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ABSTRACT 

This study aimed to investigate the motivational factors and their influence on tourists‟ recurring 

intention in the selected destination in North Shoa Zone, AmharaReginal State, Ethiopia. 

Through this study, tourists‟ motivational factors types, challenges for tourists‟ recurring 

intention, stakeholders' roles, and the relationship between motivation factors and tourists‟ 

recurring intention have been assessed. Both descriptive and explanatory research design was 

used to let the researcher gather information, summarize, present and analyze for clarification. 

Participants were chosen from domestic and abroad, tour guide, culture and tourism office 

experts, religious leaders in the destination and owner of hotels. A total of 317 participants 

involved in the study mixed research approach were used since semi-structured and in-depth, 

interviews were used to fetch the data. Random sampling technique was employed to choose 

both the target study areas and the participants, as well as tour guide, culture and tourism office 

head and owner of hotels were selected through purposive sampling technique. Descriptive 

statistics analysis was carried out for questionnaire data. The analysis relied on mean, standard 

deviation and variance. Besides, inferential analysis was done to see the relationship between 

independent variables (pushand pull factors) and dependent variables (tourists‟ recurring 

intention). The interview data were analyzed qualitatively interpretation and description of the 

respondents‟ ideas. The study findings revealed that among push factors religious issues more 

influenced tourists‟ recurring intention than others elements under push factors.  Pull factors 

much more influenced tourists‟ returning intention than push factors. The study approved the 

respondents have held the recurring intention to the destination. It could be concluded that 

independent variables in push factors have a positive and significant correlation with recurring 

intention.  

 

Keywords: Motivational factors, Push factors, pull factors, Tourists’ recurring intention 
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CHAPTER-ONE 

1.  INTRODUCTION 

1.1. BACKGROUND OF THE STUDY 

Tourism plays a significant role in a country's economic development in the world since income 

can be generated through it. It is one of the fast-growing industries in the world has been 

considered the main driver of world trade and prosperity. Thus, many countries in the world have 

still paid strong attention to improve the tourism sectors. For this, they are observed doing 

different activities to enhance the tourism industry (WassieGetahunandDhaliwal, 2017). 

Besides generating an income, tourism helps to share and display countries‟ culture, customs, 

assets and values of their societies between countries. According to many studies' findings, 

tourism in Africa is being given emphasis. As it is said earlier, the tourism industry is a good 

opportunity for economic growth because, by the time tourists visit historical, natural places, 

they expense their money in a country. Even it is one way of creating jobs for unemployed 

people or youths. Moreover, as the research findings revealed, many African countries can 

promote and acquaintance their history, culture, values, a religious and traditional practice for 

other countries‟ visitors/tourists through tourism (United Nations World Tourism 

Organization,2016). 

Mann (2006); MoCT (2009) and WEF (2013) cited in WassieGetahun and Dhaliwal(2017) 

indicated in their studies that various problems attributed to the low performance of the tourism 

sector in our country, Ethiopia. These factors were named political and legal factors, the 

countries‟ earlier negative image,socio-economic factors and competitive forces. , For this, they 

advised that countries ought to use different motivational techniques to improve visitors‟ 

numbers.  In this regard, their studies‟ findings clearly showed that limitations are observed in 

different countries to use and implement the appropriate motivational factors for their tourism 

sectors.  

Correspondingly, the fact indicates that in our country, Ethiopia, tourism is becoming an 

emphasis area. The government also believes that tourism has a great contribution to developing 
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the country‟s economic sector.  When tourists come to our country for visiting historical places 

and animals, they pay a lot of dollars.  As many studies findings approved, Ethiopia has several 

historical places, natural location and wild animals which do have potential to attract abroad 

tourists (MulugetaFeseha, 2012; Richard, 2002). 

According to MCT (2009), many international tourists come and visit different historical 

locations and wild animals.   Tourism is an important industry in the Ethiopian economy. 

According to the July 30, 2018 report of MOCT 934,000 international tourists visited Ethiopia 

and more than 3.5 billion dollars were injected into the national economy. Tourism also plays an 

important role in Ethiopia‟s job creation since more than 9.4%. Ethiopia has set a five-year 

strategic plan to utilize its abundant tourism resource and plan to triple the income of tourism by 

2020 (Ethiopian calendar). It is Located 130 km away from the capital Addis Ababa, North Shoa 

Zone tourism and cultural office found in Amhara regional state. Based on MOCT (2019) North 

Shoa Zone is a leisure tourists‟ honey pot area and convenient for leisure tourism activities 

comporting different pull factors to attract tourists such as; Ankober palace lodge, Menzegosa 

community water shade, Wofe-washaforest,and others. It is asserted that tourism can generate 

employment, foreign currency and become a catalyst for regional growth.  

The international body named UNWTO produces numerically the tourism performance from 

global to country-level every year. The WTO barometer advance released in 2011 showed that 

the year 2008 only exhibited that international tourism arrivals and receipts were 913 million and 

939 billion USD respectively (WTO, 2011). It accounts for more than 10% of total employment 

and II % of global GDP in the world. The total number of tourist trips is predicted to increase to 

1.6 billion by 2020 (WWF, 20 II). The contribution of tourism to gross domestic product (GDP) 

is estimated between 2 and 12% for developed countries, up to 40% for developing economies 

and up to 70 % for small islands (Asheley et al., 2007).  

As a result, our country, Ethiopia could inject bilious of dollars into the national economy.  

Nonetheless, with regards to implementing motivational factors, a lot of limitations are observed 

in different tourism areas. These motivational limitations also influence economic growth 

negatively.  Consequently, UNWTO (2016) suggests that each concerned body must use 

excessive motivational techniques to take the attention of tourists.  Once tourists visit the areas, 
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they are expected to return and visit those areas again and again. As well, they are anticipated to 

share their experience in which they got during their visiting to other people/visitor 

1.2. Statement of the Problem  

Tourism is an important industry in our country, Ethiopia, economic development. Thus, it 

demands to improve and create to prospects of tourist attraction, the first thing the historical 

locations, cultural, religious and endemic animals which can take the attention of tourists should 

be identified and recognized. To make a large number of tourists come and visit these areas, 

intensive motivational factors were carried out by different stakeholders (Teshale, 

2010andSisay,2013). 

According to WEF(2013), numerous internal and external challenges have been attributed to the 

low performance of the tourism sector in the country, Ethiopia. Some problems were identified 

and have been discussed in the previous works. The first challenges were related to various 

political and legal factors which are ascribed to the low attention given to the tourism sector by 

the previous government. There were also unclear goals, policies, and frameworks. Despite the 

recent initiatives and activities were being undertaken by the government, the tourism sector was 

not provided priority for a long time. 

MOCT(2009) and Mann(2006) indicated in their study findings that politically, the civil war 

frequently occurred in the north part of the country. Moreover, the famine that happened in 1984 

damaged Ethiopian‟s image.  Additionally, Teshale(2010) and Sisay(2013) stated the third 

reason was related to the socio-economic factors, which include deep-rooted poverty, poor 

tourism infrastructure, inadequate number of hotels, poor ICT facilities and lack of enough 

skilled manpower in the field that has adversely hampered. Partly, Sisay(2013) has revealed in 

his study finding that the fourth problem that negatively affects the tourism‟s role is the 

competitive forces which are evident at both global and regional levels. 

Mohammed and Som(2010) expressed in their research findings that tourism push and pull 

motivational factors had a positive effect on tourists‟ satisfaction. However, they said that these 

types of motivational factors have not been implemented appropriately. To illustrate this point in 

detail, to what extent these motivational factors influenced tourists could not be stated in their 
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research. Therefore, the present researcher tried to investigate the modes of tourism motivational 

factors and their influence on tourists‟ returning and revisiting the tourism areas in the North 

Shoa Zone. It was anticipated that the motivational factors should have a welcome effect for 

tourists. 

There are a lot of different historical places and endemic animals which can be resources of 

tourism in the North Shoa Zone. As far as the researcher is concerned, a few historical places 

have not been recognized and visited by tourists owing to different reasons. EfremAssefa(2012) 

indicated in his findings that a lower level of income, lower tourism awareness, expensive food 

and accommodation, and lack of infrastructure make tourist destinations become poor domestic 

tourism activity in Ethiopia.  

AynanaFiseha and Solomon Mequanent(2020) indicated in their study findings that Ethiopia has 

immense natural, cultural and historical tourism resources potential that can create a great 

opportunity for tourism development. However, push and pull factors and source of information 

affected to access tourists to choice destinations.  These authors didn‟t say anything about the 

roles of stakeholders to facilitate the motivational factors for tourists. Hence, the present study 

evaluated the roles of stakeholders in applying the appropriate tourism motivational factors to 

enhance tourists' recurring intention. 

Moreover, Jan et al., (2009) conducted their study to investigate seniors‟ affect and travel 

motivation as well as interrelationships between two constructs, and to discover the effects of 

effect and motivation on travel intentions of seniors age 65 or greater. Finally, the findings 

revealed that novelty-seeking was the most important travel motivational factor from five 

extracted factors. Further, it was said that it was necessary to understand the psychological 

aspects of senior travelers. 

Moreover, GetahunDesalegn(2020) tried to assess the effect of tourism push and pull 

motivational factors on tourist‟s satisfaction and return intention to Bishoftu. The findings in this 

researcher revealed that tourism pushes and pull motivational factors have a positive and 

significant effect on tourist‟s satisfaction and then return intention; nothing said about the roles 

of stakeholders in this research finding, but the present study has assessed the stakeholders in 

motivating tourists to return and revisit the tourism areas in North Shoa Zone. 
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Although many studies were conducted on motivational factors to international and local 

tourists, they could not suggest adequate information to what extent motivational factors 

influence on tourists‟ recurring intention to the destination. It was observed that a lot of local and 

abroad tourists come and visit different tourist destinations in North Shoa. Of course, this was a 

good opportunity to generate income for society. However, Andajani(2017) said that sometimes 

a few tourists once visited the destinations, were not observed to return to that location. For this, 

certain reasons were mentioned: one was the lack of motivational factors from the concerned 

bodies. Consequently, the present researcher was keen on identifying the presence of 

motivational factors, and their extent to affect tourists‟ attention to return in the study area.  

Correspondingly, it was intended to find out the challenges that hinder tourists' recurring 

intention after they come and visit the location for the first time.  It was clearly understood that 

stakeholders like region, local, culture and tourism office, owner of hotels, restaurants, tour 

guides and the communities were core concerned bodies to open opportunities to influence 

tourists‟ returning intention. 

Due to this, it has been decided to evaluate the role of the stakeholders for tourists' recurring 

plans in the target study area. To consolidate my rationale why I initiated to conduct this study is 

that North Shoa Zone has plenty of tourist destinations, but all tourist destinations mightn‟t be 

accessed with tourists as it was expected because the tourism industry is not well developed.  For 

the knowledge of the present researcher, very few studies were conducted related to motivational 

factors and their influence on tourists‟ returning intention in North Shoa Zone.  

Fanta Beyene(2017) conducted the study to investigate the tourism potentials in and around 

DebreLibanos Monastery in North Shoa. In his findings, he reported as a lot of lost tourism 

potentials and diversified values are available in the study area, but they have not yet been 

developed and utilized owing to various impeding factors. These factors were: lack of awareness 

about the tourism potentials, lack of tourists‟ facilities, accommodations, limited budget to 

promote, scarcity of skilled manpower. This researcher was not able to point out the roles of 

stakeholders and tourists‟ returning intention to visit the monastery. However, the present study 

tried to evaluate the roles of stakeholders and tourists‟ returning intention selected the tourism 

places in the North Shoa Zone. 
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For this reason, the current research has been initiated with the above gaps and other reasons 

makes him conduct this study on motivational factors and their influence on tourists‟ returning 

intention in North Shoa Zone. 

1.3. Research questions 

The following research questions are formulated based on the research objectives. These are 

stated below: 

1. What kind of motivational factors are used to tourists returning intention in North Shoa 

Zone? 

2. How motivational factors influence tourists‟ returning intention in NorthShoa? 

3. What are the challenges of tourists to return and revisit the tourism places in NorthShoa? 

4. What are the rolesstakeholders‟ for enhancing tourists‟ return and revisit intention the 

tourism areas in North Shoa? 

5. What is the relationship between motivational factors and tourist‟s recurring retention? 

 

1.4. Objectives of the study 

1.4.1. General objective 

The general objective of this study is to investigate the motivational factors and their influence 

on tourists' recurring intention in North Shoa Zone. 

1.4.2. Specific objectives 

For this study, the following specific objectives are developed: 

 To identify the available motivational factors for tourists returning intention to tourism 

areas in North Shoa. 

 To examine to what extent the tourism motivational factors influence tourists‟ revisiting 

the tourism areas in North Shoa 

 To find out the challenges of tourists to return and revisit the tourism areas in North 

Shoa. 
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 To evaluate the stakeholder‟s roles to make tourists return to the tourism areas in North 

Shoa. 

 To determine the significant relationship between motivational factors and tourist‟s 

recurring intention. 

1.5. Significance of the study 

This research is expected as it has different contributions. It will give directions for stakeholders 

to use appropriate and adequate motivational factors to tourists‟ returning and revisiting 

intention. It will also provide insights workers in tourism sectors tourists to return and to revisit 

the tourism places. It may create awareness to tourism office experts and professionals how they 

could make tourists return and revisit. It is also anticipated to indicate the possible direction to 

solve challenges in the tourism destinations in the study area. It may assist destination developers 

to understand target markets and improve the products, services and activities arranged for the 

tourists.  It can create awareness to concerned bodies to develop products, promotion, and 

marketing strategies that influence tourists‟ recurring intention. It can force stakeholders in the 

tourism destinations to put efforts into improving the quality of their products and services and 

enhancing competitiveness. Finally, it can put a milestone to other researchers who are interested 

to conduct their studies on related issues. 

1.6. Scope of the study 

This research was geographically limited only in North Shoa Zone. Even though the researcher 

had recognized that they were too many tourist areas in the Amhara region. Two tourist 

attractions which are called SemineshKidaneMihret and DebreBerhan town and four tourist‟s 

destinations such as AbuneMeliketsedik, Ankober, palace lodge, and Menizguasa were selected 

for the target study area.  In a short expression, it was intended to gather the research data from 

these five tourist attractions and destinations. The focus area of this study was to explore the 

motivational factors and their influence on tourists‟ returning intention in North Shoa Zone. 

