reflect an outlier.
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Table 6.8 presents the skewness and kurtosis of variables for measuring time

perspective, push-based travel motivation, travel attitude, and travel intention. Most

of the variables were negatively skewed. The skewness statistics ranged from -

0.976 to -0.335 for time perspective, from -0.732 to -0.291 for push-based travel

motivation, from -0.979 to -0.729 for travel attitude, and from -0.884 to -0.493 for

travel intention. On the other hand, most variables showed positive kurtosis,

ranging from 0.959 to -0.525 for time perspective, from 1.031 to -0.828 for push-

based travel motivation, from 1.552 to 0.456 for travel attitude, and from 0.572 to

-0.258 for travel intention. Thus, the data are considered acceptable in normal

univariate distribution.

Table 6-8. Descriptive statistics for all measurement items (n=532)

Time perspective?

Mean

SD

Skewness

Kurtosis

TP8

TP6

TP1

TP24

TP23

TP12

TP20

It is important to put
excitement in my life.

Life today is too
complicated; | would prefer
the simpler life of the past.
When | want to achieve
something, | set goals and
consider specific means for
reaching those goals.
Before making a decision, |
weigh the costs against the
benefits.

Happy memories of good
times spring readily to
mind.

I try to live my life as fully
as possible, one day at a
time.

| feel that it is more
important to enjoy what are
you doing than to get work

4.02

3.81

3.80

3.79

3.77

3.76

3.73

0.883

1.016

0.742

0.757

0.755

0.837

0.896

-0.976

-0.766

-0.351

-0.465

-0.443

-0.462

-0.522

0.959

0.138

0.152

0.113

0.360

0.040

-0.121
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TPS

TP19

TP16

TP13

TP11

TP14

TP18

TP22

TP21

TP3

TP2

TP25

on done on time.

Meeting tomorrow's
deadlines and doing other
necessary work comes
before tonight's play.

| feel that luck pays off
better than hard work.

| keep working at difficult
and uninteresting tasks if
they help me get ahead.

I think about the bad things
that have happened to me in
the past.

I wish | could go back in
time and correct my
mistakes.

| often think of what |
should have done differently
in my life,

I find myself getting swept
up in the excitement of the
moment.

| am able to resist
temptations when | know
that there is a work to be
done.

| feel that fate determines
much in my life.

Painful past experiences
keep being replayed in the
mind.

Things rarely work out as |
expected.

| can't really plan for the
future because the things
change so much.

3.70

3.69

3.68

3.68

3.68

3.65

3.58

3.55

3.55

3.51

3.50

3.46

0.855

0.912

0.824

0.891

0.973

0.906

0.855

0.883

0.908

0.996

0.952

0.931

-0.646

-0.453

-0.409

-0.770

-0.881

-0.557

-0.335

-0.476

-0.460

-0.377

-0.340

-0.382

0.347

-0.158

-0.282

0.569

0.521

-0.022

-0.098

0.069

0.035

-0.668

-0.525

-0.317

Push-based travel
motivation2

Mean

SD

Skewness

Kurtosis

TM26

TM23
T™M22

TM2

To experience the authentic
aspects of a destination

To broaden my horizon

To spend time with family
and friends on trip

To see and experience a
destination that is different

4.10

3.94
3.92

3.90

0.740

0.812
0.810

0.843

-0.521

-0.404
-0.793

-0.610

0.022

-0.359
1.031

0.328
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from Hong Kong

TM3  To visit a destination that | 3.87 0.855 -0.553 -0.016
have never been to

TM5  To give my body a rest 3.85 0.871 -0.421 -0.298

TM13 To have fun and/or be 3.85 0.843 -0.705 0.581
entertained

TM21 To fulfil self-curiosity about 3.81 0.857 -0.449 -0.254
the destination | want to
visit

TM20 To relieve daily 3.80 0.878 -0.625 0.214
boredom/busyness

TM16 To get away from daily 3.78 0.996 -0.620 -0.118
routine

TM25 To get away from daily 3.75 0.945 -0.627 0.112
stress/pressure

TM7  To check in and take a 3.73 0.895 -0.623 0.203
photo at the tourist places

TM15 To visit certain places at 3.73 0.882 -0.485 0.059
least once in a lifetime

TM8  To finish my bucket list 3.72 0.964 -0.790 0.329

TM18 To know more about family 3.70 0.888 -0.617 0.501
and friends

TM24 To visit friends and relatives 3.70 1.055 -0.711 -0.066

TM1  To strengthen family and 3.56 0.956 -0.437 -0.116
friend ties

TM9  To enjoy shopping 3.54 0.927 -0.483 -0.018

TM11 To challenge my physical 3.35 1.178 -0.532 -0.719
abilities

TM19 To inspect a place for future 3.30 1.133 -0.291 -0.785
immigration or study

TM10 To go on pilgrimage or 3.28 1.210 -0.446 -0.828
worship
Travel attitude? Mean SD Skewness Kurtosis
All things considered, I think travelling abroad would be ... ...

TA8  Arousing 4.21 0.727 -0.732 0.456

TAl1  Exciting 4.21 0.722 -0.766 0.641

TA3  Pleasant 4.20 0.751 -0.857 0.755

TA6  Good 4.20 0.732 -0.818 0.807

TA4  Interesting 4.19 0.709 -0.729 0.755

TA5  Attractive 4.09 0.770 -0.856 1.126

TA2  Worthwhile 4.05 0.836 -0.979 1.441

TA7  Wise 3.83 0.795 -0.735 1.552
Travel intention? Mean SD Skewness Kurtosis
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TI3 | want to travel abroad 4.22 0.829 -0.884 0.572

within 12 months.

TI1 Itis likely that I will travel 4.20 0.832 -0.726 -0.119

abroad in next 12 months.

TI2 | intend to travel abroad in 418 0.844 -0.842 0.440

next 12 months.

T4 I will save time and money 3.90 0.908 -0.493 -0.258

within 12 months for the
purpose of traveling abroad.

Note': 1 = Very uncharacteristic, 2 = Uncharacteristic, 3 = Neutral, 4 = Characteristic, 5 = Very
characteristic
Note?: 1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly agree

6.3.2. Outliers

The most widely used approach for detecting outliers relies on univariate, bivariate
and multivariate perspectives. The first two perspectives were not relevant because
the variables employed in the present study were more than two. Kline (2011)
commented that it is important to detect multivariate outliers, especially for a study
performing SEM. Taking into account of survey design and data analysis technique,

multivariate outliers were selected.

Multivariate outliers detection was tested by Mahalanobis distance. This method is
based on the detection of data points far from the centroid that is calculated as the
intersection of the mean of the variables being assessed. The results showed that 13
cases were detected as outliners as they were significant at 0.001 level. After the
deletion of 13 cases, the eligible sample size was 519 for testing the measurement

model and the structural model.
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6.3.3. Demographic profile of respondents and travel behaviour

Table 6.9 summarizes the profile of the sample in terms of principal demographic

characteristics, which are briefly described hereunder.

Gender: 43.2% were male and 56.8% female.

Age: A considerable proportion of respondents were in the 25 — 34 age group
(31.4%) and 18 — 24 (25.0%). Some were in the age group 35 — 44 (24.1%).
Respondents aged over 55 accounted for a very small percentage (8.5%). This
accords with the previous studies, which showed that Hong Kong online travel

community users are mostly young people (Lau et al., 2019; Luo & Lam, 2020).

Education level: Majority of the respondents had received undergraduate education
or above (71.9%), and nearly 14% of the respondents were secondary school or

below. It appears that the sample respondents were well educated - a trend

consistent with previous studies (Lau et al., 2019; Luo & Lam, 2020).

Marital status: Two thirds of them were single, divorced, or widowed, while the

remaining ones were married.
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Monthly personal income: Nearly half of the respondents had a monthly personal
income of HKD 20,001 — HKD 29,999 (45.1%), followed by HKD 10,001 — HKD
19,999 (20.5%) and HKD 30,001 — HKD 39,999 (16.4%). The results are consistent
with the latest statistics provided by the Hong Kong Census and Statistics
Department (2020b), which indicate that the median monthly personal income is

HKD 19,000.

Occupation by industry: Around 10% of the respondents were related to hospitality
and tourism industries. The next largest category comprised food and beverage
related industries (8.7%), students (8.3%) and customer services related industry.

Nearly 240 respondents (34.7%) preferred not to answer.

Concerning the representativeness of the survey, the sample profile was cross-
checked with the recent statistics provided by Hong Kong Census and Statistics
Department (2020a). The demographic profile of sample respondent in this study
showed similar distributions of gender, age, and personal monthly income as that
found in the findings of Hong Kong Census and Statistics Department (2020a).
Regarding the education level, since those in the sample were well-educated and
familiar with the use of information technology to gain travel related information,

so that they were slightly different from the general population.
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Table 6-9. Demographic profile of samples (n=519)

n % n %
Gender Monthly personal income (Optional)
Male 224 432 HKD 10,000 or below 28 9.6
Female 295 56.8 HKD 10,001 — 19,999 60 20.5
HKD 20,001 — 29,999 132 451
Age HKD 30,001 — 39,999 48 164
18-24 130 25.0 HKD 40,001 — 49,999 14 48
25-34 163 314 HKD 50,001 — 59,999 5 1.7
35-44 125 241 HKD 60,000 or above 6 2.0
45 - 54 57 11.0 Not applicable 226
55 or above 44 8.5
Occupation by industry (Optional)
Hospitality and tourism 29 105
Education Food and beverage 24 8.7
Primary school or 21 4.0 Students 23 8.3
below Customer service 23 83
Secondary school 49 94 Accounting / Banking / 22 79
Financial services / Audit '
Diploma, Higher 76 14.6 Education 21 7.6
diploma, or Civil services 17 6.1
Associate degree Advertising / Public
; : 16 5.8
relations / Marketing
Undergraduate 327 63.0 Information technology 13 4.7
Graduate or 46 8.9 Medical 12 43
above Engineering 11 40
Property management 11 40
Marital status (Optional) Delivery / Shipping 3.2
Single / Divorced 173  61.0 Human resources 8 29
management / Consultancy '
/ Widowed Human resources
8 2.9
management / Consultancy
Married 111 39.0 Housewife 8 2.9
Not applicable 235 Media / Publishing 8 2.9
Architecture / Building / 5 29
Construction '
Trading 5 1.8
Insurance 5 1.8
Legal services 4 1.4
Not applicable 242

Table 6.10 presents the results of the travel characteristics of the respondents.
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Prefer to visit: Over 65% of the respondents were most impressed with destinations
in Northeast Asia (i.e., South Korea, Japan, Taiwan, and China), and followed by

Southeast Asia (17.0%).

Duration: Approximately 40% of the respondents plan to spend between three and
five days on their vacation. The next largest category was made up of those between
six and eight days. These findings are consistent with Lau et al. (2019), which found
that most of the Hong Kong tourists surveyed spent between three and nine days at

destinations away from Hong Kong.

Number of prior visits to the destination: Majority of respondents indicated they
were repeat travellers. 43% had travelled to the destination one to three times, and

nearly 37% had travelled four to six times.

Does COVID-19 affect your travel plan: Because of the nearly ubiquitous presence
of COVID-19 in people’s lives, there is a clear consensus among respondents about
its ultimate impact on existing and future travel plans. Over 80% of the respondents
reported that their travel plans were affected by COVID-19. This impact was
described as “moderate” (30.9%) and “extreme” (23.7%) also, but the largest

proportion (41.5%) of respondents said they had been “very” affected.

205



Table 6-10. Travel characteristics of samples (n=519)

n % n %
Prefer to visit No. of prior visits at the destination
Northeast Asia 340 65.5 None 29 5.6
Southeast Asia 88 17.0 1 — 3 times 223 43.0
Europe 75 145 4 — 6 times 195 375
Others 16 3.0 7 times or above 72 139
Duration
1-2days 93 179 Does COVID-19 affect your travel plan?
3-5days 217 418 Yes 431 83.0
6 — 8 days 136 26.2 No 88 17.0
9 days or above 73 141

How has COVID-19 affected? (n=431)

Very slightly 3 0.7
Slightly 14 3.2
Moderately 133 30.9
Very 179 415
Extremely 102 23.7

6.3.4. Descriptive statistics

6.3.4.1. Time perspective

The 19 items in the time perspective were ranked by mean value (Table 6.11). The

two items related to the present time perspective, “It is important to put excitement

in my life” (mean = 4.03) and “Life today is too complicated; I would prefer the

simpler life of the past” (mean = 3.82) were ranked the highest. However, relatively

low mean scores were recorded for items related to the present time perspective, “I

can't really plan for the future because things change so much” (mean = 3.51) and

past time perspective, “Things rarely work out as expected” (mean = 3.51).
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Table 6-11. Ranking of items in time perspective by mean value (n=519)

Code Item Mean* SD

TP8 It is important to put excitement in my life. 4.03 0.865

TP6 Life today is too complicated; | would prefer the 3.82 1.001
simpler life of the past.

TP1  When | want to achieve something, | set goals 3.80 0.743
and consider specific means for reaching those
goals.

TP24  Before making a decision, | weigh the costs 3.79 0.762
against the benefits.

TP23  Happy memories of good times spring readily to 3.78 0.741
mind.

TP12  1try to live my life as fully as possible, one day 3.76 0.827
at a time.

TP20 | feel that it is more important to enjoy what are 3.75 0.874
you doing than to get work on done on time.

TP5 Meeting tomorrow's deadlines and doing other 3.71 0.848
necessary work comes before tonight's play.

TP16 | keep working at difficult and uninteresting 3.70 0.816
tasks if they help me get ahead.

TP19 | feel that luck pays off better than hard work. 3.70 0.902

TP13 | think about the bad things that have happened 3.68 0.882
to me in the past.

TP11 I wish I could go back in time and correct my 3.68 0.966
mistake.

TP14 1 often think of what | should have done 3.65 0.907
differently in my life.

TP18 I find myself getting swept up in the excitement 3.58 0.852
of the moment.

TP21 | feel that fate determines much in my life. 3.56 0.900

TP22 | am able to resist temptations when | know that 3.56 0.879
there is work to be done.

TP2 Things rarely work out as | expected. 3.51 0.954

TP3 Painful past experiences keep being replayed in 3.51 0.986
the mind.

TP25 | can't really plan for the future because the 3.47 0.925

things change so much.

Note: 1 = Very uncharacteristic, 2 = Uncharacteristic, 3 = Neutral, 4 = Characteristic, 5 = Very
characteristic

6.3.4.2. Push-based travel motivation
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As shown in Table 6.12, 21 items were used to measure push-based travel

motivation. Broadly speaking, respondents gave relatively high scores to push-

based travel motivation, as all items were above the standard benchmark (>2.5).

Four items concerning seeking new travel experience scored the highest, which

were “To experience the authentic aspects of a destination” (mean = 4.09), “To

broaden my horizon” (mean = 3.94), “To see and experience a destination that is

different from Hong Kong” (mean = 3.90), and “To visit a destination that | have

never been to” (mean = 3.88). Generally, scales relating to push-based travel

motivation were well-regarded by Hong Kong outbound tourists as they scored

higher than average mean scores.

Table 6-12. Ranking of items in push-based travel motivation by mean value

(n=519)
Code Item Mean* SD
TM26 To experience the authentic aspects of a 4.09 0.736
destination
TM23 To broaden my horizon 3.94 0.812
TM22 To spend time with family and friends on trip 3.92 0.791
TM2  To see and experience a destination that is 3.90 0.839
different from Hong Kong
TM3  To visit a destination that | have never been to 3.88 0.846
TM13 To have fun and/or be entertained 3.84 0.847
TM5  To give my body a rest 3.83 0.872
TM21 To fulfil self-curiosity about the destination I 3.81 0.851
want to visit
TM20 To relieve daily boredom/busyness 3.80 0.868
TM16 To get away from daily routine 3.76 0.993
TM25 To get away from daily stress/pressure 3.75 0.940
TM7  Tocheck in and take a photo at the tourist places 3.74 0.882
TM18 To know more about family and friends 3.72 0.870
TM8  To finish my bucket list 3.72 0.951
TM15 To visit certain places at least once in a lifetime 3.72 0.884
TM24 To visit friends and relatives 3.71 1.044
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TM1  To strengthen family and friend ties 3.58 0.937

TM9  To enjoy shopping 3.54 0.931

TM11 To challenge my physical abilities 3.34 1.174

TM19 To inspect a place for future immigration or 3.31 1.126
study

TM10 To go on pilgrimage or worship 3.28 1.211

Note: 1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly agree

6.3.4.3. Travel attitude

In terms of travel attitude, all measurement items received relatively high mean

scores, as all mean values were higher than 3.80. It may be said that travelling

99 ¢¢ 2% ¢¢ 2 ¢

abroad is “arousing”, “exciting”, “pleasant”, “interesting”, and “good”.

Table 6-13. Ranking of items in travel attitude by mean value (n=519)

Code Item Mean* SD
All things considered, I think travelling abroad would be ... ...

TA8  Arousing 4.23 0.707
TAl1  Exciting 4.22 0.703
TA3  Pleasant 4.22 0.725
TA4  Interesting 4.20 0.684
TA6  Good 4.20 0.719
TA5  Attractive 4.10 0.750
TA2  Worthwhile 4.06 0.802
TA7  Wise 3.84 0.782

Note: 1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly agree

6.3.4.4. Travel intention

Overall, the vast majority of respondents said that they expected to travel abroad

within the next 12 months, indicated by the relatively high scores for travel
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intention. Specifically, “I want to travel abroad within 12 months” (mean = 4.23)

received the highest mean score.

Table 6-14. Ranking of items in travel intention by mean value (n=519)

Code Item Mean* SD

TI3 | want to travel abroad within 12 months. 4.23 0.802

TI1 It is likely that I will travel abroad in next 12 4.21 0.817
months.

TI2 | intend to travel abroad in next 12 months. 4.20 0.813

T4 I will save time and money within 12 months for 3.91 0.901

the purpose of traveling abroad.
Note: 1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly agree

6.3.5. Assessing factor structure stability

Assessing factor structure stability is a critical step in predicting endogenous
variable(s) and ensuring generalizability of research findings. To examine factor
stability, Anderson and Gerbing (1988) suggested that researchers should take a
data set and cut it into two parts. One data set to find the factor structure, the other
data set to confirm it. Cross validation may produce additional justification of
robustness of the sample and help avoid capitalization by chance. In that case, a
total of 519 samples were divided into two subsets, namely group one and group
two. The former group (n=260) is examined by EFA while the latter (n=259) was
tested by CFA to further validate the results generated from EFA in group one.
After the measurement model was confirmed, the SEM was examined using the

whole sample.
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6.3.5.1. Exploratory factor analysis of the measurement model

EFA was performed to assess dimensionality of the four constructs. Consistent with
pilot study, principal component matrix with varimax rotation has been used in this
section. Determination of factor structure is based on several criteria: (1) the total
percentage of explained variance is higher than 50%; (2) KMO is above 0.700 and
Bartlett’s Test of Sphericity at 0.05 significance level; and (3) an item is dropped if
the factor loading is either below 0.50 or cross loading where loading is higher than

0.300 on more than one item.

Regarding time perspective, of the 19 items, three items (TP2, TP6, and TP8) were
dropped because their factor loadings were below 0.50. The second round of factor
analysis were conducted, and a three-factor solution was derived, including five
items for past time perspective, six items for present time perspective, and five
items for future time perspective. In terms of travel motivation, two items (TM19
and TM24) yielded low factor loadings (< 0.50) from the results for push-based
travel motivation, so they were eliminated. Travel attitude and travel intention were
treated as a single factor. However, TA7 and IT4 were dropped as their loadings
were below 0.50. Following the general consensus recommended guideline for
using a reliability level of 0.70, the analysis indicated that all constructs were highly

reliable.
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Table 6-15. Results of the exploratory factor analysis in group one (n=260)

Factor Eigen % of

Code Factor ) X
Loading value variance

Time perspective

(KMO = 0.842; Bartlett’s Test of Sphericity p<0.000) 57394
Past time perspective (0¢=0.832) 3.158  19.740
TP11 1 wish I could go back in time and correct  0.784
my mistake.
TP13 | think about the bad things that have  0.781
happened to me in the past.
TP23 Happy memories of good times spring  0.762
readily to mind.
TP3  Painful past experiences keep being  0.743
replayed in the mind.
TP14 | often think of what I should have done  0.709
differently in my life.
Present time perspective (¢=0.811) 3.142  19.636
TP19 | feel that luck pays off better than hard  0.755
work.
TP25 I can't really plan for the future because the ~ 0.715
things change so much.
TP18 | find myself getting swept up in the 0.714
excitement of the moment.
TP21 | feel that fate determines much in my life. 0.711
TP20 | feel that it is more important to enjoy what ~ 0.695
are you doing than to get work on done on
time.
TP12 Itry to live my life as fully as possible, one  0.695
day at a time.
Future time perspective (¢=0.818) 2.883  18.018
TP1 When | want to achieve something, | set 0.771
goals and consider specific means for
reaching those goals.
TP22 | am able to resist temptations when | know  0.761
that there is work to be done.
TP16 I keep working at difficult and uninteresting ~ 0.758
tasks if they help me get ahead.
TP24 Before making a decision, | weigh the costs ~ 0.751
against the benefits.
TP5  Meeting tomorrow's deadlines and doing  0.666
other necessary work comes before
tonight's play.
Push-based travel motivation 54671

(KMO = 0.773; Bartlett’s Test of Sphericity p<0.000)
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Fun and escape (0=0.820) 3.251 17.112
TM15 To have fun and/or be entertained 0.759
TM5  To give my body a rest 0.734
TM25 To get away from daily stress/pressure 0.723
TM9  To enjoy shopping 0.722
TM20 To relieve daily boredom/busyness 0.719
TM16 To get away from daily routine 0.686
Knowledge and experience seeking
(a=0.756) 2.632  13.852
TM2 To see and experience a destination that is  0.747
different from Hong Kong
TM23 To broaden my horizon 0.725
TM21 To fulfil self-curiosity about the destination ~ 0.698
| want to visit
TM26 To experience the authentic aspects of a  0.687
destination
TM3  To visit a destination that | have never been  0.671
to
Self-fulfilment needs (a=0.735) 2.288  12.042
TM11 To challenge my physical abilities 0.773
TM10 To go on pilgrimage or worship 0.761
TM8  To finish my bucket list 0.730
TM7 To check in and take a photo at the tourist ~ 0.686
places
Family & friends togetherness (a=0.700) 2216  11.665
TM1 To strengthen family and friend ties 0.766
TM18 To know more about family and friends 0.732
TM22 To spend time with family and friends on  0.729
trip
TM13 To visit friends and relatives 0.657
Travel attitude
(KMO = 0.864; Bartlett’s Test of Sphericity p<0.000)
Travel attitude (0=0.852) 3.763  53.751
TA5  Attractive 0.793
TA2  Worthwhile 0.789
TA3  Pleasant 0.785
TA8  Arousing 0.749
TA6 Good 0.739
TA4  Interesting 0.728
TAl Exciting 0.508
Travel intention
(KMO = 0.741; Bartlett’s Test of Sphericity p<0.000)
Travel intention (a=0.887) 2.448  81.597
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ITL  Itis likely that I will travel abroad in next  0.919
12 months.

