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Abstract: Tourism is an economic, important and diverse phenomenon that affects both the travelers and the
population of tourist facilities. Tourism plays a significant and essential role in the United Arab Emirates with 2
million tourists coming every year. They bring significant financial profit to the economy and contribute to the social
economic development of the region and country itself. The study investigates motivation of tourists that drive to
better understanding of motivation theory. The primary focus was to test 200 foreign travelers visiting the capital
city of the UAE - Abu Dhabi to identify their drivers of motivation and its influence on the choice of a tourist
product. An assessment of the level of motivating factors use was generated. The practical importance of the
research lies in the fact that research materials can be used in the activities of a tourist enterprise to identify the
motivation of travel and the choice of tourist products which can contribute to the promotion and sale. Thus, tourist
motivation is an important component of the tourism activities of the system which can be regarded as a decisive
factor defining the components of a demand. As a result, the motivation can influence consumer behavior under
certain circumstances in the process of taking a decision.

Keywords: UAE, Motivation, Tourists‟ Motivation, Tourist‟s Product, Holiday/Leisure.

1. Introduction
In recent years, the United Arab Emirates (UAE) has experienced rapid economic growth,
impressive by any global standards. The UAE today is considered as one of the most popular tourist
destinations. The growth of the UAE tourism sector and the accelerated growth of the country's
population, along with the increase in the well-being of citizens play a huge role in the sustainable
development of the state's economy. According to the World Travel & Tourism Council (WTTC), tourism
contributed US$64 billion to the UAE‟s economy in 2016. The UAE is determined to become one of the
world‟s leading tourism destinations and WTTC‟s report reveals that in 2015, it was ranked 28th out of
184 countries in terms of the relative importance of travel and tourism‟s total contribution to GDP. In
terms of the sector‟s size and GDP contribution, it ranked 105th, but its 2016 growth ranked the country
42nd out of 184. Looking at the 10-year growth forecast, WTTC says the UAE ranks in 48th place. By
2026, the number of international tourists visiting the UAE will increase by 30.94 million with spending
over $45.66 billion as the WTTC reveals. This represents a 5.4 percent per annum increase in terms of
spend over the next decade.
As it is seen, travelling to UAE is becoming more popular by the international tourists. Travelers are
attracted by a set of unique factors and repeatedly amplified by advertising where tourist motivation is
turned into necessary base on which an efficient system of planning, developing and realizing a tourist
product should be built. Tourist motives are the most important elements of the system of tourist activity
which can be considered as defining components of demand, the basis for choosing a trip and recreation
program. The motive causes certain actions of a person. The motive depends on many factors external and
internal to the person, as well as on the actions of other motives arising in parallel with. The motive not
only encourages the person to act but also determines what needs to be performed and how this action will
be implemented. The motive of a particular situation under the influence of certain circumstances is able
to influence the behavior of the consumer in the process of making a decision about the journey and the
choice of a tourist product.
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Therefore, the key objective of this study is to investigate tourist motivation, more specifically
traveler‟s motivation visiting UAE and its influence on the choice of a tourist product. To achieve this
goal, the following task was set:
To study and analyze the factors influencing the motivation of the traveler when choosing a tourist
product.

2. Literature Review
The purpose of this section is to find out and recap the reasons that impact on tourism demand, to
find out by what means is tourism motivated. In order to understand consumer behavior in relation to
tourism, it is essential for marketers to understand what motivates travelers and the effects that these
motivations have on the consumer decision making process. The central element of the tourism system is
the destination with its features and resources. It is therefore vital to empirically examine tourist
motivation (Kozak, 2002a). Hence, it is very important to explore the following concepts: motivation and
tourist motivation.

