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ABSTRACT

Nature-based tourism is a growing trend that drives sustainable options within the tourism industry.
This study aimed to explore the factors that influence domestic tourists’ decision to visit nature-based
tourism in relation of six independent variables: nature, escape, activities, novelty, nostalgia, and
attractions. A survey through a questionnaire was distributed to domestic tourists who travel to nature-
based destinations. The research used descriptive analysis to investigate the demographic visitors that
visit nature-based destinations. Regression analysis was used to identify the most popular reason for
choosing the factors. The results of this study provide information to industry players and academics
on domestic tourists’ preferences in nature-based tourism.

Keywords: domestic tourists’ decision, nature-based destination, nature-based tourism

INTRODUCTION

The term "nature-based tourism" refers to a broad category that encompasses aspects of other types of
travel, such as ecotourism, adventure travel, sustainable travel, and even cultural travel (Weaver, 2001).
The definition of nature-based tourism by Valentine (1992) as the direct pleasure of a relatively
untouched natural phenomenon also contains this underlying principle. The level to which tourists'
travel experiences are reliant on nature will also influence how much they appreciate it. The author
contends that his definition encompasses three different types of activities: those that depend on nature,
those that are enhanced by it, and those where the presence of a natural setting is only incidental. It can
also be classified as a form of special interest tourism (Agarwal et al., 2018; Trauer, 2006), in which a
traveller’s special interest influences their decision to plan a trip and inspires them to engage in specific
activities (Volgger et al., 2021). Consequently, travel costs for nature-based tourism have increased at
arate of 20 percent yearly, which is five times faster than the global average for all tourism expenditures,
based on data from the United Nations World Tourism Organization (UNWTO).
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Tourism Malaysia’s senior deputy director, Azilina Azni Zainal Abidin, said that the trend of travelling
now is that tourists are looking to experience the place and engage in ecotourism activities (New Straits
Times, 2022). According to the study by Jennifer Chan (2021), the factors that influence domestic
tourists’ optional to visit nature-based sites are strongly agreed by domestic tourists due to the avoidance
to visit crowded destination places. Similarly, according to the survey that was conducted by Malaysia
Tourism Data (2020), most Malaysians strongly avoid traveling to crowded areas, going shopping, and
theme park activities. From time to time, factors that influence the decision-making to visit tourist
destinations in Malaysia have various perspectives and changes.

According to Malaysia Tourism Data (2020), a survey conducted on domestic travel in Malaysia stated
that islands and beaches (76.8%), ecotourism (57.8%), and greenery (45.7%) are listed among the top
10 tourism types that attract tourists to travel domestically in Malaysia. In addition, islands and beaches
are the highest percentages besides other attractions. Besides, due to the country's travel restrictions,
Malaysian preferences in travel have changed over the past two years (Chiet & Razak, 2021). Therefore,
this study is aimed to investigate the factors that influence domestic tourists’ decision to visit nature-
based tourism destinations in the Northern Region of Malaysia in the current situation. The objective is
to determine the most preferred motivational factors among visitors to visit nature-based tourism in the
Northern Region of Malaysia.

LITERATURE REVIEW
Nature-Based Tourism Destination

In the last decade, nature-based tourism has increased in popularity worldwide, and an
increasing number of tourists have been visiting national parks and protected areas (Arnegger et al.
2010; Uysal & Jurowski, 1994; Weaver, 2001). Nature-based tourism is an umbrella term that
encompasses multiple alternative tourism types, such as ecotourism, adventure tourism, sustainable
tourism, and even cultural tourism (Mehmetoglu & Normann, 2013). Many argue that the increase in
nature-based tourism is because modern tourists are more discerning and seek the uncommon, novelty,
and thrilling (Machnik, 2013 & Franks, 2015). According to Metin (2019), when examining existing
tourism trends through the lens of nature-based tourism, it is undeniable that these trends are building
a solid basis for ecotourism, hunting tourism, natural life tourism, and even agricultural tourism. To put
it another way, wildlife tourism, ecotourism, and adventure tourism are all examples of nature-based
tourism.

Nature-based tourism is defined as activities that are directly dependent on the natural
environment (Mehmetoglu, 2007); this means that these activities could not exist without tourism
occurring within natural environments with a primary focus on nature and the protection of natural
environments (Franks, 2015) and typically occurs in a natural context of both terrestrial and marine that
focuses on certain features of the natural environment and is designed to preserve natural regions
(Cheung & Fok, 2014). In general, all definitions of nature-based tourism identify this sort of tourism
as being tied to the natural world. This suggested that nature-based tourism has a strong relationship
with environmental protection and preservation (Cheung & Fok, 2014). Nature-based tourism is
traveling to mostly undisturbed places to observe, admire, learn about, and enjoy the natural
surroundings (Hultman et al., 2015). Other studies found that nature-based tourism is "any tourism
rooted in a natural setting and enjoyed in, around, or for the environment" (Espinoza, 2003, Newsome
& Moore, 2002 adopted from Franks, 2015). Malaysia has favourable conditions for ecotourism. The
International Union for the Conservation of Nature has recognized Malaysia as one of the world's 12
mega-diversity areas, and it is home to 19 national parks in a variety of climates and habitats, making
it a great destination for nature-based tourism (Marzuki et al., 2014).
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In standings of the study area, the researcher chose the states in the Northern Region of
Malaysia which consists of Perak, Penang, Perlis, and Kedah. According to reports, this area was among
the top states with the greatest number of domestic travellers in 2021 (Domestic Tourism Survey, 2021).
These places are among the most well-liked nature-based destinations that are a hotspot for tourists
looking to experience tropical flora and wildlife, which is characterized by old rainforests, exquisite
beaches and reefs, amazing natural structures, and unmatched biodiversity.