IT3 | wantto travel abroad within 12 months. 0.900

IT2 lintend to travel abroad in next 12 months. 0.890

Note: a= Cronbach's alpha

6.3.5.2. Confirmatory factor analysis of the measurement model

CFA was conducted using AMOS 26 to validate the results obtained from the EFA
(Group 1). Since push-based travel motivation included sub-constructs, the second
order confirmatory factor analysis techniques were adopted. As highlighted in
Section 4.9.5.5, Chi-square test used in conjunction with RMSEA (< 0.05), RMR
(<0.70) and TLI (> 0.90) and CFI (> 0.90) indices were used to determine whether
the measurement model fits well. After achieving the guideline-recommended fit
indices, the hypothesized model was subsequently checked by construct reliability,
convergent validity, and discriminant validity. First, construct reliability was
understood through composite reliability. In general, a composite construct
reliability value of 0.70 or higher indicates good reliability, while a value between
0.60 and 0.70 is acceptable (Hair et al., 2010). Second, as shown in previous section
(Chapter 4.9.5.1), convergent validity is adequately confirmed if average variance
extracted (AVE) passes the cut-off point of 0.50. Third, discriminant validity is
confirmed if AVE estimates between two factors is higher than the square of the

correlation coefficient between the two factors.

The results of CFA showed that the chi-square is statistically significant (p<0.000)

which indicates that the proposed model and the observed data are different. Indeed,
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the chi-square test is largely dependent on sample size. It appears that a higher
sample size increases the possibility of generating a statistically significant chi-
square. (Schumacker & Lomax, 2010). More importantly, there is now broad
consensus that CFA and SEM should be conducted with large sample sizes, thus,
the chi-square is often significant. As such, the need is to use other fit indices in

conjunction with chi-square test.

Overall, the goodness-of-fit indices were within an acceptable range (> =1217.625,

df = 933, p<0.000, y * df =1.305, RMSEA =0.036, RMR =0.052, TLI =0.934,

CFI = 0.933). It can be concluded that the overall fit indices indicate that the
hypothesized model reasonably fitted into the structure underlying the observed

data.

Based on the results of CFA, push-based travel motivation is confirmed as a multi-
dimensional construct, which contains four factors. The first factor confirmed in
CFA, Fun and escape, consisted of six items associated with the fulfilment of
having fun and being escape through holiday vacation. Fun has been commonly
considered as a fundamental concept of motivation factor in the general travel
population (Li & Cai, 2012). The implication is that Hong Kong tourists expect
travel is a way to look for fun and pleasant. In a review of travel motivation theories,
escape was also considered as a top motivation (Iso-Ahola, 1982; Pearce, 1988).

This study also proved that the dichotomy of these two travel motivations were
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correspondent with each other because tourists may be engaged in both motives

simultaneously.

Knowledge and experience seeking is the second dimension of push-based travel
motivation. This factor underscores Hong Kong tourists’ interests in learning and
discovering unique experience that cannot be found in their daily lives apart from
travel. This dimension broadly supports the work of some motivational frameworks
linking novelty-seeking and learning with travel motivation (e.g., Crompton, 1979;
Pearce, 1988). An item, to broaden my horizon, seems to associate with a holistic
learning experience for Hong Kong tourists by travelling abroad. Hong Kong
tourists appear to view visiting a destination as an important means to familiarize

themselves with a broader range of knowledge.

The third factor, self-fulfilment needs included five items. It involves both spiritual
and physical motives to achieve personal goals. As each tourist is unique, the self-
fulfilment needs lead tourists in different directions. This study found that tourists’
self-fulfilment needs can be achieved through challenging physical abilities,
visiting a sacred place for religious devotion, and finishing the bucket list. This
dimension corroborates the findings of a great deal of the previous work in travel
motivation (Chen & Tsai, 2019; Chen & Xiao, 2013). One of the most interesting
observation in this factor contains a unique statement, to check in and take a photo
at the tourist places. It should be mentioned that this item was originally extracted

from the focus group interview as part of the fun dimension. This item expresses
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Hong Kong tourists’ desire to remember memorable travel experience long after it

has passed.

The last factor is family & friends togetherness, including four items. Tourism
scholars have supported that travel reveals an opportunities for family and friends
to build intimacy relationships and promote a sense of togetherness (Yoon & Uysal,
2005). The function of pleasant travel for the purpose of building intimacy
relationships among a group of people, e.g., family members, couples, friends, and
colleagues, appears to be important to Hong Kong tourists, as shown by some items
being included in this dimension. Given the unfamiliar environment of tourism
settings, travel can facilitate the ease with which individuals develop strong

relationships and maintain an emotional connection within the tourist bubble.
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Table 6-16. Results of the confirmatory factor analysis in group two (n=259)

Std. Factor
Loading CR P
Past time perspective 0.852
I _often thlpk of \_/vhat | should have done 0.757 NA
differently in my life.
| think about the bad things that have 0.743 ok
happened to me in the past.
Painful past experiences keep being replayed 0.739 -
in the mind.
Happy memories of good times spring 0.714 o
readily to mind.
I wish I could go back in time and correct my 0.704 ok
mistake.
Present time perspective 0.855
| feel that luck pays off better than hard work. 0.740 Fhx
| feel that it is more important to enjoy what 0.726 Fhx
are you doing than to get work on done on
time.
I try to live my life as fully as possible, one 0.714 Fhx
day at a time.
I can't really plan for the future because the 0.691 Fhx
things change so much.
I find myself getting swept up in the 0.677 Fhx
excitement of the moment.
| feel that fate determines much in my life. 0.674 NA
Future time perspective 0.848
Meeting tomorrow's deadlines and doing 0.754 NA
other necessary work comes before tonight's
play.
Before making a decision, | weigh the costs 0.741 foleiel
against the benefits.
When | want to achieve something, | set goals 0.733 folekal
and consider specific means for reaching
those goals.
| keep working at difficult and uninteresting 0.711 Fhx
tasks if they help me get ahead.
I am able to resist temptations when | know 0.688 Fhx
that there is a work to be done.
Fun and escape 0.861
To have fun and/or be entertained 0.780 NA
To give my body a rest 0.727 falahed
To relieve daily boredom/busyness 0.706 folekal
To get away from daily routine 0.705 falahed
To get away from daily stress/pressure 0.680 Fhx
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To enjoy shopping 0.677 folaiel

Knowledge and experience seeking 0.866
To see and experience a destination that is 0.805 Fhx
different from Hong Kong
To fulfil self-curiosity about the destination | 0.787 NA
want to visit
To broaden my horizon 0.752 Fxk
To visit a destination that | have never been 0.752 faleie
to
To experience the authentic aspects of a 0.650 Fhx
destination

Self-fulfilment needs 0.827
To challenge my physical abilities 0.773 NA
To go on pilgrimage or worship 0.761 Fhx
To finish my bucket list 0.730 il
To check in and take a photo at the tourist 0.686 Fhx
places

Family and friends togetherness 0.796
To spend time with family and friends on trip 0.742 Fhx
To strengthen family and friend ties 0.716 NA
To visit friends and relatives 0.690 falekal
To know more about family and friends 0.662 Fhx

Travel attitude 0.880
Pleasant 0.788 faleie
Attractive 0.742 Fhx
Interesting 0.738 Fhx
Arousing 0.728 NA
Worthwhile 0.689 faleie
Exciting 0.671 folekal
Good 0.652 ol
Travel intention 0.901
| intend to travel abroad in next 12 months. 0.888 faleie
It is likely that I will travel abroad in next 12 0.867 NA
months.
| want to travel abroad within 12 months. 0.855 ool

Note: CR = Composite reliability; NA= not available because the item was used as a reference
variable; *** = Significant level at 0.001 level

Construct reliability indicators: Composite reliability

Composite reliability is calculated for each factor. The composite reliability

estimates were ranging from 0.796 to 0.901, above the suggested cut-off of 0.700.
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This indicates satisfactory internal consistency of multiple indicators of each

construct.

Construct validity: Convergent validity

AVE was calculated for each factor to assess convergent validity. As shown in
Table 6.17, most of the factors passed the cut-off point of 0.500, except present time
perspective (AVE = 0.496) and family & friends togetherness (AVE = 0.494). It
should be noted that all items in these factors were newly developed from existing
literature, focus group interview and panel review. As suggested by Fornell and
Larcker (1981), convergent validity of the construct is still adequate if AVE is
between 0.40 and 0.50 but composite reliability is higher than 0.60. In this case, the

results for these two constructs were found acceptable.

Construct validity: Discriminant validity

The discrepancies between the measures of constructs were examined by
discriminant validity. Discriminant validity is considered strong if AVE between
two constructs is greater than the squared correlation between any two constructs.
In this study, all corresponding AVE values are greater than each of the square
correlation between any two constructs. Hence, discriminant validity was not an

issue. Table 6.17 presents the results of this action.
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Table 6-17. Correlations (Squared Correlations) and AVE for the
measurement model

7] § % c % :TE’ =) § ?>" §
& & 5 T S = & s Z3
o N L < £
Past 1.000
Present 0.132
(0.017)a 1000

Futre 0296  0.078
(0.088)  (0.006)

Fun 0123 0066  0.035
(0.015) (0.004) (0-001) 1000

Know 0079 0017 0036 0117
(0006) (o0 (000D (0.014) 1000

Self-fulf 0578  0.288 0306 0139  0.107
(0.334) (0.083) (0.094) (0.019) (0.011) 1.000

1.000

Family 0123 0092 0206 0049 0009 0.123
(0.015) (0.008) (0.042) (0.002) (0.001) (0.015) 1.000

Attitude ~ 0.057 0063 0060 0137 0185 0157  0.061
(0.003) (0.004) (0.004) (0.019) (0.034) (0.025) (0.004) 1.000

Travel 0082 0139 0067 0086 0122 0204 0037  0.204
intention  (0.007)  (0.019) (0.004) (0.007) (0.015) (0.042) (0.001) (0.042) 1.000

AVE 0.535 0.496 0527 0509 0564 0545 0494 0514 0.753

Note: Past = Past time perspective; Pre = Present time perspective; Fut = Future time perspective;
Fun = Fun and escape; Know = Knowledge and experience seeking; Self-fulf = Self-fulfilment needs;
Family = Family and friends togetherness; Attitude = Travel attitude; AVE = Average variance
extracted. #Squared correlations.
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6.3.6. Path analysis of the structural model

Given that the measurement model is confirmed and validated, an overall structural
model is tested based on the developed hypotheses. Past time perspective, present
time perspective and future time perspective were the three exogenous variables
which were correlated. The causal relationships tested included: (a) from past,
present, and future time perspectives to travel intention; (b) from past, present, and
future time perspectives to push-based travel motivation; (c) from past, present, and
future time perspectives to travel attitude; (d) from push-based travel motivation to
travel intention; (e) from travel attitude to travel intention; and (f) from push-based

travel motivation to travel attitude.

Extant literature has debated extensively whether a first-order construct or a second-
order construct should be used for the measurement model. Each has its own
strengths and drawbacks. A first-order construct has observed variables as
indicators of the construct while a second-order construct is the causal construct
that impacts the first order factors. In other words, the first-order factors are the
results of the second-order factors. Theoretically, Byrne (2010) expresses
“judgment as to whether or not a measuring instrument should be modelled as a
first-order or as a second-order structure ultimately rests on substantive
meaningfulness as dictated by the underlying theory” (p. 143). Tourists have

unlimited travel needs which cannot be satisfied at one time, and therefore, many
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scholars agreed that trave motivation is a dynamic and multifaceted phenomenon
depending on which theory is being used. Practically, as most existing scales
include many items, researchers often struggle to run SEM, and even just a few
latent constructs (Matsunaga, 2008). From a modelling perspective, aggregation has
been shown to stabilise parameter estimates and also to improve model fit. Chen,
Sousa, and West (2005) suggest that “aggregation can provide a more parsimonious
and interpretable model when researchers hypothesize that higher order factors
underlie their data” (p. 472). Their arguments are based on the nature of second-
order construct which can reflect the overall meaning of many first-order latent
variables. In this situation, the number of first order factors that need to be estimated
in the context of a structural model can be replaced by a second-order construct.
Likewise, Coffman and MacCallum (2005) found that the domain representative
construct that contains factors from each of the first-order variables reveals
consistently good and stable overall model fit compared with first-order constructs.
Aggregation has been recommended by some tourism researchers as a simple way
to estimate models with reflective indicators (e.g., Pereira et al., 2019; Su, Nguyen,

Nguyen, & Tran, 2020; Tang, 2014).

Considering the idea of travel motivation has been comprehensively proved to be a
multi-dimensional construct and Coffman and MacCallum (2005) and Chen et al.'s
(2005) recommendations for SEM, push-based travel motivation is conceptualized
as a second-order composite of first-order constructs including fun and escape,

knowledge and experience seeking, self-fulfilment needs, and family and friends
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togetherness. Such an approach is appropriate because the core objective of the
current study was not to understand the impacts of each push factor on other
constructs but to investigate the relationships between other constructs globally.
The remaining constructs, such as three types of time perspectives, travel attitude,

and travel intention are considered as a first order construct.

Goodness-of-fit indices exhibited a fairly good fit, with ¥* = 1489.170, df = 924,

p<0.000, y*/ df = 1.612, RMSEA = 0.034, RMR = 0.044, TLI = 0.940, CFI =

0.940, compared with the cut-off point values stated in the previous section. The
interrelationships between three types of time perspectives and three pairs of
parameters were set to be free based on AMOS’s suggestions which further improve
the model fit. These three parameters were TP22 and TP13, MOT7 and MOTS, and
TA2 and TAG. All standardized factor loadings were significant at 0.001 level. To
compare the factor loadings in structural model with overall measurement model,
the vast majority of standardized factor loadings were slightly lower but they were

above the rule of thumb of 0.50 (see Figure 6.1).
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Figure 6-1. Results of the structural model
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Past Time

0.541***

Push-based
Travel
Motivation

Present
Time

Perspective J 0.192**

Travel
Attitude

Future

0.210***

Travel Intention

Time
Perspective

0.075**

Figure 6-2. Structural model with standardized coefficient

Fit statistics: y* = 1489.170, df = 924, p<0.000, RMSEA = 0.034,
RMR =0.044, TLI = 0.940, CFI = 0.940

Significant at 5% level
Significant at 1% level
Significant at 0.1% level

Significant path
Insignificant path
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Hypothesized correlations between latent variables and standardized coefficients
and p-values in the conceptual model were then tested after a satisfactory structural
model was developed. As shown in Table 6.18, ten out of twelve paths were
significant. More specifically, present time perspective was positively associated
with travel intention (coefficient = 0.120, p<0.05), push-based travel motivation
(coefficient = 0.218, p<0.001), and travel attitude (coefficient = 0.121, p<0.05). In
other words, each one unit increase in present time perspective is associated with a
0.120 unit increase in travel intention, a 0.218 united increase in push-based travel
motivation, and a 0.121 unit increase in travel attitude. Future time perspective
showed significant effects on travel intention (coefficient = 0.075, p<0.01), push-
based travel motivation (coefficient = 0.218, p<0.001), and travel attitude
(coefficient = 0.142, p<0.05). Nevertheless, past time perspective indicated
significant effect on push-based travel motivation (coefficient = 0.541, p<0.001),
but no significant effect on travel intention (coefficient = 0.094, p>.05) and travel
attitude (coefficient = 0.040, p>0.05). Finally, the results of the structural model
showed that push-based travel motivation was a useful predictor of travel attitude

(coefficient = 0.192, p<0.01).

The summary of the hypotheses testing is presented in Table 6.19. Hypothesis 2,

Hypothesis 3, Hypothesis 6, and Hypothesis 8 were fully supported, while

Hypothesis 1, Hypothesis 5, and Hypothesis 7 were partially supported.
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Table 6-18. Summary of the structural model results

Construct Path Construct Standardized P
Coefficient
Past time perspective — Travel intention 0.094 0.201
Present time — Travel intention 0.120 0.023*
perspective
Future time — Travel intention 0.075 0.007**
perspective
Push-based travel — Travel intention 0.185 0.020*
motivation
Travel attitude — Travel intention 0.210 falaie
Past time perspective — Push-based travel 0.541 folekal
motivation
Present time — Push-based travel 0.218 Fkx
perspective motivation
Future time — Push-based travel 0.095 0.017*
perspective motivation
Past time perspective — Travel attitude 0.040 0.567
Present time — Travel attitude 0.121 0.024*
perspective
Future time — Travel attitude 0.142 0.011*
perspective
Push-based travel — Travel attitude 0.192 0.007**

motivation

Note: * Significant path at 5% level; ** Significant path at 1% level; *** Significant path at 0.1%

level

Table 6-19. Summary of hypotheses testing

Hypotheses Path Results
H1 a. Past time perspective has a significant effect on Not
tourists’ travel intention. supported
b. Present time perspective has a significant effect Supported
on tourists’ travel intention.
c. Future time perspective has a significant effect Supported
on tourists’ travel intention.
H2 a. Past time perspective has a significant effect on  Supported
tourists’ travel motivation.
b. Present time perspective has a significant effect Supported
on tourists’ travel motivation.
c. Future perspective has a significant effect on  Supported
tourists’ travel motivation.
H3 Tourists’ push-based travel motivation Supported

significantly affects tourists’ travel intention.
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H4 Tourists’ push-based travel motivation Supported
mediates the relationship between past time
perspective and travel intention.

Tourists’ push-based  travel motivation Supported
mediates the relationship between present time

perspective and travel intention.

Tourists’ push-based travel motivation Supported
mediates the relationship between future time

perspective and travel intention.

H5 Past time perspective has a significant effect on Not
travel attitude. supported
Present time perspective has a significant effect  Supported
on travel attitude.

Future time perspective has a significant effect Supported
on travel attitude.

H6 Travel attitude significantly affects tourists’ Supported
travel intention.

H7 Travel attitude moderates the relationship Not
between past time perspective and travel supported
intention.
Travel attitude moderates the relationship  Supported
between present time perspective and travel
intention.
Travel attitude moderates the relationship  Supported
between future time perspective and travel
intention.

H8 Tourists’ push-based travel motivation has a Supported

significant effect on tourists’ travel attitude.

6.3.7. Mediating effects of travel motivation and travel attitude

After assessing the direct effects among proposed constructs, the mediating effects
were also tested for the stated hypotheses in Chapter 3. Additionally, as shown in
Tables 6.18 & 6.19, travel intention appeared to be unaffected by past time
perspective, but the relationships between past time perspective and push-based

travel motivation, and push-based travel motivation and travel intention were

229



significant. Therefore, it was necessary to assess whether a mediating effect exits

between past time perspective and travel intention via push-based travel motivation.

Mediating effects were tested by the bootstrapping procedure (resampling). This
method resamples the original dataset with replacements carried out many
thousands of times to create simulated datasets. This technique involves extracting
random samples from the original dataset. The resampling process was repeated
5000 times and the indirect effects were calculated for each new sample. Eventually,
a distribution coefficient of the indirect effect was computed for 5000 times
resampling. The 95% of confidence interval for the true value of indirect effect was
given all the resampled estimates. If the value of zero falls outside of this interval,
then it may be concluded that the estimate value rejects the null hypothesis that the

indirect effect index equals zero.

Table 6.20 shows the summary of mediating effects in the structural model.
Although past time perspective did not directly affect travel intention, its indirect
effects, as mediated by push-based travel motivation were significant (coefficient =
0.105, p<0.05). However, no mediating effect existed between past time
perspective and travel intention via travel attitude (coefficient = 0.009, p>0.05). In
terms of the relationship between present time perspective and travel intention,
significant mediating effects were found on push-based travel motivation
(coefficient = 0.048, p<0.05) and travel attitude (coefficient = 0.030, p<0.05).

Similarly, push-based travel motivation (coefficient = 0.020, p<0.05) and travel
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attitude (coefficient = 0.034, p<0.05) were found to have mediating effects on the
relationship between future time perspective and travel intention. Therefore,
Hypothesis 4 could not be rejected whereas Hypothesis 7 was only partially

supported.

The mediating effects with push-based travel motivation and travel attitude were
also tested simultaneously. The results showed that the relationships between three
types of time perspective and travel intention were fully mediated by push-based
travel motivation and travel attitude. Specifically, the impact of past time
perspective on travel intention was through push-based travel motivation and travel
attitude (coefficient = 0.023, p<0.05). Present time perspective also significantly
influenced travel intention through push-based travel motivation and travel attitude
(coefficient = 0.010, p<0.05). Likewise, the mediating relationship between future
time perspective and travel intention through these two variables were also
confirmed and were found to be significant (coefficient = 0.004, p<0.05). To sum
up, the relationship ‘‘time perspective — push-based travel motivation — travel

attitude — travel intention” can be established.
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Table 6-20. Results for mediation testing

Path Standardized p
Coefficient

PAST - TM — TI 0.105 0.014*
PRE — ™ — T 0.048 0.012*
FUT —»> TM — Tl 0.020 0.020*
PAST — ATT — TI 0.009 0.610
PRE — ATT — TI 0.030 0.043*
FUT — ATT — TI 0.034 0.021*
PAST - TM — ATT — TI 0.023 0.026*
PRE — ™ —- ATT —» TI 0.010 0.025*
FUT —- TM — ATT — TI 0.004 0.028*

Note: * Significant path at 5% level; PAST = Past time perspective; PRE = Present time perspective;
FUT = Future time perspective; TM = Push-based travel motivation; ATT = Travel attitude; Tl =
Travel intention

6.3.8. Total effects of the structural model

The direct, indirect, and total effects of the final SEM are presented in Table 6.21.
According to Cole, Cromption, and Willson (2002), if an exogenous variable has
more than one path of indirect effect on an endogenous variable, the overall indirect
effects of endogenous variable are calculated by the summation of the all indirect
paths of the exogenous variable on the endogenous variable. Moreover, the total

effects are the combination of direct and indirect effects.

