
TEAM Journal of Hospitality and Tourism, Vol 16, Issue 1, 2019

Travel Motivation, Marketing Attributes and Destination Choice among Honeymooners in 
Malaysia

Farizah Jailani, Hassnah Wee* and Nurzehan Abu Bakar
Dairymas (M) Sdn Bhd, Shah Alam, Malaysia

Faculty of Hotel & Tourism Management, Universiti Teknologi MARA, Cawangan Selangor, Malaysia
Faculty of Hospitality, Tourism & Wellness, Universiti Malaysia Kelantan

ISSN: 1823-4003
Vol 16  Issue 1, 2019

pp. 9-21

Abstract: Choosing the right destination for a honeymoon is the main concern for newly-wed couples. The 
destination of choice should have the right attributes that fulfill the honeymooners’ needs and wants. Travel 
motivation is the force that drives people to choose the right destination for a holiday. The main focus of this 
study is to identify travel motivation that influences honeymooners’ destination choice with the marketing attribute 
as the mediating variable in attracting potential honeymooners to choose local attraction as their honeymoon 
destination. Self-administered questionnaires were used to collect responses from 285 visitors at wedding fairs. 
Results indicated that travel motivation positively influences honeymoon destination choice while the coastal 
destination is the most preferred local destination for honeymoon. Furthermore, marketing attributes mediate the 
relationship between travel motivation and honeymoon destination choice. The outcome of this study is useful 
for tourism-related agencies to develop a more intensive and effective promotion strategy to attract newly-wed 
couples to spend their honeymoon at local destinations. Promotion of local destinations as honeymoon holiday 
thus encourages honeymoon tourism in the country. The theoretical implications and recommendations are stated 
to add the significant contributions of the study.
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 Introduction

Honeymoon is known as a special holiday taken by a newlywed couple immediately after their wedding 
receptions (Winchester, Winchester & Alvey, 2011). Usually, newlywed couples will take a few days to celebrate 
their marriage before they begin their new chapter together (Ampersandtravel, 2019). According to Tripsavvy 
(2019), there are about 1.4 million couples going on honeymoon per year. These couples spend greatly on their 
honeymoon than a regular kind of holiday (Lee, Huang & Chen, 2010; Winchester et al, 2011). They spend an 
average of $4,466 on their honeymoon which is approximately 14 percent of their wedding budget (Tripsavvy, 
2019; Skift 2019). These newlywed couples are willing to spend big as they want to celebrate and cherish their 
‘once-in-a-lifetime’ experience. This lavish expenditure spent by couples had positioned honeymoon industry 
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as an important market segment in the tourism industry (Kim & Agrusa, 2005) and contribute significantly to 
country’s economic growth (Lee et al., 2010).

Due to the high demands of the honeymoon market, it has pushed many countries to tap into this lucrative 
market. Malaysia is among the countries that encourage the development of this market and has actively promoted 
wedding receptions, honeymoons and wedding photoshoots (Tourism Malaysia, 2018). According to Chris 
(2012), Malaysia is among the popular honeymoon destinations in Southeast Asia as the country is blessed with 
diverse cultures, breath-taking attractions and many activities that are suitable for couples to enjoy and relax on 
their romantic stay. There are several top destinations for honeymooners (Jivani, 2012). Some of the popular 
destinations for the honeymooners are Redang Island in Terengganu, Cameron Highlands in Pahang, Batu Ferringhi 
in Penang, Tanjung Aru in Sabah, Wilayah Persekutuan Kuala Lumpur as well as a historical city, Melaka. Each of 
the destinations stated has its own theme such as countryside honeymoon setting in Cameron Highlands, heritage 
and culture honeymoon setting in Melaka and beach honeymoon setting in Tanjung Aru, Sabah.

