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Abstract 

The aim of this research is to explore the associations among motivation for attendance to Aqaba city, destination 

satisfaction, and destination loyalty. The research surveyed samples of 200 and used Structural Equation Model for 

research analysis and testing. The results show that motivation for attendance to Aqaba city positively affects 

tourists’ destination loyalty. The motivation for attendance positively affects destination satisfaction; and tourists’ 

destination satisfaction affects tourists’ destination loyalty. Furthermore, the coefficient of determination (R²) for the 

research endogenous variables for tourists’ destination satisfaction, and tourists’ destination loyalty were 0.46, and 

0.66 respectively, which indicates that the model does moderately account for the variation of the proposed model; 

however, opens the gate for further research.  

Keywords: motivation for attendance, tourist satisfaction, destination loyalty, Aqaba, Jordan, SEM, structural 

equation modeling 

1. Introduction 

People travel to fulfill initial needs satisfactorily, and as to achieve tourists' satisfaction is very important for the 

tourism sector, because of its effect on their future economy. Tourism industry is very much affected with the 

perception that tourists carry with them about destination. Perceptions are always considered in relation to 

expectations and the dynamic nature of tourists’ perceptions calls for regular assessment (Kasavana et al., 2010). 

Tourists always have expectations about the level of tourist services and activities and everything related to the 

tourist destination (Nusair & Kandampully, 2008). These expectations are determined in the end if the tourist is 

satisfied with his journey or not, tourist satisfaction is of great significance, it is a form of promotion of the country, 

but also contributes to increased rates of retention of tourists’ patronage, loyalty and acquisition, which in turn helps 

in realizing economic goals such as increased number of tourists and revenues. There are many studies in research 

focused on travel satisfaction (Nusair et al., 2011). Baker & Crompton (2000) believed that tourist satisfaction 

reflects a tourist’s feelings and state of mind after his/her experience with travel activities and interaction with the 

destination. Measuring tourist satisfaction is a key element used for the management of tourist destinations and 

tourism motivation has long been conceptualized in the literature and is central to understanding tourist behavior, the 

study of motivation has received a fair amount of attention since the 1960s.  

Given that our country enjoys the components and characteristics of natural tourist attractors and the legacy of 

heritage and depth of cultural, social and geographical location singularly which led to the existence of opportunities. 

To attract tourists, it is necessary to study the tourist motive for the tourist who has an impact on satisfaction, in order 

to build a relationship between the tourist and the tourism destination and deepen the concept of loyalty among 

tourists (repeat visit). Tourist satisfaction is the ultimate goal all travel providers strive to achieve the success of 

products or services with tourists. 

This study addresses the questions of whether the tourist motivation affects the loyalty to tourists or not and, does 

tourism motivation affect tourists satisfaction or not and, does the tourists satisfaction affect tourists loyalty.  
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2. Hypotheses Development 

In this section, we developed a theoretical model that discusses the relation between tourism motivation and loyalty, 

motivation and satisfaction, satisfaction and loyalty. 

2.1 Motivation and Destination Loyalty 

According to Lee & Hsu (2013), motivation directly affects satisfaction and indirectly affects loyalty. Kim (2008), 

argued that push motivations are good predictors of pull motivations, which in turn are considered a good predictor 

of cognitive involvement. Cognitive involvement is a good predictor of both affective involvement and satisfaction. 

Affective involvement is a good predictor of satisfaction and also confirms the significant association of satisfaction 

with destination loyalty. Lee et al. (2014) stated that the environmental cues from the revitalization arouse positive 

emotions that lead to visitor satisfaction and loyalty and man-made facilities that aroused positive emotion and 

satisfaction. Baker & Crompton (2000) mentioned that satisfaction referred to a tourist’s emotional state after 

exposure to the opportunity. Snepenger, King, Marshall, & Uysal (2006) argued that Iso-Ahola’s theory asserts that 

personal escape, personal seeking, interpersonal escape, and interpersonal seeking motivate tourism and recreation; 