Travel Motivations

Travel motivation is seen as an internal drive that stimulates and propels a person to choose a
specific destination to obtain the desired rewards and enjoyment (Pyo et al., 1989; Yoon & Uysal, 2005
adopted in Kara & Mkwizu, 2020). The view that motivation plays an essential part in traveling,
vacationing, and visiting friends and family. Travel variables are the internal factors at play in humans,
manifested as needs, wants, and desires, that cause some people to value a location significantly more
than others and affect the tourist locations and activities they choose (Haarhoff, 2018). Motivation
occurs when a person wants to fulfil their needs (Ramazannejad et al., 2021) and a desire is then a
matter of consciousness (Mehmetoglu & Normann, 2013). Motivation has been defined in terms of a
person's psychological needs and desires, as well as an important dimension that influences their
behaviour and activities.

Tourist motivation refers to travel in general or a specific choice in particular (Parrinello, 1993),
attempting to explain why an individual or group has behaved or is about to act, as opposed to how the
event has occurred or will occur (Mehmetoglu, 2007) and as factors that lessen a state of tension, it is
the need that motivates an individual to act in a certain way to get the desired fulfilment (Kim & Ritchie,
2012). Motivations for tourism are diverse and multifaceted, occurring at both the individual and
aggregate levels of analysis. According to Metin (2019), nature-based tourism is a type of tourism in
which people obtain their travel experiences and motivations through sources of nature, it has
encountered challenges due to human fatigue and the devastation among those resources.

In the studies of Metin (2019), motivation and attractiveness factors that matching in nature-
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based tourism are “cultural interest”, “nostalgia”, “risk-taking”, “seeking a healthy life”, “novelty”,
“excitement”,” meeting new and interesting people”, “learn about nature”, “relaxation”, “improve the
relationship with family and friends”, “return to nature” “stay away from crowded and noise” and “
view the scenery”. In Kara & Mkwizu (2020), study found that travel motivation has been clarified into
three variables which are “intellectual motivation”, “social motivation”, and “mastery competency
motivation” and “stimulus avoidance motivation”. While Chi (2022) studies testified that push and pull
motives were the two variables that made up the multidimensional scale used to calculate travel
motivation which push motivations are travel for “relaxation”, “escape”, “excitement”, “self-
knowledge” and pull motivations are travel for “new culture”, “new place”, “inexpensive to reach area”,
and “not too touristy”. To build a conceptual framework for leisure travel motivations, ecotourism is a
set of demands that encourage travellers to participate in ecotourism destinations from the perspective

of travel motivation (Chi, 2022).

99 C¢

Seyitoglu (2020), also described the dimensions of travel motivation are “novelty and
learning”, “socialization”, “escape and relaxation”, and “self-development”. In addition, from the view
of Carvache-Franco et. al. (2022), studies discovered seven factors which are “self-development”,
“interpersonal relationship”, “building personal relationships”, “escape”, ‘“reward”, ‘nature
appreciation” and “ego defensive”. When it comes to travel, motivation is connected to a list of
requirements that encourage someone to take part in tourism activities (Park & Yoon 2009). Hence, for
this research, the motivational factors had been adapted from Carvache-Franco et. Al (2019), which

contains six motivational factors which are “nature”, “escape” “activities”, “novelty”, “nostalgia”, and
“attractions”.
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Nature

The 'high' motivation for nature tourists were to learn about nature, be physically active, meet
people with similar interests, acquire new outdoor abilities, and see as much as possible in the available
time (Cheung & Fok, 2014). The presence of natural attractions liberates individuals from urban
existence. The most significant factor for the nature portion of the study is appreciating nature which
explained that the factors are “to be close to nature” and “to learn about nature (Carvache-Franco et al.,
2022). While according to Metin (2019), the factors of return to nature also described “viewing scenery”
and “return to nature” as a motive for visitation. Nature as motivational factors in this study included
“to see endangered species”, “to see animals” and “to see plants” also “to take photos of animals” and
“to take photos of plants”. According to Carvache-Franco et. al (2019), the study found that nature was
the third highest among the six others factor. Therefore, nature factors were examined and had a

significant and positive impact on the decision to visit nature-based destinations.
Escape

Based on Crompton (1979), escape is one of the most stated responses motivational was a brief
change of surroundings. The study by Carvache-Franco et al. (2022), suggests that “get away from daily
stress”, “get away from crowds of people”, “escape routine”, and “avoid interpersonal stress” way key
in the escape factor. Seyitoglu (2020) also discovered that a “relax mentally”, “get fresher” and “get
away from the routine of everyday life” were the factors in escape and relaxation factors. In addition,
Metin (2019) noted that escape is defined as a “being away from crowds and noise”, “relaxation”, and
enhance family and friend affinity”. Stimulus avoidance motivation are the variables tested that contain
similar meaning with the other studies mentioned (Kara & Mkwizu, 2020). This study evaluates the
relationships between motivational factors and intention to visit with substances of “routine vacation”
and “find some relaxation”. Consequently, escape factors were observed and had a significant and

positive impact on the decision to visit nature-based destinations.