Travel intention is either directly or indirectly influenced by three types of time
perspectives, push-based travel motivation, and travel attitude. It should be noted
that three types of time perspectives not only directly impact travel intention, but

also indirectly contribute to travel intention through three paths (see Table 6.13).
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One path is through push-based travel motivation — travel intention, while the
second path is through travel attitude — travel intention. The final path is via both

push-based travel motivation and travel attitude to travel intention.

The present time perspective has total effects of 0.208 on travel intention, with a
direct influence of 0.120 and an indirect influence of 0.088. Since the direct
relationship between past time perspective and travel intention was found to be
insignificant, past time perspective has only an indirect influence of 0.137 on travel
intention. In addition, future time perspective affects travel intention directly as well
as indirectly via push-based travel motivation and travel attitude. Therefore, of the
three types of time perspectives that influence travel intention, present time

perspective contributes the most to formation of travel intention.

Apart from the three independent variables, two mediating factors, push-based
travel motivation and travel attitude showed significant direct and indirect
relationships on travel intention. The total effect of push-based travel motivation on

travel intention (0.225) was found to be stronger than of travel attitude.

To sum up, push-based travel motivation has the strongest total effect on travel

intention, followed by travel attitude and present time perspective. Future time

perspective has the lowest total effect on travel intention among all variables.
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Table 6-21. Direct, indirect, and total effects of the final SEM

™ ATT TI

Direct Indirect Total Direct Indirect Total Direct Indirect Total

effect effect effect effect effect effect effect effect effect
PAST 0.541*** - 0.541*** 0.040 0.021* 0.021* 0.094 0.137* 0.137*
PRE 0.218*** - 0.218*** 0.121* 0.026* 0.147* 0.120* 0.088* 0.208*
FUT 0.095* - 0.095* 0.142* 0.014* 0.156* 0.075** 0.038* 0.133*
™ - - - 0.192** - - 0.185* 0.040* 0.225*
ATT - - - - - - 0.210%** - 0.210***

Note: * Significant path at 5% level; **

Significant path at 1% level; *** Significant path at 0.1% level. PAST = Past time perspective; PRE = Present time
perspective; FUT = Future time perspective; TM = Push-based travel motivation; ATT = Travel attitude; Tl = Travel intention
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6.4. Summary

This chapter reports on the analysis of the quantitative studies. The results of EFA
reveal that push-based travel motivation yield four underlying dimensions, fun and
escape, knowledge and experience seeking, self-fulfilment needs, and family &
friends togetherness. CFA indicated that the measurement models have good model
fit, and exceed the recommended levels of construct reliability, discriminant
validity and convergent validity. SEM was used to examine all proposed hypothesis
based on the results of CFA. The results demonstrate that ten out of twelve paths
were statistically supported. Present time perspective and future time perspective
have significant impacts on travel intention, whereas past time perspective does not.
push-based travel motivation and travel attitude are the antecedents of travel
intention. push-based travel motivation leads to travel attitude. Additionally, push-
based travel motivation is significantly affected by three types of time perspective.
Present time perspective and future time perspective are both found to have
significant effect on travel attitude, but past time perspective are not. In that case,
H1, H5, & H7 are partially supported and H2, H3, H4, H6, and H8 are supported.
Finally, mediating effects between three types of time perspective and travel
intention are identified by bootstrapping, through both push-based travel motivation

and travel attitude.
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CHAPTER 7: DISCUSSION, CONCLUSIONS, AND
IMPLICATIONS

7.1. Introduction

Time perspective has long been considered as having the potential to predict
individual future behaviour, but its role in the tourism industry has not yet been
examined adequately. The present study extends the existing literature regarding
tourist behaviour to the psychological realm by further investigating several related
theories to understand the influences on travel intention. In particular, this study
examines the influences of three types of time perspectives, push-based travel
motivation, travel attitude, and travel intention. It also examines the mediating
effects between three types of time perspectives and travel intention via push-based
travel motivation and travel attitude. Finally, the relationships between push-based
travel motivation, travel attitude and travel intention are also explored. The main
points pertaining to each of the four research objectives are discussed below. Both
theoretical and practical implications are outlined. Finally, conclusions, limitations,

and directions for future research are also highlighted.

7.2. Discussion

This section discusses the results of the present study by incorporating them into
relevant findings in the existing literature and is divided into two parts. The first

part examines the direct effects based on the stated objectives in Chapter one, while
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the second discusses the mediating effects of push-based travel motivation and

travel attitude on the relationship between time perspective and travel intention.

7.2.1. Objective one: The impacts of various time perspectives on travel

intention

Time perspective explains the way decision-making by humans is framed by biased
temporal orientations one tends to prefer and often end up overusing (Zimbardo &
Boyd, 1999). It serves as a reliable and psychological factor that leads an individual
to act in certain ways and at any given time and day. It is believed that the induction
of a particular time perspective affects travel intention. Although the impact of the
time perspective on behavioural intention has been frequently documented in the
leisure, environmental, and psychological studies, its role and predictive power in
relation to other psychological variables has received scant attention in the tourism
literature. The present study has taken a step to explore the effects of three types of
time perspectives on the three closely related concepts, push-based travel

motivation, travel attitude, and travel intention.

The main survey confirms that the present time perspective has a direct impact on
behavioural intention, and this provides reasonably consistent evidence of previous
leisure studies. As addressed in the literature, a high level of present time
perspective results in higher possibility to exhibit a behaviour which associates with

pleasure and novelty seeking. An individual with present time perspective believes
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travel abroad is an opportunity to seek fun, sensation, and unique experience, and
avoid being unhappy. This mindset can perhaps be partly attributed to a depressed
mood and a feeling of powerlessness. For instance, the housing crisis in Hong Kong
Is a big issue, and owning a home is an impossible dream for most Hong Kong
residents due to the unaffordable housing prices. This notorious problem has been
motivating Hong Kong residents to look for immediate rewards and carpe diem
rather than concern for the future (i.e., getting on the housing ladder). They would
like to enjoy an exotic and indulgent vacation and escape any difficulties associated
with the current situation. The findings thus suggest that individuals who attach
great importance to the consequences of their actions are more likely to visit a

particular destination.

Although the results are in accordance with a vast number of studies, a few
exceptions that showed the opposite findings were also found. For instance, Lu et
al. (2016) find no significant impact of the present time perspective on behavioural
intention. The differences between Lu et al. (2016) and the results of this study
could be explained by the notable differences in the sample population in terms of
the sample size and the profile. They sampled 360 senior Chinese residents with a
strong bias towards remembering “old days” and saving money for the next
generation, so they were not willing to travel abroad. Second, the cultural factor.
While senior Chinese and Hong Kong residents share some common cultural values;
there still exist some common values among people in China and Hong Kong. Hong

Kong residents tend to be more “Westernized” which result from the influence of
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being a British colony since the 18™ century, and therefore the emphasis is on both
immediate and long-term gratification and enjoyment, while senior Chinese
residents are more tilted toward the traditional Confucian values, which tend to de-

emphasize short-term gratification.

This study has also demonstrated that tourists’ future time perspective positively
affects travel intention. In other words, the stronger of a future time perspective an
individual has, the more positively he/she would likely to travel abroad. This is
consistent with earlier findings suggesting that future time oriented individuals tend
to undertake activities that they perceive as goal-oriented or productive during their
free time (Shores & Scott, 2007). Indeed, a satisfactory and meaningful vacation
determines whether the expectations are being met, and the perceived benefits and
risks are being anticipated (Lin, Lee, & Wang, 2012). It may be argued that
respondents evaluate various potential risks, and possible options as well as
planning processes that they use to obtain the best outcomes. In this case, tourists
value all expected outcomes derived from the trip, when making travel decisions.
Thus, this study further supports that tourists with future time perspective make
travel decisions based on the trade-off between what is given and what is received.
Additionally, the positive and significant path between travel intention and future
time perspective might be pointing at the “beneficial” effect that travel abroad has
on this time perspective. Travel abroad helps broaden horizons and gain life
experience, and develop a person's capabilities and potential (Lo & Lee, 2011). So,

they are more likely to spend more time on planning vacation and take enriching
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vacations (Bergadaa, 1990). In summary, future time-oriented Hong Kong tourists

are definitely pragmatic.

It is important to acknowledge that this study found an non-significant association
between past time perspective and travel intention, which establishes an empirical
basis for concluding that this time perspective is dysfunctional. Indeed, past time
perspective reflects an anxious cognitive style (Tekes, Ozdemir, & Ozkan, 2020).
When making decisions, people using past time perspectives may process their
negative past experiences, which reflects higher anxiety levels. Thus, their
decisions are largely associated with engagement in low-risk behaviours. Garcia
and Ruiz (2015) note that an individual with past time perspective is more engaged
in indoor activities (i.e., listening to music and the radio, and reading books) than
outdoor activities, which may partly indicate why past oriented people tend to be
unlikely travellers. Despite past time perspective evidently being deemed essential
from the theoretical point of view, this study concludes that tourists’ travel intention
to visit a particular destination is primarily affected by present and future time

perspectives.

7.2.2. Objective two: The influences of various time perspectives on travel

attitude and on travel motivation

In the present study, push-based travel motivation is confirmed and identified as a
second order factor and includes four factors: namely fun and escape, knowledge

and experience seeking, self-fulfilment needs, and family and friends togetherness.
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Although data were not available to test the relative impacts of the time perspective
on each push factor, this study also confirms that time perspective is a significant
variable in explaining why people engage in travel. Generally speaking, the findings
support that the motivational — cognitive process exists between time perspective
and push-based travel motivation, where potential tourists from Hong Kong were
motivated to travel abroad as travel is seen to be consistent with their distant time
perspective. In terms of hypotheses testing, this study supports the hypotheses
regarding different time perspectives exert essential influences on people’s push
travel motivation, and shows a result accord with previous leisure studies in terms
of the relationship between perceived benefits and time perspective. Garcia and
Ruiz (2015) found that past oriented people are more associated with sociability.
These individuals enjoy visiting nostalgic places and activities that involve the
creation and maintenance of relationships with family and friends (Shores & Scott,
2007). Present time perspective is more related to the joy and the pleasure of the
current moment and novelty seeking (Zimbardo & Boyd, 1999). This study presents
additional support to the notion that Hong Kong potential tourists are spontaneous
and prefer to live in the moment. Future time perspective is intensively related to
goal setting, learning and competence testing. The findings of the current study
reflect those of Shore and Scott (2007) who also found that self-fulfilment, and
knowledge and experience seeking are the key push factors. It may conclude that
emphasis on achieving future goals is a trigger for seeking self-fulfilment, and new

experiences and knowledge through pleasure travel.
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In terms of the relationships between the three types of time perspective and travel
attitude, the effect of past time perspective on travel attitude was not found to be
significant. Although some scholars have proved that there is no association
between past time perspective and attitude, Phau, Quintal, Marchegiani, and Lee
(2016) stated that a sentimental longing for the past lead an orientation toward
behavioural belief, explaining its positive correlation to travel attitude. Therefore,
the findings of this study seem somewhat puzzling. The significant positive effect
of present time perspective on travel attitude was predictable and confirmed. Such
a finding is in keeping with what Valizadeh et al. (2018) and Milfont and Gouveia
(2006) reported in their environmental studies. That is, present oriented tourists are
not distracted by the future and tend to have a positive attitude towards travel
without feeling concerned for the future consequences. Their positive attitude
toward travel implies that present oriented tourists display a certain degree of
immediate reward seeking because travel abroad is coherent with a short term
pleasant and exciting experience. Future time perspective can lead to travel attitude.
Theoretically, this finding can be explained by the planned theory which posits that
attitude can be formed by the perceived likelihood of particular outcomes occurring
(Ajzen, 1991). Individuals are more likely to have a favourable attitude if they
believe that the behaviour will produce a positive outcome. In this situation, it can
therefore be assumed that future time-oriented tourists who actively pursuit their
future goals and with a greater anticipation of future rewards have a strong desires

and beliefs about travel, and, therefore, value them higher.
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7.2.3. Objective three: the relationships among travel motivation, travel

attitude and travel intention

SEM results indicate that push-based travel motivation has a positive effect on
travel intention. Given that no significant domestic travel can take place within
Hong Kong, residents are very fond of outbound travel to look for a truly
memorable and unique travel experience. Lee, Guillet, Law, and Leung (2012)
identified that Hong Kong residents’ motivational factors are not robust enough to
explain outbound travel demand. The association recognized in their study recruited
a sample of Hong Kong residents regarding their travel experiences in the past
twelve months. Nowacki (2009) suggests that “measuring motivation after the
experience is loaded with too large an error because of the benefits gained, which
disrupt the original picture of motivation” (p. 307). Thus, captured tourist
motivation during, or post a visit may not have reflected tourists’ real motivation
because motivations may have changed during the period of travel. This study
instead measured Hong Kong tourists’ travel motivation before the actual travel and
the link between push-based travel motivation and the likelihood of visiting a
destination. The findings explicitly provide evidence that the more tourists are
motivated to travel, the higher the chances that they will travel abroad in the coming

twelve months.

The results obtained in the present study provide much support to the hypothesis

that travel attitudes have been an important factor in intention to travel abroad. This
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result mirrors those of the previous studies that have established the importance of
attitude in relation to behavioural intention (Park et al., 2017; Seow et al., 2017).
Moreover, although having different focuses and contexts, the study shows results
somewhat similar to another tourism study which also indicated that Hong Kong
tourists have a positive emotional response to travel abroad (Xu, Chan, & Pratt,
2018). This result may be explained by the fact that Hong Kong residents have a lot
of enthusiasm for travel. Outbound travel is the necessity of life for Hong Kong
residents (Guillet et al., 2011). Nevertheless, the results of the present study might
seem to contradict previous findings, which revealed insignificant effect of Chinese
outbound tourists’ travel attitude on travel intention (Lam & Hsu, 2006; Sparks &
Pan, 2009). A possible explanation for this lies in the fact that Chinese outbound
tourists are known for their collectivist outlook and are more affected by social and
peer groups, thus, social norms play a key role in decision-making and destination
selection (Hsu & Huang, 2012), while Hong Kong prospective tourists are relatively

guided by personal-intrinsic values and beliefs (Lo & Lee, 2011).

One interesting finding is presented regarding the relationship between push-based
travel motivation and travel attitude, based on the results of structural equation
modelling. The results showed that push-based travel motivation positively impacts
travel attitude. The stronger the behavioural belief of travel motivation, the higher
positive and favourable attitude towards travel abroad. Theoretically, this finding
may be explained by the theory of planned behaviour (Ajzen, 1991), which suggests

that an individual’s attitude towards behaviour is derived from behavioural beliefs,
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implying that cognitive motivation may impact affective attitude. Gnoth (1997) also
argued that motivation engenders and builds on attitude. From the empirical
standpoint, this finding provides a further evidence for the connection between

motivation and attitude (Hsu et al., 2010; Pereira et al., in press).

7.2.4. Objective four: The mediating effects of travel motivation and travel
attitude on the relationship between the three types of time perspectives

and travel intention

With regard to mediating relationships, this study also tested whether the
relationship between the time perspective and travel intention is mediated by push-
based travel motivation or travel attitude. Although the direct effects of past time
perspective on travel intention and travel attitude were not significant, mediating
effects were confirmed between past time perspective and travel intention through
push-based travel motivation and travel attitude. In other words, this study confirms
the mediating roles of push-based travel motivation and travel attitude, which had
significantly positive effects on the relationship between time perspective and
intention to travel abroad. This suggests that temporal considerations in which
individuals characteristically focus on the past, present, and/or future induce them
to fulfilment of their internal needs of travel, influence the formation of a favourable
attitude toward visiting a particular destination, and this favourable attitude in-turn

facilitates tourists' expectations of future travel to the said destination for vacation
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purpose. In summary, the effects of past orientation on travel intention and travel

attitude are not significant.

As shown in Table 6.14, the study also found that push-based travel motivation
appears to be the most important construct for travel intention than other variables.
That is to say, the driving force within tourists that impels them to travel abroad
(coefficient = 0.225) may be even more important for prediction of travel intention
than positive attitude towards visiting a destination (coefficient = 0.210), present
time perspective (coefficient = 0.113), past time perspective (coefficient = 0.137),
and future time perspective (coefficient = 0.133). The general tourism literature
shows an individual’s intrinsic needs are more important than the emotions towards
the destination, knowledge, and perceptions in influencing tourist behaviour (Hsu
& Huang, 2012; Huang & Hsu, 2009; Lu et al., 2016). This offers some clues to
explain why push-based travel motivation show the greatest impact on travel

intention.

7.3. Conclusions

This thesis aims to bridge the knowledge gap by investigating the role of the time
perspective in tourism studies and its impact on travel intention. For this reason, the
study combined qualitative and quantitative approaches. First, a thoughtful
literature review was conducted to develop a conceptual model and hypothesis

about the relations between the key constructs. The results of literature review
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indicated that it was a need to develop new instruments for travel motivation. Thus,
a qualitative study was adopted for scale development. More specifically, two
rounds of focus interviews were conducted to build the measurement pool for push-
based travel motivation. The results of the focus group interviews showed that Hong
Kong potential tourists had a wide range of travel motives. Eventually, a total of
eight factors that functioned as stimuli to travel abroad were identified. Items
derived from the literature review and focus group interviews were transferred to
expert panel for further validation and improvement. The panel members consisted
of tourism scholars with expertise in tourist behaviour and experienced tourists.
After validation and refinement of the items, a preliminary questionnaire was

developed for pilot testing.

The second stage involved a quantitative approach which aimed to test whether the
proposed theorical model is accepted or rejected in the tourism domain. A pilot test
was used to test the feasibility of the main survey in terms of wordings, design, and
format. It also provided an opportunity to check the reliability and validity of the
data. Hong Kong residents who plan to travel abroad for pleasure in the coming
twelve months were invited to fill in an online survey via snowball sampling. As a
result, 150 responses were received. The main survey was revised based on the

results of the pilot study.

The main survey was conducted between September and December 2020. Owing

to the current situation of COVID-19, the main survey was posted on several Hong
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Kong based online travel communities. In total, 519 responses qualified for data
analysis. Of the seven hypotheses, four were fully supported, while three were
partially supported. Present and future time perspectives were found to have
positive impacts on travel intention, whereas past time perspective did not show a
significant relationship with travel intention. Push-based travel motivation and
travel attitude were found to be the determinants of travel intention. Three types of
time perspectives were stated to have positive impacts on push-based travel
motivation, but only present and future time perspectives had positive influences
on travel attitude. A new path was also identified based on the suggestion of SEM,
where push-based travel motivation was shown a positive impact on travel attitude.
Finally, mediating effects of push-based travel motivation and travel attitude on the
correlations between three types of time perspectives and travel intention are
identified by bootstrapping. The results indicate that the mediating roles of push-
based travel motivation and travel attitude had significantly positive effects on the

relationship between three types of time perspective and travel intention.

From a broad theoretical perspective, this study demonstrates that travel intention
can be directly and indirectly derived from time perspective, travel attitude and
push-based travel motivation. A clear implication of this study is that the travel
intention takes place in a multi-faceted psychological process and travel intention
is not only dependent on certain needs of the tourist but is also influenced by the
tourist’s emotional feelings towards travel as well as the temporal consideration

focusing on the past, present, and/or future. Interestingly, little effort has been made
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to explore this arena. This study has made a pioneering effort to apply time
perspective in the tourism domain and develops a framework to underscore the
direct and mediating effects of time perspective on travel intention. This study also
enriches the understanding of push-based travel motivation and travel attitude as
mediators in the tourism literature. Travel motivation varies over time and depends
upon respondents’ socio-demographic profiles (Kim & Prideaux, 2005). No
universally accepted measure is yet available for Hong Kong tourists. This study

fills this gap by providing a robust measurement instrument.

The empirical evidence presented in this study will be beneficial for destination
management organisations (DMOs) and tourism planners for the design and
implementation of promotion strategies to attract the Hong Kong population.
Contemporary Hong Kong tourists may look for a unique experience that differs
from the usual every-day one, and matched to their temporal consideration. This is
an appropriate strategy to attract more Hong Kong tourists and it is something that
DMOs should take into account when designing their marketing campaigns. This
study also addresses the relationships among push-based travel motivation, travel
attitude, and travel intention to provide insights for tourism promotion strategy
formulation. Tourism bodies from overseas may learn from this study for deeper
understanding of Hong Kong tourists’ characteristics, in terms of push travel factors,
attitudes towards travel abroad, and travel planning, so as to maintain and boost the

tourism development.
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7.4. Implications

7.4.1. Theoretical implications

When viewing travel as a form of mobility, the role of an individual’s temporal
considerations focusing past, present, or future in relation to travel intention need
to be understood and recognized. Time perspective, an important psychological
concept, suggests perceptions of time influence emotions, perceptions, and future
actions (Zimbardo et al., 1997). A combination of psychology and marketing
approaches allowed this study to link and integrate some important psychological
variables into the tourism context. This echoes Bergadaa (1990) who pointed out
future research needs to study the applicability of cognitive temporal model in other
domains, and test whether and how the individual's action is influenced by different
types of time perspectives. As the discussion has shown in the previous section, the

present study provides implications for scholars in the following ways.

Prior to this study the role of time perspective in tourism studies was unknown. This
study provides the first comprehensive application of time perspective to the
tourism domain and examines the interrelationships among time perspective, push-
based travel motivation, travel attitude, and travel intention. The framework
underscores the direct and indirect effects of time perspective on travel intention.
Time perspective has long been examined in predicting pro-environmental attitudes
and behaviours, health concerns, financial risk taking, and academic achievement.

Nevertheless, its role in prediction of tourist behaviour, more particularly, its
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relationship with travel intention has been largely missing from the tourism
literature. In this study, the time perspective comprises of three dimensions, namely
past, present, and future time perspective, and present and future time perspectives
are shown to have impacts on travel intention. Present and future oriented tourists
are more likely to have a higher possibility of travelling abroad, while past oriented
tourists do not. These findings suggest that their travel decisions are dependent on
whether the expected benefits and enjoyment derived from the trip are being met
rather than remembering the good old days. The results of time perspective provide
additional findings for tourism researchers to understand the antecedents of travel

intention.