whereas tourism experiences exhibited higher levels of motivation, particularly for the personal seeking and personal 

escape dimensions. According to Maunier & Camelis (2013), marketers should focus on elements leading to 

satisfaction and dissatisfaction, besides the traditional classification categories based on service attributes and the 

type of providers. Schofield & Thompson (2007) found significant differences in motivation dimensions, satisfaction 

and intention to revisit the festival were found on the basis of visitor origin, gender and age. Dodd, et al. (2006) 

asserted that by providing readers with empirical evidence of the indirect effect of travel motivation and purpose on 

tourist experience and loyalty; while Prayag & Ryan (2012) confirmed the relationship between involvement and 

loyalty, because involved tourists are more likely to recommend a destination to other people and revisit it. 

One of travel motivation's underlying dimensions, shopping, positively affected Beijing tourists' revisit intention to 

Hong Kong; past experience, as measured by the number of prior visits and satisfaction, also positively influenced 

revisit intention (Huang & Hsu, 2009). Wai, Shuo, Chen, & Cheng (2015) found that while holistic examination of 

motives better predicts future intentions to visit, individual examination provides details that can help in 

understanding the interaction among different push and pull motives to visit a destination. Consequently, the current 

research presents the following hypothesis: 

H1: The motivation for attendance positively affects tourists’ destination loyalty.   

2.2 Motivation and Destination Satisfaction 

According to Som, Shirazi, Marzuki & Jusoh (2011), it was found that foreigners who were satisfied with image 

factor were willing to recommend Penang to others. Chen (2016), said that it remains unclear why people undertake 

repeated visits and what kind of characteristics attracts such visitors. Al-haj mohammad (2011) argued that repeated 

visitors indicated that there is a stabilizing influence of satisfaction for most destinations. Asero & Patti (2009) 

confirmed that tourists' satisfaction from the tourist destination does not depend heavily on the quality of services, 

but rather depends on the expectations of the tourist destinations. Chi et al. (2015) found that tourist satisfaction 

affected by the level of education of the individuals; whereas Kim & Brown (2012) found that new experiences, 

adventure experiences, and geological attractions have the potential to enhance tourists’ novelty-seeking experience 

and influence return behavior. Additional findings indicated that visitors’ previous experience with the site and 

length of stay were important determinants of the overall satisfaction. Further, Jamilena, García, & Moreno (2012) 

asserted that repeat visitors relied primarily on their own experience in terms of expectations for their trips; while 

Chang & Gibson (2011) found a connection between involvement in leisure activities and subsequent tourism 

behaviors. This research presents the following hypothesis: 

H2: The motivation for attendance positively affects tourists’ satisfaction. 

2.3 Satisfaction and Destination Loyalty 

Referring to Akhoondnejad (2016), satisfaction had the direct effect on loyalty and so did trust. Lee & Hsu (2013) 

found satisfaction directly affected attendee loyalty. According to Mao & Zhang (2012), loyalty to the tourist 

destination includes two dimensions: word-of-mouth (WOM) and destination attachment (DA), it is found that 

WOM is directly affected by destination satisfaction. Pilelienė & Grigaliūnaitė (2014) revealed that the interaction 

effect between tourist satisfaction and loyalty is relevant, as tourist loyalty is composited from behavioral and 

attitudinal loyalty, besides the moderating effect of perceived value may differ regarding these approaches. Martin, 

Collado, & Bosque (2013) stated that loyalty is a tourist destination and one of the most important challenges for the 

destination tourist. Studies agree that tourist satisfaction is the most important factor for the loyalty of the tourist 

http://www.sciencedirect.com/science/article/pii/S026151771500151X
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destination. Alegre & Garau (2010) confirmed that the experiences of dissatisfaction lower the tourist’s overall 

satisfaction, and that negative perceptions tied to over-commercialization, overcrowding and environmental 

deterioration considerably lower the visitor’s intention to return to the destination. According to Ozdemir & Çizel 

(2013), there were important relationships between satisfaction with all-inclusive resorts, satisfaction with 

destination and destination loyalty. Lee & Burns (2007) found that a high service quality tend to have high 

satisfaction and activity involvement that lead to destination loyalty. 