9

Activities

The subcategories of activities include “to attend conferences”, “to attend events”, and
“hiking”. Mehmentonglu (2007), the four primary heading components of the study are “visiting
historical/cultural activities”, “challenging nature-based activities”, “relaxing nature-based activities”,
and “pleasure-based activities”. These variables represent travel or vacation activities. Additionally
reported in Xu & Cha (2016), activities can be measured as an exploratory factor that consists of
“outdoor activities”, “travel with family and friends”, tranquil rest areas” and under "fun activities,"
mention "perfect climate” and a “clean environment”. Activities are considered crucial factors that are

preferred by domestic tourists to visit nature-based destinations.
Novelty

Novelty in general gives the meaning of new things or experiences. Novelty meant novel,
although it did not always imply completely original information. The novelty came from experiencing
something first-hand as opposed to just hearing about it. In addition, novelty is a desire to seek out new
and different experiences through pleasure travel as motivated by a need to “experiencing new different
things”, “introspection”, and “experiencing excitement” (Metin, 2019). The same meaning was claimed
by Seyitoglu (2020), Kara & Mkwizu (2020) and Carvache-Franco et al. (2022) where the novelty
consists of “to see a new place”, and “experience new different things” with the addition of “learn more
about nature and cultures” and “develop knowledge”. This factor is acknowledged as the most preferred

factor among the other factors.
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Nostalgia

The concepts of "family time," "park visits from childhood," "to experience animals," and
"different species" are all associated with nostalgia. Furthermore, Crompton (1979) adds that prestige
also encompasses personal reasons, such as visiting places for ‘‘old times’ sake’’, ‘‘enhancement of
kinship relations’, ‘‘exploration and evaluation of self’’, and ‘‘facilitation of social interaction’’.
According to Carvache-Franco et al. (2022), nostalgia has the same definition as interpersonal
relationships which described the “reflect on past memories”, “strengthen the relationships with
family”, reminiscing about the past”, “feel belong to the place”, and “think about good times from the
past”. The nostalgia factor has a positive relationship with the intention to visit nature-based
destinations.

Attractions

Accommodation, park branding, locale climate, and "grew up with the park” are all attractions.
According to Kim et al. (2006), "attractions" is a significant travel motivation. The ease with which a
tourism destination's market can be improved depends on how many attractions it offers. According to
Lee et al. (2004), event attractions are a major driver of visitor motivation because they allow people to
“enjoy special events”, “see new and different things”, “enjoy festival mood”, and “enjoy a unique
atmosphere Intriguing "cultural attractions," "historical attractions," and "beautiful scenery or natural
attractions" are also considered to be attractions (Lee et. al., 2004 & Carvache-Franco et al. 2022). The

attractions factor has a positive relationship with the intention to visit nature-based destinations.
Travel Intentions

Usually, the aim of a traveller can anticipate their conduct. When trying to understand the
human mind, the intention is occasionally thought to be more useful than the behaviour. Day (1969)
said that intentional measures are frequently more successful than behavioural measures in eliciting
customers' mindsets since people may purchase items because of convenience, lack of alternatives, and
financial incentives rather than true preferences. An individual's belief in their behaviour in a specific
situation is their aim. The model theory of planned behaviour which Fan et al. (2022), used to
characterize travel behavior with travel intention, defines travel intention as a strong desire to travel.
The term "intention to travel" or "travel intention" in the context of travel refers to tourists' expected
likelihood of visiting a certain location within a certain time frame (Noh, 2006). It is particularly
significant since it influences both the choice of place and traveller characteristics including the age of
life, age, role, and prior travel experience (Hashim et al., 2018).

Visitors who are interested in nature-based tourism have intentions that are reflected in their
readiness to pay as well as in their views towards environmental awareness, conservation efforts, and
expectations of nature-based tourism (Huang & Liu, 2017). The emotional connection people have with
places can have a significant impact on their behaviour and goals (Shaykh-Baygloo, 2020). Since it's
important to know and understand what influences tourists' loyalty, or their good intentions towards a
location, behavioural intentions constitute a crucial problem in the tourism industry (Mohaidin et al.,
2017). According to Piramanayagam et al. (2020), the most useful behavioural intents to assess are the
intention to return and the desire to promote a destination to others (Chen et al., 2020). Additionally, it
is recognized that personal views that result from previous experiences influence travel intention
(cognitive and emotional). Because a person's travel intentions might change because of both internal
and external influences. Preferences, rules, and regulations lay the foundation for significant shifts in
this behaviour, particularly in the age of the new normal.
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METHODOLOGY
Research Design

The aim is to identify the relationship between motivational factors and the intentional decision
to visit nature-based destinations in the Northern Region of Malaysia and be able to characterize the
features of the variables of interest in current circumstances. The research approach for this study used
a quantitative method which involved large-scale survey research by using the questionnaire method.
The time horizon for this study used was cross-sectional where the data was collected just once and
followed by the period that has been set. Moreover, the subject matter will be individuals which are
domestic tourists in the study area. The research design of this study illustrates to determine which
factors most influence the decision-making of domestic tourists in choosing the nature-based
destination. In this study, one dependent variable which is the intention decision of domestic tourists to
visit nature-based destinations adapted from Chi & Pham (2020), and six independent variables that are
considered motivational factors adapted from Carvache-Franco et. al (2019) which are nature, escape
activities, novelty, nostalgia, and attractions. Hence, to describe the relationship between a dependent
variable and an independent variable, the descriptive study has been chosen in this study. Consequently,
it aids in identifying and describing the elements that motivate the Northern Region of Malaysian
domestic tourists to travel to nature-based destinations. A proper statistical method has also been used
to determine whether the hypothesis can be accepted. The statistical approach provides a deeper
comprehension of the connections between the variables.

