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The growth of the air transport industry has been accompanied by various crises including aircraft incidents and
accidents, terrorist attacks, and pandemics such as COVID-19. These crises to a great extent affect air travelers’
motivation, which in turn affects the air travel demand that justifies airlines’ legitimate existence and sustain-
ability. However, there has been relatively little research into understanding air travelers’ motivation during and
after such crises, despite some studies having been conducted in the tourism domain to understand the moti-
vation of tourists to travel to specific destinations. An enhanced knowledge in this field is important and would
benefit the airline industry, which is facing increasing competition from other transportation modes as well
online conferencing technologies. By applying the Push and Pull Factor model, this study has sought to identify
the travel motivation and further determine whether Push factors have any positive influence on Pull factors. To
this end, 760 questionnaires were collected from Taiwan. Both descriptive and inferential statistical analyses
were conducted to test the hypotheses. Our findings reveal that the Destination image remains the most influ-
ential Pull factor, while Aviation-specific products and services is the least attractive Pull factor. Self-realization/
achievement topped the rankings for the Push factors, while Flying experience was a selling point in its own right
among the Push factors, although it was not as appealing as anticipated. The millennium generation, fewer
frequent flyers and low-income consumers are more likely to take advantage of flying deals. This paper suggests
that a more collaborative approach between airlines, airports and destination organizations could be adopted to
design and promote tailor-made aviation and travel products to stimulate segmented consumers’ demand for air
travel during crises. Effective marketing strategies need to be in place to promote the specially-designed travel
products.

1. Introduction

The airline industry has experienced exponential growth since
deregulation in the late 1970s, despite the growth rates varying from
country to country. Such growth, however, has been accompanied by
crises and disastrous events, instances of which include but are not
limited to political instability, terrorist threats and attacks, economic
recessions, natural disasters, and pandemics such as COVID-19. Crises in
the airline industry also include fatal aircraft incidents and accidents
resulting in casualties that have tarnished the reputation of carriers.

The impacts of these crises on the industry are threefold. Air travelers
have been able to adjust their travel behavior by adapting to new
operational routines, such as going through more rigid security pro-
cedures, or choosing to alter their travel plans (Zhu et al., 2018). They
have also been able to choose an alternative transportation mode, such
as driving a vehicle (Fall and Massey, 2006), or taking the high-speed
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rail where accessible, or sometimes abandoning air travel completely.
Service providers, such as airlines, airports, and aircraft manufacturers,
have experienced significant challenges in their recovery endeavors
following the crises, due to various contributing factors including a
negative impact on the brand, weak demand, and a decrease in the
travelers’ confidence in the carrier and the aircraft (Piccinelli et al.,
2021). To survive, they have been compelled to adjust their business
models, introduce new and improve existing operational procedures,
and invest in new technologies (Husemann et al., 2018), with an ulti-
mate goal being to reduce cost, enhance productivity and improve their
competitiveness to satisfy travelers needs and retain their loyalty.
Governments, which have relaxed their economic control over airline
operations through liberalization (ICAO, 2003), even though the level of
control varies from country to country, appear to have re-emerged with
an intervening hand in the airlines both during and after the crises. The
interventionist measures have taken various formats, including direct
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cash injections (Shankar, 2020), compensation for losses incurred by
carriers as a result of airspace closure due to volcanic eruptions (ICAO,
2003), stimulus packages for flight subsidies (Gleday and Snape, 2021),
and offering bailout, commercial loans and guarantees, or state equity
(Abate et al., 2020).

The impact of COVID-19, the global pandemic, on the global airline
industry and economy has been unprecedented (ICAO, 2021). Travelers
are reluctant to board a flight, due to both imposed travel bans by in-
dividual governments as well as their concerns about virus transmission
throughout the journey (Zhang et al., 2021). Air travelers’ confidence
has dropped to a historical low, with 40 percent of respondents in IATA’s
survey indicating that they would wait for 6 months or longer before
considering air travel (IATA, 2020a). Consumers have also joyfully
experienced using virtual communication platforms, such as Zoom and
Microsoft Teams, which boast of their ability to remove the necessity of
air travel for business purposes (European Commission, 2020).

During the pandemic, more than 80 percent of the global airline
capacity has been suspended, more than 18,000 aircraft have been
parked, and hundreds of thousands of workers have been laid off (ICAO,
2021). Airlines are on the edge of bankruptcy, and have been calling for
financial aid and a coordinated approach to supporting the recovery of
the sector (IATA, 2020b). A handful of airlines, however, have aptly
launched marketing campaigns in order to continue to stimulate travel
demand and satisfy their zest for flying during the crisis. For example, an
innovative idea of having “fly-nowhere” flights was designed and
introduced by Qantas, which departed and landed at the same airport
after cruising in the domestic airspace for several hours to make possible
a spectacular sightseeing and flying experience (Cockburn, 2020). The
response from the public was unexpected with the tickets being sold out
in 8 minutes. Domestic and off-island air travel in markets such as
Taiwan also experienced increased demand due to the effective COVID
safety measures having been put in place (ET today, 2021). For example,
Taiwan’s two main domestic carriers - Mandarin Airlines affiliated to
China Airlines and Eva Air’s Uni Air - have added extra capacity over the
summer to Taiwan’s sun-soaked offshore islands and rugged east coast
(Wang, 2020). The Penghu, Kinmen and Matsu islands have become the
hottest air travel destinations, which were hardly considered in
non-crisis circumstances (Taiwan News, 2020), with the factor load
being as high as over 90 percent (Lee, 2020).