Push-based travel motivation and travel attitude have been empirically shown to
play mediating roles between time perspective and travel intention. It was found
that three types of time perspectives can indirectly influence travel intention
through push-based travel motivation and travel attitude. A higher push-based
travel motivation can bolster the travel intention for the same time perspective.
Likewise, travel attitude can strengthen or weaken the travel intention for the same
time perspective but at a relatively moderate scale. If these findings are further
validated by future studies, there may be important potential implications for
theories predicting tourist behaviour because prior studies have put in much effort

on either attitude or motivation as predictor.
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Considering the direct and indirect effects of time perspective on travel intention,
the findings contribute to current theories in four ways. First, Bergadaa's (1990)
proposal for the construction of a cognitive temporal model in the tourism context
is reinforced. Second, it provides empirical support to Gnoth's (1997) conceptual
framework in which travel motivation precedes attitude. Third, this study has made
an important contribution to the theory of planned behaviour (Ajzen, 1991) by
addressing the lack of consistency regarding the role of attitude in determining
behavioural intention. Finally, the findings have added to a growing body of

literature on the theory of travel motivation (Crompton, 1979).

Some studies have applied the short version of ZTPI to measure time perspectives,
however existing scale items have failed to reveal stable internal consistency,
discriminant, and concurrent validity because they were simply brought in from the
existing literature without robust investigation. Thus, the development of a systemic
scale that is a shorter version of ZTPI with a comprehensive understanding of its
factor structure and application in a collectivist society is necessary. Following a
thorough scale development process, the findings of the shorter version of ZTPI
yielded good reliability and validity and could serve as the basis for further
empirical study, particularly for sample populations having cultural backgrounds
and values similar to those of Hong Kong residents. Furthermore, future research
could also adapt this scale to predict other key outcome variables (e.g., perceived
risks, values and destination images, and engagement). Although a shorter version

of ZTPI in this study is readily applicable to capture time perspective, different
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operational frameworks and conceptualizations compared with the present study

are needed to extend the concept of time perspective to another realm.

Furthermore, the study has provided additional theoretical and empirical evidence
with respect to the role of tourists’ motivation on destinations. More specifically,
the findings of this study reveal that travel motivation is a key feature of
understanding and answering the question “Why do people want to travel?”
Furthermore, the findings accords with Crompton and McKay (1997), which
showed that travel motivation is multifaceted. In this instance, it was found that
travel motivation can be represented by four dimensions, namely fun and escape,
knowledge and experience seeking, self-fulfilment needs, and family and friends
togetherness. Similar to other nationalities, Hong Kong tourists are driven by
motivational factors in the forms of seeking potential rewards (e.g., fun, and
knowledge), escaping from personal and interpersonal situations, as well as
building and maintaining social relationships (Lee & Crompton, 1992; Li & Cali,
2012; Wang et al., 2016). Thus, these four push factors might be understood as the
“backbone” of Hong Kong tourists’ travel motives. The research has also shown
that incorporating both qualitative and quantitative approaches can offer various
perspectives into travel motivation studies that extend beyond the existing literature.
Such a design offers further evidence that overcomes the measurement bias
emanating from researcher subjectivity. Therefore, this study contributes to the

extant literature by developing a measure of push-based travel motivation, which
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establishes the basis for future study. For example, the items for push travel factors

could be used to explore its antecedents and consequences.

7.4.2. Practical implications

Because of the COVID-19 pandemic, currently visiting a destination for vacation
purposes is strongly discouraged. Understanding tourists’ travel behaviour can
provide tourism operators and planners insights that may help boost the post-
pandemic tourism recovery. It should be noted that tourists are afraid of travel due
to the perceived severity and possibility of being affected by COVID-19 (Zheng,
Luo, & Ritchie, 2021). Thus, in the post-pandemic period, destination management
organisations (DMOs) need to put in serious efforts and use innovative and different
strategies to stimulate tourists’ interest in undertaking travel, and to demonstrate
that travel is as much fun as it was before the pandemic. This study offers valuable

data that answer several key questions of practitioners. These are discussed next.

This study shows that different time perspectives influence Hong Kong tourists’
travel intentions differently. This may suggest that tourists with different time
perspectives could become different segments for marketing by DMOs. For tourism
companies, market research should be first conducted to identify the time
perspectives of the desired target groups and consequently they should design the

promotional plans in accord with that information. Garcia and Ruiz (2015) found

that a present orientation places great reliance on social networks, whereas a future
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orientation is more likely to be influenced by newspapers and magazines. Past
oriented people are often influenced by TV advertising. In this regard, online
marketing campaigns can be made appealing to individuals with present time
perspective by featuring immediate rewards associated with travel abroad. For
example, tourism businesses can offer online limited time offers and special
discounts to stimulate time-oriented tourists’ interest to travel. Furthermore,
tourism businesses can manipulate the future time perspective in print advertising
to offset any negative benefits from the trip and encourage a more positive outcome
of the trip. Promotional materials could show the tourist(s) dreaming about being
the competent persons after visiting a destination. One of the examples might be to
show one looking at a brochure describing the tourist(s) and saying, “This is the
kind of person | want to be after vacation”. Although those with past time
perspectives did not show as much interest in travel abroad, tourism businesses can
emphasize nostalgic images with heritage visitation for attracting tourists from

Hong Kong.

Another important practical implication associated with the time perspective, travel
intention relationship, is to provide DMOs with a direction for special interest
tourism development, such as nostalgia tourism, voluntourism and slow tourism.
Voluntourism offers meaningful travel experience as it invites tourists to participate
in voluntary work during their visit. This increasingly popular form of tourism
appeals to future-oriented tourists who aim for personal growth and self-

achievement. VVoluntourism has provided more and more tourists the opportunities
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to achieve both altruism (e.g., contributing to local communities) and egotism (e.g.,
explore new life meaning, and increasing new knowledge and experience), rather
than merely pursuing a “normal” travel experience (Lu, Chan, & Cheung, 2020).
Similarly, by participating slow tourism, tourists are able to experience a deep and
authentic experience within the journey through participation in relatively slower
forms of travel, such as travel less and stay longer in the community (Oh, Assaf, &
Baloglu, 2016). On the other hand, Cotte and Ratneshwar (2003) found that people
with present time perspectives are highly inclined toward hedonic pursuits, when
making decisions. Engineering tourism products and promotions associated with
enjoyable and memorable experiences may be beneficial for tourism planners as
they can target an individual’s present time perspective by directing greater
attention toward their hedonic characteristics. It should be noted that tourists having
had higher levels of pleasure reveal higher favourable behavioural intentions in
terms of loyalty and willingness to pay more (Oliver, 2010). Additionally, past time
perspective tourists are attracted to destinations because of a desire to revisit the
same cultural environment and to relive personal bygone experiences. DMOs may
activate, stimulate, and promote nostalgia tourism in their advertising campaigns
using refined photography and promotional videos. As indicated in this study, time
perspective helps foster positive push-based travel motivation and travel attitude
and therefore increase the possibility of travel in the future. There is a need to
promote these kinds of special interest tourism and create attractions to increase the
number of tourist arrivals. Likewise, DMOs should advise the stakeholders to invest

in infrastructure of the particular site to deal with the needs of these kinds of tourism.
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Virtual reality (VR) use in tourism research may become a method during the
COVID-19 transition period. Lu et al. (In press) suggested that people become more
inclined to see AR as a potential substitute for traditional travel during the pandemic.
In terms of functionality, VR could reduce the frequency of tourist movements and
allow tourists to experience tourism destinations or attractions without physically
visiting the place. In this situation, DMOs, especially for attraction management
organisations, are advised to develop and offer VR-based site visits via mobile app
or videos. For instance, attraction site managers are recommended to offer exciting
and interesting virtual tours, with the concept of “edutainment”, to tourists with
present and future time perspectives. In order to survive, it is imperative to add
economic value to virtual tours. It is up to attraction site managers to make use of
the resources and the ability to recognise the gap between tourists’ expectations
towards AR and their interest to visit a site which eventually leads to the purchase

intention.

Fourth, the findings indicate that travel attitude and push-based travel motivation
mediate the impacts of the three-time perspectives on tourists' travel intention. Also,
the findings reveal that both tourists’ travel attitude and push-based travel
motivation positively and significantly impact the intention to visit a destination. In
this regard, motivating the tourists to satisfy their travel needs and changing their
behaviour to influence their attitudes toward visiting a destination are considered to

be crucial aspects, which in turn can lead to high possibility of visiting a destination.
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Therefore, DMOSs could concentrate on those tourists who have a strong travel
desire by promoting the appropriate tourism product and destination according to
their respective time perspectives. Tourism practitioners should consider
developing a fit to arousal outbound travel intentions. More specifically, DMOs
should develop promotional strategies to attract tourists to a particular destination
by emphasising affective elements rather than functional attributes. Storytelling can
be a powerful tool to explicate a destination associated with emotional and symbolic
images that help tourists understand a destination’s particular qualities in

accordance with time perspective (Megehee & Woodside, 2010).

Finally, the scale for push travel factors developed through stringent procedures in
this study can be employed by the DMOs to measure the level of travel motivation
from the perspectives of Hong Kong tourists. The findings of this study propose fun
and escape as the key travel motivation. Consistent with the results of focus group
and main survey, fun and escape was identified as one of the primary travel motives.
Thus, the promoting materials presented in websites, TV or magazines should be
able to carry the message of a fun, hassle-free, and exciting vacation. The second
dimension is knowledge and experience seeking. Tourism planners should offer an
opportunity for an interesting learning experience. The destination and tourism
products should highlight a vacation as a journey of exploration and enrichment.
Meanwhile, the self-fulfilment dimension reflects potential Hong Kong tourists'
interest in completing their bucket lists by travelling abroad. Thus, promoting the

attractiveness of the UNESCO World Heritage Site and UNESCO Intangible
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Cultural Heritage as well as unique characteristics of the attraction may generate
considerable advantages for destinations. Finally, the dimension, family, and
friends togetherness, captures potential Hong Kong tourists' interest in involving
family and friends in their overseas trips which co-creates an intimate relationship.
The respondents in this study seem to be sociable and to enjoy interacting with
family and friends. DMOs might stress the quality of tourist — tourist interaction
rather than the mere quantity of interaction (Huang & Hsu, 2010). In this regard,
group activities that require teamwork and special interest activities could be
developed to enhance the closeness with family and friends, thereby encouraging
the formation of more friendly and harmonious relationships. In short, this study
provides DMOs with a valuable insight into the formation of marketing campaigns

in accordance with tourists’ travel motivation and behaviour.

7.5. Limitations and future studies

The following paragraphs describe the limitations of the study. The most important
limitation lies in the fact that the sample population of this study included Hong
Kong residents who were planning / or seriously thinking about travel abroad and
thus the findings had a bias towards high travel intention and might not be
generalizable to populations other than Hong Kong. Future research directions
could replicate other regions or samples to reduce the bias of confirmation, culture,
and geography, and compare whether the findings presented are in accord with

those conducted in other populations elsewhere. Another possible area of future
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research would be to perform a multigroup structural equation modelling to see if
there is a difference in the time perspective — behaviour relationship between

tourists and non-tourists.

A further constraint is about the methodology. Due to the COVID-19 pandemic, the
samples were recruited via online survey. Hwang and Fesenmaier (2004) suggest
that using online survey often leads to self-selection bias, resulting in over-
representation in the sample population. This may mean potential tourists who have
a higher probability of being approached in online travel communities and are more
likely to hold diverse opinions towards travel abroad compared with those who did
not participate. In addition, the sampling strategy employed was convenience
sampling in main survey. Random sampling was not a feasible option for this study
due to the unknown proportion of the entire population. An interesting avenue of
investigation might be to adopt mixed research methods (e.g., face-to-face survey

plus experiments) with probability sampling.

Fourth, asking respondents to indicate their intended destination without specifying
any geographical location may have caused problems. It is possible that the level of
tourist perceptions differs by the type of destination to be visited. Future studies

should be altered to address limitations of this study.

One source of weakness was relatively low explanatory power among constructs.

The extent of an individual’s time perspective in human behaviour is dependent on
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many factors, some of which have not been considered in this research. As the
number of outbound tourists with travel experience is increasing, future research
must include other factors, such as past travel experience, perceived value and

satisfaction, when modelling the outcomes of time perspective.

Furthermore, push-based travel motivation in this study is coined as aggregation
second-order factor model. The impact of each travel motivation on other constructs
is highly neglected. A greater focus on each travel motivation in relation to other

constructs could produce interesting findings.

This study was undertaken during COVID-19 pandemic, however, it required
respondents to answer the survey without considering the intervention of the
COVID-19 pandemic. This approach is not without problems because the
respondents’ feelings and responses may be attached to the global outbreak of
COVID-19. The reliability and validity of this study are questionable. Further
studies, which take this potential limitation into account, will need to be undertaken.
Questions regarding how COVID-19 affects travel behaviour can also be included.
Recent studies have suggested that people’s travel behaviour in the post-pandemic
period may be significantly different than before (Wachyuni & Kusumaningrum,
2020; Zheng et al., 2021). It is believed that tourists will hold different attitudes and
opinions associated with post-pandemic travel. A further study might target

longitudinal studies or data collection at different points in time that track tourist
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behaviour over time, for example after the travel ban is lifted or after COVID-19

has completely ended.

262



References

Abbate, C. S., & Di Nuovob, S. (2013). Motivation and personality traits for
choosing religious tourism. A research on the case of Medjugorje. Current
Issues in Tourism, 16(5), 501-506. doi:10.1080/13683500.2012.749844

Agyeiwaah, E., Otoo, F. E., Suntikul, W., & Huang, W. J. (2019). Understanding
culinary tourist motivation, experience, satisfaction, and loyalty using a
structural approach. Journal of Travel and Tourism Marketing, 36(3), 295—
313. doi:10.1080/10548408.2018.1541775

Ahn, J., & Back, K. J. (2018). Influence of brand relationship on customer attitude
toward integrated resort brands: A cognitive, affective, and conative
perspective. Journal of Travel and Tourism Marketing, 35(4), 449-460.
doi:10.1080/10548408.2017.1358239

Ahn, T., Ekinci, Y., & Li, G. (2013). Self-congruence, functional congruence, and
destination choice. Journal of Business Research, 66(6), 719-723.
doi:10.1016/j.jbusres.2011.09.009

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and
Human Decision Processes, 50(2), 179-211. doi:10.1016/0749-
5978(91)90020-T

Ajzen, |., & Fishbein, M. (2000). Attitudes and the attitude-behavior relation:
Reasoned and automatic processes. European Review of Social Psychology,

11(1), 1-33. d0i:10.1080/14792779943000116

263



Albayrak, T., & Caber, M. (2018). Examining the relationship between tourist
motivation and satisfaction by two competing methods. Tourism
Management, 69, 201-213. doi:10.1016/J. TOURMAN.2018.06.015

Alegre, J., Cladera, M., & Sard, M. (2011). Analysing the influence of tourist
motivations on tourist expenditure at a sun-and-sand destination. Tourism
Economics, 17(4), 813-832. d0i:10.5367/te.2011.0063

Alreck, P. L., & Settle, R. B. (2004). The survey research handbook (3rd ed.).
Chicago: McGraw-Hill.

Altinay, L., & Paraskevas, A. (2008). Planning research in hospitality and
tourism. Oxford: Butterworth-Heinemann.

Alwin, D. F. (2007). Margins of error: A study of reliability in survey
measurement. Hoboke: Wiley-Interscience.

Anagnostopoulos, F., & Griva, F. (2012). Exploring time perspective in Greek
young adults: Validation of the Zimbardo time perspective inventory and
relationships with mental health indicators. Social Indicators Research,
106(1), 41-59. doi:10.1007/s11205-011-9792-y

Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modeling in
practice: A review and recommended two-step approach. Psychological
Bulletin, 103(3), 411-423. d0i:10.1037/0033-2909.103.3.411

Ashton, A. S. (2018). Spiritual retreat tourism development in the Asia Pacific

region: Investigating the impact of tourist satisfaction and intention to revisit:

A Chiang Mai, Thailand case study. Asia Pacific Journal of Tourism

Research, 23(11), 1098-1114. doi:10.1080/10941665.2018.1526198

264



Assaf, A. G., Tsionas, M., & Oh, H. (2018). The time has come: Toward Bayesian
SEM estimation in tourism research. Tourism Management, 64, 98-109.
doi:10.1016/j.tourman.2017.07.018

Assiouras, I., Skourtis, G., Koniordos, M., & Giannopoulos, A. A. (2015).
Segmenting East Asian tourists to Greece by travel motivation. Asia Pacific
Journal of Tourism Research, 20(12), 1389-1410.
doi:10.1080/10941665.2014.982140

Baker, D. A., & Crompton, J. L. (2000). Quality, satisfaction and behavioral
intentions. Annals of Tourism Research, 27(3), 785-804. doi:10.1016/S0160-
7383(99)00108-5

Baloglu, S., Busser, J., & Cain, L. (2019). Impact of experience on emotional
well-being and loyalty. Journal of Hospitality Marketing and Management,
28(4), 427-445. doi:10.1080/19368623.2019.1527269

Baloglu, S., & Uysal, M. (1996). Market segments of push and pull motivations:
A canonical correlation approach. International Journal of Contemporary
Hospitality Management, 8(3), 32—38. d0i:10.1108/09596119610115989

Barnett, M. D., Melugin, P. R., & Hernandez, J. (2018). Time perspective,
intended academic engagement, and academic performance. Current
Psychology, 1-7. doi:10.1007/s12144-017-9771-9

Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator variable
distinction in social psychological research. Conceptual, strategic, and
statistical considerations. Journal of Personality and Social Psychology,

51(6), 1173-1182. doi:10.1037/0022-3514.51.6.1173

265



Battour, M., Ismail, M. N., Battor, M., & Awais, M. (2017). Islamic tourism: An
empirical examination of travel motivation and satisfaction in Malaysia.
Current Issues in Tourism, 20(1), 50-67.
doi:10.1080/13683500.2014.965665

Becken, S., & Wilson, J. (2013). The impacts of weather on tourist travel.
Tourism Geographies, 15(4), 620-639. doi:10.1080/14616688.2012.762541

Bergadaa, M. M. (1990). The role of time in the action of the consumer. Journal
of Consumer Research, 17(3), 289-302. doi:10.1086/208558

Bond, M. J., & Feather, N. T. (1988). Some correlates of structure and purpose in
the use of time. Journal of Personality and Social Psychology, 55(2), 321—
329. d0i:10.1037/0022-3514.55.2.321

Boniwell, 1., & Zimbardo, P. G. (2004). Balancing time perspective in pursuit of
optimal functioning. In P. A. Linley & S. Joseph (Eds.), Positive psychology
in practice (pp. 165-178). Hoboken: John Wiley & Sons.

Boniwell, L., Osin, E., Linley, P. A., & Ivanchenko, G. V. (2010). A question of
balance: Time perspective and well-being in British and Russian samples.
The Journal of Positive Psychology, 5(1), 24-40.
doi:10.1080/17439760903271181

Bozi¢, S., Jovanovi¢, T., Tomié, N., & Vasiljevi¢, D. A. (2017). An analytical
scale for domestic tourism motivation and constraints at multi-attraction
destinations: The case study of Serbia’s Lower and Middle Danube region.
Tourism Management Perspectives, 23, 97-111.

doi:10.1016/j.tmp.2017.05.002

266



Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology.
Qualitative Research in Psychology, 3(2), 77-101.
doi:10.1191/1478088706qp0630a

Brotherton, B. (2015). Researching hospitality and tourism (2nd ed.). London:
SAGE Publications.

Byrne, B. M. (2010). Structural equation modeling with AMOS: Basic concepts,
applications, and programming. New York: Routledge.

Campo-Martinez, S., Garau-Vadell, J. B., & Martinez-Ruiz, M. P. (2010). Factors
influencing repeat visits to a destination: The influence of group
composition. Tourism Management, 31(6), 862—870.
doi:10.1016/j.tourman.2009.08.013

Carelli, M. G., Wiberg, B., & Wiberg, M. (2011). Development and construct
validation of the Swedish Zimbardo time perspective inventory. European
Journal of Psychological Assessment, 27(4), 220-227. doi:10.1027/1015-
5759/a000076

Carstensen, L. L., & Lang, F. R. (1996). Future orientation scale. Stanford
University.

Carstensen, Laura L., Isaacowitz, D. M., & Charles, S. T. (1999). Taking time
seriously: A theory of socioemotional selectivity. American Psychologist,
54(3), 165-181. doi:10.1037/0003-066X.54.3.165

Cha, S., Mccleary, K. W., & Uysal, M. (1995). Travel motivations of Japanese
overseas travelers: A factor-cluster segmentation approach. Journal of Travel

Research, 34(1), 33-39. doi:10.1177/004728759503400104

267



Chan, S. M., Kwok, W. W., & Fung, T. W. (2019). Psychometric properties of the
Zimbardo time perspective inventory in Hong Kong adolescents. Time &
Society, 28(1), 33-49. d0i:10.1177/0961463X16678250

Chang, D. Y. (2016). A study of TV drama series, cultural proximity and travel
motivation: Moderation effect of enduring involvement. International
Journal of Tourism Research, 18(4), 399-408. doi:10.1002/jtr.2058

Chang, Y. W. (2017). A preliminary examination of the relationship between
consumer attitude towards space travel and the development of innovative
space tourism technology. Current Issues in Tourism, 20(14), 1431-1453.
doi:10.1080/13683500.2015.1005580

Chau, P. Y. K. (1997). Reexamining a model for evaluating information center
success using a structural equation modeling approach. Decision Sciences,
28(2), 309-334. doi:10.1111/j.1540-5915.1997.th01313.x

Chaulagain, S., Wiitala, J., & Fu, X. (2019). The impact of country image and
destination image on US tourists’ travel intention. Journal of Destination
Marketing and Management, 12, 1-11. doi:10.1016/j.jdmm.2019.01.005

Chen, C. M., & Tsali, T. H. (2019). Tourist motivations in relation to a battlefield:
A case study of Kinmen. Tourism Geographies, 21(1), 78-101.
doi:10.1080/14616688.2017.1385094

Chen, F. F., Sousa, K. H., & West, S. G. (2005). Teacher’s corner: Testing
measurement invariance of second-order factor models. Structural Equation
Modeling: A Multidisciplinary Journal, 12(3), 471-492.

doi:10.1207/S15328007SEM1203_7

268



Chen, G., Bao, J., & Huang, S. S. (2014). Segmenting Chinese backpackers by
travel motivations. International Journal of Tourism Research, 16(4), 355-
367. doi:10.1002/jtr.1928

Chen, G., & Xiao, H. (2013). Motivations of repeat visits: A longitudinal study in
Xiamen, China. Journal of Travel & Tourism Marketing, 30(4), 350—364.
doi:10.1080/10548408.2013.784152

Chiang, C. C., Wang, M. Y., Lee, C. F., & Chen, Y. C. (2015). Assessing travel
motivations of cultural tourists: A factor-cluster segmentation analysis.
Journal of Information and Optimization Sciences, 36(3), 269-282.
doi:10.1080/02522667.2014.996028

Chiang, C., & Jogaratnam, G. (2006). Why do women travel solo for purposes of
leisure? Journal of Vacation Marketing, 12(1), 59-70.
doi:10.1177/1356766706059041

Chien, G.C. L., Yen, I. Y., & Hoang, P. Q. (2012). Combination of theory of
planned behavior and motivation: An exploratory study of potential beach-
based resorts in Vietnam. Asia Pacific Journal of Tourism Research, 17(5),
489-508. d0i:10.1080/10941665.2011.627352

Chishima, Y., McKay, M. T., & Murakami, T. (2017). The reliability and validity
of the temporal focus scale in young Japanese adults. Personality and
Individual Differences, 119, 230-235. do0i:10.1016/j.paid.2017.07.031

Christou, P. A. (2020). Tourism experiences as the remedy to nostalgia:
Conceptualizing the nostalgia and tourism nexus. Current Issues in Tourism,

23(5), 612-625. doi:10.1080/13683500.2018.1548582

269



Churchill, G. A. (1979). A paradigm for developing better measures of marketing
constructs. Journal of Marketing Research, 16(1), 64—73.
doi:10.2307/3150876

Cochran, W. G. (1977). Sampling techniques (3rd ed.). New York: John Wiley &
Sons.