Yang, Liu, Jing, & Li (2014) confirmed that emotional value and quality value had strong positive influences on 

travelers’ satisfaction and loyalty in an outbound tourism setting, and that the emotional value played the greatest 

role. Law & Yip (2011) stated that their study pointed out significant relationships among customer satisfaction level, 

loyalty, and recommendation. Hultman, Skarmeas, Oghazi, & Beheshity (2015) found that (1) destination personality 

promotes tourist satisfaction, tourist–destination identification, positive word-of-mouth, and revisit intentions; (2) 

satisfaction encourages identification and word-of-mouth; and (3) identification enhances word-of-mouth and revisit 

intentions. Neal & Gursoy (2008) found the level of satisfaction or dissatisfaction during various stages of travel 

affects their overall satisfaction with travel and tourism services. Nisco, Marino, & Napolitano (2015) found that 

country and destination images are able to mediate the effect of tourism satisfaction on post-visit behavioral 

intentions. Moreover, empirical findings show that a high-quality tourism experience is able to not only affect 

intention to return and willingness to recommend the country as a tourism destination. Consequently, the current 

research presents the following hypothesis: 

H3: Tourists’ satisfaction positively affects tourists’ destination loyalty. 

3. Research Methodology  

This section provides the methodology applied in the current study. It consists of the research model, operational 

definitions of the study’s independent, mediating and dependent variables; research hypotheses, besides data 

collection tool and research population and sample.  

3.1 Research Model 

The elements of this research are established based on preceding literature, either theoretically or empirically. Indeed, 

this study used variables that are common in tourism management literature. Adapted from Lee & Hsu (2014), the 

current research considers four attitudes towards motivation for attendance to Aqaba city (the independent variable). 

These dimensions are cultural experience, leisure and psychology, self-expression, and destination preference; which 

were measured in the research questionnaire through four, four, five, and four items respectively. Also, both 

variables of destination satisfaction and destination loyalty were adapted from Mao & Zhang (2014) and measured 

through five items each. Figure 1 represents a model for the study that shows the relationships among the research 

variables. 
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Figure 1. Research Model 
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3.2 Population and Sampling 

Empirical data for this study was collected through paper-based survey in Aqaba city in Jordan. Specifically, a 

survey questionnaire was used to gather data for hypotheses testing from tourists. Before implementing the surveys, 

the instrument was reviewed by four lecturers who are specialized in the tourism management discipline in order to 

identify problems with wording, content, and question ambiguity. After some changes were made based on their 

suggestions, the modified questionnaire was piloted on three tourists who were visiting Aqaba. Based on the 

feedback of this pilot study, minor edits were introduced to the survey questions, and the questionnaires were 

distributed to the participants. As per ethics policies, all potential participants were briefed about the nature of the 

work and were requested to provide explicit approval. The population of this study consists of all tourists in Aqaba 

located in Jordan, however, a convenience sampling technique was conducted. Further, the sample size of this study 

was determined based on the rules of thumb for using SEM within AMOS 21 in order to obtain reliable and valid 

results. Kline (2010) suggested that a sample of 200 or larger is suitable for a complicated path model. Furthermore, 

after eliminating the incomplete surveys, our sample size 200 from tourists met the recommended guidelines of Kline 

(2010), Krejcie & Morgan (1970) and Pallant (2005). The demographic data of the respondents are reported in Table 

1. 

