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What Is motivz:

IC unmet needs that we
eet or compensate for
ur travel experiences




The role of motiv
choice

astination choice

Psychological Factors Product Attributes
motivations, attitudes, personality,
values, experience, emotions
Economic Climate

Social Factors

culture, income, family life cycle, social Marketing Information

status

Internal Factors External Factors
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The importa
motivation ...

nderstanding the different market
ithin the wildlife market

)se market needs with conservation

Jucts in a way which satisfies visitor
h will increase repeat visitation &
rd of mouth;

wth markets for our products;
product more effectively to individual

ments.
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Push and Pull

g and seeking dimensions
dtivation

S - our Intrinsic needs

- those destination

at appeal to us given our
eds




MARKET INTERNAL MOTIVATIONS DESTINATION FEATURES FOUND AUTHOR

SEGMENT (PUSH FACTORYS) APPEALING (PULL FACTORYS)
Whale Seeing marine mammals | don’t Seeing whales in natural habitat Muloin (1998)
Watchers normally see Watching animal behaviour

Experiencing thrills and excitement
Experiencing tranquillity and
peacefulness

Naturalists Learn about nature Mountains Kretchman &
Be physically active Oceanside Eagles (1990)
Learn outdoor skills Natural attractions

Meet people with similar interests  Warm climate and entertainment not
as important

Ecotourists  Be physically active Wilderness Saleh &
Meet people with similar interests  National parks and reserves Karwacki
Experience new lifestyles Rural areas and mountains (1996)

Daring and adventurous activities
Historical places

Less concerned with entertainment &
luxuries

More tolerant of danger from the
environment

Ecotourist Experience wilderness & Forests and trees, Eagles (1991)
undisturbed nature Birds, wildflowers and mammals
Learn about nature Forests, wilderness, lakes & streams,
Be active mountains, oceanside, national parks

Meet people with similar interests & rural areas
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Motivational seg

cotourism market

3lamey & Hatch (1996)

learn, experience
ature & be physically
ctive

escape, rest & relax

see something new,
)e close to nature &
earn.

Nature travellers

Moscardo, Pearce &
Haxton (1998)

enature appreciation
relax and escape
seeking novelty




Faillure to reac

)n the push and pull approach
tion;

ntitative methodologies;

al framework:;




Limitations of pu

pproach is limiting

s often confused with

understanding of push factors

e been very destination
rather than consumer orientated




Concentration on ©

f studies have been quantitative
0 yield superficial information

of difficulty in measuring
many studies measure It




Lack of an agree

ultiplicity and confusion over
)n and motivation measures

1 In lack of development and

sult of difficulties In
ynal measurement?




Expanded mc

to the emotional needs
motivation and the emotional
2s desired from travel

5!

to the emotional reactions to

hasis on qualitative and
tal methodologies.




The role of

are involved in motivation and
tion choice In at least three
ays:

al states are a prelude to our
al needs or motivation;

arience emotional reactions to
tion advertising; and

arience emotional reactions to
al travel experience
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Role of emotions

otions

Current and Desired
Emotional state

Push Motive

v

Pull Motive

v

Behaviour
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Experiential S

jualitative means

es the emotional nature
umption experiences




Emotional Reeg

In understanding and
otional experiences:

ased Iinvolvement
ased Imagery processing
ased Intention to visit




The framework

Step 1: segment according to
current emotional state
quantitatively

Step 2: establish desired
emotional experiences
qualitatively

Step 3: test ability of marketing
messages to result in increased
involvement experimentally




Propositions aris

Involvement will arise if
Information presents

n and images that relate to a
urrent and desired

state.

Involvement will result In
Intention to visit.




Applying the fram
market ...

ent emotional state of wildlife
)ants -

)tional needs and desired
lences -

2r of ways of designing and
lestination

Involvement, emotive
t on Imagery processing and
[ -




The End