Nonetheless, other aspects of issues like tourists‟ satisfaction, the performance of the tourism 

industry, and were not included in this current study. A descriptive survey research design was 

used. As well, a mixed type of research which includes quantitative and qualitative research 
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approaches was employed in the study. A semi-structured questionnaire and in-depth interview 

were used to fetch the data. 

1.7. Organization of the study 

The study was organized into five chapters respectively. The first chapter deals with introductory 

part of the thesis, containing background of the study, statement of the problem, research 

questions, objectives of the study, significance of the study, scope and limitations of the study 

and organization of the study. The second chapter deals with the review of literatures related to 

the research area. The third chapter deals with research design and methodology employed in the 

study, including research design, research strategy, sampling design, data sources, and data 

collection tools, data analysis methods, addresses issues of reliability and ethical considerations 

of the study. In addition, other sections, such as list of references and appendix are also parts of 

the research framework. 

1.8. Limitation of the study  

The scope of the study was limited to investigate the motivational factors and their influence on 

tourists' recurring intention. Geographically, this study covered only four tourist distention area 

in North Shewa Zone even though there are a lot of tourists‟ destinations in North Shoa Zone. At 

first it was intended to gather the data with focus group discussion, but because of Covid-19 it 

didn‟t do it.   Comparison was not able to make between abroad and domestic tourists‟ recurring 

intention.  
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CHAPTER-TWO 

2. LITERATURE REVIEW 

2.2. Introduction 

In this section, tourism industry, Ethiopian national tourism policy, types of tourism palaces or 

destinations, motivation to revisit the tourism places, returning and revisiting intention to tourism 

places, motivational factors for tourists, influences of push and pull factors on tourists‟ return 

intention, dimensions of push and pull factors, roles of stakeholders for tourists returning and 

revisiting intention have been discussed in details. Finally, the challenges of tourists to return and 

to revisit intention and conceptual framework of the study have precisely been presented 

respectively. 

2.2. Theoretical review 

Each destination offers a variety of products and services to attract tourists. From the 

destinations‟ point of view, it is very important to know why tourists choose (or not choose) this 

destination and how the tourists feel about the place they visited. Analysis of tourist motivation 

attempts to extend the theoretical and empirical evidence on the causal relationship among the 

push and pull motivations, satisfaction, and destination loyalty (Yoon andUysal, 2005).  

According to Kotler et al. (2010), tourists‟ decisions are complex multifaceted decisions in 

which the choices for different elements are interrelated and evolve in a decision process over 

time and most studies of tourists‟ travel choice address tourist destination choice as the key 

element in the travel decision-making process. The decision-making process is influenced by 

several psychological (internal) and non-psychological (external) variables and consists of 

several different stages that are marked by specific actions. Sirakaya and Woodside (2005) 

provided a comprehensive qualitative review of the tourist decision-making literature and 

integrated the main conceptual and empirical work that has been reported in the tourism 

literature. 
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According to their analysis, the destination choice set model developed by Um and Crompton 

(1990) is simpler and more theoretically and methodologically sound than the others in tourism 

decision research. In this model, a tourist‟s destination choice is made through a 3-stage 

sequential and funnel-like process: a composition of awareness set (an initial set of destinations 

that a tourist is aware of at any given time), an evoked set (late consideration set), and final 

destination choice. The evoked set is developed from the awareness set. It consists of various 

destinations that people actively seek information about for alternatives to best meet their needs. 

According to the choice set model, the destination should be included in each choice set stage to 

be selected as a final destination. The criteria that affect this process include personal (push) 

factors, destination attributes (pull factors), and constraints. Kotler et al.(2010) suggested that 

one might use 2 or 3 criteria to reduce the number of alternatives from the awareness set to the 

evoked set; otherwise, there could be too many attributes to compare. In addition, the complex 

decision-making process leading to the choice of a travel destination had not been well 

researched. 

 

The reasons behind choosing a travel destination have been an important area of study in tourism 

literature for decades. A well-known typology for understanding travel motivation is the“push 

and pull” model (Crompton, 1979). The main concept of this model is the decomposition of an 

individual‟s choice of a travel destination into two forces. The first force is the push factor that 

pushes an individual away from home and attempts to develop a general desire to go somewhere 

else, without specifying where that may be. The second force is the pull factor that pulls an 

individual toward a destination due to a region-specific lure, or perceived attractiveness of a 

destination (Lam and Hsu, 2006). 

It is assumed that tourists would like to maximize satisfaction while choosing between a range of 

destinations, goods and services (Tribe, 2004). The key determinants in the decision-making 

process are tourists‟ preferences and their expenditure budgets (Stabler et al., 2010). From an 

economic point of view, expenditure budgets are not as hard to analyze as tourists‟ preferences. 

Furthermore, the decision-making process is more often analyzed by social psychologists or 

geographers. These researchers are focused on studies of motivation, tourist segmentation and 

push and pull factors, while economists study tourists‟ preferences (Stabler et al., 2010). 



11 | P a g e  
 

Many factors influence tourists when they need to decide about their holiday and destination. 

According to Horner and Swarbrooke (2007), these factors can be internal (hobbies and interests, 

lifestyle, attitudes, past experiences, personality, etc.) and external (word-of-mouth, promotions 

and offers, the climate, availability of suitable products, etc.). The understanding and analysis of 

the decision-making process are very important for destination marketing and management 

(Pearce, 2005).The decision to buy a tourism product is the result of a complex process. Horner 

and Swarbrooke (2007) describe the process in five phases: travel desire, information collection 

and evaluation image, travel decision (choice between alternatives), travel preparation and travel 

experiences and the final phase which is connected to travel satisfaction outcome and evaluation. 

Tourism development in cities has been seen as a solution for creating income and jobs in thecity 

area. There are many reasons why people visit cities, and these are: visiting friends and relatives, 

business, exhibitions, cultural attractions, sightseeing, entertainment, shopping, evening 

activities, sports and special events, etc. (Law, 1993). In the decision-making process, a city can 

be an alternative for a wide range of tourists‟ experience expectations. Therefore, cities need to 

create promotions that communicate the benefits of a visit during the second phase of the 

decision-making process (Kolb, 2006). The promotion of a city must always focus on the needs 

and desires of a specific visitor group or segment. There are different means of segmentation: 

demographic (age, income, gender, family status, and ethnicity), geographic (local, regional, 

national, and international), psychographic (relaxation, excitement, nightlife, adventure, 

romance) and usage (traditional tourists, day visitors, business visitors) (Kolb, 2006). 

 

Tourism marketing is a significant and dynamic sector in the global economy. It particularly 

plays a considerable role in developing countries. Besides, the sectors are also the key source of 

income, jobs and wealth creation in the developed nation. The growth of the tourism sector is not 

affecting the activities directly related to tourism but also affects investment, government, and 

products produced in the country and the overall image of the country. Also, the effort of the 

country to brand the destination is affected by the assets in terms of tourism, which ultimately 

determine what to promote for whom and how to promote a given destination. The current 

tourism literature promotes the image to bring a positive perception of a country to become the 

major research area. It has been considered as a complementary domestic policy an integral part 

of the economy. Although the recent literature thoroughly explains, the benefit of the destination 
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branding strategies to build an image of the country, several governments take initiatives to 

increase the tourism industry performance by investing in branding (Koo,2013). 

2.3. Tourism industry 

Tourism is travel for recreational, leisure, business, or other purposes. It also involves traveling 

to and staying in places outside the usual environment for not more than one consecutive year for 

leisure, business and other purposes (EfremAssefa,2012). Tourism has become one of the most 

prominent and influential global industries. Tourism potential development is a very important 

aspect of every actual or potential tourism resource all over the world. It involves the 

improvement of the physical infrastructure in the destination in form of support facilities, 

branding, promotions, and advertising amongst others.This issue will be addressed from the 

global, regional (Africa), national (Ethiopia) and finally the focal point of this research is to 

explore the motivational factors and their influence on tourists‟ return intention in North Shoa 

(GetahunDesalegn, 2020). 

2.4. Types of tourism places/locations 

In our country, Ethiopia, there are different kinds of tourism destinations.  These tourism 

destinations' potential includes the examination of destination value or equity, physical aspects of 

destinations, the readiness of destinations in terms of infrastructure, accessibility, environment, 

reputation and safety. However, the assessment of destination potential is related to the five 

major components of destination, including attraction, accessibility, amenities, accommodation 

and awareness (GetahunDesalegn, 2020). 

a. Attractions 

Attractions are the primary motivation for traveling. They may be a primary destination such as 

heritages or secondary destinations which are interesting places to visit on the way to the primary 

destination. Attraction designates a single unit, site, or area identified in tapping people during 

their leisure time (Swarbrooke, 2002). Scholars often identified three major taxonomies of 

attractions on the route, which are (i) natural, (ii) historical and manmade, and (iii) cultural and 

ethnic. 

 

b. Heritages potentials: 
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Mengistu (2008) said that the concept of heritage is debatable and the term „heritage‟ is used in 

various literature. The followings are some of the diversified concepts and definitions of 

heritages. 

According to UNESCO (1972), “heritage” in its broader meaning is generally associated with the 

word “inheritance,” that is, something transferred from one generation to another through birth 

or legal succession or by any other means. Oxford Dictionary defines heritage as the evidence of 

the past such as historical sites, buildings, and the undisturbed natural environment considered 

collectively as the legacy of present-day society. 

Similarly, Prentice (1993) and Howard (2003) cited in Fanta Beyene (2017) described the term 

“heritage” as encompasses, natural, history, buildings, artifacts, cultural traditions and the like 

that are literally or figuratively passed on from one generation to the other. Another scholar also 

defines heritage as everything that people want to save or retain. This author also argued that all 

heritages are pervasive and that it concerns to everybody. Thus, the literature reveals that there is 

no single agreed definition of heritage. Even though there are a wide range and diversity in 

concepts and definitions, the term heritage can be summarized into two major categories: natural 

heritage, drawing its qualities from nature and Cultural heritage, which draws its qualities from 

culture and built elements in association with people, and events. 

c. Cultural Heritage Potentials: 

Heritage tourism is a form of tourism that specifically targets the art, architecture, history, 

monuments, museums, theatres, religious heritage, social interaction, food habits, and lifestyle of 

people in a certain geographical region. Heritage tourism deals with traveling to experience the 

places and activities that authentically represent the stories, people of the past, and present. It 

includes irreplaceable historic, cultural and natural resources (Ayalew, 1998; Jamie andEric, 

2011). 

Richard (2002) and Huh (2002) explained that heritage tourism, as a part of the broader category 

of tourism is now a major pillar of tourism.  On the other hand, they stated heritage tourism is an 

umbrella and comprises both the natural and cultural tourism activity while cultural heritage 

tourism by contrast, highlights human accomplishments rather than nature. Ethiopia has several 

main varieties of cultural heritage tourism destinations in different areas of the country, like 
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monumental heritage related to art and architecture, the religious heritage the natural, traditional 

arts and crafts, music and dance. 

 

d. Natural Heritage Potentials: 

Natural attractions include landscapes such as mountains, rocks, and caves; water bodies like 

lakes and rivers; wildlife or plants and animals, and atmospheric resources among others. Nature 

tourism is responsible for travel to natural areas, which preserves natural resources and takes 

actions to improve the livelihoods of the local people in the host nation. It is a tourism activity 

based on the natural attractions of a particular place. With nature tourism, tourists enjoy activities 

such as bird watching, photography, stargazing, camping, hiking, canoeing, hunting, fishing, and 

visiting parks among others. Ethiopia, an ancient civilization with an impressive geographical 

location, has a huge potential of nature tourism that can be developed with well-planned tourism 

that the industry can contribute more to the country‟s economic performance and improvement 

of local people while preserving and enhancing the attractions in the country (Mulugeta, 2012). 

2.5. Motivational factors for tourists 

Fanta Beyene (2017) stated that motivational factors do have the potential to make tourists have 

a return intention to visit the tourism areas once they visit them. Here one can understand that the 

tourists could be satisfied by the time of their staying in the tourism areas. Some of the 

motivational factors are mentioned፡ The availability of good hospitalities from stakeholders; The 

presence of comfortable accommodation hotels, restaurants; the presence of 

skillful,knowledgeable and well-informed guiders and translators; the availability of variety, 

convenient and delicious food; the availability of well-furnished infrastructures; availability of 

comfortable and accessible transportations; availability of skillful,well behaved and well-

informed drivers; availability of sociable and well-behaved societies; there should be safe and 

secured environments; availability of visible, clear, well organized and written direction 

indicators and availability of responsible persons for hosts tourists.In all, many researchers have 

classified tourist motivational factors into two major dimensions. These are: 

2.5.1. Push factors and pull factors 
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Push and pull factors are motivational factors that make tourism happen from tourist generating 

areas to tourist destination areas. Different Tourism researchers tried to understand why people 

do need to make travel and what factors play a significant motivational factor that let the tourist 

get the intention for either self-reliant tourism activity or get a package organized by tour 

operators. As different researchers have illustrated in many kinds of literature push factors are 

internal behaviors or approaches to make travel and pull factors embody factors other than 

psychological or behavioral tendencies (Kotler,2012 and Adajani,2020). But it is highly related 

to factors relate to destination attributes.  However, different scholars and professionals gave 

these two factors (push and pull factors) different explanations based on their perspectives. Let‟s 

see some of them as follows: 

According to Kotler (2012), Push and pull factors are stated as: 

Escaping, self-investigation, relaxation, reputation, social intercourse, regression and 

improving kinship were noted as among the seven push or socio-psychological factors 

and education and novelty were noted as cultural (pull) motivational factors. Push and 

pull motivational factors were the most surveyed and acknowledged dimensions that 

result in tourists’ travel motivation by researchers.  

Kotler (2012) and Adajani(2017)also viewed push and pull factors as:  

People traveled because they are forced by their internal forces and pulled by external 

forces of destination attributes respectively. The push factors explained the need and 

want of the tourists why do they want to get away from their original place of living 

arrangement while pull factors are explanations for going to a particular destination.  

Push factor related to intangible characteristics and desires of traveler to escape, adventure 

health, rest and unwinding or prestige. While pull factors were about the tangible characteristics 

such as shoreline, lodges, and events at a destination, unique natural landscapes, recreation 

facilities and cultural and historical resources. Tourism demand was formed by push factors and 

pull are destination to satisfy the aroused demand. Different push and pull factors were 

applicable in different settings including nationalities, destinations and events of the destination 

and linked push factors with the improvement of kinship relationships, novelty, prestige, escape, 

and relaxation/hobbies whereas pull factors linked with wilderness, budget, ease of travel, 
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culture and history, multicultural environment, facilities and hunting (Getahun Desalegn,2020; 

Jang and Wu,2006). 