 

Table 1. Description of the respondents’ demographic profiles 

Category Category Frequency Percentage% 

Tourist’s region Europe 51 25.5 

Americas 30 15.0 

Asia 98 49.0 

Africa 19 9.5 

Australia 2 1.0 

Total 200 100 

Gender Males 108 54.0 

Females 92 46.0 

Total 200 100 

Age less than 20 22 11.0 

20 years - less than 25 54 27.0 

25 years - less than 30 44 22.0 

30 years - less than 40 36 18.0 

More than 40 years old 44 22.0 

Total 200 100 

Education level Less than high school             22 11.0 

High school             47 23.5 

Diploma 42 21.0 

Bachelor                            64 32.0 

Master                     22 11.0 

Doctorate 3 1.5 

Total 200 100 

Marital status Unmarried          93 46.5 

Married    86 43.0 

Widower       21 10.5 

Total 200 100 

 

As indicated in Table 1, the demographic profile of the respondents for this study showed that they are typically 

males, most of them from Asia, 20 years old and above, married and married, and the majorities hold bachelor 

degree. 
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4. Data Analysis and Results 

In order to explore the associations among motivation for attendance to Aqaba city, destination satisfaction, and 

destination loyalty, in which these variables have been measured using 5-points Likert scale that varies between 

strongly disagree =1 and strongly agree =5; however, two items were reversed "DP3: I am more interested in visiting 

other destinations than Aqaba city''; and ''DP4: I intend to visit destinations other than Aqaba city in the near future''. 

Furthermore, reliability and validity analyses were conducted, descriptive analysis was used to describe the 

characteristic of sample and the respondent to the questionnaires besides the independent and dependent variables. 

Also, SEM analysis was employed to test the research hypotheses. Table 2 shows the measured constructs and the 

items measuring each construct.  

 

Table 2. Constructs and measurement items 

Construct  Measurement Items  

Cultural 

Experience (CE) 

CE1: I am visiting Aqaba city to learn about traditional customs. 

CE2: I am visiting Aqaba city to participate in the aboriginal festival. 

CE3: I am visiting Aqaba city to learn the aboriginal culture. 

CE4: I am visiting Aqaba city to experience something new.  

Leisure and 

Psychology (LP)  

LP1: I am visiting Aqaba city to reduce work place stress. 

LP2: I am visiting Aqaba city to escape from the daily routine. 

LP3: I am visiting Aqaba city to improve physical health. 

LP4: I am visiting Aqaba city to enjoy leisure time here.  

Self-Expression 

(SE) 

SE1: I am visiting Aqaba city to develop self-worth. 

SE2: I am visiting Aqaba city to achieve self-growth. 

SE3: I am visiting Aqaba city to buy the aboriginal-related products. 

SE4: I am visiting Aqaba city to promote aboriginal tourism. 

SE5: I am visiting Aqaba city to promote interpersonal relationships. 

Destination 

Preference (DP) 

DP1: Aqaba city was my first choice. 

DP2: Aqaba city is more attractive than any other destinations. 

DP3: I am more interested in visiting other destinations than Aqaba city (Reverse question). 

DP4: I intend to visit destinations other than Aqaba city in the near future (Reverse question). 

Destination 

Satisfaction 

(DS) 

DS1: I am satisfied with my trip to Aqaba city. 

DS2: Visiting Aqaba city is worthwhile. 

DS3: Aqaba city met my expectations. 

DS4: Visiting Aqaba city was a wise decision. 

DS5: I am pleased that I visited Aqaba city. 

Destination 

Loyalty (DL) 

DL1: I will recommend Aqaba city to others, including friends and relatives. 

DL2: I will say positive things about Aqaba to others. 

DL3: If I travel overseas again, I will consider Aqaba city.  

DL4: If possible, I hope I can stay longer in Aqaba city. 

DL5: I don’t think that I spent enough time in Aqaba city. 

 

4.1 Descriptive Analysis  

In order to describe the responses and thus the attitude of the respondents toward each question they were asked in 

the survey, the mean and the standard deviation were estimated. While the mean shows the central tendency of the 

data, the standard deviation measures the dispersion which offers an index of the spread or variability in the data 

(Pallant, 2005; Sekaran & Bougie, 2013). In other words, a small standard deviation for a set of values reveals that 

these values are clustered closely about the mean or located close to it; a large standard deviation indicates the 

opposite. The level of each item was determined by the following formula: (highest point in Likert scale - lowest 

point in Likert scale) / the number of the levels used = (5-1) / 5 = 0.80, where 1-1.80 reflected by “very low”, 
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1.81-2.60 reflected by “low”, 2.61-3.40 reflected by “moderate”, 3.41-4.20 reflected by “high”, and 4.21-5 reflected 

by “very high”. Then the items were being ordered based on their means. Tables 3 and 4 show the results. 