Population & Sampling of the Study

According to the Department of Statistics Malaysia, the domestic tourism survey for the year
2021 in there are 13.9 million domestic tourists that visit the Northern Region of Malaysia. Population
refers to a collection of people or things that have at least one trait in common and from which
information can be gathered and analysed. In this study, the population will be focused on domestic
tourists that come and visit Perak, Penang, Perlis, and Kedah. The representative sample was chosen
among domestic visitors based on the total annual of visitors in the Northern Region of Malaysia in the
year 2021. To collect the data for this study, convenient sampling was used that involves the domestic
tourists that visited to nature-based tourism destinations in Malaysia's Northern Region. In a non-
probability sampling method called convenient sampling, units are chosen for the sample based on how
easy they are to access for the researchers to collect the data. Thus, the sample size which adapted from
the study of Krejcie & Morgan (1970), where 384 samples were collected for this study.

Data Collection Method

The information required for the research can be gathered from a wide range of sources. It can
be done by reading relevant books, white papers, technical papers, websites, project focus groups,
conducting interviews, and handing out questionnaires. The primary data for this study was gathered
through 384 sets of questionnaires that will be distributed to the respondents by using an online survey
in the Northern Region of Malaysia. This research utilizes a primary research method where an online
survey was generated through an online platform, Google Forms. It is more suitable and fast as now
everyone is already exposed to technology and familiar with assessing the platform. Refer to collected
data for purpose of reviewing the previous study to get a better understanding of the research topic.
Several secondary data have been used for this study. Secondary data that was used in this study
included journals, articles, books, and the internet. The questionnaire consisted of three sections i.e.,
sections A, B, and C. The measurement and scale that was used in this study were nominal scales and
ordinal scales. Section A of the survey asked five questions about the visitor's gender, age, household
income, degree of education, number of visits, and travel mode. Education level and total household
income, and education were operationalized as categorical variables. scales. Nominal scales were used
in this section as they involved multiple choices answers. In section B, there are six elements that affect
domestic visitors. Twenty-one questions were used to elicit the attributes that were sought, and a 5-
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point Likert scale was used to assign scores to each of the attributes. We questioned respondents about
their motivations and the factors that influence their choice of natural-based tourist destinations.
Questions about nature, escape, activities, novelty, nostalgia, and attractiveness made up the motivating
elements. The most popular variables were then questioned and appraised using Likert scale techniques.
Section C of the questionnaire consisted of dependent variables and detailed information to investigate
the intention in making the decision to visit the nature-based destination in the northern region of
Malaysia. Ordinal scales were utilized in section B and section C because Likert scales were involved.

The Statistical Package for Social Science (SPSS) for Windows Version 10 was used to analyze
the data. All the returned questionnaires underwent initial editing and verification. In this study, three
levels of analysis were performed. Statistics from a descriptive analysis of the demographic
characteristics made up the first level. Second, the regression statistical method was used to determine
the nature of the relationship between the variables which is the most popular reason visitors choose to
come.

FINDINGS

The analysis was conducted using Statistical Package for Social Science (SPSS) version 27. The
respondent's profile was underlined first, then the outcomes of the data collection and statistical methods
used were examined, presented, and interpreted as follows.

Cronbach’s Alpha Reliability Analysis

The reliability of the items in the questionnaire was verified by computing Cronbach’s Alpa.
George and Mallery (2003), suggested the following rules of thumb for evaluating alpha; Excellent
(> .9), Good (>.8), Acceptable (>.7), Questionable (>.6), Poor (>.5), and Unacceptable (<.5). In
addition, Nunally (1978) stated that the minimum alpha can be 0.6 for the early stage of research. The
set of items is said to be reliable if Cronbach’s Alpha value is 0.6 or higher. Table 1 shows the results
of the reliability test of all the items in the variables.

Table 1: Reliability test results

Variables Cronbach's Alpha N of Items
Nature 928 5
Escape 748 2
Activities 741 3
Novelty 935 2
Nostalgia .696 3
Attraction .824 4
Dependent Variable: Intention 955 4

Based on the result of the reliability test, for an independent variable, Cronbach’s Alpha for
nature factor was 0.98 for 5 items, the escape factor was 0.748 with two items, the activities factor was
0.741 with three items, the novelty factor was 0.935 with two items, nostalgia factor was 0.696 with
three items and attraction factor was 0.824 with four items. Moreover, the independent variable for the
intention of tourists to visit nature-based destinations shows that Cronbach’s Alpha was 0.955 with four
items. Based on the result, all the variables have achieved a value that is more than 0.6. As a result, it
was determined that all the variables had adequate reliability.
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Respondent’s Profiles

Respondents in Table 2 were required to answer questions about their demographics using a
google form as part of the survey instrument-filling process. Gender, marital status, age, education,
household income, travel time, travel frequency, and travel mode are among the demographic details.
The demographic profile is meant to provide a summary of the respondents who take part in the study.

Table 2: Demographic factors of tourists that visit nature-based destinations.