At the same time, national governments have provided support to the
airline industry in various forms, with a view to ensuring essential
connectivity during the pandemic and protecting millions of jobs that
the industry supports (Abate et al., 2020). As of August 2020, govern-
ments or government-backed entities across 57 countries had offered
approximately US$159 billion in relief measures to the global airline
industry (Abate et al., 2020), which was 38% of the total projected
revenue loss for airlines of US$419 billion in 2020 (IATA, 2020a). A few
examples included the provision of subsidies to aviation and tourism
businesses by Australia’s federal government (Morrison et al., 2021), a
travel voucher scheme by Australia’s Victoria state government (State
Government of Victoria , 2021), and the Triple Stimulus Voucher
Scheme by the Taiwan authority (Taiwan Ministry of Economic Affairs,
2020). The common purpose was to encourage public spending to
stimulate economic activities including air travel.

These phenomena raise some interesting questions: Why are some
travelers motivated to fly in spite of the crises? What are the factors that
motivate air travelers to fly during crises? Are those factors associated
with marketing campaigns or stimulus packages, or do the travelers
have an inherent desire to fly?

Travel motivation, including travel motivation during and after a
crisis, have received increasing attention recently in attempts to un-
derstand the considerations of travelers who make individualized de-
cisions regarding travel. Several theoretical models have also been
developed to either identify and depict the factors or establish any as-
sociations between personality and travel motivation. The findings of
incumbent research are also mixed, with some suggesting that crises and
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disasters would only defer the travelers’ intention temporarily, while
others observe a resilient travel intention (Karl et al., 2020). Neverthe-
less, the existence of a disparity between intentions and actual behavior
has been established (McKercher and Hui, 2004), which requires further
investigation (Mair et al., 2016).

A close examination also reveals that the incumbent literature pre-
dominantly focuses on the travel motivation associated with destination
crises, e.g., examining the visitors’ motivation in traveling to a desti-
nation, which has been hit by various types of crises such as flooding, a
tsunami, social unrest, or by social and economic crises such as SARS, or
by a financial crisis (Hajibaba et al., 2015). Research that examines the
consumer’s motivation to fly with airlines during and after crises has,
however, been scarce.

A thorough understanding of air travel motivation is important,
particularly for the travel industry. It will allow businesses to make
better-informed decisions on product and service development and to
engage in richer interactions leading to long-term customer loyalty
(Amadeus, 2015). An improved understanding of air travel motivation
during and after a pandemic is even more important, as it will help
businesses with the strategic planning to weather such crises.

This paper intends to address this knowledge gap. Using quantitative
data collected from Taiwan, it aims to identify external and internal
factors affecting consumers’ air travel motivation during and after cri-
ses, especially in relation to COVID-19, and to determine which factors
might be more influential than the others. It further attempts to establish
whether external stimuli have any influence on the travelers’ internal
desires. This paper is structured as follows. Section 2 provides a critical
review of the literature on travel motivation, its relationship with travel
demand, and the underpinning theoretical model. The methodology in
Section 3 outlines the research design, data collection and analysis
approach, and hypothesis development. Sections 4 and 5 respectively
present and discuss the findings in light of the incumbent literature. The
paper concludes with a theoretical contribution, the implications for the
relevant industry, and acknowledges the research limitations and future
research direction.

2. Literature review
2.1. Air travel motivation and demand

Air travel motivation and demand are different concepts. Motivation
is a psychological concept, which is a ‘driving force’ through which
people strive to achieve their goals and fulfill a need or uphold a value
(Mullins, 2016). Travel motivation refers to a set of needs that causes a
traveler to take part in any kind of travel and tourism activities (Jenkins,
1999), or a traveler’s decision-making when choosing a destination (Siri
etal., 2012). In this paper, we define travel motivation as the desire that
impels an individual to engage in air travel regardless of destination and
travel purpose. Travel motivation can be complex, as individuals are
predictably irrational in their decision-making based on many factors
that encompass psychological, emotional and social aspects. Studies on
air travel motivation investigate travelers’ desires and needs as well as
external intrigue that entice consumers to take a flight, hence treating
travel as an individual form of behavior.