 

2.5.2. Influence of Push and Pull factors on tourists‟ return intention 

Push motivational factor are intrinsic factors result in the need for travel. Escape, self-

exploratory, relaxation, prestige, kinship enhancement, social interaction, novelty and education 

are important to push factors that result in a desire for vacation while pull factors are tangible 

attributes and perception of destination that influences traveler‟s destination preference.  Push 

and pull motivational factors are related to each other; one cannot exist without the other.  Both 

intrinsic and extrinsic factors have a direct and positive effect on leisure tourists‟ return 

intention. It was also stated that motivational factors (push and pull) affects tourist satisfaction 

and further put an impact on leisure tourists‟ return intention through tourist satisfaction 

(Adajani, 2017) 

Khuong et al. (2017) also proved that tourists‟ return intention is affected by tourist satisfaction 

following by recreations, entertainments, natural environment, cultural and historical attractions. 

Satisfaction is the primary antecedent of revisit intention. A satisfied customer developed an 

emotional attachment with a destination for a revisit and recommends even others to visit which 

are the indicators of loyalty. The level of satisfaction was pointed out as one of the most 

dominant variables in explaining revisit intention. 

2.5.3. Dimensions of Push and Pull Factors 

2.5.3.1. Dimensions of a Push factor 

Push factor includes the following dimensions. These are (Kotler,2012): 

 Self-exploratory: refers to a psychological factor that could motivate people to travel. If 

a tourist destination has more attractive destination attributes such as history, culture, 

entertainment, or recreation that can trigger existing tourists‟ intention to find out more in 

future  
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 Relaxation: refers to an important motivational factor after the travel experience and it 

leads to travel intentions. It is the most general reason that can motivate people to spend 

their holiday in elsewhere is relaxation.  

 Social Interaction: is profoundly important to strengthen social relation among people of 

different origin and it is important to let people move.  

2.5.3.2. Dimensions of Pull factor 

 According to Chhabr(2010) and Raju(2009),some dimensions are involved in the pull 

factor:Natural land scope’s the main motive for the trip. The natural environment instigates the 

tourist‟s intention to return to a destination. Events and activities:  events and activities are 

important to promote a destination. Organized festivals and celebrations increase the return 

intention of tourists. Visitors who participated in events and activities were satisfied better and 

their intention to return to a destination increased. History and culture: are illustrated as 

important factors that aspired tourists to return to a destination. Abundant cultural and historical 

values are critical in influencing tourist satisfaction level and further developed loyalties of 

tourists to a destination. Food tourism: is described as an important item for the tourists‟ 

experience and increases their intention to revisit. Many people are traveling because of the 

testing variety of food. 

2.6. Motivation to revisit tourist places 

 

Motivation is a strong impulse from within the individual to act. It is a strong motive to urge an 

individual to act to satisfy his or her needs. The motivation of each individual is different from 

one another which signify the diverse individual needs. Schiffman and Kanuk (2007) cited in 

Andajani (2017) explain also that people who understand the needs or desires tend to strive to 

meet the needs or desires and denial on the troubling things. People behave based on the motives 

that are inside a person.  Similarly, in the context of tourism, many study findings revealed that 

people are initiated to traveling to visit the tourism areas.  Once they visited the tourism places, 

those people develop strong motives to return and revisit the tourism areas.  These motives can 

be motivated with different novelty seeking, cultural experience, adventure tourism, social 

contact, escape, relaxation and attraction. Novelty seeking is the main reason for tourists visiting 
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a tourist destination. Tourists' visit is due to their curiosity towards a tourist destination. The 

context is different from the familiarity that leads to little or no experience of a tourist 

destination.  

 

The tourist's travel motivation can be influenced by hospitability of the local people, quality of 

accommodation and transportation facilities, good weather, cleanness of a country, political 

stabilities and safe place to stay. Political risk determines the tourist demand. In other words, 

political unrest of the destination affects the destination choice of international tourists. 

Moreover, infrastructure has a wide range of services and facilities which support the visitors to 

travel and stay at the destination. It is highly dependent on the availabilities and quality of 

infrastructures such as accommodation facilities (hotels, lodges, hostels, and apartments), 

gastronomy facilities (Restaurants, bars, café) and transportation to the destination and within the 

destination. The infrastructure development of the destination is important for tourists to choose 

and stay at the destination and has a positive impact on tourist flow (Chhabra, 2010). 

On the motivation of the cultural experience, the reason tourists visit is to enjoy cultural 

diversity. Travelers are interested in participating and learning about local cultures (rituals, the 

values embraced, music and dances typical of the region). Adventure tourism shows the tourists 

visit motivation to experience exciting activities (i.e. adventure) like the outdoors, wilderness, 

etc. Social contact can be defined as a social interaction such as friendship. In the activities of 

sightseeing, tourists can get acquainted and communicate with fellow travelers or residents in the 

territory of the tourist areas. This social interaction gives more friends and makes them feel 

comfortable.  Tourists leave their all routine activities for a moment by visiting and sightseeing 

the tourist destination (Raju, 2009). 

2.7. Returning and revisit intention tourism places 

Return intention results from behavioral intention which is defined as anticipated or planned 

behavior in the future. According to Yoon and Uysal (2005), tourists should get satisfaction 

while they visit the tourism places for the first time because their satisfaction makes them return 

and revisit the area repeatedly. Even they motivate other people to travel and visit those tourism 

areas. Satisfaction is an evaluation process of the consumer against the goods or services 

received. In the context of tourist satisfaction, it is defined as the level of positive feelings that 



19 | P a g e  
 

arise from experiencing the tourist destination. The satisfaction of tourists is caused by the two 

main dimensions. Firstly, tourists have their expectations before going to tourist destinations.  

In the second dimension, tourists may compare the travel and service process with their previous 

expectations. In the end, tourists can evaluate the formation of tourist satisfaction.  Prentice 

(1993) and Richard (2002) reveal that intention is the core of destination loyalty. Understanding 

the revisit intention drives the tourist to revisit the same tourist destination. The concept of 

revisiting intention comes from behavioral intention. Behavioral intention is the behavior of 

repeating the previous joyful experience. The tourists‟ interest to revisit certain tourist 

destinations (i.e. repeat visitors) gave a positive impact on the destination itself. The tourist 

destination earns more revenues and reduces costs and promotion. The cost of tourist destination 

promotion is borne by the repeat visitor.  

Yoon and Uysal (2005) have stated in their research findings that push and pull motives affect 

the satisfaction of tourists. This statement implies that the importance of knowing and 

understanding the motivations of tourists resulted in the satisfaction of tourists. They also added 

that a satisfied tourist creates destination loyalty. One way to measure loyalty is by assessing 

tourist„s interest to repeat the process or recurring purchases. The repetition process benefits the 

tourist destination. The repetition process benefits the tourist destination. Motivation is not only 

useful to describe the behaviors of tourists but can also be used for predicting revisit intention. 

2.8. Ethiopian National Tourism Policy 

According to the Ethiopian Tourism Policy (2009), the tourism policy is an expression of the 

government‟s commitment that guides the overall development of tourism in Ethiopia. It serves 

as an umbrella to guide the public and the private tourism sector players. The vision for tourism 

development elucidated in the policy states that government seeks “to see Ethiopia‟s tourism 

development led responsibly and sustainably and contributing its share to the development of the 

country by aligning itself with poverty elimination” The emphasis of the policy document is that 

local people (communities) should directly benefit from tourism development. It also calls for 

the active participation of women and youth and greater cooperation between the public and the 

private sectors. Sustainable tourism development, as well as conservation of resources and the 
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participation of local communities in tourism, are seen by the Government of Ethiopia as central 

elements of tourism development.  

Hence, it is clear that all tourism planning activities are conducted within this framework. The 

main policy issues and strategies are expressed in the six pillars of the policy document: Guiding 

the tourism industry in a broad-based direction; developing the existing and new tourist 

attractions in variety, scale and quality; expansion of infrastructure and tourist facilities essential 

for tourism development; undertaking promotional work through the creation of strong market 

ties to become competitive on the International Market; strengthening the collaborative 

relationship among actors participating in tourism development and overcoming the serious 

capacity limitations observed in the industry. 

The main objective of the National Tourism Policy Implementation program is to develop an 

implementation plan for the National Policy including an implementation road map that 

translates the prioritized policy goals into actions (Ethiopian Tourism Policy, 2009). These six 

pillars of policy issues and strategies are crucial in assessing, developing and advertising the 

tourism potentials. However, pillars number two and three are more important in identifying, 

developing and promoting the tourism potentials. 

2.9. Roles of stakeholders for tourists returning and revisiting intention 

Stakeholders do have significant roles to make tourists have returned and revisit intention for 

once they visit areas. They first identify and recognize the tourism areas, and be informed and 

organized the necessary information for the tourists.   There should be a plan to motivate visitors 

for coming again and again to the tourism places.  Infrastructures must be constructed and rebuilt 

timely and efficiently. The private sectors work hard collaboratively with the government offices 

to improve tourists‟ returning and revisiting intention. Tourists move freely with relaxation. The 

necessary materials and types of equipment should be fulfilled. The owners of the hotels offer 

adequate services (McCabe, 2009). 

Middleton et al. (2009) claimed that physiological basic needs of the tourists such as food, 

shelter, water and others should be fulfilled in and around tourism areas. Additionally, 
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telecommunication, roads, drinking water, toilet blocks, rubbish bins, signage, and park benches 

are also available. 

2.9. Challenges of tourists to return and revisit intention 

Different challenges might face to tourists‟ returning and revisiting intention. These challenges 

hinder tourists their returning and revisiting intention. When they visit tourist places for the first 

time, they may not be feeling comfortable. They cannot decide to return to the tourism areas. The 

other problem may come from stakeholders in the tourism areas if the stakeholders don‟t give 

strong attention to motivate tourists to have the intention to return and revisit the historical, 

cultural, and natural and wildlife repeatedly. By the time both the local, regional and federal 

government do have less attention to the tourism industry, the tourists are not motivated to travel 

to visit the tourist places because they don‟t feel good for their wellbeing. Other challenges can 

come from poor participation of the private sector. In addition, poor infrastructures of tourism 

facilitate poor intention plan to return among from tourists (Tomic et al.,2014). 

More ever, constitute of culture, travel motivations, finances and previous experience could 

challenge the tourism sectors. Natural, cultural, religious and historical tourism potentials have 

not been known to be fully utilized, because there is inadequate awareness about the potentials, 

lack of promotion, limited tourism resource planning, management and development. It deals 

with challenges to promote the potentials of the area to attain maximum benefits and profits from 

the destination. 

2.10. Empirical Studies Review 

Chetthamrongchal(2017) conducted a study to develop a destinations image theoretical model by 

using tourists‟ travel motivation, information and crisis perception in Thailand. A quantitative 

research method was used. To gather the data, a questionnaire was employed. Finally, the 

findings revealed that the attitude towards Thailand‟s travel motivation, crises, information 

sources in the normal situation, and an unusual occurrence, tended to influence Thailand‟s 

destination image. 
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Tomic et al. (2014) examined in their studies the motivational factors which influence young 

people when choosing city destinations in Europe. The participants in the study were Danish and 

international students. A survey design was applied for the study. The data was collected via 

questionnaires. To analyze the data, SPSS software was used. The findings showed that there 

were seven major factors for young people when they choose city tourism destinations in 

Europe. 

Zulkifly et al. (2017) studied British tourists' motivational factors in visiting Malaysia and their 

future behavior intention. The participants were British tourists. A survey design was used. To 

fetch the data, questionnaires were used. A non-probability sampling technique was applied to 

choose the target participants. Partly, a convenience sampling technique was used to select the 

target participants. In the end, the findings pointed out that previously, historical affection 

between Malaysia and Great Britain played a significant role in influencing tourists to revisit 

Malaysia. Additionally, the push factor does moderate the British tourist future behavior 

intention. 

Andajani (2017) study aim was to determine the relationship between motivations, satisfaction 

and revisit the intention of foreign tourists in visiting Indonesia. A quantitative research approach 

was used. A questionnaire was employed to gather the data. The Questionnaire was distributed 

online and sent directly to foreign tourists who visited Indonesia. Finally, the research findings 

clearly showed that motivation was interrelated with satisfaction and satisfaction became an 

important factor that drove the revisit intention of foreign tourists in visiting Indonesia.Maryono 

and Said (2018) conducted a study to explain motivation and perception of tourists as push and 

pull factors. The qualitative research method was used to describe the result of secondary data. 

To explain push-pull theoretical framework, motivation as push factor and perception as pull 

factor was found based on the previous research data. 
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2.11. Conceptual Framework of the Study 

Below conceptual framework below consists of the important variables that have interfaces and 

can have either positive or negative impacts on tourists‟ return intention. The interconnection of 

the variables indicated in the following conceptual framework may have a positive impact on the 

effectiveness of tourists‟ return intention if the appropriate motivational factors are applied to 

enhance tourists‟ returning and revisiting intention in the tourism places in the North Shoa Zone. 

Thus, based on the issues that are related to the problem statement, objective of the study and 

research questions, the researcher has developed the following conceptual framework 

 

Figure 1: Research framework (Adopted from KhuongandHa, 2014) 
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CHAPTER-THREE 

3. RESEARCH METHODOLOGY 

3.1. Introduction 

In this chapter, research philosophy, research design, research approach, study population and 

sampling techniques, source of data, data collection instruments and dada analysis techniques 

have been presented precisely. 

3.2. Research philosophy (orientation) 

This acts a vital role in creating validity, reliability and transparency in a study. It offers the 

reader on sight the concept of a study and how it is structured and viewed (Creswell,2012). There 

are two opposing views of research philosophy with different sub-philosophies in both 

Hermeneutics and positivism. Hermeneutics aims to understand the deeper context in which 

phenomena exist and is interpreted by humans‟. Moreover, research is commonly done by 

collecting data through interviews and ethnography and analyzing data through interpretations by 

finding categories and themes (Creswell,2012). On the other hand,positivism is rooted in a 

pursuit of quantitative knowledge and understanding. However, using the simply Hermeneutics 

approach is insufficient as it is too broad. Thus, looking at different sub-philosophies to 

strengthen the research, increasing validity and reliability (Creswell, 2012).In addition to this, 

phenomenology is important to study phenomena with the social context it exists.As a result, 

phenomenological research is vitalized to enhance and further strengthen theHermeneutics 

approach of a thesis.      