Characteristics Frequency (n) Percentage (%)
Gender

Male 168 42.9
Female 224 57.1
Marital Status

Single 302 77.0
Married 88 22.4
Age

Under 25 years old 189 48.2
25-34 years old 170 43.4
35-44 years old 13 3.3
45 years old and above 20 5.1
Education

Tertiary education 355 90.6
Secondary education 33 8.4
Primary education 4 1.0
Household income

RM1,200 or less 91 23.2
RM1,201-RM2,500 110 28.1
RM2,501-RM 5,000 109 27.8
RMS5,001-RM7,000 42 10.7
RM7,001 and above 40 10.2
Travel time

Weekends 74 18.9
Weekdays 19 4.8
Holidays 161 41.1
Free time 138 35.2
Travel frequency

Below 2 times 102 26.0
2-4 times 174 44.4
4-6 times 62 15.8
Above 6 times 54 13.8
Travel mode

Individual 30 7.7
Family 215 54.8
Friends 137 34.9
Package by employer 10 2.6

The main aim of this study is to determine the factors that influence domestic tourists’ decision
to visit nature-based destinations. Based on the result of a descriptive analysis of demographic revealed
that the biggest percentage of respondents from young adults ranging from age 18 to 34 years old
preferred to travel to nature-based destinations. This is probably due to their early desire to participate
in physically demanding activities like hiking, camping, and other extreme sports. In addition, most of
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the respondents travel to a nature-based destination at least from 2 to 4 times a year which is reasonable
depending on their free time and holidays. This outcome demonstrates that most young adult
respondents adore traveling to places with a natural setting, which is consistent with the trend changes
in preferences of tourist destinations nowadays.

Regression Analysis

According to Bluman (2018), the coefficient of determination, or 0 % 1, is a value between 0 and
1 inclusive. The least-squares regression line cannot explain any variation if 1* is equal to zero. The
regression line in the dependent variable's least-squares analysis will explain 100% of the variation if
r’=1. Results of multiple linear regression analysis on the most preferred motivational factors and the
intention decision of tourists to visit nature-based tourism in the Northern Region of Malaysia are shown

in Table 3.
Table 3: Regression analysis result

Model r 1’ Adj. Std. Error F Sig.
1 of the
Estimate

Predictors: (Constant), .594% 353 351 72043 212.734 <.001
Nature
Predictors: (Constant), 576 332 330 73199 193.840 <.001
Escape
Predictors: (Constant), 450° 202 .200 .80002 98.777 <.001
Activities
Predictors: (Constant), 664 441 439 .66982 307.252 <.001
Novelty
Predictors: (Constant), .493¢ 243 241 77936 125.030 <.001
Nostalgia
Predictors: (Constant), 5341 285 284 75705 155.830 <.001
Attraction

The table shows the result of the linear regression test on the independent variables to determine
the most preferred factors that may influence the intention of domestic tourists to visit nature-based
destinations. The result test on independent variables; where by nature factor (r’=.353, Adj. r’=.351,
F=212.734, p<0.001), Escape factor (.332, Adj. r’= .330, F=193.840, p<0.001), Activity factor (r* =
200, F=98.777, p<0.001), Novelty factor (*=.441, Adj.r’=439, F=307.252, p<0.001), Nostalgia factor
(r’=.243, Adj.r’=.241, F=125.030, p<0.001), and Attraction factor (r*=.285, Adj.r’=.284, F=155.830,
p<0.001). Based on the regression thumb rules, the researchers can see from the result of the analysis,
that the highest percentage of the relationship for the novelty factor is 44.1%, followed by the nature
factor is 35.3%, the escape factor is 33.2%, the attraction factor 28.5%, the nostalgia factor is 24.3%
and the lowest is the activities factor which is 20.2%. Based on the research objective, the researchers
want to determine the most preferred motivational factors among visitors to visit nature-based tourism
in the Northern Region of Malaysia. As the result, it shows that the highest percentage associated with
the motivation factor that influences domestic tourists to visit nature-based in the Northern Region of
Malaysia is the novelty factor and the lowest is the activity factor. The contribution of this research lies
in the confirmation that novelty is the most important motive to visit nature-based destinations and a
new trend in the tourism industry.

DISCUSSION

The study demonstrates a correlation between motivational factors with six factors and intention to visit
nature-based destinations. From the hypothesis, the researcher wants to know if there is a significant
relationship between motivational factors and the intention to visit nature-based destinations. In line
with the hypothesis, the result shows that all six independent variables reported a positive correlation
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with moderate rank where there is a significant relationship between the independent variables (nature,
escape, activities, novelty, nostalgia, and attractions) and the intention. Therefore, it was expected that
the motives to visit nature-based destinations in the Northern Region of Malaysia are similar with some
studies.

Research by Carvache-Franco et. al (2019) confirmed that the motives with the highest value were
escape, followed by nostalgia and nature. Seven motivational variables were identified; "self-
development,” which is associated with self-improvement, accounted for most of these components in
ecotourism, subsequently “interpersonal relationships” and “building personal relationships”. This
study explained that tourists visit nature-based destinations to get to know themselves deeply with find
a new perspective on life. However, contrary to this study, the result shows that the highest value is
novelty, followed by nature and escape. The motives that remain from other research are escape and
nature. The findings of this study were similar with Kara and Mkwizu (2020), the findings indicated
that tourists were motivated to travel with the intention of discovering and learning new things. In
addition, Seyitoglu (2020) revealed that “novelty and learning” were the variables that most foresee the
satisfaction and loyalty of tourist motivation and followed by “escape and relaxation” and
“socialization”. Indeed, Mehmetonglu (2007) discovered that the first trip purpose, "novelty and
learning," was crucial, following the second, "a contrast to everyday life."

One of the key measures in the findings is to observe the most preferred motivational factors among the
six factors. The study revealed that the most preferred factors are a “novelty”. Therefore, seems that
people travel to escape from routine also find some relaxation and go to nature to heal by seeing and
taking photos of flora and fauna. The novelty illustrated that people come to nature-based destinations
to explore new destinations and also socialize with friends. This study provides new insight into the
relationship between motivational factors and the intention to visit nature-based destinations. The
findings of this study imply that different locations and travel intentions resulted in different motivations
to visit nature-based destinations tourism. Due to their varying levels of tolerance for tourism
experiences, travellers are typically drawn in diverse ways to various tourist destinations. Generally,
some people look for locations that might offer an adventurous lifestyle, others consider destinations
where they can escape from their daily routines (Carvache-Franco et al., 2022).