 

Table 3. Overall mean and standard deviation of the study’s variables 

Type of 

Variable 
Variables  Mean Standard Deviation Level Order 

Independent 

Variable 
Motivation for attendance 3.60 0.54 High  

 Cultural experience 3.89 0.78 High 2 

 Leisure and psychology 4.03 0.73 High 1 

 Self-expression 3.60 0.77 High 3 

 Destination preference   2.87 0.53 Moderate 4 

Mediating 

Variable 
Destination Satisfaction 4.09 0.63 High  

Dependent 

Variable 
Destination Loyalty 4.06 0.67 High  

 

As presented in Table 3, data analysis results have shown that motivation for attendance to Aqaba is applied to a high 

level in which the mean score is 3.60. Further, leisure and psychology, cultural experience, and self-expression do 

exist highly and respectively, whereas destination preference is a plied moderately; besides both of destination 

satisfaction and destination loyalty are applied to a greater extent. Table 4 demonstrates the mean, standard 

deviations, level, and order scores for items to each variable.  

 

Table 4. Mean and standard deviation of the study’s variables 

Cultural Experience Mean SD Level Order 

CE1 3.88 0.94 High 3 

CE2 3.50 1.14 High 4 

CE3 3.93 0.94 High 2 

CE4 4.27 0.77 Very high 1 

Leisure and Psychology Mean SD Level Order 

LP1 3.96 1.03 High 3 

LP2 4.07 0.90 High 2 

LP3 3.83 1.03 High 4 

LP4 4.27 0.73 Very high 1 

Self-Expression Mean SD Level Order 

SE1 3.48 0.94 High 5 

SE2 4.49 0.89 Very high 1 

SE3 3.72 1.01 High 2 

SE4 3.64 0.99 High 4 

SE5 3.71 0.92 High 3 

Destination Preference   Mean SD Level Order 

DP1 3.50 1.07 High 2 

DP2 3.78 0.95 High 1 

DP3 2.26 0.86 Low 3 

DP4 1.96 0.71 Low 4 

Destination Satisfaction Mean SD Level Order 
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DS1 3.89 1.01 High 5 

DS2 4.18 0.67 High 2 

DS3 4.05 0.77 High 4 

DS4 4.15 0.68 High 3 

DS5 4.20 0.61 High 1 

Destination Loyalty Mean SD Level Order 

DL1 4.24 0.71 Very high 1 

DL2 4.23 0.67 Very high 2 

DL3 3.89 0.82 High 5 

DL4 4.03 0.84 High 3 

DL5 3.97 0.91 High 4 

 

4.2 Measurement Model 

Confirmatory factor analysis (CFA) was conducted to check the properties of the instrument items. Indeed, the 

measurement model indicates how latent variables or hypothetical constructs are assessed in terms of observed 

variables; and embodies the validity and reliability of the observed variables responses for the latent variables 

(Bagozzi & Yi, 1988; Hair, et al., 2006). Because the initial CFA model did not provide an acceptable fit, two items 

(DP3, and DP4) were eliminated to obtain a better fitting measurement model. The results of the revised CFA 

indicated that the chi-square (x²) value of the model was 688.921, with 260 degrees of freedom (p < 0.05), which 

implies that the measurement did not fit the data well. The other model fit indices used for this study were the x²/df 

(688.921/260 = 2.64; threshold less 3 for a serious viewpoint or less 5 for acceptable criteria), the Incremental Fit 

Index (IFI) of 0.92, Tucker- Lewis Index (TLI) of 0.90, Comparative Fit Index (CFI) of 0.92, the Goodness-of-Fit 

Index (GFI) of 0.90, the Adjusted Goodness-of-Fit Index (AGFI) of 0.98, the Normed Fit Index (NFI) of 0.93, the 

Root Mean Square Error of Approximation (RMSEA) of 0.069, and the Standardized Root Mean Square Residual 

(SRMR) of 0.056. Based on these fit indices, the measurement model appeared to fit the sample data well (Hair, et 

al., 2010). 