Travel demand is a function of various variables such as GDP,
disposable income, price elasticity, and local economic development. It
treats air travel activities from an economic perspective. For example,
Baker et al. (2015) have established the causal relationship between
regional aviation activities and economic growth, suggesting that a
bidirectional positive relationship exists between economic growth and
air travel demand/activities. Travel demand can be forecasted using
different models involving historical data. Forecasters aim to be as ac-
curate as they possibly can, but they tend to exercise caution regarding
the outcome, acknowledging the unpredictable nature of the future.
Travel demand forecasting is critical for the airline industry as it informs
infrastructure and resources planning and deployment.
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Travel motivation and demand are also interrelated. Travel moti-
vation can be stimulated and consequently transformed into travel de-
mand. Throughout aviation history, air travel has been presented as a
social norm and necessity, with its significance being highlighted by its
ability to connect people and the community, its positive impact and
benefits in relation to wellbeing and inspiration, and its contribution to
global mobility and economic development (Gossling et al., 2019).
Prospective travelers are motivated to realize their personal goals,
maintain their bonds with family and community and explore the in-
tricacies of the world. When the trip is made, travel motivation becomes
a realized demand.

However, not all travel motivations will be transformed into air
travel demand. When air travel is considered in association with envi-
ronmental concerns such as “flight shame”, or “necessity” (work can be
done without the need for travel), travelers are demotivated to the
extent that they could either suspend or cancel the trip completely, or
use an alternative to achieve the same purpose. In this scenario, travel
motivation becomes an unfulfilled demand.

The airline industry tends to segment travelers into three categories
according to their purposes: business, leisure, and visiting family and
relatives (VFR). For business travelers, airlines design and create prod-
ucts and services such as “frequent flyer programs”, “lounge access”, and
“prioritized services”, with air travel being labeled as a luxurious
enjoyable experience and promoted as a lifestyle. For leisure and VFR
travelers, airlines develop tactics such as lower fares, destination ap-
peals, and best-combined deals to appeal to the motivation.

There is an abundance of studies on air travel demand, a handful of
which have attempted to forecast air travel demand and the emerging
airline business model during and after COVID (Bauer et al., 2020; Lamb
et al.,, 2020; Czerny et al., 2021). However, little has been done to
investigate air travelers’ motivation during and after COVID. It is thus
justifiable to argue that forecasting travel demand and travel motivation
are two different domains of research, both of which deserve a vigorous
inquiry.

2.2. The Push and Pull Factor model

The consumer behavior literature emphasizes that motivations and
needs are interrelated, with needs arising first (Witt and Wright, 1992),
which subsequently stimulates motivation. Travel motivation has been
considered as a critical exploratory factor of tourist behavior and an
important topic in tourism and travel research (Hsu and Huang, 2008) in
the past few decades. However, it is also widely acknowledged that it is a
relatively difficult research area in the tourism inquiry (Hsu and Huang,
2008). There are several justifications for this proposition, one of which
is that tourist motivations may be heterogeneous by nature, e.g., there
may be multiple motivations (Ryan and Glendon, 1998), or the moti-
vations are likely to change from time to time (Pearce, 1993). In spite of
this, a handful of theoretical frameworks have been developed and
applied, including 1) Maslow’s hierarchy of needs, and 2) the Push and
Pull Factor approach.

Maslow’s hierarchy of needs is one of the most influential theories in
the social sciences and has been extensively applied to travel motivation
research. When engaging in tourism activities such as visiting a desti-
nation, all conscious and unconscious needs such as safety, love, self-
actualization (Pearce, 1982), novelty, escape/relaxation and relation-
ship building (Pearce and Lee, 2005) have been satisfied.

The Push and Pull Factor model is another widely applied framework
(Hsu and Huang, 2008), although a universally agreed-upon conceptu-
alization of the tourist motivation construct is still lacking (Fodness,
1994). Push factors are the intrinsic motivators or driving forces, such as
the desire to escape, rest and relaxation, and
self-actualization/achievement, which require the individual to take
action. Pull factors, by contrast, are external appeals that entice the
travelers in question to react to the attractiveness. Such attractiveness
could be either destination-associated products and services with unique
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appeals and attributes, or marketing and promotional stimuli (Fam
et al., 2019). Push factors tend to be considered as initiators to travel,
while Pull factors help the travelers make decisions regarding destina-
tion choice (Bello and Etzel, 1985). The inherent desire can only be
fulfilled when the external factors resonate with the individual travelers,
which leads to the actual travel. Such a response to the external stimuli
could be coincidental or coordinated. It is the combination of the Push
and Pull factors that work jointly, resulting in the individual’s action of
engaging in travel.

2.3. Travelers’ motivation during and after crises

A crisis is defined as a “low-probability, high-consequence event that
develops very rapidly and involves ambiguous situations with unknown
causes and effects” (Roberts et al., 2007). Common characteristics of
crises tend to be that they are more related to the internal environment
and thus the organization or destination has some power or influence
over a crisis. A disaster can be described as an “unpredictable cata-
strophic change that can normally only be responded to after the event,
either by deploying contingency plans already in place or through
reactive response” (Prideaux et al., 2003).

