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Abstract 
 

Tourism is considered one of the fundamental industries worldwide, which has the potential to strengthen economic development. In 

2017 only, tourist comings to Malaysia generated a national income of RM49.6 billion. This study aims to determine whether tourists are 

gratified with their visit to Terengganu for tourism and to explore the factors influencing the tourist satisfaction by push and pull travel 

motivations. The tourists’ perceptions are important since they could be used to determine the degree of their contribution to the devel-

opment of tourism. The findings indicated that the overall tourist satisfaction with their visit to Terengganu is high, with a mean value of 

3.84. The findings also showed that factors influencing the tourists to visit Terengganu are hospitality of the service providers, friendly 

attitude of the local communities, local culture, and attractive scenery. There is a need for concerted efforts to increase the tourists’ satis-

faction since it influences their intention for future visit to the state.  
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1. Introduction 

It is reported that about 3.5 trillion US dollars has been generated 

in the tourism industry, and this income is expected to increase to 

7 trillion dollars in 2019 [1]. About one billion tourists around the 

world are expected to cross borders in the next five years. As a 

result, it is predicted that the tourism industry will become an 

important factor for socioeconomic development, which will con-

tribute to the growth of Malaysian economy as a developing na-

tion. In terms of contribution to Malaysia’s economic growth, 

tourism is considered the second largest industry apart from the 

manufacturing sector. An authorized record indicated that the total 

number of international tourists who visited Malaysia in 2017 

amounted to 25.9 million. As a result, a national income of about 

RM82.2 billion was generated [2].  

Tourism Malaysia serves as the Malaysia’s primary agency of 

tourism. This agency has tremendously contributed to the promo-

tion of Malaysia as a tourist destination using various marketing 

and promotional approaches. All types of advertising adopt the 

theme 'Malaysia Truly Asia’ as a slogan. In early 2008, ‘Cuti-Cuti 

Malaysia’ and 'Zoom Malaysia' were immensely promoted all 

over the country to promote domestic tourism. Tourism Malaysia 

remains the major promoter of tourism destinations, as well as the 

various kinds of other tourism niches which the country can pro-

vide, for instances, island tourism, ecotourism, cultural tourism, 

and heritage tourism [3]. 

Terengganu is amongst the states situated on the East-Coast of 

Peninsular Malaysia. The state is blessed with numerous tradition-

al cultural inheritances which were established thousands of years 

ago. The traditional lifestyle of Malay people and their distinctive 

culture are consistent with the structures of the present tourism 

product desired by both local and international tourists. A number 

of development strategies have been engaged by the Terengganu 

state government to safeguard the protraction and continuity of 

these tourism products and their future demand.  

2. Literature Review 

2.1. Motivation 

Motivation is mostly described as biological or psychological 

desires and needs, as well as essential forces that produce, direct, 

and incorporate an individual’s conduct and action [4-6]. It can be 

seen as a complex proposal to examine people’s reasons for travel 

and the satisfaction they derive out of it, since a tourism paradigm 

is at all times associated with mankind and human nature. Various 

approaches were used to explain the characteristics and issues 

associated with motivation. The meaning of motivation focuses on 

cognitive and emotional motives [7] or internal and external mo-

tives [8] in the fields of sociology and psychology. An internal 

motive is related with instincts, moods, and motivations while 

external motive encompasses mental pictures including beliefs or 

knowledge. From an anthropological perspective, most tourists’ 

motivations are aimed at avoidance of the daily life routine, in 

search of realistic experiences [9]. From socio-psychological per-

spective, motivation can be categorized into two dimensions: 

avoidance and seeking [10].  

In tourism research, the concept of motivation can be classified 

into two motives, which shows that individuals travel for the rea-

son that they are pulled or pushed to do so by some factors or 

forces [11, 4]. These forces define how people are pushed for by 

the variables of motivation into making decisions for travel and 

how they are attracted or pulled by the characteristics of a particu-

lar destination [6]. This means that the push motivations are asso-

ciated with the tourist’s aspiration while pull motivations are re-
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lated with the characteristics of the particular destination [12, 13, 

4, 6].  

Evidently, emotional or internal features are connected with push 

motivation, while situational, external, or cognitive features are 

associated with pull motivation. Basically, push motivation is 

described as the need for avoidance, recreation and leisure, reputa-

tion, well-being and health, exploration and social relations, per-

sonal intimacy, and enjoyment [13]. Tourists may perhaps travel 

in order to avoid daily routine and look for genuine experiences. A 

pull motivation is usually motivated by the desirability of a partic-

ular destination, such as recreation services, beaches, cultural 

fascinations, natural scenery, entertainment, parks, and shopping.  

These destination characteristics could motivate and strengthen 

intrinsic push motivations [14]. Numerous studies were carried out 

from these viewpoints [10, 15, 16]. 