Coffman, D. L., & MacCallum, R. C. (2005). Using parcels to convert path
analysis models into latent variable models. Multivariate Behavioral
Research, 40(2), 235-259. d0i:10.1207/s15327906mbr4002_4

Cohen, E. (1972). Toward a sociology of international tourism. Social Research,
39(1), 164-182. doi:10.2307/40970087

Cohen, S. A,, Prayag, G., & Moital, M. (2014). Consumer behaviour in tourism:
Concepts, influences and opportunities. Current Issues in Tourism, 17(10),
872-909. doi:10.1080/13683500.2013.850064

Cole, S. T., Cromption, J. L., & Willson, V. L. (2002). An empirical investigation
of the relationships between service quality, satisfaction and behavioral
intentions among visitors to a wildlife refuge. Journal of Leisure Research,
34(1), 1-24.

Connelly, L. M. (2008). Pilot studies. Medsurg Nursing, 17(6), 411-412.

Corral-Verdugo, V., Fraijo-Sing, B., & Pinheiro, J. (2006). Sustainable behavior
and time perspective: Present, past, and future orientations and their
relationship with water conservation behavior. Revista Interamericana de

Psicologia, 40(2), 138-147.

270



Correia, A., Kozak, M., & Ferradeira, J. (2011). Impact of culture on tourist
decision-making styles. International Journal of Tourism Research, 13(5),
433-446. doi:10.1002/jtr.817

Costello, A. B., & Osborne, J. W. (2005). Best practices in exploratory factor
analysis: Four recommendations for getting the most from your analysis.
Practical Assessment, Research & Evaluation, 10(7), 1-9. doi:10.7275/jyj1-
4868

Cotte, J., & Ratneshwar, S. (2003). Choosing leisure services: The effects of
consumer timestyle. Journal of Services Marketing, 17(6), 558-572.
doi:10.1108/08876040310495609

Crawford, A. (2018). Application of the EMA model to tourism entrepreneurs:
Motivation as a mediator. Journal of Hospitality & Tourism Research, 42(8),
1254-1273. doi:10.1177/1096348017731129

Creswell, J. W. (2009). Research design: Qualitative, quantitative, and mixed
methods approaches (3rd ed). Los Angeles: SAGE Publications.

Creswell, J. W., & Miller, D. L. (2000). Determining validity in qualitative
inquiry. Theory Into Practice, 39(3), 124-130. doi:10.2307/1477543
Crites, S. L., Fabrigar, L. R., & Petty, R. E. (1994). Measuring the affective and
cognitive properties of attitudes: Conceptual and methodological issues.

Personality and Social Psychology Bulletin, 20(6), 619-634.
doi:10.1177/0146167294206001

Crompton, J. L. (1979). Motivations for pleasure vacation. Annals of Tourism

Research, 6(4), 408-424. doi:10.1016/0160-7383(79)90004-5

271



Crompton, J. L., & McKay, S. L. (1997). Motives of visitors attending festival
events. Annals of Tourism Research, 24(2), 425-439. doi:10.1016/S0160-
7383(97)80010-2

D’Alessio, M., Guarino, A., DePascalis, V., & Zimbardo, P. G. (2003). Testing
Zimbardo’s stanford time perspective inventory (STPI) - Short form. Time &
Society, 12(2), 333-347. d0i:10.1177/0961463X030122010

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

Dann, G. M. S. (1981). Tourist motivation an appraisal. Annals of Tourism
Research, 8(2), 187-219. doi:10.1016/0160-7383(81)90082-7

Darnell, A. C., & Johnson, P. S. (2001). Repeat visits to attractions: A preliminary
economic analysis. Tourism Management, 22(2), 119-126.
doi:10.1016/S0261-5177(00)00036-4

Datareportal. (2020). Digital 2020: Hong Kong: Global digital insights. Retrieved
March 10, 2021, from https://datareportal.com/reports/digital-2020-hong-
kong

Daugherty, J. R., & Brase, G. L. (2010). Taking time to be healthy: Predicting
health behaviors with delay discounting and time perspective. Personality
and Individual Differences, 48(2), 202-207.
doi:10.1016/J.PAID.2009.10.007

de Bilde, J., Vansteenkiste, M., & Lens, W. (2011). Understanding the association

between future time perspective and self-regulated learning through the lens

272



of self-determination theory. Learning and Instruction, 21(3), 332—-344.
doi:10.1016/j.learninstruc.2010.03.002

DeVellis, R. F. (2003). Scale development: Theory and applications (2nd ed.).
Thousand Oaks: SAGE Publications.

Diamantopoulos, A., & Siguaw, J. (2000). Introducing Lisrel: A guide for the
uninitiated. London: SAGE Publications.

Dickinson, J. E., & Peeters, P. (2014). Time, tourism consumption and sustainable
development. International Journal of Tourism Research, 16(1), 11-21.
doi:10.1002/jtr.1893

Dodds, S., & Hess, A. C. (2021). Adapting research methodology during COVID-
19: Lessons for transformative service research. Journal of Service
Management, 32(2), 203-217. doi:10.1108/JOSM-05-2020-0153

Durbarry, R. (2018). Research methods for tourism students. Abingdon:
Routledge.

Elo, S., & Kyngaés, H. (2008). The qualitative content analysis process. Journal of
Advanced Nursing, 62(1), 107-115. doi:10.1111/j.1365-2648.2007.04569.x

Ely, R., & Mercurio, A. (2011). Time perspective and autobiographical memory:
Individual and gender differences in experiencing time and remembering the
past. Time & Society, 20(3), 375-400. doi:10.1177/0961463X10366081

Fan, D. X. F., & Hsu, C. H. C. (2014). Potential mainland Chinese cruise
travelers’ expectations, motivations, and intentions. Journal of Travel and

Tourism Marketing, 31(4), 522-535. doi:10.1080/10548408.2014.883948

273



Fazio, R. H. (1995). Attitudes as object-evaluation associations: Determinants,
consequences, and correlates of attitude accessibility. In R. E. Petty & J. A.
Krosnick (Eds.), Attitude strength: Antecedents and consequences (pp. 247—
282). Mahwah: Lawrence Erlbaum Associates.

Field, A. P. (2009). Discovering statistics using SPSS. London: SAGE
Publications.

Fishbein, M. (1967). Attitude and the prediction of behavior. In M. Fishbein (Ed.),
Attitude theory and measurement (pp. 477—492). New York: John Wiley.

Fishbein, M. (1980). A theory of reasoned action: Some applications and
implications. Nebraska Symposium on Motivation, 27, 65-116.

Fodness, D. (1994). Measuring tourist motivation. Annals of Tourism Research,
21(3), 555-581. doi:10.1016/0160-7383(94)90120-1

Fong, L. H. N., Law, R., & Ye, B. H. (2020). Outlook of tourism recovery amid
an epidemic: Importance of outbreak control by the government. Annals of
Tourism Research, 102951. doi:10.1016/J.ANNALS.2020.102951

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with
unobservable variables and measurement error. Journal of Marketing
Research, 18(1), 39-50. d0i:10.2307/3151312

Fung, C. K. W., & Jim, C. Y. (2015). Segmentation by motivation of Hong Kong
Global Geopark visitors in relation to sustainable nature-based tourism.
International Journal of Sustainable Development and World Ecology, 22(1),

76-88. doi:10.1080/13504509.2014.999262

274



Garch, J. A. (2017). Time use patterns of Spanish people at weekends: In search
of what, who and when. Leisure Studies, 36(6), 793-810.
doi:10.1080/02614367.2016.1252786

Garcia, J. A., & Ruiz, B. (2015). Exploring the role of time perspective in leisure
choices: What about the balanced time perspective. Journal of Leisure
Research, 47(5), 515-537. doi:10.18666/JLR-2015-V47-15-5876

Gardiner, S., King, C., & Grace, D. (2013). Travel decision making: An empirical
examination of generational values, attitudes, and intentions. Journal of
Travel Research, 52(3), 310-324. doi:10.1177/0047287512467699

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

Goh, E., Ritchie, B., & Wang, J. (2017). Non-compliance in national parks: An
extension of the theory of planned behaviour model with pro-environmental
values. Tourism Management, 59, 123-127.
doi:10.1016/j.tourman.2016.07.004

Guillet, B. D., Lee, A., Law, R., & Leung, R. (2011). Factors affecting outbound
tourists’ destination choice: The case of Hong Kong. Journal of Travel &
Tourism Marketing, 28(5), 556-566. doi:10.1080/10548408.2011.588120

Gurel, E., Altinay, L., & Daniele, R. (2010). Tourism students’ entrepreneurial
intentions. Annals of Tourism Research, 37(3), 646-669.

doi:10.1016/j.annals.2009.12.003

275



Guzel, 0 ., Sahin, I., & Ryan, C. (2020). Push-motivation-based emotional
arousal: A research study in a coastal destination. Journal of Destination
Marketing and Management, 16, 100428. doi:10.1016/j.jdmm.2020.100428

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate
data analysis (7th ed.). New Jersey: Pearson Education.

Han, H. (2015). Travelers’ pro-environmental behavior in a green lodging
context: Converging value-belief-norm theory and the theory of planned
behavior. Tourism Management, 47, 164-177.
doi:10.1016/j.tourman.2014.09.014

Han, H., & Hyun, S. S. (2019). Cruise travel motivations and repeat cruising
behaviour: Impact of relationship investment. Current Issues in Tourism,
22(7), 786-805. doi:10.1080/13683500.2017.1313204

Han, H., Lee, M. J., & Kim, W. (2018). Role of shopping quality,
hedonic/utilitarian shopping experiences, trust, satisfaction and perceived
barriers in triggering customer post-purchase intentions at airports.
International Journal of Contemporary Hospitality Management, 30(10),
3059-3082. doi:10.1108/1JCHM-09-2017-0563

Han, H., Meng, B., & Kim, W. (2017). Emerging bicycle tourism and the theory
of planned behavior. Journal of Sustainable Tourism, 25(2), 292-3009.
doi:10.1080/09669582.2016.1202955

Heung, V. C. S., Qu, H., & Chu, R. (2001). The relationship between vacation

factors and socio-demographic and travelling characteristics: The case of

276



Japanese leisure travellers. Tourism Management, 22(3), 259-2609.
doi:10.1016/S0261-5177(00)00057-1

Hill, R. (1998). What sample size is "enough” in internet survey research?
Interpersonal Computing and Technology: An Electronic Journal for the
21st Century, 6(3-4).

Hillman, W., & Radel, K. (2018). Qualitative methods in tourism research:
Theory and practice. Bristol: Channel View Publications.

Hollander, E. P. (1981). Principles and methods of social psychology. New York:
Oxford University Press.

Hong Kong Census and Statistics Department. (2020a). Hong Kong in figures.
Hong Kong Special Administrative Region.

Hong Kong Census and Statistics Department. (2020b). Quarterly report on
general household survey. Hong Kong Special Administrative Region.

Hong Kong Tourism Board. (2019). A statistical review of Hong Kong tourism.
Hong Kong Special Administrative Region.

Hsieh, C. M., Park, S. H., & McNally, R. (2016). Application of the extended
theory of planned behavior to intention to travel to Japan among Taiwanese
youth: Investigating the moderating effect of past visit experience. Journal of
Travel & Tourism Marketing, 33(5), 717-729.
doi:10.1080/10548408.2016.1167387

Hsu, C. H. C., Cai, L. A., & Li, M. (2010). Expectation, motivation, and attitude:
A tourist behavioral model. Journal of Travel Research, 49(3), 282—-296.

doi:10.1177/0047287509349266

277



Hsu, C. H. C., & Huang, S. (2008). Travel motivation: A critical review of the

concept’s development. In A. G. Woodside & D. Martin (Eds.), Tourism

management: Analysis, behaviour, and strategy (pp. 14-27). Wallingford:

CABI Pub.

Hsu, C. H. C., & Huang, S. (2012). An extension of the theory of planned
behavior model for tourists. Journal of Hospitality & Tourism Research,
36(3), 390-417. doi:10.1177/1096348010390817

Hsu, C. Y., Lee, W. H., & Chen, W. Y. (2017). How to catch their attention?
Taiwanese flashpackers inferring their travel motivation from personal
development and travel experience. Asia Pacific Journal of Tourism

Research, 22(2), 117-130. doi:10.1080/10941665.2016.1182038

Hsu, T. K., Tsai, Y. F., & Wu, H. H. (2009). The preference analysis for tourist

choice of destination: A case study of Taiwan. Tourism Management, 30(2),

288-297. d0i:10.1016/J. TOURMAN.2008.07.011

Huang, J., & Hsu, C. H. C. (2010). The impact of customer-to-customer

interaction on cruise experience and vacation satisfaction. Journal of Travel

Research, 49(1), 79-92. doi:10.1177/0047287509336466

Huang, S. (2009). Measuring tourism motivation: Do scales matter?

TOURISMOS: An International Multidisciplinary Journal of Tourism, 5(1),

153-162.

Huang, S., & Hsu, C. H. C. (2009). Effects of travel motivation, past experience,

perceived constraint, and attitude on revisit intention. Journal of Travel

Research, 48(1), 29-44. doi:10.1177/0047287508328793

278



Huang, S, & van der Veen, R. (2019). The moderation of gender and generation in
the effects of perceived destination image on tourist attitude and visit
intention: A study of potential Chinese visitors to Australia. Journal of
Vacation Marketing, 25(3), 375-389. doi:10.1177/1356766718814077

Hwang, Y. H., & Fesenmaier, D. R. (2004). Coverage error embedded in self-
selected internet-based samples: A case study of Northern Indiana. Journal
of Travel Research, 42(3), 297-304. doi:10.1177/0047287503257501

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

Jalilvand, M. R., Samiei, N., Dini, B., & Manzari, P. Y. (2012). Examining the
structural relationships of electronic word of mouth, destination image,
tourist attitude toward destination and travel intention: An integrated
approach. Journal of Destination Marketing & Management, 1(1-2), 134—
143. doi:10.1016/J.JDMM.2012.10.001

Jamal, T. B., & Lee, J. H. (2003). Integrating micro and macro approaches to
tourist motivations: Toward an interdisciplinary theory. Tourism Analysis,
8(1), 47-59. doi:10.3727/108354203108750166

Janeiro, I. N., Duarte, A. M., Aradjo, A. M., & Gomes, A. |. (2017). Time
perspective, approaches to learning, and academic achievement in secondary
students. Learning and Individual Differences, 55, 61-68.

doi:10.1016/J.LINDIF.2017.03.007

279



Jang, S. C., Bai, B., Hu, C., & Wu, C. M. E. (2009). Affect, travel motivation, and
travel intention: A senior market. Journal of Hospitality & Tourism
Research, 33(1), 51-73. doi:10.1177/1096348008329666

Jang, S. C., & Cai, L. A. (2002). Travel motivations and destination choice: A
study of British outbound market. Journal of Travel & Tourism Marketing,
13(3), 111-133. d0i:10.1080/10548400209511570

Jang, S. C., & Feng, R. (2007). Temporal destination revisit intention: The effects
of novelty seeking and satisfaction. Tourism Management, 28(2), 580-590.
doi:10.1016/j.tourman.2006.04.024

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. doi:10.1016/j.tourman.2004.11.006

Jennings, G. (2001). Tourism research. Milton: Wiley.

Jiang, S., Scott, N., & Ding, P. (2019). Motivations of experienced leisure
travellers: A means-end chain study on the Chinese outbound market.
Journal of Vacation Marketing, 25(2), 225-238.
doi:10.1177/1356766718763694

Jiang, W. H,, Li, Y. Q., Liu, C. H., & Chang, Y. P. (2017). Validating a
multidimensional perspective of brand equity on motivation, expectation, and
behavioural intention: A practical examination of culinary tourism. Asia
Pacific Journal of Tourism Research, 22(5), 524-539.

doi:10.1080/10941665.2017.1287106

280



Johanson, G. A., & Brooks, G. P. (2010). Initial scale development: Sample size
for pilot studies. Educational and Psychological Measurement, 70(3), 394—
400. doi:10.1177/0013164409355692

Joireman, J., Balliet, D., Sprott, D., Spangenberg, E., & Schultz, J. (2008).
Consideration of future consequences, ego-depletion, and self-control:
Support for distinguishing between CFC-Immediate and CFC-Future sub-
scales. Personality and Individual Differences, 45(1), 15-21.
doi:10.1016/J.PAID.2008.02.011

Joireman, J., & King, S. (2016). Individual differences in the consideration of
future and (more) immediate consequences: A review and directions for
future research. Social and Personality Psychology Compass, 10(5), 313—
326. doi:10.1111/spc3.12252

Joireman, J., Shaffer, M. J., Balliet, D., & Strathman, A. (2012). Promotion
orientation explains why future-oriented people exercise and eat healthy
evidence from the two-factor consideration of future consequences-14 scale.
Personality and Social Psychology Bulletin, 38(10), 1272-1287.
doi:10.1177/0146167212449362

Jonas, A., Mansfeld, Y., Paz, S., & Potasman, I. (2011). Determinants of health
risk perception among low-risk-taking tourists traveling to developing
countries. Journal of Travel Research, 50(1), 87-99.
doi:10.1177/0047287509355323

Kairys, A., & Liniauskaite, A. (2015). Time perspective and personality. In M.

Stolarski, N. Fieulaine, & W. van Beek (Eds.), Time perspective theory:

281



Review, research and application (pp. 99-113). New York: Springer
International Publishing.

Kaiser, H. F. (1974). An index of factorial simplicity. Psychometrika, 39(1), 31—
36. doi:10.1007/BF02291575

Keough, K. A., Zimbardo, P. G., & Boyd, J. N. (1999). Who’s smoking, drinking,
and using drugs? Time perspective as a predictor of substance use. Basic and
Applied Social Psychology, 21(2), 149-164.
doi:10.1207/S15324834BA210207

Khan, M. J., Chelliah, S., & Ahmed, S. (2019). Intention to visit India among
potential travellers: Role of travel motivation, perceived travel risks, and
travel constraints. Tourism and Hospitality Research, 19(3), 351-367.
doi:10.1177/1467358417751025

Kim, S. S., & Prideaux, B. (2005). Marketing implications arising from a
comparative study of international pleasure tourist motivations and other
travel-related characteristics of visitors to Korea. Tourism Management,
26(3), 347-357. doi:10.1016/j.tourman.2003.09.022

Kim, S., & Kim, S. (2018). Segmentation of potential film tourists by film
nostalgia and preferred film tourism program. Journal of Travel and Tourism
Marketing, 35(3), 285-305. doi:10.1080/10548408.2017.1284705

Kim, S., & Kim, H. (2015). Moderating effects of tourists’ novelty-seeking
tendencies on the relationship between satisfaction and behavioral intention.
Tourism Analysis, 20(5), 511-522.

doi:10.3727/108354215X14411980111415

282



Kirillova, K., Peng, C., & Chen, H. (2019). Anime consumer motivation for
anime tourism and how to harness it. Journal of Travel and Tourism
Marketing, 36(2), 268-281. doi:10.1080/10548408.2018.1527274

Kline, R. (2011). Principles and practice of structural equation modeling (3rd
ed.). New York: Guilford Publications.