Crises can be divided into immediate, emerging and sustained ac-
cording to the timeline of their occurrence. Immediate crises take place
instantly with little or no warning to the community and society. A
volcanic eruption generating ash clouds, a tsunami, terrorist threats and
attacks endangering an airline’s safe operation, fatal aircraft incidents
and accidents are examples. Immediate crises generally result in airlines
temporarily suspending operations for safety considerations or imple-
menting stricter safety and security procedures to minimize financial
losses. For example, several thousands of flights were cancelled as a
result of volcanic ash floating in several EU countries in 2011 (BBC,
2011). Emerging crises occur in one or several places discretely or
simultaneously at a particular time, which tend to evolve incrementally
with an unpredictable consequence. Health-associated diseases such as
Dengue Fever, Malaria, Severe Acute Respiratory Syndrome (SARS),
HIN1 influenza, EBOLA, and COVID-19 are examples. These
health-associated diseases can be highly infectious, thus there is a
concern that a transmission could take place throughout the flight
journey. Social and economic crises such as the financial crisis in
Southeast Asia in 1997 also fall into this category. Sustained crises are
incidents or events that last for weeks, months or years, and could exert
a long-time impact on the community and economy. Civil wars and
military coups are examples. Airlines respond to sustained crises by
suspending operations indefinitely or reducing frequencies, while in-
ternational tourists perceive that sustained crises have a tremendous
impact on their motivation to travel (Zahari et al., 2015).

Crises, subject to their scope, scale and length, influence tourists’
behavior in numerous ways — from their travel motivation and decision-
making to their activities at the destination before, during and after the
crisis (Senbeto and Hon, 2020). Immediate crises such as flooding, tsu-
namis and earthquakes tend to impede inbound visitors, who choose to
suspend or cancel their travel plans until the destination is perceived to
be safe or an alternative destination is chosen (Osti and Nava, 2020).
Adverse empirical evidence, however, has shown that flight bookings
have surged after a disastrous event (Wayne and Carmichael, 2005)
from VFR travelers, whose travel motivation was to demonstrate their
solidarity and support to their families residing in the affected destina-
tion. Increased last minute bookings following disasters have been
established, with travelers being quoted as saying that visiting family
and relatives is the safest and most secure form of holidaying (Hystad
and Keller, 2008).

Immediate crises encountered by airlines industry, such as an air
crash, do not necessarily demotivate tourists. Travelers have proceeded
to implement their travel plans by switching to alternative carriers or
transportation modes (Shailes et al., 2001) and have been motivated to
fulfill their business duty or realize their personal need to experience
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their chosen destination that was not affected by the airline crash
(Castillo-Manzano et al., 2012). For instance, Malaysia’s international
tourist arrivals from Japan, Korea, Australia and the Middle East showed
a steady increase a few months after the disappearance of MH370 and
the shooting down of MH17.

Emerging crises such as SARS and major financial crises can have a
lingering effect on the tourism industry of the destinations, as the effect
of a financial crisis is related to discretionary income that discourages
traveling capability (Papatheodorou et al., 2010). The 2003 SARS
outbreak led to serious fluctuations in inbound tourism to Hong Kong,
which also affected the behavior of tourist arrivals in the surrounding
regions (Pine and McKercher, 2004). The Asian Financial Crisis in 2008
continued to affect Hong Kong tourism in subsequent years, with tourist
arrivals dropping significantly in 2009 compared with the previous year
(Senbeto and Hon, 2020). It is worth noting that contradictory empirical
evidence was established in the literature. For instance, the majority of
international tourists perceived the emerging crisis as being temporal in
nature, which could be controlled. Hence, they could resume their travel
soon after the crisis (Zahari et al., 2015). A phenomenal increase in
inbound travelers to Malaysia and Thailand during the 2008 Asian
Financial Crises was observed, with the travel motivations identified
including taking advantage of a depreciating currency, the airlines’
lucrative marketing campaigns such as price cuts and holiday packages,
and destination promotion packages (Lirn and Sheu, 2009).

COVID-19 broke out in late November 2019 and quickly spread to
the rest of the world. In response, numerous countries imposed travel
bans on international travelers, resulting in global airlines suspending
more than 80 percent of their capacity. In some selective countries
where the pandemic was brought under control in the early stages,
airlines designed and developed innovative products and services,
enabling travelers to re-feel the flying experience, despite “flying no-
where”. Travelers with different demographic features have demon-
strated variant travel behavior during and after the crisis. For instance,
research undertaken in the UK (Graham et al., 2020), India (Das and
Tiwari, 2020) and the DACH region including Germany, Austria and
Switzerland (Neuburger and Egger, 2021) have established that senior
travelers aged over 60 perceived COVID-19 as being more severe.
However, their travel intention would not be compromised and they
were willing to take personal non-pharmaceutical intervention (PNPIs)
measures during travel. Over 60% of British consumers over the age of
60 were likely to travel in 2021 (Graham et al., 2020).