2.2. Satisfaction  

Satisfaction plays an essential role in the development of highly 

demanded tourism services and products. Essentially, tourist satis-

faction is a significant aspect of fruitful destination promotion for 

the reason that it effects the consumption of services and products, 

the decision to come again, and the destination choice [17]. Some 

scholars focused on the evaluation of standards employed in the 

quality of service and gratification and offered various methods of 

satisfaction and service quality [18, 19]. Knowledge of satisfaction 

is considered to be an important factor employed to assess the 

standard of products and services of particular destination [20, 

21]. In tourism literature, several viewpoints and concepts are 

used to evaluate tourist satisfaction.   

The disconfirmation/expectation models have been extensively 

used in many studies to evaluate consumer satisfaction [22-24], 

equity [25, 26], norm [27], and observed general performance [28]. 

These models are generally used for evaluation of consumer satis-

faction. The disconfirmation/expectation model developed by [24] 

presumes that consumers or clients are motivated toward develop-

ing expectations about a particular product or service before pur-

chase or subscription, and they subsequently compare the authen-

tic standards with their own anticipations. If the actual standard is 

higher than the consumer’s anticipations, this results in positive 

disconfirmation, meaning that the client is very much gratified and 

might be more enthusiastic to buy the product over again. If the 

actual standard is less than the consumer’s expectations, this re-

sults in negative disconfirmation, meaning that the client is not 

satisfied and might probably search for different products for the 

subsequent consumptions. [22] discovered that tourist satisfaction 

is dependent upon the relationship between the consumer’s expec-

tation about the place and the perceived evaluative result of the 

destination experience. This is basically the outcome of a compar-

ison between the consumer’s prior destination images and what 

he/she truly realizes, accomplishes, and feels at that particular 

destination. In equity theory, customer satisfaction is considered 

as a connection between the expenses which the customer incurred 

and the benefits or rewards which he/she expects [26]. At this 

point, effort, value, time, and benefits are very important elements 

influencing satisfaction [29]. Therefore, it is possible to say that if 

tourists achieve any value or benefits as a result of their effort, 

money, and time for travel to a destination, such place is valuable. 

2.3. Intention 

[30] described subjective norm intention as the opinion of other 

individuals who are very important to a person and have an influ-

ence in the person’s decision-making [31, 32]. Accordingly, the 

scholar suggested that the purposes of tourists for visiting the 

country might be subjective to the views of other individuals who 

are very important to the tourists. [30] also clarified that subjective 

norm consists of a person’s normative views about the reason why 

such important individuals think of his/her decision to perform the 

visit, and the amount of the person’s enthusiasm to obey these 

referents [33, 34]. If a spouse or a parent has not agreed with the 

person’s decision to travel to Malaysia as a tourist, the person’s 

desire to explore Malaysia might be relatively low. Many studies 

[35, 36] showed that the association between intention and satis-

faction could be more powerful in collectivistic nations like Ma-

laysia than in individualistic nations like Europe. The findings of 

some studies by [37] and [36] showed that satisfaction can have a 

positive impact on intention to select a destination for holidays. 

This suggests that subjective norm can influence the foreign tour-

ists’ intention to visit Malaysia. 

3. Methodology 

This study was designed as a quantitative study. For the purpose 

of this study, survey was conducted to find out the mediating ef-

fect of satisfaction on the relationship between push, pull factors 

and intention to visit using questionnaire. Related secondary data 

was reviewed from the literature and previous research to verify 

the hypotheses. Simple random sampling technique was used to 

collect sample, since it was the most effective method and a virtu-

ous choice when the target population for this study has been 

known. According to [38, 39] selection table, a sample size of this 

study was 384, derived from the sample of the population of tour-

ists visiting Terengganu. 

The study evaluated the distribution of the data across some de-

mographic characteristics of the respondents. Based on this study, 

the respondents were asked to indicate their gender, age, ethnic, 

educational level, marital status, number of visit/trips to Tereng-

ganu, most recent travel to Terengganu, purpose of travel to Ter-

engganu, types of accommodation in Terengganu in the trip, dura-

tion of stay in Terengganu in the trip, travel partner, information 

about Terengganu prior to the trip. The quantitative analysis of the 

responses obtained from the questionnaire was summarized and 

portrayed clearly. Statistical analysis using the Statistical Package 

for Social Sciences (SPSS), version 22.0, was utilized to analyse 

the data. 

4. Results and Discussion 

The study started with the discussion of data entry and examina-

tion of missing data in order to have a clean data. Below are tables 

showing how respondents are distributed according to the selected 

demographic characteristics. 

 
Table 1: Gender of Respondents 

 Gender Frequency Percent Cumulative Percent 

 Male 250 65.1 65.1 

Valid Female 134 34.9 100 

 Total 384 100.0  

 
Table 1 showed that majority of the respondents in the study were 

males. Out of 384 respondents, 65.1% were male respondents, 

while the remaining 34.9% were female respondents. 
 