2.1. Motivation
The motivation of a person is understood as a set of driving forces that induce an individual to
perform certain actions. These forces are outside and inside the individual and force him or her
consciously or unconsciously to do certain things. At the same time, the connection between individual
forces and human actions is mediated by a very complex system of interactions, as a result of which
different people can react quite differently to the same effects from the same forces.
Motivation has long been an imperative issue in tourism research Crompton (1979); (Dann G. M.
S., 1981); Mak et al. (2009); Nowacki (2009); Park and Yoon (2009); Pearce P. L. and Lee (2005).
Motivation is the driving force which compels an individual to take action (Schiffman G. L. and Kanuk,
2004). This entails that motivation moves a person to do something (Deci and Ryan, 2000). Once a person
is motivated to act on a need, they are obliged to make a decision on how to best satisfy this need and
make a “selection of an action from two or more alternative choices” (Schiffman L. O. et al., 2011).
Motivation has also been stated to as psychological/biological/ social needs and wants, comprising
internal (or emotional) and external forces. These forces designate how individuals are pushed by
motivation variables into making travel decisions and how they are pulled or fascinated by destination
attributes. Backman et al. (1995) stressed that motivations are connected to individuals‟ basic needs for
partaking diverse activities, developing preferences, and supposing satisfaction.
Needs are what arises within an individual, which is quite common for different people but at the
same time has a certain individual manifestation in every person. Maslow believed (Maslow, 1943;1954)
that at different times people are driven by different needs. These needs are arranged in order of
hierarchical importance from the most to the least:
1. Biological and Physiological needs - air, food, drink, shelter, warmth, sex, sleep.
2. Safety needs - security, order, law, stability, freedom from fear.
3. Love and belongingness - friendship, intimacy, trust and acceptance. Affiliating, being part of a
group (family, friends, work).
4. Esteem needs - achievement, mastery, independence, status, dominance, prestige, self-respect,
and respect from others.
5. Self-Actualization needs - realizing personal potential, self-fulfillment, seeking personal growth
and peak experiences.
Individuals in different ways can try to eliminate needs, satisfy them, suppress or not respond to
them. Needs can arise both consciously and unconsciously. However, not all needs are realized and
consciously eliminated. Most of the needs are periodically renewed, although they can change the form of
their specific manifestation, as well as the degree of perseverance and influence on the person.
Motivations are therefore the heart of all behavior (Fodness, 1994), comprising traveling. Hence, it
is crucial to examine tourist motivation so as to be able to recognize markets in which tourist motivations
match the destination (Kozak, 2002a).

2.2. Tourist Motivation
Tourism is considered an activity that is essential to the life of nations (Anonymous, 1995). Tourism
is a very substantial contributor to the nation‟s wealth (Mangion and Vella, 2000). Moreover, it can be
defined as the “activities of persons traveling to and staying in places outside their usual environment for
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not more than one consecutive year for leisure, business and other purposes” (Anonymous, 1995).
Tourism is a social phenomenon of modern society (Urry, 2000) that expects to improve people‟s lives
(Furchtgott and Furchtgott, 1999).
Tourist motivation is deliberated to be one of the most significant variables when taking the
decision to participate in a tourism activity (Oh et al., 1995). To comprehend motivation in tourism is to
recognize what motivates tourists to select a certain destination. Pearce P. et al. (1998) defined tourist
motivation “as the global integrating network of biological and cultural forces which gives value and
direction to travel choices, behavior and experience” Allan and Rhodes (2004). Tourist motivation has
gained substantial attention from tourism academia since the 1960s in order to be able to comprehend and
foresee factors that impact travel decision-making (Kim et al., 2007). According to Backman et al.
(1995), motivation is theoretically viewed as “a state of need, a condition that serves as a driving force to
display different kinds of behavior toward certain types of activities, developing preferences, arriving at
some expected satisfactory outcome”. Motivation in a tourism context consequently answers the question
of what inspires a person to travel. Swarbrooke and Horner (1999) designate six main factors that inspire
people to travel to a certain destination: physical, emotional, personal, personal development; status and
cultural.
Motivation has long been an imperative area in tourism research Crompton (1979); Dann G. M. S.
(1981); Mak et al. (2009); Nowacki (2009); Park and Yoon (2009); Pearce P. L. (2005). By studying the
past literature on tourist motivation, several theories have been developed to guide the empirical study of
travel motivation, comprising push-pull (Dann G., 1977); escape-seeking (Dunn and E., 1991); and travel
career ladder (Pearce P. L., 1988). Several tourist motivation studies utilize the “push”- and “pull”
dichotomy, first presented by (Dann G., 1977). Simply, push forces „considering whether to go‟ (i.e., the
aspiration to travel), while pull forces associate with the choice „where to go‟ (i.e., the choice of
destination) (Kim et al., 2007). Centered on the push and pull approach, people are pushed by internal
desires, such as personal escape, psychological or physical health, thrill and adventure, and social
interactions (Baloglu and Uysal, 1996). Push factors are factors that push individuals from home, and pull
factors are factors that pull individuals toward a destination. In other words, people are travelling because
they are pushed by their internal drives and pulled by external forces of a travel destination (Lam and Hsu,
2006). These factors are applicable in the present study, as they provide a framework for understanding
tourist motivations.