3.3. Research design 

According to Kothari, (2004) research design refers to a scientific designing of a research 

strategy. It is also the blueprint or detailed outline for the whole research.  This study employed 

both quantitative and qualitative research methods. Using both research methods helps to 

investigate and address the research study, describes quantitative research approach explaining a 

phenomenon by collecting numerical data that are analyzed using statistical.  
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The greatest strength of the quantitative research method is to produce quantifiable data that is 

generalized to a large population whereas the qualitative research approachis used to generate 

non-numerical data. The explanatory design was employed because the purpose of this study was 

to investigate the motivational factors and their influence on tourists' recurring intention in North 

Shoa. The relationship between dependent and independent variables through this study was 

analyzed. Explanatory design helped to clarify the relationship between two or more aspects of a 

situation or phenomenon (Creswell, 2012).  

The relationship between variables through correlation and regression was displayed. Mixed 

Triangulation research was used to analyze and integrating quantitative and qualitative research 

in a single study. The purpose of this form of research was that both qualitative and quantitative 

research, in combination, provides a better understanding of a research problem or issue than 

either research approach alone (Creswell, 2012). The researcher adopted a more quantitative 

method because the statistical or numerical analysis was applied to set up a relationship between 

the variables. While qualitative research design was describing respondent attitude or opinion 

and their feelings through narration using paragraph, sentence to supplement quantitative data.  

The challenges which tourists faced after they arrived at the selected locations were exploited via 

the qualitative tool. 

3.4. Research approach 

In this study, a mixed type of research approach which means a combination of quantitative and 

Qualitative research was used. To illustrate this, to gather the data, a questionnaire and interview 

were employed. Here the questionnaire data were analyzed quantitatively; whereas the interview 

data was stated qualitatively. In short, the research data was gathered through both quantitative 

and qualitative data gathering tools. 

3.5. Study population and Sampling techniques 

3.5.1. Population of the study 

Domestic and abroad tourists were the participants of the study because these participants were 

expected to share their desire/feelings/ about the recurring intention to tourism destinations. 

Moreover, the other participants in this study will be concerned religious leaders or experts, zone 
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and local culture and tourism offices, tourist guiders and owners of hotels, restaurants. These 

participants also involved providing relevant information on how and what to enhance tourists 

returning intention.  Owner of the hotels or restaurants from DebreBerhan town such as Bernaos 

hotel, GetEva hotel, district tourism and culture head as well experts and tour guide in 

Ankoberloughe from Ankober and Menzguasa.  Religious leaders or facilitators from 

SemineshKidanemiret and AbuneMelketsadik monasteries were involved in the study.  Head or 

experts of the tourism and culture department from the North Shoa Zone were invited to the 

study. 

3.5.2. Sampling techniques 

For this study, the researcher used multiple-stage sampling techniques. At first, to select the 

tourism places (historical, cultural, natural, religious places and endemic animals. Random 

sampling techniques will be employed. Nevertheless, to choose the target participants, purposive 

and available sampling techniques will be used for the study. Purposive sampling technique was 

employed to select tourist guide, head of culture and tourism experts, and religious leaders while 

for the target tourists, convenience /available/ sampling technique was applied. 

3.5.3. Sample size determination 

To determine the appropriate sample size for the population under this study, the researcher used 

the sample size determination formula for selecting teachers (Kothari, 2004). 

Formula: n= Z
2
 .P.Q.N                                                   

                       E
2
 (N-1) +Z

2
.P.Q 

Where: 

P= sample proportion, q=1-p 

Z=1.96 the value of standard variety at a given confidence level and to be worked out from table 

showing area under the normal curve. 

n= sample size 
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Given: at 95% confidence level the value of Z=1.96. 

P =is the population proportion (assumed to be 0.50 since this would be providing the maximum 

sample size). 

N= which is the total target population 

E=0.05 which is an acceptable sample error 

The current research has recognized that the total estimated population indicates that1, 596,066; 

depending on the above sample size determination formula, only 325 participants were made the 

main participants of the study. 

3.6. Source of the data 

For the present study, primary data and secondary data were fetched. The primary data may 

come from in-depth interviews and questionnaires while the secondary data was gathered from 

secondary books, academic journals, unpublished works, articles, and reports from UN, 

governmental and none-governmental organizations. The main source of this study was tourism 

administrative staff in the zone and districts tourists‟ guiders, tourists, owners of hotels, and 

administrative staff in the selected tourism places. 

3.7. Data collection instruments 

The present researcher has decided to collect the data using in-depth interviews and 

questionnaires. With regards to the questionnaire, the target respondents were provided mixed 

items questionnaire (i.e., open and close-ended items). Here the researcher believes that the 

open-ended items can invite the respondents to express their further responses in the open-ended 

questions sections (Cresswell, 2012). The questionnaire questions were adopted from other 

researchers‟ doings. In the questionnaire sections, the types of motivational factors, challenges of 

tourists‟ returning intention, and roles of stakeholders to tourists‟ returning were the focus areas 

in the study. 

With regards to conducting an in-depth interview, a semi-structured interview was used for the 

study. The rationale behind using the interview for the study was to assess access to things that 
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challenges which faced tourists after they came to the selected study areas. For this reason, the 

interview was conducted for nine selected participants. The interview was carried out in the 

respondents‟ mother tongue. While the interview was conducted, each interviewee „s responses 

were recorded and registered (Cresswell, 2012). 

3.8. Data analysis techniques 

In this study, the researcher has decided to use descriptive statistics for analyzing the 

questionnaire data. To elaborate on this point, mean, and standard deviation were displayed in 

the tables.  The analysis was also made based on the mean and standard deviation results. For 

this, SPSS 21.0 version software was used, subsequently, the researcher employed inferential 

statistics (Pearson correlation and regression analysis) to explore the motivational factors and 

their influence on tourists‟ returning intention in North Shoa Zone (Cresswell, 2012). 

Regarding conducting an interview, first, select the interviewees through random sampling and 

purposive sampling techniques from the target participants. The interview guide lines were 

prepared from the related literature reviews depending on the research objectives. The interview 

questions were translated and delivered to the interviewees through their mother tongue 

accordingly. By the time the face-to-face interview was conducted, each interviewee was 

recorded and registered using tape or mobile recorders and notebooks by the actual researcher 

(Cresswell, 2012). 

3.8. Reliability, Validity and Transferability 

Reliability is concerned with how consistently the researcher is measuring what he/or she set out 

to measure (Creswell, 2012). According to this scholar, the reliability of qualitative interviews is 

related to the consistency and credibility of the findings. This person connects the reliability first 

of all with the quality of the interview and the analysis process. He suggests that consistent and 

neutral questions can enhance the reliability of instruments. 

To ensure the reliability of the study, the informants were interviewed with the same interview 

guides. The same questions were asked for all of them, but the order of the questions varied 

naturally. A semi-structured interview, despite its inner structure, can also open up for free 

conversation, which ensures the authenticity of the conservation. Ideally, it helps the informants 
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to give sincerer answers while retaining reliability. To further enhance the reliability, all the 

informants were provided with the same information about the research topics and aims. For this, 

all the interviews were conducted in the same settings at the schools‟ yard; all the interviews also 

followed the same analysis procedures. 

Creswell (2012) defines the validity of a measure as to which extent it measures what the 

researcher intends to measure.  For this, a pilot study with the same topic was completed before 

this thesis; thus, the interview guide had been tested beforehand. Based on this, some of the 

original questions were ruled out as misleading and others were added and modified. This gave 

the current researcher useful experience in how to ask follow-up questions that provided relevant 

responses to the study. 

Transferability is defined by Creswell (2012) that the degree to which the findings of a 

qualitative study can be applied or generalized to other contexts or other groups. Therefore, the 

greatest limitation of this study is the low number of participants in the interview enrolled. Even 

though the results of this study are not able to be generalized to a larger context, it has provided 

valuable insights in to motivational factors and their influence on Tourists‟ recurring intention to 

the tourism destination in the North Shoa Zone. 

3.9. Ethical Considerations 

As there are ethical aspects involved in questionnaire and interview research, the research 

process should rely on research ethics. Creswell (2012) recommends the following areas to be 

taken into account: informed consent, confidentiality, potential consequences and the 

researcher‟s role. Consequently, the participants of this study were fully informed about the main 

aim and its main design features of the study.  Awareness was also made to them that their 

participation was voluntary so that they could withdraw at any moment. For this purpose, each 

time before the questionnaire was administered and the interview was carried out, the researcher 

delivered a short oral introduction on his research, the questionnaire and the interview procedure 

themselves. 

The next ethical consideration was the researcher‟s responsibility to evaluate whether the study 

might lead to negative consequences for the informants concerning their participation in the 
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study, and to the researcher‟s interpretation of the data. To make sure, the researcher was not 

misinterpreting them to the informants during the interview, checking that researcher had 

understood correctly. At the same time, he allowed the respondents to add other comments.  

To ensure, the anonymity of the respondents, they have been assigned aliases: Into to tourists; 

into to tourism office, IntHo to hotel owners and IntRF to religious father was assigned 

respectively.   

The researcher‟s role was to administer and conduct the questionnaire and the interviews 

competently. During the interview, ask good follow-up questions and generally be able to lead 

informants to speak freely on the topic of interest. Testing the questions on the researcher‟s 

fellow students and colleague‟s before interviews and preliminary practice helped the researcher 

feel comfortable with the interview guide and have more focus on the respondents. Each 

respondent‟s privacy was respected at all times, and that everything they shared was treated as 

confidential. 

3.10. Operational definitions 

Motivational factors: facilities or things that cause tourist‟ have plan(intention) to return and 

revisit the tourism area after they see or visit the area for the first time 

Challenges: Hindrance /obstacles/ (example lack of tourism facilities and infrastructures) that 

demotivate tourists to return again and again to their first visited location. 

Stakeholders: concerned bodies (government, zone tourist office, local tourist office and owner 

of hotels, restaurants) who are responsible to fulfill the needs of tourists after they 

arrive at the destinations. 

Recurring: return back to the tourism destination again. 

Intention: plan or interest to visit the tourism destination 

Recurring intention: desire, plan and interest to come back again and again to the previously 

visited tourism destinations. 
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CHAPTER-FOUR 

4. RESULTS AND DISCUSSION 

4.1. Introduction 

The previous chapter provided a detailed discussion on the research design including the study 

population, the sampling method and data collection instruments used. Further explanation was 

also presented on the development of the data collection instrument, i.e. the survey questionnaire 

and the contents constructed. Whereas this chapter demonstrates the research investigation by 

outlining the results obtained in the study and providing a detailed discussion of these results. 

The descriptive statistics calculated for the study are presented in an outline of the characteristics 

of the sample concerning the variables included in the study. This chapter, therefore, presents an 

analysis of the responses to the questionnaire. In the first part of the chapter data related to the 

questionnaire, return rates and demographic questions are analyzed. The remainder of this 

chapter has been presented the data found in the questionnaire as well as in the interview.  

 

Out of the 384 questionnaires sent out, 317 were returned during two days. Of the total 317 

questionnaires which were returned, 67 were discarded because 42were not fully completed and 

the other 15 respondents couldn‟t return to the research. Whereas the rest 317 represented a 

response rate of 82 % are used for analysis.  

4.2. Demographic data analysis 

The following demographic information was obtained from the questionnaire regarding 

participants: The descriptive statistics such as frequencies and percentages computed for each 

above listed demographic variable are presented in the subsequent sections.   Pie chart the ploy 

chart and tables are used to depict the participants‟ demographic information. 
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Figure 2: Pie chart for respondents’ sex (Source: Survey, 2021) 

Concerning gender distribution of the selected sample, it can be observed from Figure 1 as the 

majority of the respondents were female. More specifically, 61.8% of the respondents were male 

while only 38.2% of the respondents were male. This indicates that more female tourists come to 

the tourist destination in North Shoa Zone. 

 

Figure 3: Bar chart for respondents’ age (Source: Survey, 2021) 

The second demographic information respondents provided was concerning their age. From the 

frequency distribution presented in table 3, it may be deduced that 12.6% (n=40) of the 
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respondents were between 18-25 years of age, 21% (n=68) of participants were between 26-35 

years of age, 42.6% (n=135) of the respondents were between 36-45 years of age, and 10.4% 

(n=33) of the respondents were 46-55 years of age. The other 12.9 %(41) respondents were 

above 55 years of age.  The table shows that the respondents partly between the age group 36-45 

involved highly than other age groups. Therefore, It needs to do more to create awareness among 

the society at different age groups. 

 

Figure 4: Pie chart for respondents’ place of origin (Source: Survey, 2021) 

Concerning the origin of tourists, 65% (n=206) of the respondents were from Ethiopia while 35.0 

%(n=111) of the respondents were from abroad. From this, one can understand the majority of 

the respondents were from our country, Ethiopia. Here, it demands the stakeholders to attract 

other abroad tourists to come to North Shoa Zone to visit the tourists‟ destinations. 
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Table 1: Summary of Demographic respondents’ Marital, status, educational 

background, and employment status and travel experience 

Variables Characteristics Respondents N=317 

F % 

Marital status Single  119 37.5 

Married 103 32.5 

Divorced  44 13.9 

Windowed  20 6.3 

Cohabitation 31 9.8 

Total  317 100.0 

Education background Uneducated 23 7.3 

High school certificate 44 13.9 

Certificate  29 9.1 

Diploma 29 9.1 

Degree 113 35.6 

Master and above 79 24.9 

Total  317 100.0 

Employment status Student 90 28.4 

Employed 77 24.3 

Unemployed 65 20.5 

Retired 31 9.8 

Self-employed 54 17.0 

Total  317 100.0 

Travel experience For the first time 128 40.4 

Twice or more 189 59.6 

Total 317 100.0 

Source: Survey data (2021) 

Talking of respondents‟ marital status, In Table3, 37%.5(119), 32.5 %(103),13.9(44),6.3(20) and 

9.8(31) of the respondents are single, married, divorced, windowed and cohabitation 

respectively. This means that the majority of the respondents were single. 
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Regarding the educational qualification of respondents in Table 3, 7.3% (23) uneducated, 13.9 

%(44) high school certificate,9.1%(29) certificate and diploma and 35.6(113) of the respondents 

are the holders of degree. The other 24.9 %(79) respondents are the holder of master degree and 

above.  The majority of the respondents could be said that they are educated. Thus, they are 

expected to explain their return intention to the destination. 