Although Malaysia has so much to offer, Global Honeymoon Survey conducted by Agoda.com revealed that 
the Maldives is a Malaysian honeymoon preferred destination (The Star, 2014). This survey revealed that Malaysian 
favored choosing overseas as their honeymoon destination rather than celebrating it locally. Malaysian couples 
are lured to have their honeymoon in another country as there is a lack of honeymoons and wedding promotional 
campaigns done by Tourism Malaysia to attract local honeymooners.  Most wedding and honeymoon promotion 
campaigns done by Tourism Malaysia are specifically designed to attract foreigner newlyweds. Even though the 
Ministry of Tourism Malaysia has carried out a lot of promotions to encourage Malaysians to spend their holiday 
locally, for example, Visit Malaysia Year and Cuti-Cuti 1Malaysia (Tourism Malaysia, 2018). Nevertheless, it 
is not known how far does this kind of promotion is able to attract the potential local honeymooners to spend 
their honeymoon locally. 

Hence, the present study sought to contribute to the existing literature by providing insight into the role 
of marketing attributes in attracting Malaysian honeymooners to choose local attraction as their honeymoon 
destination. Similarly, it is observed that published literature examining honeymoon destination is generally scarce 
at both the international level and national level (Jericó & Wu, 2017). Due to the potentiality of this honeymoon 
market and its scarcity of literature (Jericó & Wu, 2017; Kim & Agrusa, 2005) it has drawn this study to further 
investigate the role of marketing attributes in attracting potential honeymooners to choose domestic attraction 
as their honeymoon destination.

Literature Review 

Travel motivation

Travel motivation can be defined as the psychology behind travelers’ behaviors that stimulate them to travel (Pearce 
et al., 1998). Motivation is an important variable in studying tourist behavior. It is usually used to understand the 
systems of tourism (Pestana, Parreira, & Moutinho, 2019; Mill & Morrison 1985). Studies on travel motivation 
revealed that travel motivation does influence a traveler’s decision making across many contexts. For instance, 
motivation and travel destination selection (Pestana et al, 2019), selection of wedding venue (Thuraiselvam and 
Yii,2017) and honeymoon destination choices in Taiwan (Cheng, Husn, & Wen, 2010).

There are many scholars who have examined travel motivations (Crompton, 1979; Kau & Lim, 2005; Kozak, 
2002). The common scholars that addressed travel motivation are Maslow’s (1943), Plog (1974), Dann (1977), 
Crompton (1979) and Uysal (1996). For the present study, pull and push motivation by Crompton (1979) is used 
to examine honeymooner’s travel motivation as it is a recognized framework in explaining travel motivation 
and destination choice (Thuraiselvam & Yii,2017; Kim, Lee & Klenosky, 2003; Kozak, 2002). In literature, 
intrinsic motivation is also known as ‘push’ while extrinsic is identified as ‘pull’ factors (Beldona, Morrision, 
& O’Leary, 2005). 
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Push factor

Push factors are the factors that motivate or create a desire to travel (Crompton, 1979; Dann, 1977). In other 
words, push factors are the specific factors that influence a person’s decision to go for a vacation. These factors 
are associated with intangibles elements such as needs, motives as well as interests of the person (Kim & Agrusa, 
2004). Most push factors are internal forces that relate to the needs and wants of the tourists. Example of needs 
and wants of the tourists are the desire to escape, prestige, excitement, rest and relaxation, health and fitness, 
doing different things and relieving stress (Correia & Valle, 2007). Moreover, according to Crompton (1979), 
the feelings of excitement, change, and curiosity were also the main reasons for tourists to travel.

Pull factor

Dann (1977) defined the pull factor as an external force that influences a person to visit his or her preferred 
destination. According to Klenosky (2002), pull factors refer to those that lead a person to select one destination 
over another once the decision to travel has been made. Some of the elements which fall under pull factors are 
historic and cultural resources, beaches or scenery and recreation facilities (Kim & Chalip, 2005) Other significant 
pull factors include affordable price, destination image, comfortable weather, easy accessibility, destination 
attributes, good facilities, authentic culture, interesting adventure activities, nightlife and others (Correia, Oom 
do Valle & Moço, 2007). Couples are also attracted to promotion, destination marketing, and branding. All these 
factors have attracted tourists to visit a destination.

Marketing Attributes

Promotion and marketing campaign is the essential medium to attract travelers to visit a destination. This medium 
communicates about the available product and services to a potential traveler (Mulec, 2010). The destination 
brand, name, symbol, logo, wordmark or image are those elements that greatly influence the buyer’s decision to 
choose a destination. However, only successful promotion can entice and attract the right segment of potential 
tourists to visit the destination. 