Konu, H., & Laukkanen, T. (2010). Predictors of tourists’ wellbeing holiday
intentions in Finland. Journal of Hospitality and Tourism Management,
17(1), 144-149. doi:10.1375/jhtm.17.1.144

Kooij, D. T. A. M., Tims, M., & Akkermans, J. (2017). The influence of future
time perspective on work engagement and job performance: The role of job
crafting. European Journal of Work and Organizational Psychology, 26(1),
4-15. doi:10.1080/1359432X.2016.1209489

Kumar, V. (2016). Examining the role of destination personality and self-
congruity in predicting tourist behavior. Tourism Management Perspectives,
20, 217-227. doi:10.1016/j.tmp.2016.09.006

Kuppelwieser, V. G., & Sarstedt, M. (2014). Exploring the influence of
customers’ time horizon perspectives on the satisfaction—loyalty link.
Journal of Business Research, 67(12), 2620-2627.
doi:10.1016/j.jbusres.2014.03.021

Kvasova, O. (2015). The big five personality traits as antecedents of eco-friendly
tourist behavior. Personality and Individual Differences, 83, 111-116.

doi:10.1016/J.PAID.2015.04.011

283



Laghi, F., Baiocco, R., Liga, F., Guarino, A., & Baumgartner, E. (2013). Identity
status differences among Italian adolescents: Associations with time
perspective. Children and Youth Services Review, 35(3), 482-487.
doi:10.1016/J.CHILDYOUTH.2012.12.018

Lam, T., & Hsu, C. H. C. (2004). Theory of planned behavior: Potential travelers
from China. Journal of Hospitality & Tourism Research, 28(4), 463-482.
doi:10.1177/1096348004267515

Lam, T., & Hsu, C. H. C. (2006). Predicting behavioral intention of choosing a
travel destination. Tourism Management, 27(4), 589-599.
doi:10.1016/j.tourman.2005.02.003

Lau, C. K. H., Chui, R. C. F., Lin, P. M. C., & Chan, R. T. M. (2019). The value
of P2PA to travelers: Evidence from the Hong Kong market. International
Journal of Tourism Research, 21(6), 839-854. doi:10.1002/jtr.2309

Law, R., Cheung, C., & Lo, A. (2004). The relevance of profiling travel activities
for improving destination marketing strategies. International Journal of
Contemporary Hospitality Management, 16(6), 355-362.
d0i:10.1108/09596110410550798

Le Serre, D., Legohérel, P., & Weber, K. (2013). Seniors’ motivations and
perceived risks: A cross-cultural study. Journal of International Consumer
Marketing, 25(2), 61-79. doi:10.1080/08961530.2013.759040

Lee, C. K., Lee, Y. K., & Lee, B. K. (2005). Korea’s destination image formed by
the 2002 World Cup. Annals of Tourism Research, 32(4), 839-858.

doi:10.1016/j.annals.2004.11.006

284



Lee, C. K., Reisinger, Y., Kim, M. J., & Yoon, S. M. (2014). The influence of
volunteer motivation on satisfaction, attitudes, and support for a mega-event.
International Journal of Hospitality Management, 40, 37-48.
doi:10.1016/j.ijhm.2014.03.003

Lee, H. A, Guillet, B. D., Law, R., & Leung, R. (2012). Travel motivations and
travel distance with temporal advance: A case study of Hong Kong pleasure
travelers. Journal of Destination Marketing & Management, 1(1-2), 107—
117. doi:10.1016/J.JDMM.2012.05.001

Lee, T. H. (2009). A structural model to examine how destination image, attitude,
and motivation affect the future behavior of tourists. Leisure Sciences, 31(3),
215-236. doi:10.1080/01490400902837787

Lee, T. H., & Crompton, J. (1992). Measuring novelty seeking in tourism. Annals
of Tourism Research, 19(4), 732—751. doi:10.1016/0160-7383(92)90064-V

Legohérel, P., Daucé, B., Hsu, C. H. C., & Ranchhold, A. (2009). Culture, time
orientation, and exploratory buying behavior. Journal of International
Consumer Marketing, 21(2), 93—107. doi:10.1080/08961530802153029

Lehto, X., Douglas, A. C., & Park, J. (2007). Mediating the effects of natural
disasters on travel intention. Journal of Travel and Tourism Marketing,
23(2-4), 29-43. d0i:10.1300/J073v23n02_03

Lennings, C. J. (1996). Self-efficacy and temporal orientation as predictors of
treatment outcome in severely dependent alcoholics. Alcoholism Treatment

Quarterly, 14(4), 71-79. doi:10.1300/J020V/14N04_05

285



Leong, A., Yeh, S. S., Hsiao, Y. C., & Huan, T. C. (2015). Nostalgia as travel
motivation and its impact on tourists’ loyalty. Journal of Business Research,
68(1), 81-86. doi:10.1016/J.JBUSRES.2014.05.003

Letheren, K., Martin, B. A. S., & Jin, H. S. (2017). Effects of personification and
anthropomorphic tendency on destination attitude and travel intentions.
Tourism Management, 62, 65—75. doi:10.1016/j.tourman.2017.03.020

Levitt, J. A., Zhang, P., DiPietro, R. B., & Meng, F. (2017). Food tourist
segmentation: Attitude, behavioral intentions and travel planning behavior
based on food involvement and motivation. International Journal of
Hospitality & Tourism Administration, 1-27.
doi:10.1080/15256480.2017.1359731

Lewin, K. (1951). Field theory in social science: Selected theoretical papers.
Oxford: Harpers.

Li, M., & Cai, L. A. (2012). The effects of personal values on travel motivation
and behavioral intention. Journal of Travel Research, 51(4), 473-487.
doi:10.1177/0047287511418366

Li, M., Cai, L. A., Lehto, X. Y., & Huang, J. (2010). A missing link in
understanding revisit intention—The role of motivation and image. Journal
of Travel & Tourism Marketing, 27(4), 335-348.
doi:10.1080/10548408.2010.481559

Li, M., Cai, L. A., & Qiu, S. (2016). A value, affective attitude, and tourist
behavioral intention model. Journal of China Tourism Research, 12(2), 179-

195. doi:10.1080/19388160.2016.1225620

286



Li, M., Zhang, H., Xiao, H., & Chen, Y. (2015). A grid-group analysis of tourism
motivation. International Journal of Tourism Research, 17(1), 35-44.
doi:10.1002/jtr.1963

Lin, Y. H., Lee, Y. C., & Wang, S. C. (2012). Analysis of motivation, travel risk,
and travel satisfaction of Taiwan undergraduates on work and travel overseas
programmes: Developing measurement scales. Tourism Management
Perspectives, 2—-3, 35-46. doi:10.1016/j.tmp.2012.01.002

Liu, C. H. S., & Chou, S. F. (2016). Tourism strategy development and facilitation
of integrative processes among brand equity, marketing and motivation.
Tourism Management, 54, 298-308. doi:10.1016/j.tourman.2015.11.014

Lloyd, A. E., Chan, R. Y. K,, Yip, L. S. C., & Chan, A. (2014). Time buying and
time saving: Effects on service convenience and the shopping experience at
the mall. Journal of Services Marketing, 28(1), 36—49. doi:10.1108/JSM-03-
2012-0065

Lo, A.S., & Lee, C. Y. S. (2011). Motivations and perceived value of volunteer
tourists from Hong Kong. Tourism Management, 32(2), 326-334.
doi:10.1016/j.tourman.2010.03.002

Lu, J., Chan, C. S., & Cheung, J. (2020). Investigating volunteer tourist
experience in embodiment theory: A study of Mainland Chinese market.
Journal of Travel and Tourism Marketing, 37(7), 854-869.
doi:10.1080/10548408.2020.1837712

Lu, J., Hung, K., Wang, L., Schuett, M. A., & Hu, L. (2016). Do perceptions of

time affect outbound-travel motivations and intention? An investigation

287



among Chinese seniors. Tourism Management, 53, 1-12.
doi:10.1016/j.tourman.2015.09.003

Lu, J., Xiao, X., Xu, Z., Wang, C., Zhang, M., & Zhou, Y. (In press). The
potential of virtual tourism in the recovery of tourism industry during the
COVID-19 pandemic. Current Issues in Tourism.
doi:10.1080/13683500.2021.1959526

Luo, J. M., & Lam, C. F. (2020). Travel anxiety, risk attitude and travel intentions
towards “travel bubble” destinations in Hong Kong: Effect of the fear of
COVID-19. International Journal of Environmental Research and Public
Health, 17(21), 7869. doi:10.3390/ijerph17217859

Luo, L., Ratchford, B. T., & Yang, B. (2013). Why we do what we do: A model
of activity consumption. Journal of Marketing Research, 50(1), 24-43.
doi:10.1509/jmr.10.0416

Ma, A., Chow, A., Cheung, L., Lee, K., & Liu, S. (2018). Impacts of tourists’
sociodemographic characteristics on the travel motivation and satisfaction:
The case of protected areas in South China. Sustainability, 10(10), 3388.
doi:10.3390/5u10103388

Ma, A. T. H., Chow, A. S. Y., Cheung, L. T. O., & Liu, S. (2018). Self-
determined travel motivation and environmentally responsible behaviour of
Chinese visitors to national forest protected areas in South China. Global
Ecology and Conservation, 16, e00480. doi:10.1016/j.gecco0.2018.e00480

Mair, J. (2015). Incentive travel: A theoretical perspective. Event Management,

19(4), 543-552. doi:10.3727/152599515X14465748512803

288



Mannell, R. C., & Iso-Ahola, S. E. (1987). Psychological nature of leisure and
tourism experience. Annals of Tourism Research, 14(3), 314-331.
doi:10.1016/0160-7383(87)90105-8

Martin, B. A. S., Gnoth, J., & Strong, C. (2009). Temporal construal in
advertising: The moderating role of temporal orientation and attribute
importance in consumer evaluations. Journal of Advertising, 38(3), 5-19.
doi:10.2307/27749643

Masadeh, M. A. (2012). Focus group: Reviews and practices. International
Journal of Applied Science and Technology, 2(10), 63-68.

Matheson, C. M., Rimmer, R., & Tinsley, R. (2014). Spiritual attitudes and visitor
motivations at the Beltane Fire Festival, Edinburgh. Tourism Management,
44, 16-33. doi:10.1016/j.tourman.2014.01.023

Matsunaga, M. (2008). Item parceling in structural equation modeling: A primer.
Communication Methods and Measures, 2(4), 260-293.
doi:10.1080/19312450802458935

McGrath, J. E., & Kelly, J. R. (1986). Time and human interaction: Toward a
social psychology of time. New York: Guilford Press.

McKay, M. T., Cole, J. C., & Percy, A. (2017). Temporal focus clusters differ
meaningfully in terms of anxiety and depressive symptomatology. Psychiatry
Research, 256, 283-285. doi:10.1016/j.psychres.2017.06.061

McKay, M. T., Percy, A., Goudie, A. J., Sumnall, H. R., & Cole, J. C. (2012). The

temporal focus scale: Factor structure and association with alcohol use in a

289



sample of Northern Irish school children. Journal of Adolescence, 35(5),
1361-1368. doi:10.1016/J. ADOLESCENCE.2012.05.006

McKay, M. T., Worrell, F. C., Temple, E. C., Perry, J. L., Cole, J. C., & Mello, Z.
R. (2015). Less is not always more: The case of the 36-item short form of the
Zimbardo time perspective inventory. Personality and Individual
Differences, 72, 68—71. doi:10.1016/J.PAID.2014.08.018

McKercher, B., & Tse, T. S. (2012). Is intention to return a valid proxy for actual
repeat visitation? Journal of Travel Research, 51(6), 671-686.
doi:10.1177/0047287512451140

Megehee, C. M., & Woodside, A. G. (2010). Creating visual narrative art for
decoding stories that consumers and brands tell. Psychology & Marketing,
27(6), 603-622. doi:10.1002/mar.20347

Mehmetoglu, M. (2012). What determines holidaying interest? Extrinsic versus
intrinsic motivations. Journal of Social, Evolutionary, and Cultural
Psychology, 2012(1), 93-110. doi:10.1037/h0099222

Meng, F., & Uysal, M. (2008). Effects of gender differences on perceptions of
destination attributes, motivations, and travel values: An examination of a
nature-based resort destination. Journal of Sustainable Tourism, 16(4), 445—
466. doi:10.1080/09669580802154231

Milfont, L, T., & Gouveia, V, V. (2006). Time perspective and values: An
exploratory study of their relations to environmental attitudes. Journal of

Environmental Psychology, 26(1), 72-82. doi:10.1016/j.jenvp.2006.03.001

290



Milfont, T. L., Andrade, P. R., Pessoa, V. S., & Belo, R. P. (2008). Testing
Zimbardo time perspective inventory in a Brazilian sample. Interamerican
Journal of Psychology, 42(1), 49-58.

Milfont, T. L., & Demarque, C. (2015). Understanding environmental issues with
temporal lenses: Issues of temporality and individual differences. In M.
Stolarski, N. Fieulaine, & W. van Beek (Eds.), Time perspective theory:
Review, research and application (pp. 371-383). New York: Springer
International Publishing.

Milfont, T. L., Wilson, J., & Diniz, P. (2012). Time perspective and
environmental engagement: A meta-analysis. International Journal of
Psychology, 47(5), 325-334. doi:10.1080/00207594.2011.647029

Moufakkir, O., & AlSaleh, D. (2017). A conceptual framework for studying
recreational travel motivation from an Arab perspective. Tourism Recreation
Research, 42(4), 522-536. doi:10.1080/02508281.2017.1354496

Moutinho, L. (1987). Consumer behaviour in tourism. European Journal of
Marketing, 21(10), 5-44. doi:10.1108/EUM0000000004718

MoveHub. (2020). World's Biggest Travellers in 2017. Retrieved May 1, 2020,
from https://www.movehub.com/blog/worlds-biggest-travellers/

Musa, G., Thirumoorthi, T., & Doshi, D. (2012). Travel behaviour among
inbound medical tourists in Kuala Lumpur. Current Issues in Tourism, 15(6),
525-543. d0i:10.1080/13683500.2011.626847

Mutanga, C. N., Vengesayi, S., Chikuta, O., Muboko, N., & Gandiwa, E. (2017).

Travel motivation and tourist satisfaction with wildlife tourism experiences

291



in Gonarezhou and Matusadona National Parks, Zimbabwe. Journal of
Outdoor Recreation and Tourism, 20, 1-18. doi:10.1016/j.jort.2017.08.001

Nowacki, M. M. (2009). Quality of visitor attractions, satisfaction, benefits and
behavioural intentions of visitors: Verification of a model. International
Journal of Tourism Research, 11(3), 297-309. doi:10.1002/jtr.689

Nunkoo, R. (2018). Handbook of research methods for tourism and hospitality
management. Cheltenham: Edward Elgar Publishing Ltd.

Nunnally, J. C. (1978). Psychometric theory. New York: McGraw-Hill.

Nusair, K., & Hua, N. (2010). Comparative assessment of structural equation
modeling and multiple regression research methodologies: E-commerce
context. Tourism Management, 31(3), 314-324.
doi:10.1016/J. TOURMAN.2009.03.010

Nuttin, J. (1985). Future time perspective and motivation: Theory and research
method. Leuven: Leuven University Press.

Oh, H., Assaf, A. G., & Baloglu, S. (2016). Motivations and goals of slow
tourism. Journal of Travel Research, 55(2), 205-2109.
doi:10.1177/0047287514546228

Oliver, R. L. (1993). Cognitive, affective, and attribute bases of the satisfaction
response. Journal of Consumer Research, 20(3), 418. doi:10.1086/209358

Oliver, R. L. (2010). Satisfaction: A behavioral perspective on the consumer (2nd
ed.). New York: M.E. Sharpe.

Ong, T. F., & Musa, G. (2012). Examining the influences of experience,

personality and attitude on SCUBA divers’ underwater behaviour: A

292



structural equation model. Tourism Management, 33(6), 1521-1534.
doi:10.1016/j.tourman.2012.02.007

Oppermann, M. (2000). Tourism destination loyalty. Journal of Travel Research,
39(1), 78-84. d0i:10.1177/004728750003900110

Orkibi, H. (2015). Psychometric properties of the Hebrew short version of the
Zimbardo time perspective inventory. Evaluation & the Health Professions,
38(2), 219-245. d0i:10.1177/0163278714531601

Osgood, C. E. (1952). The nature and measurement of meaning. Psychological
Bulletin, 49(3), 197-237. doi:10.1037/h0055737

Paker, N., & Vural, C. A. (2016). Customer segmentation for marinas: Evaluating
marinas as destinations. Tourism Management, 56, 156-171.
doi:10.1016/j.tourman.2016.03.024

Park, J., Musa, G., Moghavvemi, S., Thirumoorthi, T., Taha, A. Z., Mohtar, M., &
Sarker, M. M. (2019). Travel motivation among cross border tourists: Case
study of Langkawi. Tourism Management Perspectives, 31, 63-71.
doi:10.1016/j.tmp.2019.03.004

Park, S. H., Hsieh, C. M., & Lee, C. K. (2017). Examining Chinese college
students’ intention to travel to Japan using the extended theory of planned
behavior: Testing destination image and the mediating role of travel
constraints. Journal of Travel & Tourism Marketing, 34(1), 113-131.
doi:10.1080/10548408.2016.1141154

Park, S. H., Hsieh, C. M., & McNally, R. (2010). Motivations and marketing

drivers of Taiwanese island tourists: Comparing across Penghu, Taiwan and

293



Phuket, Thailand. Asia Pacific Journal of Tourism Research, 15(3), 305-317.
doi:10.1080/10941665.2010.503622

Pearce, P. L. (1982). The social psychology of tourist behaviour. Oxford:
Pergamon Press.

Pearce, P. L., & Lee, U. L. (2005). Developing the travel career approach to
tourist motivation. Journal of Travel Research, 43(3), 226-237.
doi:10.1177/0047287504272020

Pearce, P. L. (1988). The ulysses factor: Evaluating visitors in tourist settings.
London: Routledge.

Pearce, P. L., & Stringer, P. F. (1991). Psychology and tourism. Annals of
Tourism Research, 18(1), 136-154. doi:10.1016/0160-7383(91)90044-C

Pereira, V., Gupta, J. J., & Hussain, S. (In press). Impact of travel motivation on
tourist’s attitude toward destination: Evidence of mediating effect of
destination image. Journal of Hospitality & Tourism Research.
doi:10.1177/1096348019887528

Perry, J. L., McKay, M. T., Worrell, F. C., Zivkovié, U., Mello, Z. R., & Musil, B.
(2015). Measuring time perspective in adolescents: Can you get the right
answer by asking the wrong questions? Personality and Individual
Differences, 78, 53-57. doi:10.1016/J.PAID.2015.01.015

Pesonen, J. A. (2015). Targeting rural tourists in the Internet: Comparing travel
motivation and activity-based segments. Journal of Travel & Tourism

Marketing, 32(3), 211-226. doi:10.1080/10548408.2014.895695

294



Pesonen, J., Komppula, R., Kronenberg, C., & Peters, M. (2011). Understanding
the relationship between push and pull motivations in rural tourism. Tourism
Review, 66(3), 32—49. doi:10.1108/16605371111175311

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 VVacation Marketing, 22(2), 142-153.
doi:10.1177/1356766715607587

Peters, E., & Slovic, P. (2007). Affective asynchrony and the measurement of the
affective attitude component. Cognition and Emotion, 21(2), 300—329.
doi:10.1080/02699930600911440

Petrick, J. F., & Huether, D. (2013). Is travel better than chocolate and wine? The
benefits of travel. Journal of Travel Research, 52(6), 705-708.
doi:10.1177/0047287513496479

Petrocelli, J. V. (2003). Factor validation of the consideration of future
consequences scale: Evidence for a short version. The Journal of Social
Psychology, 143(4), 405-413. doi:10.1080/00224540309598453

Pham, M. T., Cohen, J. B., Pracejus, J. W., & Hughes, G. D. (2001). Affect
monitoring and the primacy of feelings in judgment. Journal of Consumer
Research, 28(2), 167-188. doi:10.1086/322896

Phau, I., Quintal, V., Marchegiani, C., & Lee, S. (2016). Looking beyond pasta
and pizzas: Examining personal and historical nostalgia as travel motives.
International Journal of Culture, Tourism, and Hospitality Research, 10(3),

296-309. doi:10.1108/IJCTHR-07-2015-0073

295



Philipp, S. F. (1992). Time orientation and participation in leisure activities.
Perceptual and Motor Skills, 75(2), 659-664.
doi:10.2466/pms.1992.75.2.659

Piedmont, R. L. (2014). Construct validity. In A. C. Michalos (Ed.), Encyclopedia
of quality of life and well-being research (pp. 1212-1213). Dordrecht:
Springer International Publishing.

Pike, S. (2009). Destination brand positions of a competitive set of near-home
destinations. Tourism Management, 30(6), 857—866.
doi:10.1016/j.tourman.2008.12.007

Pizam, A., Neumann, Y., & Reichel, A. (1979). Tourist satisfaction. Uses and
misuses. Annals of Tourism Research. doi:10.1016/0160-7383(79)90146-4

Plog, S. C. (1974). Why destination areas rise and fall in popularity. Cornell Hotel
and Restaurant Administration Quarterly, 14(4), 55-58.
doi:10.1177/001088047401400409

Pratt, M. A., & Sparks, B. (2014). Predicting wine tourism intention: Destination
image and self-congruity. Journal of Travel & Tourism Marketing, 31(4),
443-460. doi:10.1080/10548408.2014.883953

Prayag, G. (2012). Senior travelers’ motivations and future behavioral intentions:
The case of Nice. Journal of Travel and Tourism Marketing, 29(7), 665-681.
doi:10.1080/10548408.2012.720153

Prayag, G., Suntikul, W., & Agyeiwaah, E. (2018). Domestic tourists to EImina

Castle, Ghana: Motivation, tourism impacts, place attachment, and

296



satisfaction. Journal of Sustainable Tourism, 26(12), 2053-2070.
doi:10.1080/09669582.2018.1529769

Przepiorka, A., Sobol-Kwapinska, M., & Jankowski, T. (2016). A polish short
version of the Zimbardo time perspective inventory. Personality and
Individual Differences, 101, 78-89. doi:10.1016/J.PAID.2016.05.047

Quintal, V. A,, Lee, J. A., & Soutar, G. N. (2010). Risk, uncertainty and the
theory of planned behavior: A tourism example. Tourism Management,
31(6), 797-805. doi:10.1016/j.tourman.2009.08.006

Rabinovich, A., Morton, T., & Postmes, T. (2010). Time perspective and attitude-
behaviour consistency in future-oriented behaviours. British Journal of
Social Psychology, 49(1), 69-89. d0i:10.1348/014466608X401875

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. doi:10.1108/JIMA-05-2015-0030

Ramkissoon, H., & Uysal, M. S. (2011). The effects of perceived authenticity,
information search behaviour, motivation and destination imagery on cultural
behavioural intentions of tourists. Current Issues in Tourism, 14(6), 537—
562. doi:10.1080/13683500.2010.493607

Rappange, D. R., Brouwer, W. B. F., & van Exel, N. J. A. (2009). Back to the
consideration of future consequences scale: Time to reconsider? The Journal

of Social Psychology, 149(5), 562-584. doi:10.1080/00224540903232324

297



Regan, N., Carlson, J., & Rosenberger, P. J. (2012). Factors affecting group-
oriented travel intention to major events. Journal of Travel and Tourism
Marketing, 29(2), 185-204. doi:10.1080/10548408.2012.648550

Riley, R. W. (1995). Prestige-worthy tourism behavior. Annals of Tourism
Research, 22(3), 630-649. doi:10.1016/0160-7383(95)00009-U

Rittichainuwat, N. (2008). Responding to disaster: Thai and Scandinavian
tourists’ motivation to visit Phuket, Thailand. Journal of Travel Research,
46(4), 422-432. doi:10.1177/0047287507308323

Roberson, D. N. (2018). Learning while traveling: The school of travel. Journal of
Hospitality, Leisure, Sport and Tourism Education, 22, 14-18.
doi:10.1016/j.jhlste.2017.11.001

Rosenberg, B, D., & Navarro, M. A. (2018). Semantic differential scaling. In B.
B. Frey (Ed.), The SAGE encyclopedia of educational research,
measurement, and evaluation (pp. 1504-1507). Thousand Oaks: SAGE
Publications.