3. Research Methodology
The analysis of the collected information involves processing with the help of methods and
techniques, as well as extracting the necessary information from the data. In the analysis, a general
scientific system analysis method was used. It is widely used in research as allows considering any market
situation with a wide range of internal and external cause-effect relationships. The primary information
collection approach was used in this study. The main method of collecting primary data was a survey
approach. The study itself is quantitative in nature and utilized a survey research design.

3.1. Questionnaire
The questionnaire was consisted of generic questions in English with the intention to complete the
questionnaire fast for each participant. To improve the quality of the questionnaire, the following
recommendations were observed:
Compliance with the fundamental requirements for the formulation of questions:
- The questions are simple and understandable;
- The questions are unambiguous.

3.2. Sample Selection, Data Collection and Data Analysis
The target population of this study was foreign tourists who traveled to Abu Dhabi city (UAE) in
March 2017. The sample was a convenience sample of 200 foreign tourists who visited Abu Dhabi. The
total number of 120 complete response forms been received and developed, indicating 60% of response
rate. A self-administered survey was primarily used to collect data. SPSS model and Factor analysis have
been used through descriptive and factor analysis method.
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4. Findings
Results of are presented in Table 1.
Demographics
Gender
Male
Female
Total
Age Category
Under 35
Above 35
Source: Author

Table 1. Demographic and descriptive characteristics of travelers
Frequency (N)

Percent (%)

34
86
120

28.3
71.6
100

73
47

60.8
39.1

As it is seen from the Table 1, 71.6% of the respondents are females and 28.3% are males. Hence,
the following conclusions can be drawn that the most active participation in the survey was taken by
women, as women are more demanding and inquisitive than men; they make contact easier and have time
to participate in the survey.
It is indicated that out of the 120 participants interviewed, 73 are less than 35 years old, and 47
participants are above 35, which corresponds to 60.8% and 39.1% respectively.
From the data obtained, the following conclusions can be done: the motivation for choosing a
journey/holiday depends to a large extent on the age. Respondents under 35 prefer a more active type of
recreation, relatively cheap travel, using less comfortable means of accommodation and transport, - a fun
getaway. The tourist market is dominated by many proposals related to youth recreation which causes
demand. Another group of respondents over the age of 35 prefer a less active vacation, more tranquil
(resort and beach holidays, excursions to historical places), as a rule those customers who know the value
of money and entertainment. The main motive of this group is having comfortable leisure and fun for the
money paid.
Travel Pattern
Travel Arrangements
Independent Travel
Package Tour
Total
Purpose
Vocation/Leisure
Business
Total
Source: Author

Table 2. Travel patterns of the tourists (I)
Frequency (N)

Percent (%)

36
84
120

30
70
100

85
35
120

70.9
29.1
100

The second part of the questions allows to determine how many respondents needed to organize
their holidays. Were they willing to use ready-made offers and packages or were able enough to
independently organize their vacation.
Table 2 illustrates the level of demand for the services of travel companies. It demonstrates that out
of 120 respondents, 70%, which is 84 respondents were ready to entrust the organization of their holidays
to travel agents and the remaining 36 respondents that is 30% chose to organize their own holiday
independently. From the results of this part of survey it is clear that the level of demand for travel
company services is quite large, however with the right motivation the numbers can be even more
significant.
Table 3. Travel patterns of the tourists (II)
Travel Pattern
Travel With
Alone
Family
Friends
Total
Purpose