Various studies have shown that the marketing attribute is an important determinant and acts as a mediator of 
buyer’s decision across various contexts including in healthcare establishment (Tsai, 2014), business performance 
(Sin & Tse, 2000) and many more. Knowledge of marketing is very important. Thus, good destination marketers 
should consider the needs, wants and expectations of their customers in order to come out with a successful 
marketing strategy.

Destination Choice

Destination choice can be defined as a tourist’s decision on which travel destination that they wish to visit 
(Gómez, Imhoff, Martín-Consuegra, Molina, & Santos-Vijande, 2018). Destination choice is among the well-
known research topics area in the tourism academic field (Crompton, 1979; Gómez et al., 2018). It has become 
one of the core elements in identifying factors that influence traveling decision and destination choice. Among 
the destination decision framework that has been developed to understand the process of destination decisions 
are theory by Mathieson and Wall (1982), Woodside and Lysonski (1989), Moutinho (1987), Crompton (1997) 
and Um and Crompton’s (1990).  

Study Framework

The use of motivation theories was chosen to understand what drives the intentions among the honeymooners to 
go for honeymoon. This was found to be an ideal framework for finding the honeymooners’ destination choice. 
This model is selected based on its dynamism, which allowed other researches to alter the model in order to fit 
the researcher’s context. The conceptual framework is as shown in Figure 1.
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Figure 2.1. Study Framework

The study framework in Figure 2.1 indicated that the researchers have determined two independent variables 
which are ‘push and pull factors’, one dependent variable namely ‘destination choice’ and ‘marketing attributes’ 
as a mediator for this study.  Based on the variables mentioned above, these hypotheses were formulated:

H1: There is a significant relationship between travel motivations towards honeymoon destination
   choice.
  H1a: There is a significant relationship between push factors towards honeymoon destination 
  choice.
  H1b: There is a significant relationship between pull factors towards honeymoon destination 
  choice.
H2: There is a significant relationship between travel motivations towards marketing attributes.
H3: There is a significant relationship between marketing attributes and honeymoon destination
   choice
H4:  Marketing attributes mediate the relationships between travel motivation and honeymoon 
  destination choice.

Methodology

A quantitative approach was used for this study. The questionnaire used for this study included four main 
sections. Section A contained fifty-five items (55) which inquired respondent’s travel motivation including the 
push factor and pull factor. Section B contained eight items (8) which investigated the marketing attributes 
while honeymooner’s destination choice categorized in Section C has twenty items (20). Section D elicited the 
demographic profile of the respondents. A five-point Likert scale ranging from 1, representing “Strongly Disagree” 
to 5, representing “Strongly Agree” was used to rank the perceived importance of each travel motivation.  

12

TEAM Journal of Hospitality and Tourism, Vol. 16, Issue 1, 2019

Farizah Jailani, Hassnah Wee and Nurzehan Abu Bakar

Figure	2.1: Study Framework

The study framework in Figure 2.1 indicated that the researchers have determined two independent variables 
which are ‘push and pull factors’, one dependent variable namely ‘destination choice’ and ‘marketing attributes’ 
as a mediator for this study.  Based on the variables mentioned above, these hypotheses were formulated:

H1: There is a significant relationship between travel motivations towards honeymoon destination
   choice.
  H1a: There is a significant relationship between push factors towards honeymoon destination 
  choice.
  H1b: There is a significant relationship between pull factors towards honeymoon destination 
  choice.
H2: There is a significant relationship between travel motivations towards marketing attributes.
H3: There is a significant relationship between marketing attributes and honeymoon destination
   choice
H4:  Marketing attributes mediate the relationships between travel motivation and honeymoon 
  destination choice.

Methodology

A quantitative approach was used for this study. The questionnaire used for this study included four main 
sections. Section A contained fifty-five items (55) which inquired respondent’s travel motivation including the 
push factor and pull factor. Section B contained eight items (8) which investigated the marketing attributes 
while honeymooner’s destination choice categorized in Section C has twenty items (20). Section D elicited the 

20 

 

 TEAM Journal of Hospitality and Tourism, Vol. 16, Issue 1, 2019  
 

destination decisions are theory by Mathieson and Wall (1982), Woodside and Lysonski 

(1989), Moutinho (1987), Crompton (1997) and Um and Crompton’s (1990).   