Rush, J., & Grouzet, F. M. E. (2012). It is about time: Daily relationships between
temporal perspective and well-being. The Journal of Positive Psychology,
7(5), 427-442. doi:10.1080/17439760.2012.713504

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

Ryan, C., & Glendon, I. (1998). Application of leisure motivation scale to
tourism. Annals of Tourism Research, 25(1), 169-184. doi:10.1016/s0160-

7383(97)00066-2

298



Ryu, E., Hyun, S. S., & Shim, C. (2015). Creating new relationships through
tourism: A qualitative analysis of tourist motivations of older individuals in
Japan. Journal of Travel and Tourism Marketing, 32(4), 325-338.
doi:10.1080/10548408.2014.895478

Ryu, K., & Jang, S. C. (2006). Intention to experience local cuisine in a travel
destination: The modified theory of reasoned action. Journal of Hospitality
& Tourism Research, 30(4), 507-516. doi:10.1177/1096348006287163

Sanchez, A. D., Rama, de la C. D. R, Garcia, M., & A lvarez, J. (2017).
Bibliometric analysis of publications on wine tourism in the databases
Scopus and WoS. European Research on Management and Business
Economics, 23(1), 8-15. doi:10.1016/j.iedeen.2016.02.001

Saribut, S., Na Nan, K., & Assarut, N. (2017). The effect of previous experience
and travel motivation on behavioral intention: Moderating the influence of
the new-age elderly of an emerging country. International Journal of Applied
Business and Economic Research, 15(10), 103-120.

Schiffman, L. G., & Wisenblit, J. (2015). Consumer behavior (11th ed.). Harlow:
Pearson Education.

Schumacker, R. E., & Lomax, R. G. (2010). A4 beginner’s guide to structural
equation modeling (3rd ed.). New York: Routledge.

Scott, N. (2020). Cognitive psychology and tourism - Surfing the “cognitive
wave”: A perspective article. Tourism Review, 75(1), 49-51.

doi:10.1108/TR-06-2019-0217

299



Seema, R., & Sircova, A. (2013). Mindfulness — A time perspective? Estonian
study. Baltic Journal of Psychology, 14(1), 4-21.

Seow, A. N., Choong, Y. O., Moorthy, K., & Chan, L. M. (2017). Intention to
visit Malaysia for medical tourism using the antecedents of theory of planned
behaviour: A predictive model. International Journal of Tourism Research,
19(3), 383-393. doi:10.1002/jtr.2120

Sharifpour, M., Walters, G., Ritchie, B. W., & Winter, C. (2014). Investigating
the role of prior knowledge in tourist decision making. Journal of Travel
Research, 53(3), 307-322. doi:10.1177/0047287513500390

Sharma, S., Mukherjee, S., Kumar, A., & Dillon, W. R. (2005). A simulation
study to investigate the use of cutoff values for assessing model fit in
covariance structure models. Journal of Business Research, 58(7), 935-943.
doi:10.1016/j.jbusres.2003.10.007

Shell, D. F., & Husman, J. (2001). The multivariate dimensionality of personal
control and future time perspective beliefs in achievement and self-
regulation. Contemporary Educational Psychology, 26(4), 481-506.
doi:10.1006/ceps.2000.1073

Shen, S., Schittemeyer, A., & Braun, B. (2009). Visitors’ intention to visit world
cultural heritage sites: An empirical study of Suzhou, China. Journal of
Travel and Tourism Marketing, 26(7), 722—734.

doi:10.1080/10548400903284610

300



Shipp, A. J., & Aeon, B. (2019). Temporal focus: Thinking about the past,
present, and future. Current Opinion in Psychology, 26, 37-43.
doi:10.1016/J.COPSYC.2018.04.005

Shipp, A. J., Edwards, J. R., & Lambert, L. S. (2009). Conceptualization and
measurement of temporal focus: The subjective experience of the past,
present, and future. Organizational Behavior and Human Decision
Processes, 110(1), 1-22. doi:10.1016/j.0bhdp.2009.05.001

Shores, K., & Scott, D. (2007). The relationship of individual time perspective
and recreation experience preferences. Journal of Leisure Research, 39(1),
28-59.

Shrigley, R. L., Koballa, T. R., & Simpson, R. D. (1988). Defining attitude for
science educators. Journal of Research in Science Teaching, 25(8), 659-678.
doi:10.1002/tea.3660250805

Singh, R. K., & Chaudhary, B. D. (1985). Biometrical method in quantitative
genetics analysis. New Delhi: Kalyani Publishers.

Sirakaya, E., & Woodside, A. G. (2005). Building and testing theories of decision
making by travellers. Tourism Management, 26(6), 815-832.
doi:10.1016/j.tourman.2004.05.004

Sircova, A., van de Vijver, F. J. R., Osin, E., Milfont, T. L., Fieulaine, N., Kislali-
Erginbilgic, A., ...Boyd, J. N. (2014). A global look at time: A 24-country
study of the equivalence of the Zimbardo time perspective inventory. SAGE

Open, 4(1), 1-12. doi:10.1177/2158244013515686

301



Skavronskaya, L., Scott, N., Moyle, B., Le, D., Hadinejad, A., Zhang,
R., ...Shakeela, A. (2017). Cognitive psychology and tourism research: State
of the art. Tourism Review, 72(2), 221-237. doi:10.1108/TR-03-2017-0041

Snepenger, D., King, J., Marshall, E., & Uysal, M. (2006). Modeling Iso-Ahola’s
motivation theory in the tourism context. Journal of Travel Research, 45(2),
140-149. doi:10.1177/0047287506291592

Sobol-Kwapinska, M., & Jankowski, T. (2016). Positive time: Balanced time
perspective and positive orientation. Journal of Happiness Studies, 17(4),
1511-1528. doi:10.1007/s10902-015-9656-2

Song, H., Liu, K. N., & Huang, Y. T. (2016). Understanding Mainland Chinese
tourists’ motivation and constraints of visiting Taiwan. Journal of China
Tourism Research, 12(3-4), 394-413. doi:10.1080/19388160.2016.1262804

Song, H. S., & Bae, S. Y. (2018). Understanding the travel motivation and
patterns of international students in Korea: Using the theory of travel career
pattern. Asia Pacific Journal of Tourism Research, 23(2), 133-145.
doi:10.1080/10941665.2017.1410193

Sparks, B. (2007). Planning a wine tourism vacation? Factors that help to predict
tourist behavioural intentions. Tourism Management, 28(5), 1180-1192.
doi:10.1016/j.tourman.2006.11.003

Sparks, B., & Pan, G. W. (2009). Chinese outbound tourists: Understanding their
attitudes, constraints and use of information sources. Tourism Management,

30(4), 483-494. doi:10.1016/J. TOURMAN.2008.10.014

302



Stolarski, M., Fieulaine, N., & Zimbardo, P. G. (2018). Putting time in a wider
perspective: The past, the present, and the future of time perspective theory.
In V. Zeigler-Hill & T. K. Shackelford (Eds.), The SAGE handbook of
personality and individual differences: Volume I: The science of personality
and individual differences (pp. 592-625). Thousand Oakes: SAGE
Publications.

Stolarski, Maciej, Matthews, G., Postek, S., Zimbardo, P. G., & Bitner, J. (2014).
How we feel is a matter of time: Relationships between time perspectives
and mood. Journal of Happiness Studies, 15(4), 809-827.
doi:10.1007/s10902-013-9450-y

Strathman, A., Gleicher, F., Boninger, D. S., & Edwards, C. S. (1994). The
consideration of future consequences: Weighing immediate and distant
outcomes of behavior. Journal of Personality and Social Psychology, 66(4),
742-752. doi:10.1037/0022-3514.66.4.742

Strobel, M., Tumasjan, A., Sporrle, M., & Welpe, 1. M. (2013). The future starts
today, not tomorrow: How future focus promotes organizational citizenship
behaviors. Human Relations, 66(6), 829-856.
doi:10.1177/0018726712470709

Su, D. N., Nguyen, N. A. N., Nguyen, Q. N. T., & Tran, T. P. (2020). The link
between travel motivation and satisfaction towards a heritage destination:
The role of visitor engagement, visitor experience and heritage destination
image. Tourism Management Perspectives, 34, 100634.

doi:10.1016/j.tmp.2020.100634

303



Swan, J. E., & Trawick, F. (1981). Disconfirmation of expectations and
satisfaction with a retail service. Journal of Retailing, 57(3), 49-67.

Szolnoki, G., & Hoffmann, D. (2013). Online, face-to-face and telephone surveys
— Comparing different sampling methods in wine consumer research. Wine
Economics and Policy, 2(2), 57-66. doi:10.1016/J.WEP.2013.10.001

Tan, W. K., & Wu, C. E. (2016). An investigation of the relationships among
destination familiarity, destination image and future visit intention. Journal
of Destination Marketing & Management, 5(3), 214-226.
doi:10.1016/J.JDMM.2015.12.008

Tang, Y. (2014). Travel motivation, destination image and visitor satisfaction of
international tourists after the 2008 Wenchuan Earthquake: A structural
modelling approach. Asia Pacific Journal of Tourism Research, 19(11),
1260-1277. doi:10.1080/10941665.2013.844181

Tasci, A. D. A., & Ko, Y. J. (2017). Travel needs revisited. Journal of Vacation
Marketing, 23(1), 20-36. doi:10.1177/1356766715617499

Tashakkori, A., & Teddlie, C. (1998). Mixed methodology: Combining qualitative
and quantitative approaches. Thousand Oaks: SAGE Publications.

Tekes, B., Ozdemir, F., & 0 zkan, T. (2020). Understanding young drivers in
Turkey: Time perspective, driving skills, and driver behaviors.
Transportation Research Interdisciplinary Perspectives, 8, 100226.
doi:10.1016/j.trip.2020.100226

Tomich, P. L., & Tolich, A. (2019). Life is a balancing act: Deviation from a

balanced time perspective mediates the relationship between lifetime trauma

304



exposure and optimism. Current Psychology, 1-9. doi:10.1007/s12144-019-
00191-3

Tse, T. S. M. (2015). A review of Chinese outbound tourism research and the way
forward. Journal of China Tourism Research, 11(1), 1-18.
doi:10.1080/19388160.2014.984798

Tung, V. W. S., & Ritchie, J. R. B. (2011). Investigating the memorable
experiences of the senior travel market: An examination of the reminiscence
bump. Journal of Travel and Tourism Marketing, 28(3), 331-343.
doi:10.1080/10548408.2011.563168

Tussyadiah, I. P., & Pesonen, J. (2016). Impacts of peer-to-peer accommodation
use on travel patterns. Journal of Travel Research, 55(8), 1022—1040.
doi:10.1177/0047287515608505

Usunier, J. C. G., & Valette-Florence, P. (1994). Perceptual time patterns (" Time-
styles’). Time & Society, 3(2), 219-241.
doi:10.1177/0961463X94003002005

Vaismoradi, M., Turunen, H., & Bondas, T. (2013). Content analysis and thematic
analysis: Implications for conducting a qualitative descriptive study. Nursing
& Health Sciences, 15(3), 398-405. doi:10.1111/nhs.12048

Valizadeh, N., Bijani, M., Abbasi, E., & Ganguly, S. (2018). The role of time
perspective in predicting Iranian farmers’ participatory-based water
conservation attitude and behavior: The role of time perspective in water
conservation behavior. Journal of Human Behavior in the Social

Environment, 28(8), 992-1010. doi:10.1080/10911359.2018.1485602

305



Van der Merwe, P., Slabbert, E., & Saayman, M. (2011). Travel motivations of
tourists to selected marine destinations. International Journal of Tourism
Research, 13(5), 457—-467. doi:10.1002/jtr.820

Verplanken, B., Hofstee, G., & Janssen, H. J. W. (1998). Accessibility of affective
versus cognitive components of attitudes. European Journal of Social
Psychology, 28(1), 23-35. doi:10.1002/(SICI)1099-
0992(199801/02)28:1<23::AlID-EJSP843>3.0.CO;2-Z

Wachyuni, S. S., & Kusumaningrum, D. A. (2020). The effect of COVID-19
pandemic: How are the future tourist behavior? Journal of Education,
Society and Behavioural Science, 33(1), 67—76.
doi:10.9734/jesbs/2020/v33i430219

Wang, C., Qu, H., & Hsu, M. K. (2016). Toward an integrated model of tourist
expectation formation and gender difference. Tourism Management, 54, 58—
71. d0i:10.1016/j.tourman.2015.10.009

Wang, C. R., Sirakaya-Turk, E., & Aydin, S. (2019). The impact of millennium
floods on vacation decisions in a coastal tourism destination: The case of
South Carolina, USA. Tourism Analysis, 24(2), 193-211.
doi:10.3727/108354219X15525055915536

Wang, W., Wu, W., Luo, J., & Lu, J. (2017). Information technology usage,
motivation, and intention: A case of Chinese urban senior outbound travelers
in the Yangtze River Delta region. Asia Pacific Journal of Tourism

Research, 22(1), 99-115. doi:10.1080/10941665.2016.1182037

306



Weaver, P. A., Mc Cleary, K. W., Lapisto, L., & Damonte, T. L. (1994). The
relationship of destination selection attributes to psychological, behavioral
and demographic variables. Journal of Hospitality and Leisure Marketing,
2(2), 93-109. doi:10.1300/J150v02n02_07

Weiler, B., Moyle, B., & McLennan, C. L. (2012). Disciplines that influence
tourism doctoral research. The United States, Canada, Australia and New
Zealand. Annals of Tourism Research, 39(3), 1425-1445.
doi:10.1016/j.annals.2012.02.009

Weiler, B., Torland, M., Moyle, B. D., & Hadinejad, A. (2018). Psychology-
informed doctoral research in tourism. Tourism Recreation Research, 43(3),
277-288. doi:10.1080/02508281.2018.1460081

Wells, V. K. (2014). Behavioural psychology, marketing and consumer
behaviour: A literature review and future research agenda. Journal of
Marketing Management, 30(11-12), 1119-1158.
doi:10.1080/0267257X.2014.929161

Wen, J., & Huang, S. (2019a). Chinese tourists’ motivations of visiting a highly
volatile destination: A means-end approach. Tourism Recreation Research.
doi:10.1080/02508281.2019.1637078

Wen, J., & Huang, S. (2019b). The effects of push and pull travel motivations,
personal values, and destination familiarity on tourist loyalty: A study of
Chinese cigar tourists to Cuba. Asia Pacific Journal of Tourism Research,

24(8), 805-821. d0i:10.1080/10941665.2019.1635504

307



Wheeldon, J. (2010). Mapping mixed methods research: Methods, measures, and
meaning. Journal of Mixed Methods Research, 4(2), 87-102.
doi:10.1177/1558689809358755

White, C. J. (2005). Culture, emotions and behavioural intentions: Implications
for tourism research and practice. Current Issues in Tourism, 8(6), 510-531.
doi:10.1080/13683500508668234

White, C. J., & Thompson, M. (2009). Self determination theory and the wine
club attribute formation process. Annals of Tourism Research, 36(4), 561—
586. d0i:10.1016/j.annals.2009.04.001

Whyte, L. J. (2017). Understanding the relationship between push and pull
motivational factors in cruise tourism: A canonical correlation analysis.
International Journal of Tourism Research, 19(5), 557-568.
doi:10.1002/jtr.2129

Wijaya, S., Wahyudi, W., Kusuma, C. B., & Sugianto, E. (2018). Travel
motivation of Indonesian seniors in choosing destination overseas.
International Journal of Culture, Tourism, and Hospitality Research, 12(2),
185-197. doi:10.1108/1JCTHR-09-2017-0095

Windle, J., & Rolfe, J. (2013). The impacts of the 2011 extreme weather events on
holiday choices of Brishane residents. Australasian Journal of
Environmental Management, 20(4), 338-350.

doi:10.1080/14486563.2013.813412

308



Wong, B. K. M., Musa, G., & Taha, A. Z. (2017). Malaysia my second home: The
influence of push and pull motivations on satisfaction. Tourism Management,
61, 394-410. doi:10.1016/j.tourman.2017.03.003

Wong, I. A., & Rosenbaum, M. S. (2012). Beyond hardcore gambling:
Understanding why Mainland Chinese visit casinos in Macau. Journal of
Hospitality & Tourism Research, 36(1), 32-51.
doi:10.1177/1096348010380600

Wong, I. K. A,, & Tang, S. L. W. (2016). Linking travel motivation and loyalty in
sporting events: The mediating roles of event involvement and experience,
and the moderating role of spectator type. Journal of Travel and Tourism
Marketing, 33(1), 63-84. doi:10.1080/10548408.2015.1038417

Wong, M. M. C., Cheung, R., & Wan, C. (2013). A study on traveler expectation,
motivation and attitude. Contemporary Management Research, 9(2), 169—
186. doi:10.7903/cmr.11023

World Bank. (2019). GDP per capita (current US$). Retrieved May 31, 2019,
from https://data.worldbank.org/indicator/NY.GDP.PCAP.CD?locations=HK

World Tourism Organization. (2017). UNWTO tourism highlights. World
Tourism Organization.

World Tourism Organization. (2018). Compendium of Tourism Statistics Data
2012-2016. World Tourism Organization.

World Tourism Organization. (2021). Tourism statistics. Retrieved March 29,
2021, from https://www.e-

unwto.org/doi/abs/10.5555/unwtotfb0344010020152019202007

309



Wright, K. B. (2006). Researching internet-based populations: Advantages and
disadvantages of online survey research, online questionnaire authoring
software packages, and web survey services. Journal of Computer-Mediated
Communication, 10(3), 00-00. doi:10.1111/5.1083-6101.2005.th00259.x

Wu, M. Y., & Pearce, P. L. (2014). Chinese recreational vehicle users in
Australia: A netnographic study of tourist motivation. Tourism Management,
43, 22-35. doi:10.1016/j.tourman.2014.01.010

Wu, M. Y., & Pearce, P. L. (2017). The rally experience: Exploring motivation
patterns of Australian Grey Nomads. Journal of Destination Marketing and
Management, 6(4), 407-415. doi:10.1016/j.jdmm.2016.06.008

Xie, L., & Ritchie, B. W. (2019). The motivation, constraint, behavior
relationship: A holistic approach for understanding international student
leisure travelers. Journal of Vacation Marketing, 25(1), 111-129.
doi:10.1177/1356766717750421

Xu, J. B., & Tavitiyaman, P. (2018). How young tourists are motivated: The role
of destination personality. Tourism Analysis, 23(1), 165-170.
doi:10.3727/108354217X15143857878723

Xu, J. B., Chan, T. L. E., & Pratt, S. (2018). Destination image of Taiwan from
the perspective of Hong Kong residents: Revisiting structural relationships
between destination image attributes and behavioral intention. International
Journal of Hospitality & Tourism Administration, 19(3), 289-310.

doi:10.1080/15256480.2017.1324339

310



Ye, B. H., Zhang, H. Q., & Yuan, J. (2017). Intentions to participate in wine
tourism in an emerging market: Theorization and implications. Journal of
Hospitality & Tourism Research, 41(8), 1007-1031.
doi:10.1177/1096348014525637

Yi, X, Fu, X,, Jin, W., & Okumus, F. (2018). Constructing a model of exhibition
attachment: Motivation, attachment, and loyalty. Tourism Management, 65,
224-236. doi:10.1016/j.tourman.2017.10.006

Ying, T., Wei, W., Wen, J., Wang, L., & Ye, S. (2018). Chinese cigar tourists to
Cuba: A motivation-based segmentation. Journal of Destination Marketing
and Management, 10, 112-121. doi:10.1016/j.jdmm.2018.07.003

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. doi:10.1016/j.tourman.2003.08.016

Yousefi, M., & Marzuki, A. (2015). An analysis of push and pull motivational
factors of international tourists to Penang, Malaysia. International Journal of
Hospitality and Tourism Administration, 16(1), 40-56.
doi:10.1080/15256480.2015.991987

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The behavioral
consequences of service quality. Journal of Marketing, 60(2), 31-46.
doi:10.1177/002224299606000203

Zhang, E. Y., & Tse, T. S. M. (2018). Tapping into Chinese luxury travelers.

Journal of China Tourism Research. doi;10.1080/19388160.2018.1437102

311



Zhang, H., Gursoy, D., & Xu, H. (2017). The effects of associative slogans on
tourists’ attitudes and travel intention. Journal of Travel Research, 56(2),
206-220. doi:10.1177/0047287515627029

Zhang, H. Q., & Heung, V. C. S. (2002). The emergence of the Mainland Chinese
outbound travel market and its implications for tourism marketing. Journal
of Vacation Marketing, 8(1), 7-12. doi:10.1177/135676670200800102

Zhang, J. W., Howell, R. T., & Bowerman, T. (2013). Validating a brief measure
of the Zimbardo time perspective inventory. Time & Society, 22(3), 391-4009.
doi:10.1177/0961463X12441174

Zhang, Q. H., Fan, D. X. F.,, Tse, T. S. M., & King, B. (2017). Creating a scale for
assessing socially sustainable tourism. Journal of Sustainable Tourism,
25(1), 61-78. doi:10.1080/09669582.2016.1173044

Zhang, Y., & Peng, Y. (2014). Understanding travel motivations of Chinese
tourists visiting Cairns, Australia. Journal of Hospitality and Tourism
Management, 21, 44-53. doi:10.1016/j.jhtm.2014.07.001

Zheng, D., Luo, Q., & Ritchie, B. W. (2021). Afraid to travel after COVID-19?
Self-protection, coping and resilience against pandemic ‘travel fear.” Tourism
Management, 83, 104261. doi:10.1016/j.tourman.2020.104261

Ziadat, M. T. AL. (2015). Applications of planned behavior theory (TPB) in
Jordanian tourism. International Journal of Marketing Studies, 7(3), 95-106.
doi:10.5539/ijms.v6n2p105

Zikmund, W. G. (2000). Business research methods (6th ed.). Fort Worth:

Thomson/South-Western.

312



Zimbardo, P. G., & Boyd, J. N. (1999). Putting time in perspective: A valid,
reliable individual-differences metric. Journal of Personality and Social
Psychology, 77(6), 1271-1288. doi:10.1037/0022-3514.77.6.1271

Zimbardo, P. G., Keough, K. A., & Boyd, J. N. (1997). Present time perspective
as a predictor of risky driving. Personality and Individual Differences, 23(6),

1007-1023. doi:10.1016/S0191-8869(97)00113-X

313



Appendix 1 — Selected articles for developing potential travel
motivation measurement

Alegre, J., Cladera, M., & Sard, M. (2011). Analysing the influence of tourist
motivations on tourist expenditure at a sun-and-sand destination. Tourism
Economics, 17(4), 813-832. doi:10.5367/te.2011.0063

Bozié, S., Jovanovié, T., Tomi¢, N., & Vasiljevi¢, D. A. (2017). An analytical
scale for domestic tourism motivation and constraints at multi-attraction
destinations: The case study of Serbia’s Lower and Middle Danube region.
Tourism Management Perspectives, 23, 97-111.
doi:10.1016/j.tmp.2017.05.002

Cha, S., Mccleary, K. W., & Uysal, M. (1995). Travel motivations of Japanese
overseas travelers: A factor-cluster segmentation approach. Journal of
Travel Research, 34(1), 33-39. doi:10.1177/004728759503400104

Chen, C. M., & Tsai, T. H. (2019). Tourist motivations in relation to a battlefield:
A case study of Kinmen. Tourism Geographies, 21(1), 78-101.
doi:10.1080/14616688.2017.1385094

Chien, G.C. L., Yen, I. Y., & Hoang, P. Q. (2012). Combination of theory of
planned behaviour and motivation: An exploratory study of potential beach-
based resorts in Vietnam. Asia Pacific Journal of Tourism Research, 17(5),
489-508. d0i:10.1080/10941665.2011.627352

Huang, S. (2009). Measuring tourism motivation: Do scales matter?
TOURISMOS: An International Multidisciplinary Journal of Tourism, 5(1),

153-162.