As this research is looking more into the motivational factors, the expansion of theoretical implication
that can be explored is about risk perception and crisis management. From here, the theoretical
implications may extend to understanding how tourists perceive risks associated with nature-based
tourism, including environmental concerns, safety, and health considerations. In future, this could
involve exploring the impact of factors such as destination hygiene, healthcare facilities, and the
perceived risk of diseases. The practical applications of understanding the factors that influence
domestic tourists' decisions to visit nature-based tourism destinations are wide-ranging and can have a
significant impact on destination management, marketing, and stakeholders. From the findings, tourism
destinations can offer marketing and positioning by highlighting unique natural attractions and
experiences to the tourists. This might include guided nature tours, eco-friendly accommodations, and
adventure activities that align with identified influencing factors. Besides, the destinations could
consider seasonal variations and plan events or activities that align with the preferences of domestic
tourists. For instance, promoting bird-watching events during migration seasons or outdoor festivals
during favourable weather conditions can attract more visitors.

Next, practical applications of the research could encourage the collaboration with stakeholders. The
destination may foster collaboration between government bodies, private enterprises, and local
communities to create a unified approach to destination management. This can involve coordinated
marketing efforts, conservation initiatives, and infrastructure development. By involving the local
communities in tourism planning and development, it ensures that the benefits of tourism are distributed
equitably. Engaged and empowered communities can contribute positively to the overall tourism
experience, making destinations more attractive to domestic tourists.
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This study has limitations in association with the data used. Based on the result in examine the most
preferred motivational factors among six independent variables, the indicated percentages are not too
different from each other. This is because the collected data were mostly from the hikers and campers
that visit the study area in the Northern Region of Malaysia by online survey, respondents may be biased
and not be representative for an overall questionnaire. Another limitation is that this study did not test
the attribute items for each variable. Thus, for future studies, in order to understand why the stated
percentage in the findings is not significantly different from each other, the researcher must focus on
the motivational factors. Motivational factors and intention to visit nature-based destinations should be
separately examined by each attribute to obtain more useful and accurate information.

CONCLUSION

To sum up, the primary objective of this study is to determine the most preferred motivational factors
among visitors to visit nature-based tourism in the Northern Region of Malaysia. As a result, the novelty
factor has a higher percentage of correlation with the motivational factor behind domestic tourists'
decisions to visit nature-based attractions in Malaysia's Northern Region, while the activity factor has
a lower percentage. Hence, it shows how this study has contributed to the affirmation of novelty as the
major reason people visit natural-based destinations and as a new trend in the tourism industry.
Additionally, the fact that this study's results demonstrate that the activity factor is currently the least
factor in tourists' decisions to travel for nature-based tourism offers fresh insights to the travel industry.
For instance, travel agencies can create a package vacation that includes a variety of exciting activities
at the local destinations to promote and entice the domestic tourists to visit the nature-based tourism.
Furthermore, since nature-based tourism destinations are becoming more popular, it is crucial for
Malaysia's tourism industry authorities to develop effective strategies to promote it well to tourists. As
an industry that depends on wildlife habitat conservation, nature-based tourism offers incentives to local
governments and landowners to act. It encourages conservation by elevating the importance of the
natural areas that remain left. Given the growing importance of nature tourism to the country’s
economic growth, motivation must have been exerted to preserve the area's last remaining natural areas
for animal and wildlife enthusiasts. Due to Malaysia's rich biodiversity, there is hope that the tourism
industry would develop and attract more tourists to discover the country's beauty of nature.

ACKNOWLEDGEMENTS

We would like to thank to Universiti Teknologi MARA Kampus Bandaraya Melaka for giving us the
opportunity to do the research. We are grateful to all of those who have been involved in this research.

FUNDING

This research received no specific grant from any funding agency in the public, commercial, or not-for-
profit sectors.

AUTHORS’ CONTRIBUTION

Wan Sarah, W.S, Farah Nadiah, R. and Nur Faza Atiqa, F. conceived and planned the analysis. They
all carried out the experiments and data preparation. Siti Amalina, M.Y. planned and carried out the
analysis. Ellail Ain, M.A. contributed to the interpretation of the results. Siti Amalina, M.Y ., Ellail Ain,
M.A and Mohd Khairulanwar, M.Y. took the lead in writing the manuscript. All authors provided
critical feedback and helped shape the research, analysis, and manuscript.

CONFLICT OF INTEREST DECLARATION

We certify that the article is the Authors’ and Co-Authors’ original work. The article has not received
prior publication and is not under consideration for publication elsewhere. This research/manuscript has

218



Wan Sarah Shuhada Wan Shamshudi, Farah Nadiah Radzuan, Nur Faza Atiqa Faizal, Siti Amalina
Mohd Yazid, Mohd Khairulanwar Md Yusof, Ellail Ain Mohd Aznan
Jurnal Intelek Vol. 19, Issue 1 (Feb) 2024

not been submitted for publication nor has it been published in whole or in part elsewhere. We testify
to the fact that all Authors have contributed significantly to the work, validity and legitimacy of the data
and its interpretation for submission to Jurnal Intelek.

REFERENCES

Agarwal, S., Busby, G., & Huang, R. (2018). Special interest tourism: Concepts, Contexts and Cases.
CABL

Arnegger, J., Woltering, M., & Job, H. (2010). Toward a product-based typology for nature-based
tourism: a conceptual framework. Journal of Sustainable Tourism, 18(7), 915-928.
https://doi.org/10.1080/09669582.2010.485680

Bluman. (2018). Elementary Statistics: A Brief Version Se.