The frequency distribution of the occupation status of the respondents has been presented in 

table3. Of the 317 respondents, the majority, that is 28.4% (n=90) of the respondents were 

students, 24.3% (n=77) of the respondents were employed, 20.5 %( 65) respondents were 

unemployed, 9.8 %(31) of the respondents were retired from their job. The other 17.0 %(54) of 

the respondents were self-employed. 

The frequency distribution of the travel experience of the respondents has been presented in table 

3 above. 40.4 %(n=128) of the respondents came for the first time to the destination while 

59.6%(n=189) of the respondents came to the destination more twice and more to the destination. 

This indicates that the majority of the respondents have awareness and experience of the 

destination. Even it can be said that they did have a returning intention to visit the destination. 

 

Figure 5: Bar chart for respondents’ age (Source: Survey, 2021) 

Concerning the length of travel, 27.1 % (n=86),15.5%(n=49), 17.4%(n=55) and 40.1%(n=127) 

of the respondent‟s length of travel was one day trip, a week, 2-5 days and more than a week 

respectively. However, the majority of the respondents (40.1%) length of the trip was more than 

a week 
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4.3. Validity Analysis 

Carmines and Paul (1998), define that validity is as how much any measuring instrument 

measures what it is intended to measure. It„s a critical aspect of measurement that must be 

considered as part of an overall measurement strategy. Validity focuses on what the test or 

measurement strategy measures. Admonitions such as those of Singer and McClelland (1990) are 

particularly appropriate for newly collected data sets, which have not existed for long periods of 

scholarly use and which have not been subjected to extensive reliability and validity tests. 

However, in this study, the researcher adopted tested standard instruments to cover the issue of 

data validity in the research process for motivational factors and their influence on tourists‟ 

recurring intention. 

4.4. Reliability Analysis 

This quality criterion of the research refers to the consistency of a measure of a concept. This 

quality criterion deals with the question of whether the results of a study are repeatable (Bryman 

and Bell, 2007). Cronbach „s alpha is used in this study to assess the internal consistency 

(reliability of the instrument (questionnaire). Cronbach „s alpha is a coefficient of reliability used 

to measure the internal consistency of a test. Cronbach „s alpha score ranges from 0 to 

1.According to George andMallery (2003) a Cronbach„s alpha value > 0.9-Excellent, > 0.8-good, 

> 0.7-acceptable, > 0.6 questionable,> 0.5 poor and < 5, unacceptable. 
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Table 2: Reliability analysis of Variables 

Variable 
No. of Items Cronbach's Alpha Conclusion 

I. Push factors  

Self-exploratory  4 .914 Reliable 

Relaxation 6 .977 Reliable 

Social interaction 7 .984 Reliable 

Religious  3 .830 Reliable 

Total  20 .986 Reliable 

II. Pull factors   

Natural resource and environment  5 .739 Reliable 

Cultural and historical resources  5 .914 Reliable 

Political and local community 

aspects  

3 .968 Reliable 

Stakeholders 4 .864 Reliable 

Tourist infrastructures in focus  11 .914 Reliable 

Total  35 .972 Reliable 

III. Tourists‟ recurring intention  7 .950 Reliable 

Overall scale reliability 

 

55 .988 Reliable 

Source: Compiled by author from SPSS version 20 result, (2021) 

As it can be seen in Table 3 above, theCronbach's alpha (α) values generated from SPSS, the 

reliability test for self-exploratory consisted of four questions 91.4%, relaxation with six 

questions 97.7%, for social interaction with seven questions and for religious with three 

questions 83.0% indicate as they are scale reliable. Generally, the total reliability test of push 

factors with twenty questions shows .98.6%.  Moreover, the reliability test for Natural resource 

and the environment with five questions is 73.9%; Cultural and historical resources with five 

questions is 91.4%; Political and local community aspects with three questions is 96.8%; 

Stakeholders with four questions is also 86.4% and Tourist infrastructures with eleven questions 

reveal 91.4%. Here the total reliability test for pull factors with thirty-five questions depicts 

97.2%. 
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The other dependent variable reliability test of tourists‟ recurring intention with seven questions 

also shows 95.0%. To sum up, this result is considered high according to the Alpha Coefficient 

Range. As shown in Table 3, the Cronbachalpha coefficients for the variables push factors range 

from 0.984 to 0.830.  

Therefore, it can be concluded that the questions regarding the motivational factors and their 

influence on tourists‟ recurring intention in the selected tourist destination in North Shoa Zone 

are accepted. Alpha Coefficient Range of pull factors dimensions is also ranged from .739 to 

.968.To consolidate this result, the total test scale of both push and pull factors variables the 

Alpha Coefficient Range is .986 to .739 which indicates a good internal consistency of the data. 

In short, accordingly, the overall reliability of the scale is good since its coefficient (0.983) is 

greater than 0.8. Moreover, the scale consistency of each dimension is also for the reliability 

coefficient closer to 1. Therefore, it is logical to conclude that the reliability of the scales is good 

as indicated in Table 3. 

 

4.5. The source of information for tourist 

Concerning the source of information for tourists, Table 3 indicates36.0 %( 114) respondents 

replied that their past travel experience could be the source of the information. The other 23 %( 

7.3) and 56 %( 17.7) of respondents said that they got information through the internet and 

Television. The remains39.1 %( 124) of the respondents admitted that Word of mouth, friends 

and relatives recommendation was the source of information for them. From this, one can 

understand that friends and relatives recommendation could cause to come and visit the 

destinations. This implies that those people who recommended others tourists were satisfied with 

the coming of here. 
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Table 3: Source of information for tourists 

source of information F % 

Past travel experience 

114 36.0 

Trade fair(Exhibition 

- - 

Internet 

23 7.3 

Televisions 

56 17.7 

Books 

- - 

Documentary 

- - 

National geography channel 

- - 

Academic articles 

- - 

Word of mouth, friends and relatives recommendation 

124 39.1 

Travel guides and brochures - - 

Tour agency - - 

Total 317 100.00 

The interviewees were asked about their source of information for traveling to the target 

destination. Many of the interviewees said that they got information from their friends and 

relatives.  To elaborate this point, a respondent response has been stated directly below: 

“….. I am from Shashemene in Ethiopia. You know I didn’t have any information before about 

SemineshKidanemihiret, whereas Thanks to the almighty God. One of my neighbors who live 

next to my door was sick seriously. He couldn’t be cured with medication treatment. He told me 

that after he had come to this monastery, he could be recovered from his illness. This man 

advised me to come and visit this location. Thus, I have decided to come and visit. I really enjoy 

coming here. I would like to express my deep thank to my neighbor (IntDT, 06).This result 

clearly indicates that people who have been here the destination play to inform other people to 

come and visit the tourist destinations.  
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4.6. Descriptive Statistics 

The study was conducted on 317 respondents who are visiting the target tourist destination in 

North Shoa Zone. The respondents were asked about push motivational factors which were 

adopted from a previous study (AyanaFisehaand Solomon Mequanent, 2020). These 

motivational factors attributes are classified into push and pull factors dimensions (Parasuraman 

et al, 1988). Under these two group factors, some dimensions are included: self-exploratory, 

relaxation, social interaction, religious, natural resources and environment, culture and historical 

resources, political and local community, tourist infrastructures. 

In the following section, a descriptive analysis of means and standard deviation were calculated 

on each of the measurement items and variables in the study. One statistical approach for 

determining equivalence between groups is to use simple analyses of means and standard 

deviations for the variables of interest for each group in the study (Marczyk et al., 2005).  

The mean indicates to what extent the sample group on average agrees or does not agree with the 

different statements. When the more the mean is lower, the more the respondents disagree with 

the statement. When the more the mean is higher, the more the respondents agree with the 

statement. 

4.6.1. Tourists motivational factors 

Concerning self-exploratory, the mean (4.03) of item2 indicates the tourists agreed with fulfilling 

their dreams by traveling here. For item 3, the mean (3.79) depicts as the respondents can learn 

something and interesting by the time they arrive at the tourist destination. In contrast, for items 

1 and 4, the mean (3.36) and (3.21) respectively are not able to close to; thus, the respondents 

didn‟t agree with the statements. From this, one can easily understand that the tourists have less 

motivation to return to visit the study target areas. 

 

Talking of relaxation, the mean (2.35) of item5 is below three. This show the respondents 

disagree with the statement. As well, the mean (3.33) and (3.41) of items 6 and 7 also states that 

the respondents disagree with the statements. This means that the tourists are somewhat 

motivated to see with different style of people and to get relaxation by coming to the target 

destinations. Here it can be said that these respondents might have less recurring intention to 
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come and visit again the locations in North Shoa Zone. The mean (3.63) and 3.67) of items 8 and 

9 are close to four, so the respondents agreed with the statements. This simply tells us the tourists 

are motivated to see things at the destination again.  

Concerning social interaction, the mean (3.62) for item 11 indicates the tourists do have an 

intention to come back again because they want to meet people who have similar interests. The 

(3.47) of item 12 depicts the tourists somewhat agree to share their life experiences after they 

come to the destinations. As item13 mean (3.67) indicates that the respondents have the 

motivation to increase their social interaction why is said this because the mean (3.67) is close to 

four. Conversely, the mean (3.20, 3.06, 3.36 and 3.00) of items 14, 15,16 and 17 reveal that the 

respondents seem hesitant to express their full agreement instead of expressing somewhat 

agreement to each statement respectively. 
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Table 4: Descriptive analysis of push factors variables 

Rno 
Items Mean Std.deviation Variance 

Self-exploratory 

1 I come to here to enhance my knowledge and 

experience about tourist destination 

3.36 1.192 1.422 

2 I can fulfill my dream(need) by traveling here 4.03 .838 .702 

3 I can learn something new and interesting while I 

come to the destination 

3.79 1.096 1.201 

4 I can be experienced with new or different cultures, 

lifestyle or traditions when I come to the destination 

3.21 1.474 2.174 

 Relaxation 
 

  

5 I can temporarily release the stress which emerges in 

my daily life when I travel to here the destination 

2.35 1.293 1.671 

6 I can be experienced with different lifestyle when I 

come here 

3.33 1.437 2.065 

7 I can have a rest and relax myself visiting the 

destination 

3.41 1.424 2.028 

8 I am excited to see things when I come here 3.63 1.410 1.988 

9 I come here because I want to find thrills and 

excitement 

3.67 1.346 1.811 

10 I come here because I want to get a break 3.48 1.237 1.529 

 Social interaction 

 

   

11 I like to meet people with similar interests when I 

travel 

3.62 1.388 1.926 

12 I like to share my life experience with people When I 

meet them 

3.47 1.226 1.503 

13 I would like to increase my social status 3.67 1.346 1.811 

14 I believe coming here enhances or enrich my 

relationships with family members /friends/ 

acquaintance 

3.20 1.316 1.731 

15 I like to communicate with local communities or 

other tourists when I come here 

3.06 1.578 2.490 

16 I like meeting and chatting with other tourists could 

be entertaining 

3.36 1.360 1.850 

17 I enjoy visiting friends/acquaintance/or relatives who 

live in other places 

3.00 1.441 2.076 

                            Religious    

18 I travel here because I want to get baptizing 4.12 .784 .615 

19 I come here because I want to get holy fathers 4.11 .642 .413 

20 I want to visit the historical places of monasteries 4.33 . 540 .292 

(Source: Researcher's survey, 2021) 
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Regarding religion, the total means of respondents for items 18,19 and 20 is 4. This briefly 

indicates that the respondents are highly motivated to come again to that target destination 

because of their religious issues.  Here it can be concluded that among push factors of tourists, 

the independent variable religion could more influence on tourists‟ returning intention to the 

target tourists‟ destination in North Shoa Zone. Consequently, it requires more on other push 

motivational factors to enhance their potential to make tourists build returning plans after they 

come and visit those destinations. To illustrate the point in detail, a large number of tourists 

come to the present study areas for the sake of their religious business. Whereas the variables 

such as self-exploratory, relaxation, and social interaction sought tourists‟ number was very less. 

 

In supporting with this result a respondent shared their responses during the interview as below: 

“I always observe a large number of tourists come from domestic to fulfill their religious 

dream. These tourists come and stay for a long time for baptizing (IntRF02).”  

The other five interviewees also explained that their motivation to come and revisit the 

destination was only for their religious purposes. They added that they never complain to come 

again and again to the destination because they want to fulfill their religious needs.  Although 

Jang et al. (2009) claimed that other variables like self-explanatory, relaxation and social 

interaction purposes are expected to motivate tourists to develop recurring intention to revisit 

tourists‟ destinations, these variables have less contribution for influencing tourists' recurring 

intention. 