Frequency (N)
12
68
40
120

Percent (%)
10
57
33
100
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Vocation/Leisure
Business
Total
Source: Author

85
35
120

70.9
29.1
100

The third part of questions determines the preference of a tourist going to a vacation alone or with
friends/family. In the Table 3, it presents that 57% (68 survey participants) preferred leisure with their
families to the tourist company, 33% (40 respondents) opted to have holiday with their friends and only
10% (12 respondents) out of the 120 chose their independent style of recreation. It is also noticeable, that
70.8% of the respondents visited UAE for vocation and 29.1% for business according to the data results.
Following to the questionnaire results, the greatest preference is given to type of holidays with the
family, which characterizes the motivational outcome: the family is the most important consumerpurchasing organization of the society. As a rule, people traveling with families have sufficient financial
means for their preferred type of holidays and try to ensure every member of the family to be comfortable
with the holiday type. They are also relatively limited in the choice of the type of recreation and
entertainment. Holidays with friends are mainly associated with the possibility of acquiring new interests,
having a pleasant recreation and the presence of a companion when traveling. The smallest number of
respondents prefer independent holiday type. For the tourist of this group, it is assumed that the greatest
degree of consideration for this group is a high degree of independence and low communication skills.
Thus, it is possible to conclude that one of the important reasons for choosing a trip for a
tourist/vacationer is the tourist's environment.
Table 4. Descriptive Statistics on Tourists‟ Motivation
Motivation
N
SD
To have fun
120
1.04
To enjoy the beautiful environment
120
1.04
To see and experience a new destination
120
0.96
To reduce stress
120
1.14
To escape from the routine of work or life
120
1.12
To learn new things
120
0.94
To enjoy shows and entertainment
120
1.11
To enjoy international travel experiences
120
1.00
To visit difference places in one trip
120
1.07
To do something exciting
120
1.02
To take all-inclusive tour
120
1.22
To talk about the trip after returning home
120
1.14
To visit historical places
120
1.12
To be together with my family
120
1.26
To be together with friends
120
1.15
To go places my friends/relatives have not visited
120
1.25
To meet new friends (in new destination)
120
1.22
To take advantage of travel agent
120
1.22
Source: Author

Mean
4.04
4.04
3.88
3.82
3.81
3.73
3.73
3.70
3.60
3.59
3.56
3.56
3.56
3.52
3.38
3.35
3.26
3.22

As it is indicated, the motives – “having fun” (M 4.04, SD 1.04) and “to enjoy the beautiful
environment” (M 4.04, SD 1.04) received the highest mean scores. While the factor – “to take advantage
of travel agency” with (M 3.22 and SD 1.22) is the lowest factor out of 18 factors described by the
participants.
To identify motivation from the list of motives (above), the Factor analysis has been applied to
focus on four main criteria that effect on tourist‟s motivation to make him/her a decision for a holiday‟s
selection. Ranges that been used: Family and Education Focus, Achievement Focus, Stress Release/Fun
Focus, Novelty Focus.
For proper interpretation of the factors, a loading cut-off of 0.65 has been maintained during the
study. The reliability test was analyzed which provided Cronbach‟s alpha where the value of “1” suggests
perfect reliability and any score above 0.65 is considered acceptable.
The focus results have been described in the following table:
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Table 5. Factor analysis and Cronbach‟s Alpha of Tourists‟ Motivation
Motivation
Factor Loading
Factor 1: Family Orientation / Education Alpha = .679; explained variance = 5.171
To be together with my family
.795
To take advantage of travel agent/airlines promotion
.594
To visit historical places
.504
Motivation
Factor Loading
Factor 2: Achievement Alpha = .881; explained variance = 7.361
To take all-inclusive tour
. .779
To go places my friends/relatives have not visited
.718
To meet new friends (in new destination)
.706
To talk about the trip after returning home
.547
To enjoy international travel experiences
.492
To take advantage of travel agent/airlines promotion
.456
Motivation
Factor Loading
Factor 3: Stress Release / Fun Alpha = .874; explained variance = 7.733
To reduce stress
.817
To do something exciting
.736
To have fun
.690
To be together with friends
.679
To talk about the trip after returning home
.558
To escape from the routine of work or life
.510
To enjoy shows and entertainment
.452
To meet new friends (in new destination)
.401
Motivation
Factor Loading
Factor 4: Seeking Novelty Alpha = .889; explained variance = 42.519
To enjoy the beautiful environment
.776
To see and experience a new destination
.748
To visit difference places in one trip
.617
To learn new things
.600
To enjoy shows and entertainment
.541
To visit historical places
.526
To enjoy international travel experiences
.497
To have fun
.418
Source: Author

