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Abstract

This research proposes: (i) analyze push and pull motivations in insular marine protected

areas, and (ii) determine their effects on tourists’ satisfaction, positive recommendations

and loyalty in terms of returning. The study was conducted in the Galápagos Islands in

Ecuador; a renowned marine protected area with a National Park being a Natural Heritage

Site of Humanity by UNESCO. An exploratory (EFA) and confirmatory factor analysis

(CFA), followed by a stepwise multiple regression analysis applied on a sample of 407 tour-

ists in the Galápagos Islands showed four push and pull motivational factors in this destina-

tion: "passive marine," "active marine," "novelty and escape," and "social relations".

"Passive marine" and "social relations" were the most prominent factors influencing tourist

satisfaction and return intentions. Moreover, "passive marine" and "novelty and escape "

highly influenced visitors’ intention to recommend and give positive feedback about this

place. These findings constitute action guides for the adequate management of marine pro-

tected areas.

1. Introduction

National parks with coastal and marine resources are forced to find alternatives to preserve the

environment and develop diverse sustainable tourism experiences that complement and

enrich the classic sun and beach tourism. Orams and Lueck [1] identified some activities, like

those involving nature, wildlife, wellness and sport, commonly practiced in coastal tourism.

Orams and Lueck [2] also emphasized the relationship between marine tourism and coastal

tourism, given that coastal sites are where normally marine activities begin and end [2].

Recently, destinations with coastal resources give their visitors a wide range of alternative

activities for their stay and recreation that enrich their tourism experience [3].

Tourism demand studies on coastal and marine destinations have addressed especially visi-

tors’ motivations as a determinant factor that influences this demand [4, 5]. Motivations refer

to the needs that make people have the desire to intervene in tourist activities [6], being the

push-pull theory of motivation [7, 8] one of the central theoretical frameworks used to explain

the reasons for tourist trips and activities [9].
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According to Bayih and Singh [10], the motivations that push and attract have been impor-

tant predictors of tourists’ activities, and exert a high positive predominance in the behavior

and satisfaction of visitors towards specific tourists activities and destinations [11].

Pull motivations refer to specific lure and characteristics of regions that may attract tourists

based on the things that the place offers [12]. Push factors, on the other hand, entail the per-

sonal desires of tourists, and are frequently considered the prominent paradigm, over the pull

factors, due to their influence on tourists’ search internal processes [13].

The Galápagos Islands in Ecuador, with their National Park and Marine Reserve, constitute

a protected marine area, and received the nomination of World Heritage, granted by UNESCO

in 1978. The location of the Archipelago, in the concurrence of marine currents, provokes the

existence of specific marine flora and fauna. Its endemic species attract visitors who carry out

activities such as snorkeling, surfing, diving, watching marine fauna, and enjoying themselves

on its beaches. The unique characteristics of this destination explain the different awards and

recognitions obtained in the last years.

The Galápagos Islands are an ideal destination for tourism demand studies because of their

unique coastal and marines characteristics and resources, and endemic natural species. Con-

sidering that motivations can predict tourist behavior in this typology of tourism, it is crucial

to deepen their study to generate management plans for the sustainable preservation of these

sites. However, to the authors’ best knowledge, push and pull motivations have not been con-

sidered by previous research to predict tourists’ satisfaction and the future behavior of visitors

in coastal and marine sites of insular protected areas. Accordingly, this research carried out in

the Galápagos Archipelago has as objectives: (i) to analyze tourists’ motivations (push/pull)

and (ii) to determine their influence on satisfaction, positive recommendations and loyalty in

terms of returning.

We expect to contribute to marketing academic literature of coastal tourist destinations in

protected areas. It would offer tourist managers action guides to create sustainable develop-

ment plans and would give service providers accurate knowledge of the demand attracted to

this kind of destination.

2. Theoretical framework

2.1. Motivations in marine and coastal destinations

Tourism literature is plenty of studies using process models to predict tourists’ behavior,

including demand [7, 14, 15].

Kassean and Gassita [16] studied the push and pull motivators that explain the selection of

Mauritius as a holiday destination. The authors found that the main driving forces were rest

and relaxation, then escape, nostalgia, novelty and the social dimension. Among the pull moti-

vations, they mentioned Mauritius’ climate, beaches, landscape, nature elements, atmosphere

and authentic culture.

Yiamjanya and Wongleedee [17] analyzed motivational dimensions to visit Thailand.

Among the push factors, they highlighted new experiences, relaxation, culture, novelty, joy,

and adventure. Among the attraction factors, traditional markets, weather and food were

emphazised. Likewise, Jeong [18] analyzed the association between motivations and loyalty of

marine tourists. Getting out of the routine and living new experiences occupied a notable posi-

tion among the push forces, while passive and active marine activities were the most salient

pull motivators.