Table 5 shows the factor loadings, Cronbach alpha, composite reliability, and Average Variance Extracted (AVE) for 

the variables. All of the indicators of the factor loadings exceeded 0.50, thus constitute evidence of convergent 

validity (Bagozzi & Yi, 1988; Creswell, 2009). Indeed, while the measurement reached convergent validity at the 

item level because all of the factor loadings went above 0.50, all of the composite reliability values exceeded 0.60, 

demonstrating a high level of internal consistency for the latent variables. Further, the composite reliability of all 

constructs was found to be higher than 0.70, indicating good reliability. In addition, since each value of AVE 

exceeded 0.50 (Bagozzi & Yi, 1988; Hair, et al., 2006), the convergent validity was proved.  

 

Table 5. Properties of the final measurement model 

Constructs and 

Indicators 

Std. 

Loading 

Std. 

Error 

Square  

Multiple 

Correlation 

Error 

Variance 

Cronbach 

Alpha 

Composite 

Reliability 

AVE 

Cultural 

Experience 

    0.836 0.87 0.64 

CE1 0.835 *** 0.698 0.266    

CE2 0.848 0.089 0.718 0.369    

CE3 0.852 0.073 0.726 0.245    

CE4 0.572 0.069 0.223 0.464    

Leisure and 

Psychology 

    0.789 0.82 0.55 

LP1 0.791 *** 0.626 0.399    

LP2 0.791 0.080 0.626 0.301    
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LP3 0.719 0.092 0.517 0.514    

LP4 0.507 0.067 0.247 0.404    

Self-Expression     0.871 0.88 0.89 

SE1 0.722 *** 0.522 0.425    

SE2 0.744 0.097 0.554 0.357    

SE3 0.744 0.110 0.554 0.461    

SE4 0.810 0.107 0.657 0.337    

SE5 0.763 0.100 0.583 0.357    

Destination 

Preference   

    0.711 0.71 0.55 

DP1 0.797 *** 0.635 0.419    

DP2 0.697 0.090 0.486 0.469    

Destination 

Satisfaction 

    0.887 0.94 0.95 

DS1 0.587 *** 0.345 0.670    

DS2 0.838 0.106 0.703 0.135    

DS3 0.877 0.125 0.769 0.139    

DS4 0.910 0.112 0.828 0.080    

DS5 0.856 0.098 0.733 0.102    

Destination 

Loyalty 

    0.901 0.93 0.75 

DL1 0.775 *** 0.600 0.204    

DL2 0.802 0.080 0.644 0.159    

DL3 0.789 0.099 0.623 0.257    

DL4 0.857 0.099 0.734 0.188    

DL5 0.817 0.109 0.668 0.277    

 

Also, as noticed from Table 6, all of the intercorrelations between pairs of constructs were less than the square root 

of the AVE estimates of the two constructs, providing discriminant validity (Hair, et al., 2006). Consequently, the 

measurement results indicating that this study had adequate levels of convergent and discriminant validity.  

 

Table 6. AVE and square of correlations between constructs 

Constructs  CE LP SE DP DS DL 

CE 0.64       

LP 0.30 0.55     

SE 0.61 0.49 0.89    

DP 0.33 0.36 0.48 0.55   

DS 0.29 0.28 0.43 0.45 0.95  

DL 0.33 0.32 0.50 0.39 0.72 0.75 

Note: Diagonal elements are the average variance extracted for each of the six constructs. Off-diagonal elements are 

the squared correlations between constructs. 