Study Framework 
 

The use of motivation theories was chosen to understand what drives the intentions 

among the honeymooners to go for honeymoon. This was found to be an ideal framework 

for finding the honeymooners’ destination choice. This model is selected based on its 

dynamism, which allowed other researches to alter the model in order to fit the 

researcher’s context. The conceptual framework is as shown in Figure 1. 

Travel	Motivation 

 
Figure	2.1: Study Framework 

 



13

TEAM Journal of Hospitality and Tourism, Vol. 16, Issue 1, 2019

Travel Motivation, Marketing Attributes and Destination Choice among Honeymooners in Malaysia

A non-probability sampling which is convenience sampling was chosen in this study. The researchers planned 
to collect 300 answered questionnaires through the survey method using a self-administered questionnaire. The 
sample size was determined by Roscoe’s (1975) rules of thumb where sample size of more than 30 and less 
than 500 are appropriate for the existing research. This can be considered as an adequate sample size since there 
were studies conducted in a similar area (travel motivation) whereby Negm and Elsamadicy (2017) and Kruger, 
Saayman, and Ellis (2014) had used a sample of 300 respondents in their study. The questionnaires were distributed 
to newlywed couples who attended three wedding fairs in Selangor and Klang Valley namely Wedding Expo, 
Malaysia Wedding Festival (MEFA), and KL-PJ Wedding Fair. These wedding events are held annually. The 
collected data were analyzed using SPSS Version 24.0. Descriptive statistics, Reliability tests, and Exploratory 
Factor Analysis were used to analyze the data. 

Findings

Response Rate

A total number of 300 questionnaires were gathered from the targeted respondent. From 300 questionnaires 
gathered, there were only 285 (95%) returned questionnaires that were usable and analyzed. The researchers 
managed to get a very high response rate due to the adoption of convenience sampling and the self-administered 
technique used in collecting data.

Profile of participants

Table 4.1 summarizes their background according to gender, race, age, educational background, annual household 
income (in MYR) and sources of information. Table 4.1 exhibits the number of female respondents who exceeded 
the males with 64.6 percent (n=184) compared to 35.4 percent (n=101).  Besides, the majority of the respondents 
aged from 26 to 30 years old with 132 respondents (46.3%). 27.4 percent (n=78) of the respondents aged between 
18 to 25 years old followed by 16.1 percent (n=46) who aged between 31 to 35 years old. The balance of 10.2 
percent (n=29) of the respondents aged 36 years old and above. With regards to marital status, 36.5 percent 
(n=104) of the respondents were married compared to 33 percent (n=94) who were engaged and only 30.5 percent 
(n=87) were single. 

The table shows that most of the respondents have a degree qualification with 53.7 percent (n=153) followed 
by a diploma holder with a frequency of 48 respondents (16.8%). Moreover, 40 respondents completed secondary 
school which represents 14.0 percent followed by 11.6 % (n=33) who hold master and Ph.D. certificates while the 
balance of 3.9 percent (n=11) of the respondents hold a professional certificate. Table 4.1 also indicates that most 
of the respondents earned less than RM1, 999 monthly (35.8%, n=102). This followed by 67 of the respondents 
(23.5%) who earn between RM2,000 to RM2,999 monthly, 58 of the respondents (20.4.5%) who earn RM 3,000 
to RM 3,999 monthly, and the balance of 20.4 percent (n=58) respondents who earn more than RM4,00 monthly.
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Table 4.1. Percentage and Frequency of Participants’ Profile
Respondent Profile Classification Frequency n=285 Percentage (%)
Gender Male 101 35.4

Female 184 64.6
Age 18-25 78 27.4

26-30 132 46.3
31-35 46 16.1
36 and above 29 10.2

Marital Status Single 87 30.5
Married 104 36.5
Engaged 94 33.0

Education Background SPM 40 14.0
Diploma 48 16.8
Degree 153 53.7
Postgraduate 33 11.6
Professional Certificate 11 3.9

Monthly income (in RM) Less than RM1,999 102 35.8
RM2,000 - RM2,999 67 23.5
RM 3,000 – RM3,999 58 20.4
RM4,000 and above 58 20.4

Sources of information Friend/ Relative 199 69.8
Brochure 83 29.1
Travel Agency 102 35.8
Television/ Radio 58 20.4
Newspaper/ Magazine 76 27.6
Internet 145 50.9
Others 11 3.