Table 5 indicates descriptive statistics and reliability alpha for 18 different motivational drivers and
four composite focus factors. As it is seen, the motivational focus factor “Seeking Novelty” has the
highest Alpha score .889 with explained variance = 42.519, followed by the motivational factor
“Achievement” with Alpha score .881 and explained variance = 7.361. Thus, it is possible to conclude
that the key reason to visit a destination by the sampled focus group is a need of novelty, exploring new
things and environment.

5. Discussion
This study has tested that traveler coming to UAE have been motivated by push and pull factors
when it came to a decision making to choose a tourist product or a destination. The study explained that
main „„push‟‟ factor such as „„Seeking Novelty” was considered as the most important drive for
motivation and choice of the travelers. This becomes true, considering previous studies Brewer (1978)
Brewer (1984); Cho (1991); Dann G. (1977); (Kozak, 2002b); Pizam and Telisman-Kosuta (1989). Kozak
(2002a) considers that this „„escape away‟‟ from the home territory is prevalent during the summer
periods.
With the respect to age, it has been noticed that females were the most active participants in the
survey, 71.6% of the participants. The study by Andreu et al. (2005) reveals that females have stronger
motivation for travel than males. It also noted that there is a significant misbalance between males and
females preferences regarding the holiday concept. Another important implication is that the motivation
for choosing a journey / holiday depends largely on age. It was concluded that elderly population has
more intention for less active and more relaxing leisure while young tourists eager to be engaged into
more active and dynamic experience. This finding proves those by Ryan and Glendon (1998) who
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suggested that tourists with an active position are young and males, whereas aging tourists prefer more
relaxed mode of holidays.
Another significant indication is tourist's environment which may influence heavily on the decision
while choosing a destination and style of leisure. The greatest preference is given to a type of holidays
oriented on families. When selecting a destination, tourists are guided by reviews of friends and relatives.

6. Conclusion
Yoon and Uysal (2005) have displayed the evidence and significance to study visitors‟ motivations
before they visit actual attractions or destinations. Understanding the motivation of potential tourists is a
great advantage in designing, compiling and organizing the process of selling a tourist product. Motives to
a certain extent predetermine the behavior of a person as a buyer and consumer of a tourist product.
When preparing this study, the primary goal was to determine the attitude of foreign travelers
visiting UAE to tourist services and the motivation factors of tourists, as well as to identify the factors that
influence the choice of tourist products. After analyzing the data results and drawing the appropriate
conclusions, it was possible to say that the goals have been achieved.
With further sociological research to identify the motivation of travel and the factors that influence
the choice of tourist products, it will be possible to recognize the main trends that change over time, and
thus organize the activities of travel companies for more productive work.
Thus, the understanding and use of tourist motivation, knowledge of various travel models that
affect the choice of a specific tourist product can become a guarantee of the successful functioning of the
tourist company, the promotion of the tourist direction and the introduction of new forms of interaction
with the customer. Having identified the motives, it is possible to develop effective methods that help to
attract a potential tourist to the UAE tourist market and ultimately influence the nature and volume of
tourist demand and sales.
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