2.4. Summary

The preceding literature review has revealed that the motivation and
demand for air travel are interdependent and interrelated. The moti-
vation to travel can be transformed into demand that will warrant an
airline’s legitimate existence. Travel motivation will become an unre-
alized demand when the guilt sentiment is aroused and the necessity for
travel fails to be established. Studies on air travel motivation and de-
mand are equally two independent domains, both of which deserve
vigorous inquiry in their own right. Our review also shows that there is
an increasing interest in investigating the motivation of travelers in
tourism research. However, the focus is predominately on the tourists’
motivation associated with destination choice. The rationale that
financial and health-associated crises have drawn more academic
attention in the tourism literature is likely to have been due to its link
with socioeconomic issues like unemployment (Papatheodorou and
Pappas, 2017) and its impact on tourist flows, consumer behavior and
destination image. Most studies are case-based and only examine the
time when the crisis occurred, or focus on a single event and its impact
on tourist volume (Senbeto and Hon, 2020). Studies examining how
such crises affect air travelers, their behavior, their motivation and the
airline industry are scarcely documented. While crises such as COVID
will have a long-term effect on the global economy and society at large,
there is a need to investigate how COVID will affect the airline industry
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from different perspectives. Our literature review has also revealed that
despite the motivation factors that have been identified, there has not
been any inquiry to determine whether there is any association between
those factors and how the Push or Pull factors affect each other. For this
reason, the need to extend the research to consider the travelers’ moti-
vation to venture into the air travel sector is paramount.

3. Methodology
3.1. Research design and hypotheses development

Quantitative research methods are considered appropriate for this
study, as ‘factual’ data will aid in answering the research questions and
also allow researchers to test hypotheses to determine the relationships
between the variables (Hammarberg and de Lacey, 2016). A question-
naire composed of Push and Pull factor constructs was developed by the
authors, referencing the works of Katsikari et al. (2020), Kozak (2002),
Ryan and Glendon (1998) and Yoon and Uysal (2005), to name just a
few. Aviation product- and service-associated Push and Pull constructs
were developed by the authors by taking into account the practices of
COVID safe measures introduced at the airports and the marketing
campaigns launched by airlines. A total of 30 statements were initially
developed, half of which consisted of Push factor statements and the rest
Pull factor statements.

The questionnaire was piloted with two dozen MBA and under-
graduate students enrolled in a School of Business in a Taiwan Univer-
sity in late September 2020. The 30 statements were reduced to 26,
which were then verified and confirmed by the authors. The Pull
element contained 13 statements, which were then grouped into 4
clusters, i.e., Marketing and promotion incentives (5 items), Aviation-
specific products attractiveness (2 items), Destination appeals (4
items), and COVID-safe safeguard measures (2 items). The Push element
contained another 13 statements that were organized into 3 clusters,
which included Escape (4 items), Self-realization/achievement (4 items)
and Flying experience (5 items). The final version of the questionnaire
contained two sections: the demographic information of the participants
and the Push and Pull factor variables. A five-point Likert scale was used
to measure the participants’ level of motivation, where 1 indicated
“strongly disagree” and 5 “strongly agree”.

In order to establish whether there exists any relationship between
the Pull and Push factors, the following 4 hypotheses were developed
(Fig. 1):

H1. The Push factors have a positive influence on the Promotion and
marketing deals Pull factor.

H2. The Push factors have a positive influence on the Safeguard
measures Pull factor.

H3. The factors have a positive influence on the Destination Pull
factor.

H4. The Push factors have a positive influence on the Aviation-specific
products and services Pull factor.

The questionnaire was initially prepared in English, and was then
translated into Chinese by the authors who are bilingual. A second
piloting of the questionnaire was conducted with a group of 30 Taiwa-
nese with different backgrounds and flight experience to ensure that the
Chinese version was appropriately translated without any misleading
implications or ambiguities.

3.2. Data collection

The data were collected in Taiwan. Air transport plays a critical role
connecting the island of Taiwan with the rest of the world. Being an East
Asian hub, Taiwan has 17 airports and 91 airlines, both domestic and
international, which provide services connecting Taiwan to over 150
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Fig. 1. Proposed conceptual model and hypotheses.

destinations in 32 countries and regions (Civil Aeronautics Adminis-
tration of Taiwan , 2021). COVID-19 has had a moderate impact on
Taiwan’s air transport sector, thanks to the early and mostly effective
prevention measures (Hasell, 2020). Fig. 2 shows the most important
measures and actions introduced on the island along with a timeline to
ensure the effective control of the virus spread while at the same time
maintaining a considerable level of economic activities. As a conse-
quence, Taiwanese residents were still able to fly to sun-soaked offshore
and rugged east coast destinations such as Kinmen and Matsu (Wang,
2020) although most international flights were suspended. In light of the
research aim, data collected from those air travelers who have personal
flying experience during the COVID pandemic will serve to enhance the
data’s validity and reliability. To this end, participants in the survey
were recruited at Taichung International Airport, on October 8 and 9,
2020 using a convenience sampling technique. Departing travelers were
approached in the check-in area by a group of five students, who were
adequately trained for survey data collection and were committed to
abiding by the data collection protocols.