314



Khan, M. J., Chelliah, S., & Ahmed, S. (2019). Intention to visit India among
potential travellers: Role of travel motivation, perceived travel risks, and
travel constraints. Tourism and Hospitality Research, 19(3), 351-367.
doi:10.1177/1467358417751025

Leong, A., Yeh, S. S., Hsiao, Y. C., & Huan, T. C. (2015). Nostalgia as travel
motivation and its impact on tourists’ loyalty. Journal of Business Research,
68(1), 81-86. doi:10.1016/J.JBUSRES.2014.05.003

Li, M., & Cai, L. A. (2012). The effects of personal values on travel motivation
and behavioral intention. Journal of Travel Research, 51(4), 473-487.
doi:10.1177/0047287511418366

Mok, C., & Armstrong, R. W. (1995). Leisure travel destination choice criteria of
Hong Kong residents. Journal of Travel and Tourism Marketing, 4(1), 99—
104. doi:10.1300/J073v04n01_07

Park, J., Musa, G., Moghavvemi, S., Thirumoorthi, T., Taha, A. Z., Mohtar, M., &
Sarker, M. M. (2019). Travel motivation among cross border tourists: Case
study of Langkawi. Tourism Management Perspectives, 31, 63-71.
doi:10.1016/j.tmp.2019.03.004

Prayag, G., Suntikul, W., & Agyeiwaah, E. (2018). Domestic tourists to EImina
Castle, Ghana: Motivation, tourism impacts, place attachment, and
satisfaction. Journal of Sustainable Tourism, 26(12), 2053-2070.

doi:10.1080/09669582.2018.1529769

315



Wang, C., Qu, H., & Hsu, M. K. (2016). Toward an integrated model of tourist
expectation formation and gender difference. Tourism Management, 54, 58—
71. d0i:10.1016/j.tourman.2015.10.009

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. doi:10.1016/j.tourman.2003.08.016

316



Appendix 2 - Focus group interview guide (Bilingual version)

Focus Group Interview Guide 3/ HTmiEm

Impacts of Time Perspectives on Tourists’ Travel Intention: The Mediating
Roles of Travel Motivation and Travel Attitude

KESHEEBIREINERR -

Thank you for agreeing to participate in the captioned research study. Before your
participation in the focus group interview, it is important for you to understand why
the research is being conducted and what it will involve. Please take time to read
the following information.

ZHSHEZRER/NERN W - RIEZBAT - FARMUNER -

Objectives:

This study is not intended to understand your travel decision during the period of
the COVID-19 pandemic. Instead, please share your travel decision and plan in
general.

*  to obtain in-depth information describing Hong Kong tourists’ motivations of
visiting a destination;

* to initially explore the relationship between tourist’ time perspective and
intention to travel,

= to generate specific items for the subsequent quantitative scale development
process

KRATRBEE:

= [REBIREINERNEIE

» REREBBRENRBEERE=R DR
= ENEENERMEN TR

X

Why have | been invited to participate?

You have been selected by quota sampling technique based on your demographic
profile and that you plan to travel to travel abroad for pleasure in the coming six
months. Other informants will also be involved in the focus group interview in
which you are going to participate.

RTERSRER?
P EZRBIRNVEAGERIMERR -
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Do I have to take part?
Your participation to the research is completely voluntary and you are free to
withdraw at any time when you do not want to continue your participation, and
without giving a reason.

RS NNE ?
TEERME - JBERERE -

What will happen to me if | take part?

You will participate in an approximately 30-60 minutes focus group interview
conducted via ZOOM, together with 8-10 other participants. The interview will be
video recorded with your consent. The interview will be conducted in Cantonese.

EEZNE  eAEEER?
RiEEL 8 & 10 BWSEEHE#ETT Zoom KB L& - WUEREE I E
17 FRET 45 £ 60 g - 2MEBEEERANNAZRN® - NEREEHE -
SIEET AR -

What are the values of this study?

You will have an opportunity to find out more about who you are and your temporal
consideration when making decision. The results of this research are expected to
contribute to our understanding on HK tourists’ travel motivation.
Recommendations to enhance the effectiveness of tourism marketing campaign
based on the potential findings of this research.

ICHF R B ER ?
G R O INREFRBE B ARNINESH - BIHRIHRENREERNES
Rig - 2MEEHRSE FMBECKEH -

Will my personal information be kept confidential?

Your personal credentials will be kept confidential while information obtained from
the interview will solely be used for academic and research purposes.
Confidentiality of the data will be guaranteed between you and the researchers as
well as among the participants in the same focus group. The data will be presented
in a way that your identity will not be disclosed.

Fh B2 R ARE
TBHERNBHRE - IBER KRB LTRSABEF2METRARE -

Who can | contact for further Bhas A B R
information?

Michael, Tin Hang LAI 2 x i
Ph.D. Student - geAE
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Ritsumeikan Asia Pacific University Bk vrayggesm A A
Japan Era: +852 92097045
BEH: tinhlal7@apu.acjp

Tel: +852 92097045
Email; tinhlal7@apu.ac.ip

Thank you very much for your participation in the research.
ZHMESEZRUR -
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Appendix 3 - The Moderator’ Guide

This focus group interview intends to obtain in-depth information describing Hong
Kong tourists’ motivations of visiting a destination. Please feel free to share with
me any of your travel motives related to destination choice and there should be not
any right or wrong answers to any questions asked by the moderator.

You are assured that all the information collected from this interview will only be
used for academic and research purposes. Confidentiality is guaranteed.

Interview Questions:

1.

Would you please share with me your recent travel experience? (Warm up)

SR — R EIER

Probing: ask the respondents to provide as much as details of the travel

characteristics as they can:

=  When? Where? Who? Duration? How many people are involved? FIT or
group tour?

What motivates you to travel? (Core question) A fa[ A8 iR iE ©

Probing:

=  When? Where? Who? Duration?

= Can you describe how intrinsic motive(s) push you to travel?
=  What qualities make a destination attractive to you to travel?

What do you think about time perspective? #ERA - 12 ZRFEER?

Probing:

=  How do you define time perspective?

=  How do you interpret time perspective in relation to travel intention to
visit a destination?

=  To what extent do you agree that time perspective affects your intention
to travel?

= Ifyes, why? or if no, please explain
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Appendix 4 — Pilot test questionnaire (English)

Impacts of Time Perspectives on Tourists’ Travel Intention: The Mediating
Roles of Travel Motivation and Travel Attitude

I am a PhD candidate from the Graduate School of Asia Pacific Studies at the
Ritsumeikan Asia Pacific University. | am now conducting a survey about Hong
Kong tourists’ time perspective, travel motivations, travel attitude, and intention to
visit a destination. Your response can help tourism practitioners strengthen their
understanding of Hong Kong tourists’ behaviour. Your participation in this survey
is voluntary. All data will be kept strictly confidential and be used for academic
purpose only. It will take about 10 minutes to complete the questionnaire. Thank
you very much for your participation.

Section I. Screening Questions

1. Areyou a Hong Kong permanent resident over age 18?
LI Yes LI No (Terminate)

2. Assuming there is no COVID-19 intervention, do you have any travel plans
for the next 12 months?
LI Yes LI No (Terminate)

Section I1. Time perspective

In this section, the questions are designed to understand your time perspective.
Please read each question and answer the question: “How characteristic or true is
this of you?”. Select the appropriate answer based on the scale provided. (1 = Very
uncharacteristic, 2 = Uncharacteristic, 3 = Neutral, 4 = Characteristic, 5 = Very
characteristic).

2
2 o
[} 1S}
g2 _ 8
[ &) — —
S 2% &
S & 5 ©§
§ 5 8 ¢
€ c Z E
> 8 e
S > ©
(5]
>
When | want to achieve something, | set goals and consider specific 1 2 3
means for reaching those goals.
Things rarely work out as | expected. 1 3 4
Painful past experiences keep being replayed in the mind. 1 2 3 4
On balance, there is much more good to recall thanbad inmypast. 1 2 3 4
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11.
12.
13.
14.
15.
16.

17.
18.
19.
20.

21.
22.

23.
24,
25.

o1~

Meeting tomorrow's deadlines and doing other necessary work
comes before tonight's play.

Life today is too complicated; | would prefer the simpler life of the
past.

Family childhood, sights, sounds, smells often bring back a lot of
wonderful memories.

It is important to put excitement in my life.

It gives me pleasure to think about my past.

It doesn't make sense to worry about the future, since there is nothing
that | can do about it anyway.

I wish | could go back in time and correct my mistake.

I try to live my life as fully as possible, one day at a time.

I think about the bad things that have happened to me in the past.

| often think of what | should have done differently in my life.

I make decisions on the spur of the moment.

I keep working at difficult and uninteresting tasks if they help me
get ahead.

I get nostalgic about my childhood.

| find myself getting swept up in the excitement of the moment.

| feel that luck pays off better than hard work.

| feel that it is more important to enjoy what are you doing than to
get work on done on time.

| feel that fate determines much in my life.

I am able to resist temptations when | know that there is a work to
be done.

Happy memories of good times spring readily to mind.

Before making a decision, | weigh the costs against the benefits.

I can't really plan for the future because the things change so much.

Section I1l. Travel motivation — Push factors

e
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In this section, the questions are designed to explore your push motives for pleasure
vacation. Assuming there is no COVID-19 intervention, please indicate your level
of agreement with the following statements by selecting appropriate number, where
1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly agree.

To strengthen family and friend ties

To see and experience a destination that is different from Hong Kong
To visit a destination that | have never been to

To spend my free time/holiday

To give my body a rest

= = = = = oStrongly disagree

Disagree

NN NN

Neutral

wWwwww

Agree

N R IR
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10.
. To challenge my physical abilities
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.
26.
27.

Nook~wdPE

To travel as much as possible before my vigor degenerates
To check in and take a photo at the tourist places

To finish my bucket list

To enjoy shopping

To go on pilgrimage or worship

To see how local people live and their way of life
To visit friends and relatives

To have a feeling like | am on an adventure

To have fun and/or be entertained

To get away from daily routine

To make new friends

To know more about family and friends

To inspect a place for future immigration or study
To relieve daily boredom/busyness

To fulfill self-curiosity about the destination I want to visit
To spend time with family and friends on trip

To broaden my horizon

To visit certain places at least once in a lifetime

To get away from daily stress/pressure

To experience the authentic aspects of a destination
To create good memory with friends and family

Section V. Travel attitude towards a destination

PR RPRRPRRPRPRRPRPRPRPRPRPRERRPRERPREPRERRERRERRERRR

NN PNPNPNDPNODPNDNPNPDPNDNPNDPNNDNPNDPNNDNPNDDNDNDPNDNDDNDDNDDNDDNDDN

WWWWWWWwWwwWwWwwWwwWwWwwwWwwwwwwww
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In this section, the questions are designed to describe travel attitude that you may
have towards a destination. Assuming there is no COVID-19 intervention, please
indicate your level of agreement with the following statements by selecting
appropriate number, where 1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 =

Agree, 5 = Strongly agree.

All things considered, I think travelling abroad would be

Exciting
Worthwhile
Pleasant
Interesting
Attractive
Good

Wise

=== e e Strongly disagree

Disagree

NNDPNDPNDDNDDNDDN

Neutral

WWWwWwwwww

Agree

e I I IR
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8.

el N

Arousing 1 2 3 4

Section V. Travel intention

In this section, the questions are designed to understand your travel intention to visit
a destination in the near future. Assuming there is no COVID-19 intervention,
please indicate your level of agreement with the following statements by selecting
appropriate number, where 1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 =
Agree, 5 = Strongly agree.

[¢5]
o
[@)]
.g § ©T o
3 g 8 &
= & 2 2
25 =z <
o
)
Itis likely that I will travel abroad in next 12 months. 1 2 3 4
I intend to travel abroad in next 12 months. 1 2 3 4
I want to travel abroad within 12 months. 1 2 3 4
I will save time and money within 12 months for the purpose of 1 2 3 4

traveling abroad.
Section VI. Trip information

1. What is your destination for the next 12 months?

Strong agree

o1 o1 01 O1

2. How many days are you planning to stay at a destination?
1 1-2days 1 3-5days 1 6 —8days
(1 9 days or above

3. How many times have you travelled to that destination? (for leisure purpose)
1 None (1 1-3times (1 4 —6times

1 7 times or above

4. Does COVID-19 affect your travel abroad plan?
[ Yes (go to Q5) 1 No

5. Ifyes, how has COVID-19 affected your travel plan?
Very slightly 1 2 3 4 5 Extremely

Section VII. Personal profile

1. Gender
1 Male 1 Female 1 Others
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2. Age group
[]18-24 ] 25-34 []35-44
L] 45-54 L] 55-64 L] 65 or above

3. Your highest level of education
1 Primary school or below [ Secondary school (1 Diploma, Higher diploma,
or Associate degree
] Undergraduate (] Graduate or above

4.  Personal monthly income (Optional)
0 HKD 10,000 or below 0 HKD 10,001 — 14,999 0 HKD 15,000 — 19,999
0 HKD 20,000 — 24,999 0 HKD 25,000 — 29,999 [0 HKD 30,000 — 34,999
1 HKD 35,000 — 39,999 [0 HKD 40,000 — 44999 1 HKD 45,000 — 49,999
1 HKD 50,000 — 54,999 1 HKD 55,000 — 59,999 0 HKD 60,000 or above

5. Marital status (Optional)
1 Single 1 Married (go to Q.6) 1 Divorced (go to Q.6)
1 Widowed (go to Q.6)

6. Do you have any children?
] Yes 1 No

7. Occupation by industry (Optional)
0 Accounting / Banking / [ Architecture / Building / [0 Advertising / Public

Financial services / Audit ~ Construction relations / Marketing
O Civil services O Education O Engineering
O Food and beverage O Delivery / Shipping O Trading

O Hospitality and tourism 0  Human  resources [ Housewife / Retired
management / Consultancy

O Information technology [ Insurance O Legal services

O Students O Media / Publishing O Medical

O Others. Please specify:

Please leave your email address below if you want to know your time perspective.

Your information will be properly destroyed after the completion of this project.
Email:

Thank you very much for your contribution and patience.

END
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Appendix 5 — Main Survey (English)

Impacts of Time Perspectives on Tourists’ Travel Intention: The Mediating
Roles of Travel Motivation and Travel Attitude

I am a PhD candidate from the Graduate School of Asia Pacific Studies at the
Ritsumeikan Asia Pacific University. | am now conducting a survey about Hong
Kong tourists’ time perspective, travel motivations, travel attitude, and intention to
visit a destination. Your response can help tourism practitioners strengthen their
understanding of Hong Kong tourists’ behaviour. Your participation in this survey
is voluntary. All data will be kept strictly confidential and be used for academic
purpose only. It will take about 5-7 minutes to complete the questionnaire. Thank
you very much for your participation.

Section I. Screening Questions

1. Areyou a Hong Kong permanent resident over age 18?
LI Yes 1 No (Terminate)

2. Assuming there is no COVID-19 intervention, do you have any travel plans
for the next 12 months?
LI Yes 1 No (Terminate)

Section Il. Time perspective

In this section, the questions are designed to understand your time perspective.
Please read each question and answer the question: “How characteristic or true is
this of you?”. Select the appropriate answer based on the scale provided. (1 = Very
uncharacteristic, 2 = Uncharacteristic, 3 = Neutral, 4 = Characteristic, 5 = Very
characteristic).

L
5 o
S 5 L
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When | want to achieve something, | set goals and consider specific

means for reaching those goals.

Things rarely work out as | expected. 1 2 3 4

Painful past experiences keep being replayed in the mind. 1 2 3 4
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Meeting tomorrow's deadlines and doing other necessary work
comes before tonight's play.

Life today is too complicated; | would prefer the simpler life of the
past.

It is important to put excitement in my life.

I wish | could go back in time and correct my mistake.

I try to live my life as fully as possible, one day at a time.

I think about the bad things that have happened to me in the past.

| often think of what | should have done differently in my life.

I keep working at difficult and uninteresting tasks if they help me
get ahead.

I find myself getting swept up in the excitement of the moment.

| feel that luck pays off better than hard work.

| feel that it is more important to enjoy what are you doing than to
get work on done on time.

| feel that fate determines much in my life.

I am able to resist temptations when | know that there is a work to
be done.

Happy memories of good times spring readily to mind.

Before making a decision, | weigh the costs against the benefits.

I can't really plan for the future because the things change so much.

Section I11. Travel motivation — Push factors

To strengthen family and friend ties

To see and experience a destination that is different from Hong Kong
To visit a destination that | have never been to

To give my body a rest

To check in and take a photo at the tourist places

To finish my bucket list

To enjoy shopping

To go on pilgrimage or worship

To challenge my physical abilities

To have fun and/or be entertained

. To visit certain places at least once in a lifetime
. To get away from daily routine
. To know more about family and friends
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In this section, the questions are designed to explore your push motives for pleasure
vacation. Assuming there is no COVID-19 intervention, please indicate your level
of agreement with the following statements by selecting appropriate number, where
1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly agree.

Agree

B e R R TR S I S S S S e o
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14.
15.
16.
17.
18.
19.
20.
21.

ON® A WDE

To inspect a place for future immigration or study

To relieve daily boredom/busyness

To fulfil self-curiosity about the destination | want to visit
To spend time with family and friends on trip

To broaden my horizon

To visit friends and relatives

To get away from daily stress/pressure

To experience the authentic aspects of a destination

PR R RRRRE R
NN NNNN
W W wwwowowow
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Section V. Travel attitude towards a destination

In this section, the questions are designed to describe travel attitude that you may
have towards a destination. Assuming there is no COVID-19 intervention, please
indicate your level of agreement with the following statements by selecting
appropriate number, where 1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 =
Agree, 5 = Strongly agree.

All things considered, I think travelling abroad would be ... ...
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Exciting 1 2 3 4
Worthwhile 1 2 3 4
Pleasant 1 2 3 4
Interesting 1 2 3 4
Attractive 1 2 3 4
Good 1 2 3 4
Wise 1 2 3 4
Arousing 1 2 3 4

Section V. Travel intention

In this section, the questions are designed to understand your travel intention to visit
a destination in the near future. Assuming there is no COVID-19 intervention,
please indicate your level of agreement with the following statements by selecting
appropriate number, where 1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 =
Agree, 5 = Strongly agree.
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Itis likely that I will travel abroad in next 12 months. 1 2 3 4
I intend to travel abroad in next 12 months. 1 2 3 4
I want to travel abroad within 12 months. 1 2 3 4
I will save time and money within 12 months for the purpose of 1 2 3 4

traveling abroad.
Section VI. Trip information

1. What is your destination for the next 12 months? (Please answer the most
desired destination )

Strong agree

o1 01 01 O1

2. How many days are you planning to stay at the destination?
1 1-2days 1 3-5days (1 6 —8days
1 9 days or above

3. How many times have you travelled to that destination? (for leisure purpose)
] None (] 1—3times (] 4—6times
[J 7 times or above

4. Does COVID-19 affect your travel abroad plan?
1 Yes (go to Q5) 1 No

5. Ifyes, how has COVID-19 affected your travel plan?
Very slightly 1 2 3 4 5 Extremely

Section VII. Personal profile

1. Gender
] Male 1 Female 1 Others
2. Age group
[]18-24 [125-34 [135-44
(] 45-54 ] 55 -64 ] 65 or above

3. Your highest level of education
1 Primary school or below [ Secondary school (1 Diploma, Higher diploma,
or Associate degree

[J Undergraduate (] Graduate or above
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4.  Personal monthly income (Optional)
0 HKD 10,000 or below 0 HKD 10,001 — 14,999 0 HKD 15,000 — 19,999
0 HKD 20,000 — 24,999 0 HKD 25,000 — 29,999 0 HKD 30,000 — 34,999
0 HKD 35,000 — 39,999 0 HKD 40,000 — 44999 [0 HKD 45,000 — 49,999
0 HKD 50,000 — 54,999 [0 HKD 55,000 — 59,999 0 HKD 60,000 or above

5. Marital status (Optional)
1 Single / Widowed / Divorced 1 Married

6. Do you have any children?
L Yes LJ No

7. Occupation by industry (Optional)
O Accounting / Banking / [ Architecture / Building/ O Advertising / Public

Financial services / Audit ~ Construction relations / Marketing
O Civil services O Education O Engineering
O Food and beverage O Delivery / Shipping O Trading

O Hospitality and tourism [0  Human  resources [ Housewife / Retired
management / Consultancy

O Information technology [ Insurance [0 Legal services

1 Students [0 Media / Publishing 0 Medical

[ Others. Please specify:

Please leave your email address below if you want to know your time perspective.

Your information will be properly destroyed after the completion of this project.
Email:

Thank you very much for your contribution and patience.

END
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Appendix 6 — Announcement on travel communities to recruit
main survey participants

Flyagainla
N Mk A E by flyagain.la ( 7 Z+3
i+ HBhREE )

& Private group - 110.1K members

/& This group has been archived
~  Learn more

About Discussion Announcements Rooms Topics Members Events Media Files Q
Michael Lai shared a link. - About
e 2 November 2020 - @
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MERRAREYAET  TRESNREKRERIRTHHNRE - BHEY i i e et
RE, RERERE - AEHERBOONE - BHEH - Vebsitezhtipy/Miyagsln /) .. Seeimore
BRENE  Hclick TEEE - & Private
Only members can see who's in the group and what
they post.
® Hidden
Only members can find this group.
£* SurveyMonkey ! ree

& General group

BM: 458 | Zen

(¥fte) PIL AT BRIBMBEBIRFAINEEG
BB 2020-11-8 07:30 PM RuEEeE | xP) | XM | <

(&)
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