In the same way, the motivations of British tourists visiting Phuket, Thailand, were analyzed

[19]. Among the push motivations emerged: relaxation, fun, and escape. The main attractions

were related to natural elements, like landscape and beaches, and the hospitality and
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friendliness of locals. In New Zealand, Oceania, Fieger et al. [20] found nine types of interna-

tional tourists in terms of their motivations. The most relevant were the visitors attracted by

the nature activities that take place in New Zealand, followed by those who love adventure.

Wen and Huang [21] studied the motivational factors of Chinese tourists in Cuba, and found

that unique experiences on the one hand, and the attractions offered by the destination, on the

other, emerged as the main push and pull factors respectively. Socialist nostalgia was the main

predictor for visitors to return. Carvache-Franco et al. [22] found in a costal destination like

Salinas (Ecuador), that “escape and novelty” and “experiences and knowledge” were two rele-

vant push forces, while “active” and “passive” marine were the most outstanding pull motiva-

tors. Finally, Güzel et al. [23] analyzed in a recent study visitors’ push travel motivations in

Antalya (Turkey), considering especially the role of emotions. Escape, relaxation, curiosity,

active life and sport, travel bragging, and extravagance were emphasized as the most salient

push motivators.

In summary, previous studies suggest that the motivations to visit different coastal destina-

tions may vary according to their characteristic and the tourist activities that they offer. How-

ever, recurring common motivating factors can also be found, such as socialization, escape,

and novelty. It is necessary then to carry out this type of research in marine protected areas, to

better understand the basis of the demand in these specific coastal destinations, taking into

account their particularities.

2.2. Motivations effects on loyalty and satisfaction

Motivations may influence visitors’ satisfaction and loyalty [24]. For example, Assaker, Vinzi

and O’Connor [25] stated the positive association between novelty and visitors’ satisfaction.

Likewise, several studies found a positive effect of novelty on the intention to return [26–29].

More specifically, Alipour et al. [30] in a sun and beach place found that tourist attitudes

towards sun and sea positively influences tourists’ visits intentions and their word-of-mouth.

Carvache-Franco et al. [22] also argued out the factors that predict tourists’ loyalty in Salinas

(Ecuador), stating the role of “escape and novelty” and “passive marine”, as the most relevant

predictors of the intention to return to and recommend this coastal marine tourist place.

On the other hand, satisfaction and loyalty are also connected. As a matter of fact, several

studies have highlighted satisfaction as a main predictor of tourists’ loyalty [24, 25], and some

of them have also emphazised the interconnection of the three variables, motivations, satisfac-

tion and loyalty. For example, Pestana et al. [31] found that satisfaction mediates the relation-

ships between motivations, emotions and future behavior, like intention of revisiting, of older

travelers visiting Lisbon, Portugal. Rice and Khanin [32] identified that repeated visits to tour-

ist destinations in the United States were influenced by satisfaction and motivations (push/

pull), being the influence of push factors the strongest, and acting both as mediator variables.

Likewise, Fianto [33] argued that the quality of service and brand experience significantly

affected visitors’ intention to return to a place, acting visitors’ satisfaction at the same time as a

mediator of the relationship between market experience and the revisit intention.

To sum up, among the main motivations, escape and novelty play a key role predicting

tourist behavior, but more evidence is necessary in marine protected areas to reveal the most

influent tourists’ motivators.

3. Area of study

The Galápagos Islands or Galápagos Archipelago, in the eastern part of the Pacific Ocean, is a

province of Ecuador, 972 km from the continental coasts. Seven main islands constitute the
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Archipelago. Tourists arrive throughout the year and from all over the world. In 2022, the

Galápagos Islands received 267,688 tourists [34].

The Archipelago includes the National Park and Marine Reserve, both protected areas. The

Reserve is considered an important marine life sanctuary, with seamounts and nutrient out-

crops caused by the Cromwell Undercurrent. These areas are home to sea lions, giant tortoises,

marine and land iguanas, seabirds, and other species. Tourists can visit the Sleeping Lion and

the Junco lagoon, a freshwater lake home of exotic birds; Loberı́a Beach, ideal for tourist activi-

ties, with rocky and sandy trails; and Mann Beach, formed by white sand and broken shells

with transparent waters for snorkelling. Other relevant attractions for tourists are the white

sand beaches of Turtle Bay (nesting site of the black turtle), the crystal clear waters and gentle

waves of the Garrapatero beach, or the Charles Darwin Research Station.