Both hard copy and e-version questionnaires via a URL link gener-
ated on Survey Cake' were made available to prospective participants,
who had a choice to complete the questionnaire onsite using either a
Chinese or English version of a hard copy or by scanning a QR code via a
mobile phone, which would take the participant to the questionnaire
platform. Students were able to assist with any queries to ensure that all
sections were properly completed with no missing data. Krejcie and
Morgan (1970) suggested that a sample size of 384 for a population of
over one million would be sufficient to ensure the significance of the
data at a 95% confidence level, with a 5% error margin. In 2020, a total
of 10.2 million air travelers were transported by Taiwan’s 19 domestic
carriers, compared to 38.3 million in 2019 (Civil Aeronautics Adminis-
tration of Taiwan , 2021). In light of the above, a sample size of 760 valid
responses, 700 hard copies and 60 e-versions was believed to be more
than sufficient to enable a valid and reliable data analysis to be per-
formed and for the findings to be generalized.

3.3. Data analysis
Both descriptive and inferential statistical analyses were applied to
1 This platform was one of the most popular online instruments in Taiwan,

and was easy for mobile users to access. https://www.surveycake.com/s
/WKpRo.

the data collected. Descriptive data analysis of the demographic infor-
mation enabled the researchers to look for trends and distributions,
while inferential analysis such as Cronbach’s alpha value and ANOVA
could assist in determining the internal consistency reliability of the
factor clusters and establish any statistical significance between
different categories of participants. Finally, regression analyses were
applied to test the 4 hypotheses.

4. Results
4.1. Descriptive statistical analysis

The demographic information presented below represents a diver-
sified sample of participants, which satisfies the sampling principles (see
Table 1 for more details). Basically, slightly over half of the participants
were female travelers (56.2%). Travelers in the 21-30 age group
accounted for more than a third of the overall sample (36.8%), while the
age group comprising over 61 years old made up the smallest group,
accounting for only 2.0%. A predominant 90.4 percent were leisure
travelers, and at least three-fifths of respondents (62.1%) traveled solo
rather than by joining a group tour. More than three quarters of the
respondents (79.7%) traveled less than three times per annum before
COVID, with only a small number of participants (4.1%) having traveled
more than 10 times. The vast majority of participants (81.6%) were
currently employed (76.5% full time and 5% part time), with 15.6%
being unemployed and 2.9% having retired. About half of the partici-
pants (51.2%) reported a monthly income of between US$1001 and
2,000, followed by about one-third (34.8%) participants reporting a
monthly income of US$1000 or less.

4.2. Internal consistency reliability and validity of factor clusters and
ranking of statement mean values

The Cronbach’s alpha value was calculated to determine the internal
consistency reliability of each factor cluster. The overall alpha coeffi-
cient score exceeded 0.76, well above the suggested threshold of 0.7 as
an acceptable score of construct reliability (Nunnally, 1978). This result
confirmed the validity and reliability consistency of all variables in each
cluster, suggesting that there was no need for further improvement or
the deletion of any variables (Table 2).

The ranking of the mean value and standard deviation of each cluster
factor and individual variable is also shown in Table 2. The “Self-reali-
zation/achievement” cluster (4.09) and ‘“Destination” cluster (3.94)
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Fig. 2. The key strategies and responses to COVID-19 in 2020 in Taiwan.

Table 1
Demographic profiles of respondents.

Variables Category Number  Percent

Gender Male 327 43.1%
Female 426 56.2%
other, prefer not to 5 0.7%
say

Age <20 71 9.4%
21-30 279 36.8%
31-40 214 28.2%
41-50 105 13.9%
51-60 74 9.8%
>61 15 2.0%

The purpose of this travel Business 53 7.0%
Tourism 685 90.4%
Other 20 2.6%

Travel style Group 287 37.9%
Individual 471 62.1%

Frequency of traveling by air per year <3 604 79.7%

before COVID 4-6 102 13.5%

7-9 21 2.8%
>10 31 4.1%

Employment full time 580 76.5%
part-time 38 5.0%
retired 22 2.9%
unemployment 118 15.6%

Monthly income (USD) <1000 264 34.8%
1001-2000 388 51.2%
2001-3000 67 8.8%
>3001 39 5.1%

Fight destination Penghu 453 59.8%
Kinmen 251 33.1%
Matsu 54 7.1%

received the highest ranking in the Push and Pull categories respec-
tively, while the “Flying experience” (3.69) and “Aviation-specific
products and services” clusters (3.39) were ranked at the bottom in the
Push and Pull categories respectively.

This result was supported by the ranking of the mean scores of in-
dividual variables in each themed cluster. The variables “I want to be
free to act the way I feel” (Push 4) (4.28), and “I enjoy planning a trip
and then implement it” (Push 13) (4.17), achieved the highest mean
scores, both of which fell into the cluster of “Self-realization/achieve-
ment” in the Push factor category. Likewise, the variables of “During
COVID, the food diversity and featured activities at the destination

attract me” (Pull 4) (4.0), and “During COVID, the scenery and themed
activities at the destination attract me” (Pull 3) (3.97) were ranked as
the top two, both of which were in the “Destination” cluster of the Pull
factor category.