 

4.3 Structural Model 

The SEM analysis revealed that the motivation for attendance to Aqaba city directly, positively, and significantly 

affected the tourists’ destination loyalty (β = 0.325, t = 5.566, p = 0.000); thus, H1 was accepted. The motivation for 

attendance found to be directly and positively impacted destination satisfaction (β = 0.667, t = 12.954, p = 0.000); 
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consequently, H2 was accepted. Also, tourists’ destination satisfaction directly, positively, and significantly affected 

tourists’ destination loyalty (β = 0.608, t = 10.258, p = 0.000); thus, H3 was accepted. Furthermore, the coefficient of 

determination (R²) for the research endogenous variables for tourists’ destination satisfaction, and tourists’ 

destination loyalty were 0.46, and 0.66 respectively, which indicates that the model does moderately account for the 

variation of the proposed model.  

5. Discussion and Conclusions 

This study tried to determine impact of motivation for attendance on destination loyalty via the mediating effect of 

tourist satisfaction in Aqaba city in Jordan, by using three hypotheses. First, finding of this study found that the 

motivation for attendance positively affect tourists’ destination loyalty, which is consistent with the findings of 

previous studies that have examined the relation between tourists motivation and loyalty. According to Lee & Hsu 

(2013), motivation directly affects satisfaction and indirectly affects loyalty. It also agrees with the study of Kim 

(2008) as cognitive involvement is a good predictor of both affective involvement and satisfaction. Affective 

involvement is a good predictor of satisfaction and also confirms the significant association of satisfaction with 

destination loyalty. Chang & Gibson (2011) found a connection between involvement in leisure activities and 

subsequent tourism behaviors. Dodd, et al. (2006) provided readers with empirical evidence of the indirect effect of 

travel motivation and purpose on tourist experience and loyalty. Prayag & Ryan (2012) confirm the relationship 

between involvement and loyalty, because involved tourists are more likely to recommend a destination to other 

people and revisit. Huang & Hsu (2009) confirmed that one of travel motivation's underlying dimensions, shopping, 

positively affected Beijing tourists' revisit intention. These studies agree on the current hypothesis, confirming the 

validity of the hypothesis. 

Regarding the second hypothesis of this study, the results showed that the motivation for attendance found to be 

directly and positively impacted destination satisfaction. The result is consistent with Lee & Hsu (2013) as 

motivation directly affects satisfaction; and Asero & Patti (2009) that tourists' satisfaction from the tourist 

destination does not depend heavily on the quality of services, but rather depends on the expectations of the tourist 

destinations. Also, Chang & Gibson (2011) found a connection between involvement in leisure activities and 

subsequent tourism behaviors. 

For the third hypothesis, it was also acceptable, as indicated tourists 'destination satisfaction directly, positively, and 

significantly affected tourists’ destination loyalty. This is consistent with Ozdemir & Çizel (2013) that there were 

important relationships between satisfaction with all-inclusive resorts, satisfaction with destination and destination 

loyalty. In addition, Martin, Collado, & Bosque (2013) confirmed that loyalty is a tourist destination and one of the 

most important challenges for the destination tourist. Indeed, several studies agreed that tourist satisfaction is the 

most important factor for the loyalty of the tourist destination. Al-haj mohammad (2011) found that repeat visitors 

indicate that there is a stabilizing influence of satisfaction for most destinations. Som, Shirazi, Marzuki & Jusoh 

(2011) stated that foreigners who were satisfied with image factor were willing to recommend to others. 

Akhoondnejad (2016) indicated that satisfaction had the direct effect on loyalty and so did trust. Lee & Hsu (2013) 

showed that satisfaction directly affects attendee loyalty, and this agrees with the study by Mao & Zhang (2012). 

Pilelienė & Grigaliūnaitė (2014) stated that the interaction effect between tourist satisfaction and loyalty is relevant. 

Martin, Collado, & Bosque (2013) asserted that tourist satisfaction is the most important factor for the loyalty of the 

tourist destination. Consequently, the result of the third hypothesis was acceptable. 