Within the field of demand studies in tourism, the Galápagos Islands deserve special atten-

tion due to the need of protection of their unique biodiversity, endemic natural species, and

marine resources. Therefore, studying the characteristics of its tourist demand is relevant to

protect the destination and guarantee its sustainability.

4. Methodology

The data collection of this research was performed through a questionnaire based on previous

research on motivational factors of coastal places. The questionnaire consisted of 16 questions

divided into three sections. One part, composed of 12 items, was adapted from Jeong [18], and

applied to analyze the tourists’ motivations. The second section, composed of 4 items based on

the study of Kim and Park [35], referred to satisfaction and loyalty. These two sections used a

5-point Likert scale (where 1 was "not very important" and 5 was "very important"). Finally,

there was also a section to capture the sociodemographic characteristics of tourists, composed

by closed questions adapted from the research by [36].

The study population was composed of domestic and foreign tourists aged 18 years or over,

who enjoyed the marine protected areas in Mann Beach (San Cristobal Island) during January

and February 2019. The data were gathered, using the convenience methodology to choose the

sample, with self-administered questionnaires. The distribution of these questionnaires was

done by trained professionals residing in the location. They approached the tourists when they

were resting freely.

The valid sample reached 407 responses (margin of error of +/- 5%, confidence level of

95%, and variation of 50%). This sample size was appropriate because a larger sample size does

not reduce the sampling error in the same proportion.

5. Results

In the next sections, we explain the descriptive statistics used to identify the sample’s sociode-

mographic profile. Afterward, we present the push and pull factors in the Galápagos Islands

obtained through factor analyses, first exploratory (EFA) and then confirmatory (CFA).

Finally, the influence of the motivational factors on tourists’ satisfaction and loyalty is analyzed

through stepwise multiple regression analysis.

5.1. Sociodemographic aspects

The sample of this study was composed of foreign and domestic tourists (84.3% and 15.7%,

respectively). Most of the surveyed visitors came from Europe (38.6%) and North America

(23.1%). In relation to gender, the sample was quite balanced, with 55.8% of men and 44.2% of

women, most of them single (59.2%). The highest percentage belongs to an age between 21
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and 30 years old (42.15%). In terms of education, 62.9% of the tourists had university studies.

Most of them were private employees (30.7%). Table 1 summarizes these results.

5.2. Exploratory Factor Analysis (EFA)

Four dimensions were identified applying EFA, with principal components analysis and vari-

max rotation. Two were labeled as push motivations and the other two as pull motivations.

The four factors captured 65.71% of the total variance, and their items showed internal consis-

tency with a Cronbach’s alpha of 0.8, ranging for each factor between 0.759 and 0.578. Table 2

displays the results.

As shown in Table 2, the first dimension, called "passive marine", was made up of tourists

who want to enjoy the beach, appreciating its beaty, fresch air and clear water. The second fac-

tor refers to visitors motivated to parcipate on cruises and doing marine sports, being labeled

“active marine”. The third dimension, “novelty and escape” included tourists motivated to

change their routine and spirit, who appreciate novely and introspection. The last factor,

“social relations”, included tourists motivated to share and enjoy with local population.

5.3. Confirmatory Factor Analysis (CFA)

In this study we applied a CFA using maximum likelihood, which assured us of the reliability

of the measurement model (See Fig 1).

Table 1. Sociodemographic features.

Demographic Variables Levels N = 407 %

Origin Domestic 64 15.7

Foreign 343 84.3

Gender Man 179 44.2

Woman 227 55.8

Marital status Single 241 59.2

Married 122 30

Other 36 8.8

Age <20 years old 23 5.7

21–30 171 42.1

31–40 142 35

41–50 44 10.8

61–60 18 4.4

>60 years old 8 2

Education Primary 11 2.7

Secondary 52 12.8

University 256 62.9

Postgraduate/Master/Ph.D. 88 21.6

Professional activity Student 105 25.8

Researcher / scientist 19 4.7

Businessman 64 15.7

Private Employee 125 30.7

Public Employee 58 14.3

Retired 12 2.9

unemployed 8 2

Other 16 3.9

https://doi.org/10.1371/journal.pone.0293480.t001
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Tests conducted to check the model fit showed acceptable values, with a χ2 = 3.923

(p< .000), a comparative fit index (CFI) = 0.901, a normed-fit index (NFI) = 0.874, and a root

mean square error of approximation (RMSEA) = 0.08. To sup up, the statistics accomplished

the recommended levels to guarantee the fit of the proposed model [37–42], meaning that the

model of this study was theoretically meaningful and had statistically acceptance [43–45].