From this, one can understand that a majority of the participants come to the target destination 

from Ethiopia with the purpose of religious needs. Here again, these tourists have stayed more 

than two days after they arrived at these areas.  However, Yana Fisha Zeleke and Solomon 

Mequanent Biwota (2020) concluded in their research findings that most tourists both from 

abroad and domestic travel to Ethiopia to visit the cultural and natural tourist attractions of the 

country to relax and recreate. 
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Table 5: Descriptive analysis of pull factors variables 

Rno 
Items Mean Std. 

deviation 

Variance 

Natural resources and the environment    
1 Availability of natural parks and wildlife sanctuaries 4.12 .784 .615 

2 The beautiful natural scenery and landscape causes me to have a 

recurring intention 

4.08 .716 .512 

3 The nature-based activities like trekking, bird watching and 

busing walking initiate me to have to return intention 

4.33 .540 .292 

4 Availability of pleasant weather of the destination 3.51 1.252 1.567 

5 Availability of fresh water 3.96 .583 .340 

 Culture and historical resources    

6 The cultural events and festivals push me to have returning 

intention 

3.60 1.120 1.254 

7 The variety of local cuisine makes me have returning intentions 4.09 .863 .745 

8 The historical sites in the destinations encourage me to have a 

recurring intention 

4.41 .492 .242 

9 Availability of museums and art galleries 3.23 1.304 1.701 

10 Availability of   cultural heritages 3.83 1.012 1.024 

 Political and community aspects    

11 The safety and security in the destination makes me have the 

intention to revisit 

4.33 .540 .292 

12 The hospitality of residents makes me revisit the destination 3.96 .795 .631 

13 The political stability in the destination lets me have the 

intention to revisit the destination 

3.96 .583 .340 

 Stakeholders  
 

  

14 I like the interpersonal and communication skills of the tour 

guide increases my retention t revisit the destination 

4.12 .572 .327 

15 The knowledge of tour guide attracts me to have a recurring 

intention to the destination 

3.82 .774 .599 

16 The stakeholders (tour guides, tourism office) meet my needs in 

the destination 

3.33 .991 .982 

17 The stakeholders in the destination seriously follow my well-

being after I arrived there 

3.93 .456 .208 

 Tourist infrastructure in focus    

18 Availability of recreation facilities (eg., leisure facilities ,horse 

riding, mountain, biking, beach) 

2.58 1.237 1.529 

19 Night life and entertainment activities (eg.,bars, disco, fun, 

dancing) 

3.06 1.580 2.496 

20 Transport efficiency and quality 3.23 1.286 1.654 

21 Availability of amusement /theme parks 3.09 1.191 1.419 

22 Water based activity(eg., swimming, boating, fishing, rafting 2.28 1.447 2.094 

23 Availability of health and spa tourism 3.21 1.303 1.699 

24 Availability of adventure activities(eg., sky, diving, bungee 

jumping, trekking 

4.09 .594 .353 

25 Availability of variety and quality accommodation (eg., hotel, 
resort, apartment) 

3.79 1.113 1.239 

26 Availability of food and beverage facilities and services 3.96 .925 .856 

27 Availability of easy access of shopping facilities 3.81 1.210 1.464 

28 Availability of tour guiding services 3.74 1.116 1.246 
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Concerning natural resources and environment, the mean (4.12, 4.08) of items 1 and 2 

respectively reveals the respondents are interested to see natural parks and wildlife sanctuaries 

beautiful natural scenery and landscapes and different activities like trekking and so on. The 

mean (3.51 and 3.96) of items 4 and 5 in table 5 also shows that the respondents were pleased 

with the pleasant weather and freshwater of the destination. From this, we can realize that the 

elements of natural resources and environments of the selected study areas in the North Shoa 

Zone attribute to the influence on tourists‟ recurring intention. In supporting this, the 

interviewees also expressed as they were more motivated to revisit these natural resources and 

environment. To consolidate this point, the Ministry of Culture and Tourism of Ethiopia states as 

Ethiopia has spectacular landscapes like rugged, plateaus, low lands, depression (deep gorges, 

rivers) valleys, volcanoes, lakes, fauna, flora, national parks and other potential areas with 

wildlife. For this reason, too many tourists have still come and visited these areas. The finding of 

this study also clearly indicates that such beautiful landscapes are available in the study areas. 

These areas could influence tourists‟ returning intention to revisit the destinations. 

With supporting this result, almost all interviewees explained during the interview that there are 

loft monasteries and natural resources and environments in North Shoa Zone. However, many 

tourists are observed when they are very interested to visit a few monasteries. In contrast, very 

few tourists are interested to visit the natural resources and the environment. This shows as these 

destinations are not able to be a source of income. Here it can easily be concluded that 

stakeholders including local, zonal, the regional government are expected to do hard to make 

advertise and promote these destinations.  A respondent‟s response from the hotel owner has 

been taken directly below: 

“From my observation experience, several tourists used my hotels for two weeks and 

more than. Their purpose to come here is to visit monasteries itself and holy fathers in 

the monasteries (IntHO,04).” 

Regarding culture and historical resources, although the mean (3.60; 3.83) of items 6 and 10 are 

below four, they are close to four. Thus, the target respondents expressed their somewhat 

agreement with cultural events and festivals in the target destinations. However, the mean 

(4.09and4.41) of items 7 and 8 indicates that the manner of preparing food and historical sites 

initiates tourists to have a returning intention to revisit the destinations. Whereas the mean (3.23) 
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of item 9 expresses the respondents somewhat agree with the availability of museums and art 

galleries 

Related to political and community aspects, the mean of items 11,12 and 13 are 4.33,3., and.3.96 

respectively which reveal that the safety and security, hospitality of residents and political 

stability in the destinations influenced tourists' recurring intention positively. In a short 

expression, the current political and the community stabilities in the destination let tourists have 

a plan to return for revisiting the destinations. Correspondingly, all interviewees in the interview 

stated that they didn‟t think about their wellbeing by the time they come here. In addition to the 

presence of stable politics in the destination, they have found the societies are more sociable than 

they expected. They even reminded that the current political situation in our country, but coming 

here to North Shoa feels good. In supporting this result, according to the interview data, the 

communities were sociable, but the infrastructures were not comfortable to drive. Among the 

interviewees‟, an interviewee‟s answer could be presented directly as below: 

“I am Mr. John from France. I have been staying here for three weeks. The reason I 

came here is to visit Chilada Baboon at MenzGusa. I really enjoy visiting this location. 

Even the communities are very sociable. I feel frustrated about my well-being because the 

location is safe. I like the weather condition and freshwater. In addition, I am so 

impressed to see beautiful natural scenery and landscapes. Here I want to point out the 

road is not convenient to drive.  You know! It was too difficult to drive my car;I could. 

Moreover, the available hotels and restaurants are so standard. I couldn’t find what I 

need to eat. It needs some sort of improvement. If so, many tourists will enjoy coming and 

visiting this destination (IntAT, 09).” 

Concerning stakeholders, item 14 means (4.12) indicates the interpersonal and communication 

skills of a tour guide makes the respondents have recurring intention to come and revisit the 

destinations. 

Even though the mean (3.82 and3.93) of items 15 and 17 depicts the respondents' answer was 

somewhat agreed, the knowledge of tour guide and the hospitality of stakeholders seem to 

initiate them to hold recurring intention since these means can close to four; the respondents 
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were not able to show their full agreement rather than expressing somewhat agree because item‟s 

16 means is 3.33. 

Talking of tourist infrastructures, the mean (2.58 and2.28) of items 18 and 22 points out the 

respondents responded their disagreement to the availability of tourist‟s recreation facilities. The 

mean (3.06, 3.23.3.09 and 3.21) of items 19, 20,21 and 23 respectively tell us the respondents 

replied somewhat agree. From this, one can realize that these respondents were not much more 

satisfied with nightlife and entertainment activities, transport efficiency and quality as well 

amusements. Generally, among tourists‟ infrastructures, the presence of adventure activities 

influences tourists' recurring intention since the mean of item 24 is 4.09. 

Even though the mean (3.79, 3.96, 3.81and3.74) of items 25, 26, 27 and 28 are below 4, they can 

close to 4. As a result, it can be said availability of variety and quality accommodation, food with 

beverage facilities, easy access of shopping and tour guiding services have their contribution for 

tourists recurring intention to the target destinations, but tourists‟ infrastructures demand more 

improvements to enhance tourists recurring intention for coming and revisiting the target 

destinations in the study areas. 

4.6.2. Tourists recurring intention 

Table 6 indicates that the respondents had high intention to revisit the destinations in the stud 

area because each statement mean is more than 4. Moreover, the standard deviation also reveals 

that the respondents have developed recurring intention to come and revisit the destinations since 

the standard deviation is below 1. 
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Table 6: Descriptive analysis of tourists recurring intention 

Rno 
 

Items 

mean Std.deviation Variance 

1 I like to visit the place again 4.17 .471 .222 

2 I like to recommend to others to come and visit the 

place 

4.13 .349 .122 

3 The destination will be my first choice for my future 

visit 

4.11 .333 .111 

4 I am satisfied with my decision to visit the place 4.14 .358 .129 

5 I have positive feelings regarding the place which I 

am visiting 

4.20 .425 .181 

6 I would like to tell to other people when I come back 

to my residency 

4.08 .318 .101 

7 I would express the place  to other people as it has 

more different features than other places 

4.19 .440 .194 

(Source: Researcher's survey, 2021) 

Table 7: Summary of descriptive analysis of push factors variables  

Total average  

Variables Mean Std. Deviation N 

Tourists' recurring intention 4.15 .341 317 

Self-exploratory 3.60 1.045 317 

Relaxation 3.31 1.289 317 

Social interaction 3.34 1.321 317 

Religious 4.23 .495 317 

 Table 7 shows that the agreement of the respondents on Tourists' recurring intention is 4.15 in 

terms of, mean score while some of the respondents responded somewhat agree to Self-

exploratory, Relaxation and Social interaction are 3.60,3.31 and 3.34 and respectively in terms of 

the mean score. The total average means of religion is 4.23 which tell what the respondents 

agreed on. From this, we can understand that among push factors variables, religion influenced 

more on tourists recurring intention than other variables which aforementioned in table 7. 
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Table 8: Summary of descriptive analysis of pull factors variables 

              Total average  

Variables   Mean Std. Deviation N 

Natural resource and environment 4.00 .571 317 

Culture and historical resource 3.83 .860 317 

Political and local community aspects 4.09 .482 317 

Stake holders hospitality 3.80 .395 317 

Tourist infrastructure in focus 3.35 .886 317 

Tourists' recurring intention 4.15 .341 317 

(Source: Researcher's survey, 2021) 

As it can be seen in Table 8, the total average of natural resource and environment and political 

and local community aspects are 4.00 and 4.09 respectively. This total mean indicates that the 

respondents answered were agreed. On the side of tourists‟ recurring intention mean is also 4.15. 

Even though culture and historical resource, and stakeholder‟s hospitality means (3.83 and3.80) 

respectively are below four, they can close to four so that respondents‟ responses close to again 

their agreement to each element. However, tourist‟s infrastructures mean is 3.35 which means 

the respondents‟ replied somewhat agree with each element under the variable.  Generally, it can 

be said that pull factors have more place to influence tourists returning intention to revisit the 

target destinations in the study areas. 

4.6.3. Significant relationship between motivational factors and their influence on tourists’ 

recurring intention 

This study employs correlation analysis, which investigates the strength of relationships between 

the studied variables. A correlation coefficient expresses quantitatively the magnitude and 

direction of the linear relationship between two variables (either positive or negative) and the 

intensity of the relationship (-1 to 1). 

 

General guidelines for correlations, correlation level of .10 to .30 are considered small, 
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correlations of .30 to .70 are considered moderate, correlations of 70 to .90 are considered large, 

and correlations of .90 to 1.00 are considered very large. The researcher used one of the most 

commonly used types of the correlation coefficient, which is the Pearson correlation coefficient 

method because of the statistical accuracy that usually results from this method, and the result is 

presented in the table below. To decide the most underlying influential motivational factors on 

tourists' recurring intention, correlation analysis was carried out before proceeding to regression 

analysis. 

 

Table 9: Correlation matrix on push factors and their influence on tourist recurring 

intention (N=317) 

Correlations 
 Self-

exploratory 

Relaxation Social 

interaction 

Religious Tourists' 

recurring 

intention 

Self-exploratory Pearson Correlation 1 .941** .942** .836** .670** 

Sig. (2-tailed)  .000 .000 .000 .000 

N 317 317 317 317 317 

Relaxation Pearson Correlation .941** 1 .988** .816** .633** 

Sig. (2-tailed) .000  .000 .000 .000 

N 317 317 317 317 317 

Social 

interaction 

Pearson Correlation .942** .988** 1 .785** .606** 

Sig. (2-tailed) .000 .000  .000 .000 

N 317 317 317 317 317 

Religious Pearson Correlation .836** .816** .785** 1 .763** 

Sig. (2-tailed) .000 .000 .000  .000 

N 317 317 317 317 317 

 

Tourists' 

recurring 
intention 

Pearson Correlation .670** .633** .606** .763** 1 

Sig. (2-tailed) .000 .000 .000 .000  

N 317 317 317 317 317 

**. Correlation is significant at the 0.01 level (2-tailed). 

Source: Survey data (2021) 

Table 4 shows that all push factors such as self-explanatory, relaxation, social interaction, and 

religious and tourists‟ recurring intention with correlation value ranging from r=.606 up to 

r=.0..763 with the significant level of P=0.01. Below we will look into the correlation of each 

variable with tourists‟ recurring by describing the r-value and significant level. 

As we could see in Table 4 aforementioned, religion has the heights correlation value r =.763 
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with the significant value P = 0.01. This implies tourists are more affected by religious issues to 

have recurring intentions to come and revisit the destination. Self-explanatory is also positively 

correlated with tourists‟ recurring intention with correlation value r = 0.566 at the significant 

level P =.01. Social interaction has also a positive correlation with tourists' recurring intention 

with the correlation value r = 0.606 at the significant level P =.01. The other push factors 

dimension which is called relaxation has positively been correlated with tourists‟ recurring 

intention with the correlation value r = 0.633 at the significant level P =.01.Generally, the 

correlation matrix shows that all independent variables were positively correlated with the 

dependent variable (tourists‟ recurring intention). 

Table 10: Correlation matrix on pull factors and their influence on tourist recurring 

intention (N=317) 

Correlations 

 NE CH PL S Ti TR 

 Natural resource and 

environment 

Pearson Correlation 1      

Sig. (2-tailed)       

N 317      

 Culture and historical 

resource 

Pearson Correlation .860** 1     

Sig. (2-tailed) .000      

N 317 317     

 Political andlocal 

community aspects 

Pearson Correlation .807** .546** 1    

Sig. (2-tailed) .000 .000     

N 317 317 317    

 Stake holders 

hospitality 

Pearson Correlation .366** .171** .439** 1   

Sig. (2-tailed) .000 .002 .000    

N 317 317 317 317   

Tourist infrastructure  

Pearson Correlation .936** .836** .799** .410** 1  

Sig. (2-tailed) .000 .000 .000 .000   

N 317 317 317 317 317  

Tourists „recurring 

intention 

Pearson Correlation .776** .596** .739** .585** .820** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000  

N 317 317 317 317 317 317 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

Table 4 shows that all push factors such as natural resource and environment, culture and 

historical resources, political and local community aspects, stakeholders hospitality, tourists 

infrastructures and tourists‟ recurring intention with correlation value ranging from r=.585 up to 

r=.0..820 with the significant level of P=0.01. Below we will look into the correlation of each 
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variable with tourists‟ recurring by describing the r-value and significant level. 