As illustrated in Table 4.1, 69.8 percent (n=199) of the total respondents reported to get the information 
through their friends/relatives as compared to internet 50.9% (n=145), travel agency 35.8 percent (n=102), 
brochure 29.1 percent (n=83), newspaper/magazine 27.6 percent (n=76), television/radio 20.4 percent (n=58) 
and the smallest proportion, 3.9 percent (n=11) get the information from others.

Exploratory Factor Analysis (EFA)

This analysis was used to assess whether the items in the five functional areas identified earlier are grouped into 
logically consistent factors. This was done using Principal Component Analysis with Varimax rotation and Kaiser 
Normalizations on the eighty-three (83) five scale items (55 items in Section A, 8 items in Section B and 20 
items in Section C) used in the instrument assessing Travel Motivation, Marketing Attributes and Honeymooners’ 
Destination Choice used in the study.
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Table 4.2. The results of Factor Analysis on Travel Motivation (push and pull factors), Marketing Attributes and 
Honeymooners’ Destination Choice

Items F1 F2 F3 F4
FACTOR 1 (Push Factors)

ATPSR5 I want to have enjoyable moments of my honeymoon vacation .650 
ATPSS2 I may learn about the other culture .646
ATPSE5 I want to have romantic moments with my spouse .577
ATPSS3 I may increase my experience that we can talk .558
ATPSN5 I want to create my honeymoon memories for future .526
ATPSR1 I am going to take a rest .523
ATPSE4 I want to spend quality time with my spouse during our honeymoon .597
ATPSS4 I want to be closed with my spouse .588
ATPSN2 I love to do something different than others .498
ATPSN1 I am going to experience a new perspective on life .477
ATPSR2 I am going to refresh body and soul .475

Items F1 F2 F3 F4
FACTOR 2 (Pull Factor)

ATPLN3 I may engage in nature-based activities .770
ATPLA2 Easy to access the destination (transport/procedure) .741
ATPLN2 Nature makes me feel serene .731
ATPLS3 I will choose a peaceful environment during vacation .720
ATPLH4 The different tradition and lifestyle appealing me to visit the destination .715
ATPLS5 The destination is safe from crime and violence .710
ATPLN4 The outstanding scenery of the destination attracting me to visit .706
ATPLC3 Good prices for the quality received .703
ATPLH2 Visiting heritage places is a must during honeymoon vacation .702
ATPLE4 I will not get bored during the vacation .698
ATPLA5 The facilities provided are tourist-friendly .687
ATPLA1 Easy to get the information about the destination .679
ATPLE2 Activities that can be joined by both of us .679
ATPLH3 Accessibility to cultural heritage sites .671
ATPLS4 With the good safety and security image, I feel secured to travel to the 

selected destination
.662

ATPLC1 The price is fair .657
ATPLW2 I may enjoy the new climate during the honeymoon .652
ATPLE5 There are many activities can be done when visiting the destination .650
ATPLE1 The exciting destination will attract me to visit .633
ATPLC2 The honeymoon package is good value for money .633
ATPLW1 The environment of the destination is comfy .625
ATPLW3 Pleasant weather and climate give us a different experience .619
ATPLC4 I am going for a honeymoon due to the affordable cost .613
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ATPLS1 Free from nature disaster .602
ATPLA4 Unlimited access to places in the destination .573
ATPLS2 The average road accident rate .546
ATPLW4 Enjoying different activities that depend on climate .533
ATPLE3 Entertainment may release my tense .498
ATPLA3 Need minimum time to reach the selected destination .443
ATPSS1 I am going to socialize and make new friends .466
ATPSN3 I want to visit a place we never been to .441
ATPSE2 I want to get away from home environment .421
ATPSN4 I want to know my spouse deeper as we just got married .412