5.4. The relationship between motivations and satisfaction

A backward stepwise regression procedure was used in this study to analyse the relationship

between motivations and tourists’ satisfaction and loyalty dimensions in a marine and coastal

destination. This method allows all explanatory variables to be entered at an early stage, and in

the next stages eliminates the variables with lowest partial correlation with the dependent vari-

able [46]. Table 3 displays the results referred to motivations and satisfaction.

All the models consistency was observed through the significance of the F test (p<0.05). In

addition, no multicollinearity problems were detected between the independent variables in all

the models.

In the specific case of satisfaction, Table 3 shows two motivational dimensions with rela-

tionship with tourist satisfaction which explained 12.2% of the total variance. The "passive

marine" attraction factor had the strongest relationship with tourists’ satisfaction in the chosen

destination (β = 0.341, p<0.05). The push dimension "social relations" was also associated to

tourists’ satisfaction (β = 0.101, p<0.05).

5.5. The relationship between motivations and the intention to return

Table 4 shows the results of the regression analysis for the relationship between motivations

and intention to return of tourists.

Table 2. EFA results.

Variables Components Factors

1 2 3 4

Clean water and fresh air 0.853 Pasive Marine (Pull)

Activities at the beach 0.792

Scenic beauty of beaches 0.619

Cruises 0.781 Active Marine (Pull)

Marine sports 0.731

Swimming 0.581

To escape from routine 0.746 Novelty and escape (Push)

To recharge spirits 0.707

To experience novelty 0.658

To introspect 0.574

To enjoy with local population 0.887 Social relations (Push)

To share with locals 0.872

Cronbach’s α 0.759 0.623 0.578 0.753

KMO 0.81

Eigen-values 4.27 1.42 1.12 1.08

Variance explained (%) 35.55 11.83 9.3 9.02

Total variance explained (%) 65.71

Bartlett’s Test of Sphericity Chi-square = 1533.80 sig. = 0.000

https://doi.org/10.1371/journal.pone.0293480.t002
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Again, as shown in Table 4, two motivational factors influenced return intentions, repre-

senting 6.9% of the variance. "Passive marine" was the most significant attractor for tourists’

intentions to return to the chosen destination (β = 0.237, p<0.05), followed by the push of

“social relations” (β = 0.133, p<0.05).

Fig 1. Measurement model.

https://doi.org/10.1371/journal.pone.0293480.g001

Table 3. Relationships between motivations and tourists’ satisfaction.

Factors Standardized Beta t Sig.

Passive marine 0.341 7.323 0.000

Social relations 0.101 2.164 0.031

(Constant) 97.31 0.000

Adj. R2 0.122

F statistic 29.156

Sig. 0.000

https://doi.org/10.1371/journal.pone.0293480.t003
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5.6. The relationship between motivations and destination

recommendation

Table 5 illustrates the results on the association between motivations and the intention of tour-

ist to recommend the destination.

Based on the findings (Table 5), two motivators had a significant relationship with the

intentions to recommend the destination, “passive marine" attraction factor (β = 0.404,

p <0.05) and “novelty and escape” (β = 0.104, p <0.05), accounting for 17% of the variance.

5.7. The relationship between motivations and positive feedback of tourists

Table 6 exhibits the motivators related to the positive feedback provided by tourists.

As seen in Table 6, two motivational factors significantly influenced tourists’ intentions to

speak positively about the destination, explaining 11.3% of the total variance, “static marine”

(β = 0.327, p<0.05) and “novelty and escape” (β = 0.102, p<0.05).

Table 4. Relationships between motivations and intention to return.

Factors Standardized Beta T Sig.

Passive marine 0.237 4.956 0.000

Social relations 0.133 2.784 0.006

(Constant) 63.102 0.000

Adj. R2 0.069

F statistic 16.158

Sig. 0.000

https://doi.org/10.1371/journal.pone.0293480.t004

Table 5. Relationships between motivations and recommendations.

Factors Standardized Beta T Sig.

Passive marine 0.404 8.936 0.000

Novelty and escape 0.104 2.307 0.022

(Constant) 96.115 0.000

Adj. R2 0.170

F statistic 42.590

Sig. 0.000

https://doi.org/10.1371/journal.pone.0293480.t005

Table 6. Relationships between motivations and positive feedback.

Factors Standardized Beta T Sig.

Passive marine 0.327 6.984 0.000

Novelty and escape 0.102 2.188 0.029

(Constant) 108.917 0.000

Adj. R2 0.113

F statistic 26.785

Sig. 0.000

https://doi.org/10.1371/journal.pone.0293480.t006
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6. Discussion

This study had as first objective to analyze tourists’ motivators (push/pull) in insular marine

protected areas as a type of marine and coastal tourism. The results found two push and two

pull motivations in the Galápagos Archipelago.