The three variables at the bottom of the mean score rankings in the
Push factor category were: “I am experiencing COVID fatigue. As long as
I can fly away, I do not care where the destination is” (Push 8) (3.43), in
the cluster of “Escape”, and “Flying allows me to interact with other
people in the society” (Push 9) (3.57), and “I miss flying and just want to
experience a flight” (Push 7) (3.59), both of which pertained to the
“Flying experience” cluster. In the Pull category, the variables ranked
lowest were “Earning more mileage points is attractive” (Pull 7) (3.35),
and “Only airports have the products that I like and I can buy” (Pull 10)
(3.42), both of which were contained in the “Aviation-specific products
and services” Pull factor cluster.

4.3. Variant responses between different groups of participants

The ANOVA analyses were conducted to establish whether there
existed any statistically significant differences between the means of
various demographic groups with respect to two sets of Push and Pull
factors. As shown in Table 3, flight frequency was found to have a sig-
nificant impact on all Pull and Push factor clusters (p < 0.05, p < 0.01
and p < 0.001) respectively, while travel purpose, income, employment
status, and age group also had an impact on selective Pull and Push
factor clusters (p < 0.05, and p < 0.01) respectively, although the
impact level varied among the individual clusters.

Table 4 summarizes the ANOVA results with respect to the mean
values of various demographic groups with respect to both the Push and
Pull factor sets. It reveals that three groups of travelers, when catego-
rized according to different characteristics, achieved the highest mean
score in all 4 Push and 3 Pull factor clusters. These three groups were: 1)
participants who prefer not to specify their gender; 2) less frequent
travelers; and 3) lower income travelers (with a monthly income less
than US$ 1000). Other groups that achieved the highest mean value
included: 1) the age group consisting of those under 20, which had the
highest mean for the “Flying experience” and “Self-realization/
achievement” Pull factors, and all four Push factor clusters; 2) the age
group consisting of those above the age of 61, which had the highest
mean for the “Escape”, “Self-realization/achievement” Pull factor clus-
ters and “Destination” Push factor cluster; and 3) the group of retirees,
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Cronbach’s a values, ranking of factor clusters mean values and standard deviations of variables.

Dimensions Cronbach’s Mean  Standard Item Mean  Standard
o Deviation Deviation
Push Factor
Self-realization/achievement  0.75 4.09 0.618 I want to be physically and mentally refreshed (Push 3) 4.12 0.789
I want to be free to act the way I feel (Push 4) 4.28 0.710
I want to follow all my friends who are all traveling (Push 5) 3.81 0.965
I enjoy planning a trip and then implement it (Push 13) 4.17 0.779
Escape 0.76 3.83 0.680 I want to escape from the busy work (Push 1) 4.15 0.703
I want to get away from the demands at home (Push 2) 4.08 0.774
I want to escape from the COVID constraints environment (Push 6) 3.66 0.972

I am experiencing COVID fatigue. As long as I can fly away, I do not care ~ 3.43 1.083
where the destination is (Push 8)

Flying experience 0.92 3.69 0.828 I miss flying and just want to experience a flight (Push 7) 3.59 0.941
Flying allows me to interact with other people in the society (Push 9) 3.57 0.978
Flying makes me feel excited (Push 10) 3.73 0.962
Flying is the one thing that makes me feel relaxed (Push 11) 3.81 0.953

I like the feeling of being on board an airplane and being served by the 3.76 0.939
cabin crew (Push 12)

Pull Factor

Destination 0.93 3.94 0.756 During COVID, all types of outdoor activities at the destination attract 3.9 0.836
me. (Pull 1)
During COVID, the cultural and heritage sites and their features at the 3.88 0.824
destination attract me. (Pull 2)

During COVID, the scenery and themed activities at the destination 3.97 0.818
attract me. (Pull 3)
During COVID, the food diversity and featured activities at the 4.00 0.841
destination attract me. (Pull 4)

Safeguard measures 0.86 3.83 0.783 COVID-safe measures implemented by airlines are reliable and 3.84 0.833
trustworthy. (Pull 8)
COVID safe measures implemented at the airport are reliable and 3.82 0.838
trustworthy. (Pull 12)

Promotion and marketing 0.86 3.64 0.754 During COVID, the holiday package and promotion offered by tour 3.65 0.946

deals operators attract me. (Pull 5)

During COVID, the holiday package and promotion offered by airlines 3.62 0.959
attract me. (Pull 6)

The self service facilities attract me. (Pull 9) 3.81 0.898
Promotional sales at the shops inside the airport attract me. (Pull 11) 3.42 0.958
Incentives offered by the government, such as 2020 vouchers and rebates ~ 3.71 0.938
for travel attract me. (Pull 13)
Aviation-specific products 0.80 3.39 0.920 Earning more mileage points is attractive (Pull 7) 3.35 1.021
and services Only airports have products that I like and I can buy (Pull 10) 3.42 0.990
Table 3

Comparisons of differences in Pull factors and Push factors by demographic characteristics.