Carvache-Franco, M., Carvache-Franco, W., Carvache-Franco, O., Hernandez-Lara, A. B., & Buele, C.
V. (2019). Segmentation, motivation, and sociodemographic aspects of tourist demand in a coastal
marine destination: a case study in Manta (Ecuador). Current Issues in Tourism, 23(10), 1234—1247.
https://doi.org/10.1080/13683500.2019.1600476

Carvache-Franco, M., Lopez, C. C., & Carvache-Franco, W. (2022). Market segmentation by
Motivations in ecotourism: application in the Posets-Maladeta Natural Park, Spain. Sustainability,
14(9), 4892. https://doi.org/10.3390/su14094892

Cheung L. T. O., & Fok, L., (2014). The motivations and environmental attitudes of nature-based
visitors to protected areas in Hong Kong. International Journal of Sustainable Development &
World Ecology, 21(1), 28-38. DOI: 10.1080/13504509.2013.832711.

Chi, N. T. K. (2022). The Impact Of Travel Experience, Travel Motivation, And Destination Image On
Tourists’ Revisit Intention To Ecotourism. Tap Chi Khoa Hoc & Cong Nghé, 227(04), 69-75.
https://doi.org/10.34238/tnu-jst.5548

Chiet, C. L. S., & Razak, K. A. (2021). Factors Influencing domestic tourist preference of holiday
destination in Malaysia during theCOVID-19 Pandemic: A Conceptual framework. International
Journal of Social Science and Humanity, 97-101. https://doi.org/10.18178/ijssh.2021.v11.1047

Crompton, J. L. (1979). An Assessment of the Image of Mexico as a Vacation Destination and the
Influence of Geographical Location Upon That Image. Journal of Travel Research, 17, 18-23.
https://doi.org/10.1177/004728757901700404

Day, G. S. (1969). A two-dimensional concept of brand loyalty. Journal of Advertising Research, 9,
29-35.

Domestic Tourism Survey 2021. (2022). www.dosm.gov.my.
https://v1.dosm.gov.my/v1/index.php?r=column/cthemeByCat&cat=472&bul_id=QmNWcG1TdV
00WVIBZVQ4cGVLYIQvdz09&menu id=bOpIVI1E3RW40VWRTUkZocEhyZ1pLUTO09

Franks, T. J. (2015). Tourist motivations in selecting a nature-based destination: A study of Vermejo
Park Ranch. https://ttu-ir.tdl.org/ttu-ir/bitstream/2346/63674/1/FRANKS-THESIS-2015.pdf

Haarhoff, R. (2018). Tourist perceptions of factors influencing destination image: a case study of
selected Kimberley resorts. African Journal of Hospitality, Tourism and Leisure, 7(4).

Hashim, N. A. A. N, Noor, M. A. M., Awang, Z., Aziz, R. C., & Yusoff, A. M. (2018). The Influence
of Tourist Perceived Risk towards Travel Intention: A Conceptual Paper. International Journal of
Academic Research in Business and Social Sciences, 8(16), 92—102.

Hultman, M., Kazeminia, A., & Ghasemi, V. (2015). Intention to visit and willingness to pay premium
for ecotourism: The impact of attitude, materialism, and motivation. Journal of Business Research,
68(9), 1854—1861. https://doi.org/10.1016/j.jbusres.2015.01.013

Jennifer C., (2021). Domestic Tourism as a Pathway to Revive the Tourism Industry and Business Post
the COVID-19 Pandemic, Working Papers DP-2021-25, Economic Research Institute for ASEAN
and East Asia (ERIA).

Kara, N. S. & Mkwizu, K. H., (2020). Demographic factors and travel motivation among leisure tourists
in Tanzania. International Hospitality Review, 34(1), 81-103. https://doi:10.1108/ihr-01-2020-
0002.

219


https://doi.org/10.1177/004728757901700404

Wan Sarah Shuhada Wan Shamshudi, Farah Nadiah Radzuan, Nur Faza Atiqa Faizal, Siti Amalina
Mohd Yazid, Mohd Khairulanwar Md Yusof, Ellail Ain Mohd Aznan
Jurnal Intelek Vol. 19, Issue 1 (Feb) 2024

Kim, H., Borges, M.C. & Chon, J. (2006). Impacts of environmental values on tourism motivations: the
case of FICA, Brazil. Tourism Management, 27: 957-967.

Kim, J., & Ritchie, B. W. (2012). Motivation-based typology: An empirical study of golf tourists.
Journal of Hospitality & Tourism Research,36 (2), 251-280.

Krejcie, R. V., & Morgan, D. W. (1970). Determining sample size for research activities. Educational
and psychological measurement, 30(3), 607-610.

Lee, C.-K., Lee, Y.-K., & Wicks, B. E. (2004). Segmentation of festival motivation by nationality and
satisfaction. Tourism Management, 25(1), 61-70. doi:10.1016/s0261-5177(03)00060-8

Machnik, A. (2013). Nature-Based Tourism as an Introduction to Ecotourism Experience - A New
Approach. Journal of Tourism Challenges & Trends, 6(1), 75.