Items F1 F2 F3 F4
FACTOR 3 (Marketing Attribute)

BMA7 The marketers are tourist-friendly in giving their opinion .856
BMA4 The destination marketers advertise their destination very well .851
BMA3 The price range of packages offered by the marketers’ influenced tourists 

to visit the destination.
.846

BMA8 By having the marketers’, it is easier for me to choose my honeymoon 
destination

.793

BMA5 The advertisement made through the electronic and social media by the 
marketers’ influenced tourists to visit the destination 

.777

BMA1 The honeymoon package that been created by the marketers really influences 
tourists to visit the destination. 

.772

Items F1 F2 F3 F4
FACTOR 4 (Honeymooners’ Destination Choice) 

CDCHE2 I may add new knowledge on cultural heritage .773
CDCHE4 The destinations are full of heritage and cultural interest .761
CDCHE3 I love to relax at heritage destination .742
CDCHE5 I will definitely choose a heritage destination for my honeymoon .706
CDCHE1 I love history destination .695
CDCCI2 The destination is easy to access .628
CDCCI4 There are lots of entertainment in the city .583
CDCCI3 The destination makes me feel alive .572
CDCCI1 I love the lively environment .553
CDCHI2 The destinations are full of beauty of the landscape .546
CDCHI1 I love the hill environment .546
CDCHI5 I will definitely choose hill destination for my honeymoon .543
CDCHI4 The destination that makes me feel calm .518
CDCCO1 I love the coastal view .466
CDCHI3 The cold weather attracts me to the destination .440
CDCCO3 The coastal destination that makes me feel peaceful .430
CDCCO4 Coastal destination makes me romantic .402

KMO .815
Bartlett’s Test of Sphericity 4743.112***

Note. N=285
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Table 4.2 shows that the KMO sampling adequacy index is 0.815. Hence, the factor analysis is considered 
appropriate for the given data set. Also, Bartlett’s test shows an approximate chi-square of 4743.112, with an 
observed significance of 0.000 (Βartlett’s sign<0.001) and thus indicating that the overall intercorrelations 
assumptions are met and have a strong relationship among the variables. As a result, the data set was considered 
appropriate for conducting EFA. 

The table also indicated that Factor 1 is represented by twenty items with the factor loading ranging from 
0.412 to 0.650 respectively. However, out of twenty, five items “ATPSR3”, “ATPSR4”, “ATPSS5”, “ATPSE1” 
and “ATPSE3” deviated from the groups, contrary to what might have been expected. The reason that this item 
strayed from the group was probably because of the words used in the instrument (Hair et al, 1998). The remaining 
items that formed the factor were renumbered accordingly. All the items are related to different ways that push 
tourists to travel. Therefore, this factor was labeled as Push Factor. All fifteen items were clustered together and 
formed as one group.

Factor 2 includes thirty-five items that accounted for the factor loading ranging from 0.443 to 0.770. Out of 
thirty-five, six items “ATPLN1”, “ATPLN5”, “ATPLH1”, “ATPLH5”, “ATPLW5” and “ATPLC5” deviated from 
the groups, contrary to what might have been expected. Similar to the previous factor, all twenty-nine remaining 
items were re-numbered accordingly. As all these items are related to external forces that pull tourists to travel, 
these factors can be identified as Pull factors.

Factor 3 comprises eight items with factor loading ranging from 0.772 to 0.856, The factor attributes include 
items such as “BMA1”, “BMA2”, “BMA3”, “BMA4”, “BMA5”, “BMA6”, “BMA7” and “BMA8”. None of 
eight items strayed away from the group. Thus, all eight items were clustered together and formed one group 
and were labeled as Marketing Attribute.

Factor 4 which was represented by twenty items was named as Honeymoon Destination Choice and the 
factor loading ranged from 0.402 to 0.773. However, out of twenty, only three items “CDCCI5”, “CDCCO2”, and 
“CDCCO5” deviated from the groups. The remaining seventeen items that formed the factor were renumbered 
accordingly as it explains the honeymooner’s destination choices.