"Novelty and escape" and "social relations" emerge as prominent push motivations, con-

firming the findings of previous studies. For example, Kassean and Gassita’s [16] found escape,

novelty, and social interaction, among other dimensions, as relevant motivators. Likewise, Sas-

tre and Phakdee-Auksorn [19] found rest and relax, fun, and the environment, as push motiva-

tions, highlighting in these factors some similar characteristics to our dimensions of “novelty

and escape”. This research also supports Jeong’s findings [18] and those of Carvache-Franco

et al. [22], regarding the “escape and novelty” dimension. Concerning the pull motivations, the

present study confirms the salient role of "active marine" and "passive marine", also found by

Jeong [18] and Carvache-Franco et al. [22]. The main contribution of the present research is

the identification of the push factor, labeled as “social relations”, as an important attractor in

the specific case of insular marine protected areas as part of coastal and marine destinations.

Our second objective was to determine the motivations related to tourists’ satisfaction, their

intention to return, recommend and share positive feedback. The results indicate that "novelty

and escape" is the most significant push factor related to tourists’ intention to speak positively

about this destination and recommend it so other tourists may visit as well. These findings

agree with previous research on the topic. For Huyen and Nghi [29], novelty-seeking also posi-

tively impacted loyalty and satisfaction of visitors. Similarly, Wen and Huang’s [21] found that

the search for unique experiences, specific attractions, and socialist nostalgia, predicted the

revisit intention in the case of Chinese cigar tourists visiting Cuba. Other previous investiga-

tions had also demonstrated that novelty had a positive influence on future intentions to

return to specific destinations and tourists’ satisfaction [25]. The main novelty of our research

is that we also found other push motivation, “social relations” significantly related to the inten-

tion to return and the satisfaction of tourists in our chosen destination. In addition, the moti-

vational pull dimension "passive marine" emerges as a relevant factor related to satisfaction

and loyalty in its multiple dimensions. Although this research identified two pull factors, only

the "static marine" was proven to significantly influence tourists’ satisfaction and loyalty to the

Galápagos Islands. Among these factors, its natural resources, beauty, beaches, and tranquility

stood out over other more active activities and sports. These findings demonstrate that pull

factors were more important than the push ones regarding satisfaction and loyalty, constitut-

ing a relevant contribution that emerges from the results.

All in all, this study makes a relevant contribution to previous related research, pointing out

a new push dimension, named “social relations”, in coastal and marine tourist destinations.

This new push motivational dimension was the one with the greatest impact on the tourists

satisfacction and their intention to return. We think that it is important to continue studying

the impact of this new dimension to generalize and confirm the robustness of this result in this

kind of destinations. These findings were not affected by the impacts of external factors such

as the COVID 19 pandemic, since push and pull motivations form positive (not negative)

impulses and attractions of tourists to travel to a tourist destination.

7. Conclusions

From the results of this study focused on tourism in marine protected areas, it could be con-

cluded that the beauty of the beach, the activities that tousrist can carry out there, enjoying the

clear waters and fresh air, as well as sharing experiences with locals, should characterised the

tourist offer in protected marine and coastal destinations. Similarly, escaping from everyday
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life and experiencing novelty are relevant factors that positively influence tourists’ intention to

recommend and speak favorably about these places.

These findings provide some theoretical implications. Particularly, "social relations" appears

as a new driving factor in insular marine protected areas. Likewise, "passive marine", "social

relations", and "novelty and escape" are prominent motivational factors that explain the satis-

faction of tourists and their intentions to return, recommend and give positive feedback.

The study also provides practical implications that imply that tourism companies and other

kind of tourist institutions can obtain information on the motivations related to the intentions

of visitors to return and recommend this kind of tourist destination. These results may guide

tourism institutions in an efficient planification of their marketing strategies to increase the

intentions of tourists to revisit these destinations. Some social implications also emerge from

the findings, related to the relevance of the interaction with local population as an attractor of

tourists in these specific destinations, which entails sustainable principles, in their different

spheres, economic, social and environmental.

Among the limitations, it is important to mention the temporality of this study, given that

the demand can vary and fluctuate over time, a longitudinal research with data in different

periods should help to avoid potential biases. However, this type of study is carried out in a

short period of time, due to the length of time tourists spend in the destination. As a future

research line, it would be advisable to develop studies on tourist products that foster push and

pull tourists’ motivations to analyse their effect on loyalty and satisfaction.
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