 

As we could see in Table 4 aforementioned tourist‟s infrastructures have the heights correlation 

value r =.820 with the significant value P = 0.01. This implies tourists are more affected by 

tourists‟ infrastructures to have recurring intentions to come and revisit the destination. Natural 

resource and environment took the second place to cause for tourists recurring intention because 

the correlation value of it indicates that it is also positively correlated with tourists‟ recurring 

intention with correlation value r = 0.776 at the significant level P =.01. Political and local 

aspects have also a positive correlation with tourists' recurring intention with the correlation 

value r = 0.739 at the significant level P =.01. The other pull factors dimension which is called 

stakeholders hospitality has positively been correlated with tourists‟ recurring intention with the 

correlation value r = 0.585 at the significant level P =.01. Generally, the correlation matrix shows 

that all independent variables were positively correlated with the dependent variable (tourists‟ 

recurring intention). 

4.7. Testing the assumption for multiple regression 

4.7.1. Normality assumption 

Before conducting a multiple regression, the normality of data should be checked because 

multiple regressions require that the independent variables in the analysis be normally 

distributed. Even though there are many tests for normality in this study statistical, test skewness 

and kurtosis have used to assess the normality of the data. Skewness refers to the symmetry of 

distribution and kurtosis refers to the peakness of distribution (Tobachinck and Fidell (2006) as 

cited by Ebrahim, A Study of Brand Preference: An Experiential View, 2013). For variables with 

normal distribution, the values of skewness and kurtosis are zero, and any value other than zero 

indicates deviation from normality (Hair, 2010). According to Hair (2010), the most commonly 

accepted criteria value for (kurtosis/skewness) distribution is ±2.58. For this study, kurtosis and 

skewness of variables are calculated for items as shown in Table 11 and 12 below respectively. 
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Table 11: Skewness and Kurtosis checking for normality of the push factors data 

Statistics 

 Self-

Exploratory 

Relaxation Social 

Interaction 

Religious 

N 
Valid 317 317 317 317 

Missing 0 0 0 0 

Mean 3.60 3.31 3.34 4.23 

Std. Deviation 1.045 1.289 1.321 .495 

Variance 1.093 1.661 1.744 .245 

Skewness -.536 -.476 -.483 .100 

Std. Error of Skewness .137 .137 .137 .137 

Kurtosis -.233 -.998 -1.189 .129 

Std. Error of Kurtosis .273 .273 .273 .273 

  

Table 12: Skewness and Kurtosis checking for normality of the pull factors data 

Statistics 

 Natural 

Resource and 

Environment 

Culture And 

Historical 

Resource 

Political And 

Local 

Community 

Stake Holders 

Hospitality 

Tourist 

Infrastructure 

Tourists' 

Recurring 

Intention 

N 

Valid 317 317 317 317 317 317 

Missin

g 
0 0 0 0 0 0 

Mean 4.00 3.83 4.09 3.80 3.35 4.15 

Std. Deviation .571 .860 .482 .395 .886 .341 

Variance .326 .739 .232 .156 .785 .116 

Skewness .140 -1.035 .116 .359 .532 1.691 

Std. Error of 

Skewness 
.137 .137 .137 .137 .137 .137 

Kurtosis -.424 .392 -.106 -.060 -.597 1.511 

Std. Error of Kurtosis .273 .273 .273 .273 .273 .273 

4.7.2. Multicollinearity Assumption 

Multicollinearity arises when at least two highly correlated predictors are assessed 

simultaneously in a regression model. The statistical literature emphasizes that the main problem 

associated with multicollinearity includes unstable and biased standard errors leading to very 

unstable p-values for assessing the statistical significance of predictors, which could result in 

unrealistic and untenable interpretations. 
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Multicollinearity can be detected using tolerance value and variance inflator factor (VIF) value. 

The multicollinearity in this study was checked using the Tolerance and VIF value. As it is 

shown in Table 4.6, below all independent variables have a Tolerance value greater than 0.1 and 

a VIF value less than 10. The VIF, which stands for Variance Inflation Factor, is computed as 

―1/tolerance, ‖ and ifi values are greater than 10 may merit further investigation (Robert, 2006). 

If tolerance is more than 0.1 and variance inflation factor (VIF) less than 10 there is no 

Multicolinarity problem. So the result of the below table results shows tolerance greater than 0.1 

and VIF less than 10 and it is no Multicolinarity problem. The following Table 13 and 14 

indicate the multicollinearity of both push and pull motivational factors of tourists; recurring 

intention respectively. 

Table 13: Multicollinearity test of push factors 

Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 2.059 .147  14.003 .000 

Self-exploratory .101 .040 .309 2.538 .012 

Relaxation .054 .067 .206 .808 .420 

Social interaction .019 .043 .203 .563 .119 

Religious .446 .049 .649 9.108 .000 

a. Dependent Variable: Tourists' recurring intention 

 

Table 14: Multicollinearity test of pull factors 

Coefficients
a 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. 

Error 

Beta 

1 

(Constant) 2.118 .148  14.327 .000 

 Natural resource and 

environment 
.110 .059 .184 1.855 .065 

 Culture and historical resource .016 .023 .173 1.518 .012 

 Political and local community  .045 .041 .063 1.094 .275 

Stake holders hospitality .224 .028 .259 7.934 .000 

 Tourist infrastructure in focus .245 .034 .636 7.237 .000 

a. Dependent Variable:  tourists' recurring intention 
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4.7.3. Linearity Test 

If the little circles will follow the normality line, the data is normally distributed. 

The next assumption to check is homoscedasticity. Ideally, you will get a plot that looks 

something like the plot below. The data looks like you shot it out of a shotgun—it does not have 

an obvious pattern, there are points equally distributed above and below zero on the X-axis, and 

to the left and right of zero on the Y-axis. 

 

 

 

 

Figure 6: P-Plot graphs (Source: survey result, 2021) 

4.8. Regression Analysis 

Multiple regressions is a statistical method through which one can analyze the relationship 

between a dependent variable or criterion variable with the set of independent or prediction 

variables (Dillon, 1993). As a statistical tool, multiple regression is frequently used to achieve 

the best prediction equation for a set of variables given both dependent and the predictors, 

control for conducting factors to evaluate the contribution of specific variables or set of variables 

and find a structural relationship and provide an explanation for multiple relationships (Robert, 

2006). 

To see the contribution of the independent variables (push and pull factors) in affecting the 

dependent (tourists‟ recurring intention) variable and to test the proposed research questions 

multiple regression was conducted. 
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4.8.1. Normality Test 

One of the classical linear regression model assumptions is the error term should be normally 

distributed or expected value of the error term should be normally distributed or the expected 

value of the error terms should be zero (E(UT))=0).The researcher used a histogram to identify 

the normal distribution of residuals and the result indicates that standard residuals are a little bit 

far away from the curve, many of the residuals are fairly close more to the curve and the 

histogram is bell-shaped. This implies that the majority of scores lie around the center of the 

distribution (so the largest bars on the histogram are all around the central value. Therefore, this 

indicates that the residuals are normally distributed. 

 

 

Figure 7: Normality Test   of push factors and pull factors (Source: Researcher's 

survey, 2021) 

Table 15: Regression Model Summary of push factors 

Model 

R R Square Adjusted R Square Std. Error of the Estimate 

1 .769a .591 .586 .219 

 

(Source: Researcher's survey, 2021) 

 

As the model summary shows in Table 15 the regression model explains how much of the 

dependent variable is explained by the independent variables (push factors). Adjusted R Square 

statistic tells us the proportion of variance in the dependent variable that is accounted for by the 

independent variables. In this case, the co-efficiency of determination adjusted (R
2
) is 0.591. 
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This implies that about 59.1% of the dependent variable (i.e. tourists‟ recurring intention) can be 

influenced by the independent variables (i.e. push factors: self-explanatory, relaxation, social 

interaction and religion). The rest about 40.9 % is explained by other exogenous factors outside 

of the model or variables that are not included in the model. 

Table 16: Table 16: Regression model summary of pull factors 

Model 

R R Square Adjusted R Square Std. Error of the Estimate 

1 .872a .760 .756 .168 

a. Predictors: (Constant): tourist infrastructure, stakeholders hospitality,  political and local community aspects, culture andhistorical resource, Avarageof, natural resource and 

environment 

b. Dependent Variable:  tourists' recurring intention 
 

(Source: Researcher's survey, 2021 

The findings show that R which is the multiple correlation coefficient that indicates the 

prediction of the dependent variable by the independent variable is.872
a
. This is a good 

indication since it points to a strong correlation. The R-Square measures point out that all four 

independent variables in the model explain 76.0% of tourists‟ recurring intention to the target 

study areas. Consequently, from the Adjusted R-Square it is apparent to note that after modifying 

the model for inadequacy, the independent variables could explain 75.6% of tourists‟ recurring 

intention. 

Table 17: ANOVA table of push factors 

ANOVA
a 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 21.708 4 5.427 112.868 .000b 

Residual 15.002 312 .048   

Total 36.709 316    

a. Dependent Variable:  tourists' recurring intention 

b. Predictors: (Constant),  religious , social interaction, self-exploratory, relaxation 

(Source: Researcher's survey, 2021) 

The ANOVA table of push factors aforementioned has F value112.868 and a significance value 

of .000
b
 when all variables are considered together this implies that the regression model fits the 

data. F statistics explains how well the regression model fits the data. 
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Table 18: ANOVA table of pull factors 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 27.899 5 5.580 196.960 .000b 

Residual 8.810 311 .028   

Total 36.709 316    

a. Dependent Variable:  tourists' recurring intention 

b. Predictors:  tourist infrastructure, stakeholders hospitality, political and local community aspects,  culture 

and historical resource,  natural resource and environment 

(Source: Researcher's survey, 2021) 

The F-distribution was used to obtain an F-statistic (196.960) at F(5/23),i.e., 5 and 23 degrees of 

freedom. The critical value 5% is α=0.025 under a 2 tailed test. This implies that the chance of 

obtaining an F-statistic greater than or equal to 196.960 is 0.000, which is less than α=0.025. The 

variations in the model results are insignificant implying that there would be little difference if 

the study population was changed. From the F-statistic, the regression model used is significant 

for the study and can be used to explain the motivational factors and their influence on tourists‟ 

recurring intention. 

4.9. Regression coefficient 

The regression coefficient was calculated to show the relationship between tourists‟ recurring 

intention and independent variables. These have been presented in Table 18 and 19 below 

respectively. Table 18 indicates the regression coefficient of push factors while Table 19 also 

shows the regression coefficient of pull factors. These measures the influence of each 

independent variable and how an increase or decrease in each of these independent variables 

would affect tourists‟ recurring intention. 
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Table 19 : Coefficient of push factors 

Model 
Standardized 

Coefficients 

t Sig. 

Beta 

1 

Constant (β0) 2.059 14.003 .000 

Self- exploratory(X1) .309 2.538 .012 

Relaxation(X2) .206 .808 .420 

Social interaction(X3) .346 1.563 .119 

Religious(X4) .649 9.108 .000 

a. Dependent Variable: Tourists' recurring intention 

 

The above coefficient is used to answer the regression model below: 

Y=β0 +β1X1+β2X2+β3X3+β4X4+e 

Where 

Y=   Recurring intention was measured using push motivational factors 

β0=Constant or the value of Y when the independent variables are zero 

X1=Self-explanatory, the intention of tourists to revisit the destination 

X2= Relaxation, tourists come and revisit for relaxation 

X3= Social interaction, 

X4= Religious 

Substituting the above coefficient, the regression model looks as follows: 

Y(Tourists‟ recurring intention=2.059+0.309X1 +0.206X2 +346X3+.649 X4 +e 

 

Table 18 depicts that holding all explanatory variables (push factors) will realize 2.059 units in 

motivating to have a recur intention. Self-explanatory has a positive coefficient of 0.309; this 

means this variable affects tourists‟ recurring intention positively. Relaxation has also affected 

the tourists‟ recurring intention positively because its coefficient 0.206 is positive.  Social 

interaction has a positive coefficient, i.e., .346 which means it influences tourists‟ recurring 

intention positively. The other variable religious coefficient is .649 which is positive. Thus, 

religious concerns influence tourists returning intention positively. 
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Table 20: Coefficient of pull factors 

Model 
Standardized 

Coefficients 

t Sig. 

Beta 

1 

(Constant β0) 2.118 14.327 .000 

 Natural resource and 

environment(X1) 
.184 1.855 .065 

 Culture and historical resource (X2) .173 2.518 .012 

Political and local community (X3) .063 1.094 .275 

 Stake holders hospitality(X4) .259 7.934 .000 

 Tourist infrastructures(X5 ) .636 7.237 .000 

a. Dependent Variable:  tourists' recurring intention 

 

The above coefficient is used to answer the regression model below: 

Y=β0 +β1X1+β2X2+β3X3+β4X4+∑ 

Where  

Y=   Recurring intention was measured using push motivational factors  

 β0=Constant or the value of Y when the independent variables are zero 

X1=Natural resource and environment, the intention of tourists to revisit the destination 

X2= Culture and historical resource, tourists come and revisit for relaxation 

X3= Political and local community,  

X4= Stakeholders hospitality 

X5=Tourist infrastructures 

Substituting the above coefficient, the regression model looks as follows: 

 

Y(Tourists‟ recurring intention=2.118+0.184X1  + 0.173X2 +0.063X3 +.259 X4  +.636 X5+e 

 

Table 19 depicts that holding all explanatory variables (push factors) will realize 2.118 units in 

motivating to have a recur intention. Natural resources and the environment have a positive 

coefficient of 0.184; this means this variable affects tourists‟ recurring intention positively. 

Culture and historical resource has also affected the tourists‟ recurring intention positively 

because its coefficient 0.173 is negative. The political and local community has a positive 

coefficient, i.e., .063 which means it influences tourists‟ recurring intention positively. The 

coefficient of stakeholders‟ hospitality is .259 which is positive. It affects the tourists‟ recurring 
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intention positively.  The other variable tourist infrastructures coefficient is .636 which is 

positive. Thus, Tourist infrastructures concerns influence tourists returning intention positively. 

Substituting the above coefficient, the regression model looks as follows: 
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CHAPTER-FIVE 

5. SUMMARY, CONCLUSIONS AND RECOMMENDATION 

5.1. Summary 

The purpose of this study was to investigate the motivational factors and their influence on 

tourists‟ recurring intention at four selected destinations in North Shoa Zone. To guide the study 

effectively, four research questions were designed. Each question is formulated to address each 

study objective respectively. This means that their influence on tourists‟ recurring intention 

stakeholders‟ roles, a challenge that faces tourists and the relationship between motivation 

factors (independent variables) and recurring intention (dependent variable) has been raised 

individually through the research questions. The study employed an explanatory research design. 