Multiple Linear Regression

Table 4.3: The overall relationship between the variables of interest of this study
Hypotheses Results Multiple Linear Regression

R²(95% CI) Β p-value
H1: There is a significant relationship between travel motivation and 
honeymooners’ destination choice

Supported 0.427 0.654 <0.001

H1a: There is a significant relationship between push factor and 
honeymooners’ destination choice 

Supported 0.230 0.479 <0.001

H1b: There is a significant relationship between pull factor and 
honeymooners’ destination choice

Supported 0.472 0.687 <0.001

H2: There is a significant relationship between travel motivation and 
marketing attributes 

Supported 0.361 0.601 <0.001

H3: There is a significant relationship between marketing attributes and 
honeymooners destination choice

Supported 0.371 0.609 <0.001

H4: Marketing attribute mediate the relationship between travel 
motivation and honeymooners’ destination choice

Supported 0.427
0.556

0.654
0.400
F= 129

<0.001

  
Table 4.3 serves to summarise the findings of this study. Hypotheses that have been tested for the purpose 

of this study will be further elaborated in the subsequent paragraph.
Hypothesis 1 (H1) proposed that “there is a significant relationship between travel motivation and 

honeymooners’ destination choice”. The finding reported in Table 4.3 revealed that the travel motivation recorded 
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a value of β=0.654, p<.001 with R²= .427. The result revealed that travel motivation explains 42.7% of the 
variance in honeymooners’ destination choice. Thus, the result does support hypothesis 1 (H1) whereby travel 
motivation is positively significant with honeymooners’ destination choice.

Furthermore, sub hypothesis 1 (H1a & H1b) proposed that push factors and pull factors have a positive 
relationship with honeymooners’ destination choice. The findings revealed that both push and pull factors are 
significant towards honeymooners’ destination choice with the contribution of (H1a: R²=0.230, β=0.479, p<0.001) 
and (H1b: R²=0.472, β=0.687, p<0.001) which consequently support both sub hypothesis (H1a & H1b). 

Hypothesis 2 (H2) anticipated whether travel motivation has a positive relationship with marketing attributes. 
Based on the findings reported in Table 4.16, the findings showed that travel motivation recorded a value of 
β=0.601, p<.001 with R²= .361. The result revealed that travel motivation explains 36.1% of the variance in 
marketing attributes. Thus, the results do support hypothesis 2 (H2) whereby marketing attribute was found to 
significantly and positively influence travel motivation.

Moreover, hypothesis 3 (H3) estimated the relationship between marketing attributes and honeymoon 
destination choice. Results showed that the Marketing Attribute was able to explain 37.1 percent (R²=.371) of the 
observed variations in the honeymoon destination choice. Marketing attributes (β= .609, p < .001) were found 
to significantly and positively influence honeymoon destination choice. This result indicates that marketing 
attributes strongly influence honeymoon destination choice.

Finally, hypothesis 4 (H4) anticipated whether the marketing attribute mediates the relationship between 
travel motivation and honeymoon destination choice.  By looking at the table, it may be seen that the travel 
motivations are able to explain 42.7 percent (R2 = .427) of the variation in the honeymoon destination choice. 
The value of β = .654, p < .001 demonstrated that travel motivations have an impact on the honeymooner’s 
destination choice. At the same time, the marketing attribute explains an additional 12.9 percent (R2= .129) as 
a mediator for travel motivation to influence the honeymoon destination choice. The beta value (β = .400, p < 
.001) Thus, it can be concluded that the marketing attribute mediates the relationship between travel motivation 
and honeymoon destination choice. The overall relationship between the variables of interest of this study is 
shown in Figure 4.1.
 

Figure 4.1. The overall relationship between the variables of interest
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relationship with honeymooners’ destination choice. The findings revealed that both push and pull factors are 
significant towards honeymooners’ destination choice with the contribution of (H1a: R²=0.230, β=0.479, p<0.001) 
and (H1b: R²=0.472, β=0.687, p<0.001) which consequently support both sub hypothesis (H1a & H1b). 

Hypothesis 2 (H2) anticipated whether travel motivation has a positive relationship with marketing attributes. 
Based on the findings reported in Table 4.16, the findings showed that travel motivation recorded a value of 
β=0.601, p<.001 with R²= .361. The result revealed that travel motivation explains 36.1% of the variance in 
marketing attributes. Thus, the results do support hypothesis 2 (H2) whereby marketing attribute was found to 
significantly and positively influence travel motivation.