Marzuki, A., Rofe, M. W., & Hashim, N. a. M. (2014). Disputes on Nature-Based tourism development
in northern peninsular Malaysia. Tourism Analysis, 19(4), 525-530.
https://doi.org/10.3727/108354214x14090817031314

Mehmetoglu, M. (2007). Nature-Based tourism: a contrast to everyday life. Journal of Ecotourism,
6(2), 111-126. https://doi.org/10.2167/joe168.0

Mehmetoglu, M., & Normann, @. (2013). The link between travel motives and activities in nature-based
tourism. Tourism Review, 68(2), 3—13. https://doi.org/10.1108/tr-02-2013-0004

Metin, T. C. (2019). Nature-Based Tourism, Nature Based Tourism Destinations’ Attributes and Nature
Based Tourists” Motivations. Lambert Academic Publishing. pp. 174-200.

Mohaidin, Z., Wei, K. T., & Murshid, M. A. (2017). Factors influencing the tourists’ intention to select
sustainable tourism destination: a case study of Penang, Malaysia. International Journal of Tourism
Cities, 3(4), 442—465. https://doi.org/10.1108/ijtc-11-2016-0049

New Straits Times. (2022, April 6). Travel operators need to embrace current travel trends. nst.com.my.
Retrieved April 6, 2022, from https://www.nst.com.my/news/nation/2022/04/786554/travel-
operators-need-embrace-current-travel-trends

Noh, J. (2006). Americans’ intentions to vacation in East Asia: an empirical investigation of the
relationships among information source usage, destination image, perceived risks, and intention to
visit. In UMI eBooks. http://ci.nii.ac.jp/ncid/BB18868737

Nunally, J. C. (1978). Psychometric Theory. New York: McGraw-Hill.

Park, D. B., & Yoon, Y. S. (2009). Segmentation by motivation in rural tourism: A Korean case study.
Tourism Management, 30(1), 99—108. https://doi.org/10.1016/j.tourman.2008.03.011.

Parrinello, G. L. (1993). Motivation and anticipation in post-industrial tourism. Annals of Tourism
Research, 20(2), 233-249. https://doi.org/10.1016/0160-7383(93)90052-5

Piramanayagam, S., Sud, S., & Seal, P. P. (2021). Relationship between tourists’ local food
experiencescape, satisfaction and behavioural intention. In Routledge eBooks (pp. 140-154).
https://doi.org/10.4324/9781003158783-11

Ramazannejad, Y., Zarghamfard, M., Hajisharifi, A., & Azar, S. G. (2021). Factors behind tourists’

travel motivation: the case of the Gilan region, Iran. Quaestiones Geographicae, 40(4), 101-112.
https://doi.org/10.2478/quageo-2021-0032

Seyitoglu, F. (2020). Cappadocia: The effects of tourist motivation on satisfaction and destination
loyalty. Journal of Tourismology, 35—48. https://doi.org/10.26650/j0t.2020.6.1.0033

Shaykh-Baygloo, R. (2020). A multifaceted study of place attachment and its influences on civic

involvement and place loyalty in Baharestan new town, Iran. Cities, 96, 102473.
https://doi.org/10.1016/j.cities.2019.102473
Silverberg, K. E., Backman, S. J., & Backman, K. F. (1996). A Preliminary Investigation into the
Psychographics of Nature-Based Travelers to the Southeastern United States. Journal Of Travel
Research, 35(2), 19-28. doi: 10.1177/004728759603500204

Trauer, B. (2006). Conceptualizing special interest tourism—frameworks for analysis. Tourism
Management, 27(2), 183-200. https://doi.org/10.1016/j.tourman.2004.10.004

Uysal, M., & Jurowski, C. (1994). Testing the push and pull factors. Annals of Tourism Research, 21(4),
844-846. https://doi.org/10.1016/0160-7383(94)90091-4

Valentine, Peter (1992) Review. nature-based tourism. In: Weiler, Betty, and Hall, Colin Michael, (eds.)
Special interest tourism. Belhaven Press, London, Great Britain, pp. 105-127.

220


https://doi.org/10.1016/j.tourman.2008.03.011
https://doi.org/10.1016/j.tourman.2004.10.004

Wan Sarah Shuhada Wan Shamshudi, Farah Nadiah Radzuan, Nur Faza Atiqa Faizal, Siti Amalina
Mohd Yazid, Mohd Khairulanwar Md Yusof, Ellail Ain Mohd Aznan
Jurnal Intelek Vol. 19, Issue 1 (Feb) 2024

Volgger, M., Taplin, R., & Aebli, A. (2021). Recovery of domestic tourism during the COVID-19
pandemic: An experimental comparison of interventions. Journal of Hospitality and Tourism
Management, 48, 428-440. https://doi.org/10.1016/j.jhtm.2021.07.015

Weaver, David Bruce. (2001). Ecotourism as Mass Tourism: Contradiction or Reality?. The Cornell
Hotel and Restaurant Administration Quarterly, 42, 104-112. 10.1016/S0010-8804(01)80022-7.

Xu, B. J. & Chan, S. (2016). A new nature-based tourism motivation model: Testing the moderating
effects of the push motivation. Tourism Management Perspectives, 18, 107-110.

221



	ABSTRACT
	INTRODUCTION
	LITERATURE REVIEW
	Nature-Based Tourism Destination
	Travel Motivations
	Nature
	Escape
	Activities
	Novelty
	Nostalgia
	Attractions
	Travel Intentions

	METHODOLOGY
	Research Design
	Population & Sampling of the Study
	Data Collection Method

	FINDINGS
	Cronbach’s Alpha Reliability Analysis
	Respondent’s Profiles
	Regression Analysis

	DISCUSSION
	CONCLUSION
	ACKNOWLEDGEMENTS
	FUNDING
	AUTHORS’ CONTRIBUTION
	CONFLICT OF INTEREST DECLARATION
	REFERENCES