The population included four tourist destinations such as 

Menzguasa,AnkoberLoughe,Semineshkidanemihiret and AbuneMeliketsedik. Questionnaires 

were administered to tourists and stakeholders. Five stakeholders and four tourists were 

interviewed. 

To select the target participants, random and purposive sampling techniques were applied. The 

questionnaire data was analyzed quantitatively using descriptive statistics such as mean, standard 

deviation and variance. According to the descriptive statistics analysis, among push motivational 

factors dimensions, the tourists‟ showed more tendency to fulfill their religious dreams.  From 

this, we can understand that this variable makes the target respondents to plan recurring 

intention. However, the other variables such as self-explanatory, relaxation and social interaction 

have less potential to influence on tourists‟ recurring intention.  

With regard to pull motivational factors, the findings depict that almost all variables potentially 

influenced on tourists‟ recurring intention. According to the inferential statistics analysis result, 

there is a positive and significant relationship between motivational factors and (push and pull 

factors) and tourists‟ recurring intention (dependent variables).  
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5.2. Conclusion 

The study findings revealed motivational factors can be categorized into two umbrellas such as 

push motivational factors and pull motivational factors. The push factors include self-

explanatory, relaxation, social interaction, and religion; the other one is pulling factors which 

include nature and environment, culture and historical resources, political and community 

aspects, stakeholders and tourist infrastructures. From these, we can understand that both push 

and pull factors do have the power to motivate tourists to comeback and revisit the destinations. 
 

However, the present study findings indicate that these factors were not able to attract tourists 

equally. It seems that pull factors have played great roles for tourists returning intention in the 

target study, but not all push factors could not cause a tourist to have recurring intention, but 

only a few of them. Therefore, it can be concluded that a large number of tourists come and visit 

the target destinations for addressing their religious dreams. This indicates it demands to do more 

awareness about push factors. This means that tourists should come for their self-explanatory, for 

relaxation and social interaction benefits. Besides, tourists‟ infrastructures are still waited some 

more improvements so as to increase tourists‟ recurring intention. 

5.3. Recommendations 

After conducting this study, the following relevant recommendations have been drawn based on 

the research findings. 

 The tourists should have in mind the push factors like self-explanatory, relaxation, social 

interaction and religion when they intend to visit one place. 

 Both districts and zonal culture and tourism offices must monitor and support to full fill 

tourists‟ infrastructures like roads, electric power, water, health center and internet access. 

These stakeholders take high responsibility to invite the rich people who can invest in 

their business to address tourists‟ needs. 

 The owner of hotels and restaurants are expected to fulfill quality and adequate services to 

tourists. For example, serving, comfortable and adequate accommodation with delicious 

food and entertainment for tourist‟s relaxation while they were visiting the destination.  
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 Both local and state government‟s due attention to motivate tourists to visit the destination 

which is found in North Shoa Zone since via it can be earned incomes via these 

destinations.  

 Information about the destinations should be addressed through different channels.   

 Both domestic and abroad tourists should be informed as there are certain tourist 

destinations in North Shoa Zone including religious monasteries. 

 In future work, new prototypes may be developed and their usability will be tested, 

extending tourists‟ motivators to their recurring intention to verify its efficiency, stability 

and reliability. 

. 
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DEBREBERHAN 

UNIVERSITY  

APPENDIXES: 

Appendix-A 

 

DEPARTMENT OF MARKETING MANAGEMENT 

Questionnaire for tourists 

Dear respondent; 

The main purpose of this study is to explore the motivational factors and their influence on 

tourists‟ recurring intention in North Shoa Zone. The study will be used only to meet the criteria 

set by marketing management in the marketing department atDebreBerhan University. The data 

which you provide will be used solely for educational purposes. Thus, the information is strictly 

confidential. Then, you are kindly requested to take few minutes of your busy schedule and 

genuinely fillin this questionnaire accordingly. 

 

Thank you very much for your cooperation! 
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Part-One: General information 

Please choose the most appropriate answer. 

1. Sex: Male                       Female   

2. Place of origin: Ethiopia                          Foreign  

3. Age:  18-25 years old              26-35 years old            36-45 years old 

46-55 years old                            Over 55 years old 

4. Marital status:    Single               Married                               Divorced  

5. Employment status: Student                employed              Unemployed          Retired 

6. Educational background:  uneducated                Diploma                  Degree  

            Master and above 

7. How often do you come here? 

     1 month              6 months               1 year                       more than 1 year 

8. How long is your travel period? 

One day trip              1 week                2-5 days                         more than 1 week 
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Part-Two: Push and pull factors that influence tourists’ recurring intention to the tourist's 

destination 

In this section, it required you to put your response on the push and pull factors that indicate its 

relation with your recurring /return/ intention to North Shoa Zone. For your responses, the 

following five likert scales (Strongly agree, agree, disagree, strongly disagree and neutral) are 

given. Hence, please indicate your answer by putting (X) mark on each likert scale to each 

statement. 

5=strongly disagree (SD)      3=Neutral (N)1=strongly agree (SA) 

4=Disagree (DA)                    2= Agree (A)                                              

(a)Questions related to push motivational factors 

R.No. With regard to self-exploratory 5 4 3 2 1 

1 Come to here can enhance my knowledge and 

experience about tourist destination. 

     

2 I can fulfill my dream (need) by traveling to North 

Shoa Zone. 
 

    

3 I can learn something new and interesting while I 

travel to North Shoa Zone. 

     

4 I can experience new , or different cultures, life 

style or traditions when I travel to North Shoa 

Zone. 

     

 With regard to relaxation      

5 I can temporarily release my stress which emerges 

in my daily life when I travel to North Shoa Zone. 
 

    

6 I can be experienced with different life style when I 

come here. 

     

7 I can have a rest, and relax myself visiting North 

Shoa Zone. 

     

8 I am excited to see things when I come here. 
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9 I come here because I want to find thrills and 

excitement. 

     

10 I come here because I want to get a break.      

 With regard to social interaction      

11 I like to meet people with similar interests when I 

travel 
 

    

12 I like to share my life experience with people when 

I meet in North Shoa Zone. 

     

13 I would like to increase my social status.      

14 I believe coming here enhances or enrich my 

relationships with family members/friends/ 

acquaintances. 

     

15 I like to communicate with local communities or 

other tourists when I travel to North Shoa Zone. 

     

16 I like meeting and chatting with other tourists could 

be entertaining. 

     

17 I enjoy visiting friends/acquaintance/ or relatives 

who lived in other places. 
 

    

 With regards to religious      

18 I travel here because I want to get baptizing.       

19 I come here because I need to see life style of 

Monks. 

     

20 I come here because I want to get the holy fathers.      

21 I travel here because I would like to meet different 

holy religious fathers. 
 

    

22 I want to visit the historical places of monasteries.       
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(b) Questions related to pull motivational factors. Decided what makes you have returning 

intention to revisit the destination by putting (X) mark in front of each statement below 

each likert scale.  

5=strongly disagree (SD)      3=Neutral (N)1=strongly agree (SA) 

4=Disagree (DA)                    2= Agree (A)                                              

I Natural resource and environment 5 4 3 2 1 

1 Availability of national parks and wildlife 

sanctuaries 

     

2 The beautiful natural scenery and landscape causes 

me to have recurring intention. 

     

3 The nature based activities like trekking, bird 

watching,and bush walking  initiates me to have 

returning intention. 

 
    

4 Pleasant weather of the destination      

5 The availability of fresh water 
 

    

II Culture and Historical resources      

6 The cultural events and festivals push me to have 

returning intention. 

     

7 The variety of local cuisine makes me have 

returning intentions. 
 

    

8 The historical sites in the destinations encourage 

me to have recurring intention. 

     

9 The available museums and art galleries.      

 The cultural heritages      

10 Political and local community aspects 
 

    

11 The safety and security in the destination makes me 

have intention to revisit it. 

     

12 The hospitability of residents makes me revisit the      
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destination. 

13 The political stability in the destination lets me 

have intention to revisit the destination. 
 

    

III Stakeholders hospitality       

14 I like the interpersonal and communication skills of 

tour guide increases my retention to revisit the 

destination. 

     

15 The knowledge of tour guide attracts me to have 

recurring intention to the destination. 
 

    

16 The stakeholders (tour guiders, tourism office) 

meet my needs in the destination. 

     

17 The stakeholders in the destination seriously follow 

my wellbeing after I arrived there. 
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Part-Three:  Show your agreement with each statement which focuses on tourist 

infrastructure by marking (X) under each likert scale. 

5=strongly disagree (SD)      3=Neutral (N)1=strongly agree (SA) 

4=Disagree (DA)                    2= Agree (A)         

R.No. With regard to tourist infrastructure in focus 5 4 3 2 1 

1 The availability of recreation facilities(eg., leisure 

facilities ,horse riding, mountain, biking, beach) 

     

2 Night life and entertainment activities (eg., bars, 

disco, fun, dancing). 

     

3 Transport efficiency and quality       

4 Amusement /Theme parks/      

5 Water based activity(eg., swimming, boating, 

fishing, rafting) 

     

 Availability of health and spa tourism      

6 Availability of adventure activities(eg., sky diving, 

bungee jumping, trekking) 

     

7 Availability of variety and quality accommodation 

(eg., hotel, resort, apartment). 
 

    

8 Availability of food and beverage facilities and 

services. 

     

9 Availability of easily access of shopping facilities      

10 Availability of tour guiding services      

 

Part-Four: You are kindly asked again to state your responses for each open-ended 

question in the following via writing precisely. 

1. If you do have a plan to return to the destination you visited/arrived/, list down what 

things/reasons/ initiate you to do this. 
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------------------------------------------------------------------------------------------------------------

------------------------------------------------------------------------------------------------------------

------------------------------------------------------------------------------------------------------------

------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------. 

2. Explain, what challenges do you face after you arrive at the destination? 

------------------------------------------------------------------------------------------------------------

------------------------------------------------------------------------------------------------------------

------------------------------------------------------------------------------------------------------------

------------------------------------------------------------------------------------------------------------

------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------. 

3. Mention, things to be improved that you would like to suggest in order motivating 

tourists to have return intention after they visited the tourist locations. 

------------------------------------------------------------------------------------------------------------

------------------------------------------------------------------------------------------------------------

------------------------------------------------------------------------------------------------------------

------------------------------------------------------------------------------------------------------------

------------------------------------------------------------------------------------------------------------

------------------------------------------------------------------------------------------------------------

------------------------------------------------------------------------------------------------------------

---------------------------------------------------------------. 
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DEBREBERHAN 

UNIVERSITY  

Appendix-B 

 

 

DEPARTMENT OF MARKETING MANAGEMENT 

Questionnaire for stakeholders (tour facilitator, owner of hotel, tourism andculture office 

experts, head) 

Dear respondent; 

The main purpose of this study is to explore the motivational factors and their influence on 

tourists‟ recurring intention in North Shoa Zone. The study will be used only to meet the criteria 

set by marketing management in marketing department in DebreBerhan University. The data 

which you provide will be used solely for educational purposes. Thus, the information is strictly 

confidential. Then, you are kindly requested to take few minutes of your busy schedule and 

genuinely fillin this questionnaire accordingly. 

 

Thank you very much for your cooperation! 
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Part-One: General information 

Please choose the most appropriate answer 

1. Sex:  Male                                                    Female   

2. Educational background: 

 Uneducated                   Certificate                             Diploma                        Degree                     

                              Master andabove 

3. Responsibility: 

       Owner of hotel                   Tour facilitator                        Head of tourism office or experts 

4. Current resident area: 

 4.1. Town:  DebreBerhanAnkoberMehalimeda 

  4.2. Logue:  AnkoberMezguasa 

4.3. Religion place (Monastery): SemineshKidanemihiretAbuneMeliketsdik 
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Part-Two:  Express your agreement with each statement which tourist’s infrastructures you 

admit could encourage tourists to have returning intention to the tourist 

destination once they visited. 

5=strongly disagree (SD)      3=Neutral (N)                       1=strongly agree (SA) 

4=Disagree (DA)                    2= Agree (A) 

R.No. With regard to tourist infrastructure in focus 5 4 3 2 1 

1 I think the availability of recreation facilities (eg., 

leisure facilities ,horse riding, mountain, biking, 

beach) makes tourists have returning intention. 

     

2 Night life and entertainment activities (eg., bars, 

disco, fun, dancing) makes tourists have returning 

intention 

     

3 Transport efficiency and quality makes tourists 

have returning intention. 

     

4 Amusement /Theme parks/ makes tourists have 

returning intention 
 

    

5 Water based activity(eg., swimming, boating, 

fishing, rafting) makes tourists have returning 

intention 

 
    

 Availability of health and spa tourism makes 

tourists have returning intention 
 

    

6 Availability of adventure activities (eg., sky diving, 

bungee jumping, trekking) makes tourists have 

returning intention. 

     

7 Availability of variety and quality accommodation 

(eg., hotel, resort, apartment) makes tourists have 

returning intention 

     

8 Availability of food and beverage facilities and 

services makes tourists have returning intention 
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9 Availability of easily access of shopping facilities 

makes tourists have returning intention. 

     

10 Availability of tour guiding services makes tourists 

have returning intention. 

     

11 Availability of  adequate electricity supply      

12 Availability of medical (health) facilities and 

services 

     

13 Availability of ICT infrastructures      

14 Availability of commercial infrastructures 
     

15 Availability of  enough  and fresh water      

16 Availability of knowledgeable ,skillful  and 

experienced tour guider 

     

 

Part-Four: Write the possible answer for the following open-ended questions accordingly. 

17.   Do you think that the tourists have an intention to revisit the destination after they arrived 

and visited the location? Please explain your justification for your answers. 
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DEBREBERHAN 

UNIVERSITY  

Appendix-C 

 

 

DEPARTMENT OF MARKETING MANAGEMENT 

 

Interview Questions 

Date:------------------------              

Code:-------------------------------- 

Destination Name:----------------------------- 

Day:---------------------------------------- 

 

Questions 

1) Would you tell me some information about you? 

2) What is your source of information to come to this destination? 

3) How long have you been staying here? 

4) How many times did you visit this destination? 

5) How did you get the destination after you had arrived? 

6) What challenges have you encountered at the destination? 

7) What would you like to suggest to stakeholders? 

8) Do you have recurring intention? If so, tell me what makes you for this? 