Moreover, hypothesis 3 (H3) estimated the relationship between marketing attributes and honeymoon 
destination choice. Results showed that the Marketing Attribute was able to explain 37.1 percent (R²=.371) of the 
observed variations in the honeymoon destination choice. Marketing attributes (β= .609, p < .001) were found 
to significantly and positively influence honeymoon destination choice. This result indicates that marketing 
attributes strongly influence honeymoon destination choice.

Finally, hypothesis 4 (H4) anticipated whether the marketing attribute mediates the relationship between 
travel motivation and honeymoon destination choice.  By looking at the table, it may be seen that the travel 
motivations are able to explain 42.7 percent (R2 = .427) of the variation in the honeymoon destination choice. 
The value of β = .654, p < .001 demonstrated that travel motivations have an impact on the honeymooner’s 
destination choice. At the same time, the marketing attribute explains an additional 12.9 percent (R2= .129) as 
a mediator for travel motivation to influence the honeymoon destination choice. The beta value (β = .400, p < 
.001) Thus, it can be concluded that the marketing attribute mediates the relationship between travel motivation 
and honeymoon destination choice. The overall relationship between the variables of interest of this study is 
shown in Figure 4.1.
 

Figure	4.1.	The overall relationship between the variables of interest
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Discussion

This study aims to investigate the role of marketing attributes in attracting potential honeymooners to choose 
domestic attraction as their honeymoon destination. To answer the objective above, Table 4.3 in the earlier 
section reported that the marketing attribute completely mediates the relationship between travel motivation and 
honeymooners’ destination with (β=0.654, p<0.001). However, when the marketing attribute variable is in control 
(mediating variable), travel motivation has a strong impact on honeymooners’ destination choice with (β=0.400, 
p<0.001).  This is supported by Tong, Tong, and Tam (2016) and Mulec (2010) where the authors found that 
marketing attributes are a mediating variable that can influence traveler’s decision. Furthermore, Mulec (2010) 
signified that the significant relationship between travel motivations, marketing attributes and destination choice 
may be due to favorable destination image and credible marketing activity. Good marketing attributes will help 
the destination to competitively position its product and services to the market (Seebaluck, Munhurrun, Naidoo 
& Rughoonauth, 2015).

Moreover, the findings reported in Table 4.3 revealed that the travel motivation recorded a value of β =0.576, 
R²=0.332 which demonstrated that travel motivation is positively significant with honeymooners’ destination 
choice. This can be supported by Seebaluck et al. (2015) as the author stated that travel motivation is positively 
significant with destination choice. The authors further stated that the combination of push factors and pull 
factors such as a supply of venues and couple’s external and internal features will influence a couple’s choice in 
selecting the ideal honeymoon venue.

Furthermore, from Table 4.2, the authors can conclude that the majority of newlyweds prefer coastal areas 
as their honeymoon destination. This finding is in line with Daniels and Loveless (2007) where the authors stated 
that beach resorts are among the popular honeymoon destinations among newlyweds. According to The Statesman 
(2017), the coastal area has an exotic appeal that is suitable for couples to have a romantic honeymoon gateway 
as it is rich with a beautiful climate with spectacular scenery. 

Conclusion

This study investigates the relationship between marketing attributes, travel motivation, and honeymooners’ 
destination choice. The results revealed that marketing attributes mediate the relationship between travel motivation 
and honeymoon destination choice. Moreover, the study signified that honeymooners’ travel motivation will 
influence their decision in destination selection. One of the significant findings that emerged from this study is that 
it provides several notable theoretical contributions such as contribution to the existing literature of destination 
choice and travel motivation, particularly in the tourism context. Simultaneously, this study will also provide a 
practical contribution to all tourism stakeholders particularly the tourism suppliers by providing them an insight 
into honeymooners’ preferences and the importance of marketing activities. This knowledge can be used in 
developing and refining marketing strategies to lure more potential honeymooners and successfully manage and 
market honeymoon destination.
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