This study examined the causal relationships between the motivation for attendance, satisfaction and loyalty among 

tourists at Aqaba city, however, has some limitations that are well taken into consideration in future studies. First, 

this study focused on tourists in the Aqaba city only. As to overcome this limitation, future studies should applied to 

Jordan as a whole as will give better and accurate results. Next, the questionnaire was distributed to tourists within a 

short period. Because of time constraints, which were one of limitations, therefore we recommend in future studies, 

taking into consideration distribution of the questionnaire should take his sufficient time to achieve the best result. 

We also recommend that researchers should use in future studies more than one way to collect information from 

tourists, and to increase the sample size for better results and more accurate statistical analysis. 

Moreover, the current analytical results revealed motivation for attendance to Aqaba city do exist highly. Although 

leisure and psychology, cultural experiences, and self-expression are applied to a high degree; destination 

preferences is applied to a moderate level. Consequently, further research should take into consideration causes and 

explanations to such findings. Additionally, some variables that the present study has not discussed, such as the 

involvement in activities, quality services, may affect loyalty in tourism. Thus could consider for future research. As 

a tourism destination, Aqaba city has advantages such as appropriateness for family holidays, food and beverage 
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services, historic sites, cultural values, nature, accommodation services and hospitality of the population. For future 

marketing efforts of the Aqaba city, these attributes should be specially studied and used in marketing strategies both 

for short-term and long-term. 

Furthermore, according to Crompton (1979), understanding tourist motivation is a very critical issue to travel 

marketers and market segmentations. In general, tourists may have varying motivations for visiting particular 

destinations and may also have different satisfaction levels and standards, tourist satisfaction is closely associated 

with destination’s long term economic success. As tourism is increasingly becoming an important sector in Jordan’s 

economy to achieve the sustainable development of tourism, the responsible parties concerned with the tourism 

sector must be considered, whether formal or informal (Ministry of Tourism, hotels, restaurants, spas, resorts, etc.), 

to understand the importance of tourist satisfaction and that affects his/her loyalty, especially in the emerging 

economies such as Jordan, where the tourism sector is an important contributor to and supporter of irreplaceable for 

the economy in Jordan.  

The study of the behavior of tourists and to know the degree of satisfaction with the tourist destination is of great 

importance may help to know the strengths of the destination tourism and developing them for the better, and also 

know the weaknesses to work on improving, and we hope the officials from the tourism sector taking these words. 

Also, this study can be seen as practical implications for tourism stakeholders and academicians as well. This study 

can be considered as a useful information and guidance for tourism related decisions. In other words, the results are 

of value for government officials, academicians and tourism professionals. 

Also, tourism organisations strongly depend on the strategically right employment of information systems and their 

knowledge-based applications. Indeed, several researchers consider the information systems and in particular the 

information technology (IT) and its flexibility as an enabler to achieve the desired competitive advantages, and as a 

crucial support to operational and strategic business decisions (Al Azmi, et al., 2012; Alenezi, et al., 2015; Alkalha, 

et al., 2012; Almajali & Tarhini, 2016; Altamony et al., 2012; Kateb, et al., 2015; Maqableh & Karajeh, 2014a, 

2014b; Masa’deh, 2012, 2013a, 2013b; Masa’deh, et al., 2016; Obeidat, et al., 2013; Shannak, et al., 2010, 2012a, 

2012b; Tarhini et al., 2016; Vratskikh, et al., 2016); thus further research is required to examine the role of such IT 

applications in enhancing the managerial decisions. In addition, scholars (e.g. Masa’deh, et al. 2008; Hunaiti, et al., 

2009; Masa’deh & Kuk, 2009; Alshurideh, et al., 2012; Hajir, et al., 2015; Kannan & Gharibeh, 2013; Masa'deh & 

Shannak, 2012; Masa’deh, et al. 2013; Masa’deh, et al. 2015a, 2015b, 2015c; Masa’deh, et al. 2017; Obeidat, et al., 

2012, 2016; Shannak & Alkour, 2012; Tarhini, et al., 2015a, 2015b) emphasize the need for large firms to integrate 

their IT systems with their KM strategies and processes in order to survive in their highly competitive business 

environments, which in turn could accelerate the managerial decisions as well. 
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