Table 2: Number of Visit to Terengganu in the Past 

 Frequency  

of Visit 

Frequency Percent Cumulative  

Percent 

 First time 220 57.3 56.6 
 Second time 110 28.6 82.5 

Valid Third time 16 4.2 91.0 

 Fourth time 24 6.3 96.7 
 Fifth time 4 1.0 97.6 

 More than five time 8 2.1 99.5 

 Unsure 2 0.5 100 
 Total 384 100.0  

 

Table 2 revealed that 57.3% of respondents were first timers to the 

state. 28.6% of them indicated that they were in their second visit 
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to Terengganu. A smaller percentage indicated more frequent 

visitation to the state in the past. 

 
Table 3: Purpose of Visit to Terengganu 

 Purpose  

of Visit 

Frequency Percent Cumulative  

Percent 

 Leisure 330 85.9 85.9 

 Business 10 2.6 80.2 
Valid Visit friends  

and relatives 

4 1.0 81.1 

 Other 20 5.2 100 
 Total 384 100.0  

 

Table 3 above showed that 85.9% visited Terengganu for leisure 

purpose, followed by business, visiting friends and relatives and 

other purposes.   

 
Table 4: Summary of Hypotheses 

 
 

Table 4 shows that the standardized beta estimates, Sample Mean 

(M), Standard Deviation (STDEV), T Statistics (|O/STDEV|) and 

the probability value (P-value) with the result of the respective 

construct of this study. H1 posited that there is significant relation-

ship between pull and intention to visit Terengganu. The result of 

the direct effect showed that the hypothesised relationship be-

tween pull and intention to visit Terengganu is positive and statis-

tically significant. The beta estimate in the relationship between 

pull and intention to visit Terengganu is 0.26 with probability 

value of (0.010), which is less than the level of 0.05. This research 

hypothesis is supported by the data. The study concluded that pull 

factor has significant positive effect on intention to visit the state. 

Furthermore, the insignificant effect of pull on intention of inter-

national tourists visiting Terengganu implied that the pull factors 

such as easy accessibility and scenic seaside play a very little role 

in influencing the international tourists to return or to spread posi-

tive word-of-mouth about Terengganu. The tourism organisations 

in Terengganu should pay more attention in providing good ser-

vices to tourists, so as to increase repeat visitation and spread posi-

tive word-of-mouth promotion.  

H2 posited that there is a significant relationship between push 

and intention to visit Terengganu. The result of the direct effect 

showed that the hypothesised relationship between push and inten-

tion to visit Terengganu is positive and statistically significant. 

The beta estimate in the relationship between pull and intention to 

visit is 0.16 with probability value of (0.020), which is less than 

the level of 0.05. 

The significant effect of push on intention to visit Terengganu 

means that the higher the level of push such as knowledge seeking 

and relaxation, the more the intention to revisit in future, encour-

aging other people to visit and recommending the destination to 

family and friends. When the pushing factors are satisfied, they 

would directly influence the intention to visit.  

Additionally, H3 posited that there is significant relationship be-

tween pull and satisfaction to visitation. The result of the direct 

effect showed that the hypothesised relationship between pull, 

satisfaction and visitation is positive and statistically significant. 

The beta estimate in the relationship between pull and satisfaction 

in visitation is 0.23 with probability value of (0.000) which is less 

than the level of 0.05. This research hypothesis is supported by the 

data. The study concluded that pull has significant positive effect 

on satisfaction in their visit to Terengganu. 

This study concludes that push factors had significant effect on 

satisfaction. The significant effect of push on satisfaction means 

that the higher the push factors such as seeking for knowledge 

about Terengganu by the tourists, the higher the tourists’ satisfac-

tion as reflected by the result of the study. H4 posited that there is 

a significant relationship between push and satisfaction in tourists’ 

visitation to Terengganu. The result of the direct effect showed 

that the hypothesised relationship between push and satisfaction is 

positive and statistically significant. The beta estimate in the rela-

tionship between push and satisfaction is 0.38 with probability 

value of (0.000) which is less than the level of 0.05. This research 

hypothesis is supported by the data. The study concluded that push 

has significant positive effect on satisfaction on their visitation to 

Terengganu. Hypothetically, motivation influences tourist satis-

faction with travel experiences about the nature of the intention or 

its attributes. This means that foreign tourists visiting Terengganu 

were pulled by a set of intention attributes such as quality of 

beaches, easy accessibility to social amenities and seaside. 

5. Conclusion 

Based on the findings of this study, the development of industrial 

direction in tourism industry is significantly important in strategiz-

ing business sustainability pertaining to business growth.  Thus, it 

needs to conduct comprehensive research to understand the differ-

ing characters of travelers who are satisfied with their visitation to 

Terengganu for future research. This study recommends extending 

the social exchange theory by including a new variable – residents 

and tourists’ perception of tourism impact.  
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