Push factor

Pull factor

Escape Flying Self-realization/
experience achievement

Promotion and Safeguard Destination ~ Aviation-specific products
marketing deals measures and services

Gender

Age

Purpose

Mode (individual or group
travel)

Flight Frequency o

Employment

Income *

Remarks: *P < 0.05; **P < 0.01; ***P <0.001.

which had the highest mean for the “Flying experience” and “Self-real-
ization/achievement” Pull factors, and all four Push factors. These re-
sults necessitate the control of the effects of individual demographic and
trip-related variables when performing the subsequent regression
analyses.

4.4. Testing the hypotheses

Regression analyses were used to explore the relationship between 3
Push factor clusters and 4 Pull factor clusters. As shown in Table 5, all
three Push factor clusters, i.e., “Escape” (p = 0.345, p < 0.001), “Flying
experience” (fp = 0.306, p < 0.001) and “Self-realization/achievement”

(p =0.126, p < 0.01), were found to significantly affect the “Promotion
and marketing deals” Pull factor cluster. Similarly, the three Push factor
clusters were found to significantly affect the “Safeguard measures” Pull
factor cluster, i.e., “Escape” (§ = 0.209, p < 0.001), “Flying experience”
(p =0.272, p < 0.001), and “Self-realization/achievement” (f = 0.188,
p < 0.001). Collectively, it can be concluded that these results provided
support to both Hypothesis 1 and Hypothesis 2.

The regression results also showed that only two of the 4 Push factor
clusters, i.e. “Escape” (p = 0.332, p < 0.001) and “Self-realization/
achievement” (p = 0.282, p < 0.001) were found to significantly affect
the “Destination” Pull factor cluster. The other 2 Push factor clusters,
which were “Escape” (f = 0.309, p < 0.001) and “Flying experience” (8
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'lgailflz:ree‘r‘lces of mean values in Pull factors and Push factors by demographic characteristics.
Pull factor Push factor
Characteristic Escape Flying Self- Promotion and Safeguard  Destination  Aviation-specific
experience realization/achievement marketing deals measures products and
services
Gender
Male ¥ ¥ ¥ ¥ ¥ ¥ ¥
Female ¥
other, prefer not to
ay R R hid hid hid hid
Age
£20 R R hid R hid hid
21-30 ¥
31-40 ¥ Y
41-50 ¥
51-60 ¥ X ¥
261 R hid X hid
Purpose
Business % %4 ¢ )¢ ¥ ¥ ¥
Tourism R R R hid hid hid hid
Mode
Group R R R R hid hid hid
Individual ¥ ¥ X X X X X
Frequency
3 R R hid R hid hid hid
4-6
7-9 ¥ ¥ ¥ ¥ ¥ ¥
210 ¥ X
Employment
full time X X
part time ¥ ¥ ¥ h¢ )¢
retired hxd R X R had R
unemployment x
Income
< 1,000 R R R R R hid hid
1,001~2,000
2,001~3,000 X X
> 3,001 X X X X ¥

Remarks: X indicates the lowest mean score, while hid refers to the highest mean value

= 0.454, p < 0.001) were found to significantly affect the “Aviation- 5. Discussion
specific products and services” Pull factor cluster. This outcome
demonstrated a partial support of both Hypotheses 3 and 4. 5.1. Destination attractiveness is the most pivotal Pull factor cluster,

despite the constraints on movement during the crisis

An abundant travelers’ motivation literature has discussed the sig-
nificance of the destination image in the traveler’s motivation behavior
(Beerli and Martin, 2004). The consensus is that destination attractive-
ness is one of the most pivotal factors that motivates tourists to actually
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Table 5
Regression of Pull factors on Push factors.

Pull factor

Promotion Safeguard Destination ~ Aviation-
and marketing ~ measures specific
deals products and
services
Gender —0.007 —0.020 —0.026 —0.008
Age —-0.023 —0.061* —0.070* 0.018
Purpose 0.020 0.013 0.057 —0.028
Mode —0.026 0.012 —0.027 —0.040
Frequency —0.017 —0.027 0.003 —0.018
Employment 0.028 -0.017 —0.027 0.008
Income 0.021 —0.048 0.031 —0.037
Flight 0.057* 0.049 0.077** 0.041
destination
Push factor
Escape 0.345%** 0.209%** 0.332%** 0.309%**
Flying 0.306%** 0.272%** 0.012 0.454+**
experience
Self- 0.126** 0.188%** 0.282%** —0.034
realization/
achievement
F-value 69.706*** 40.656*** 37.159%%* 64.303%**
Adj R? 0.499 0.365 0.344 0.478
R? 0.506 0.374 0.353 0.486
Durbin-Watson 2 1.961 2.005 1.836

Remarks: *P < 0.05; **P < 0.01; ***P <0.001.

decide to travel to a chosen destination, regardless of how the destina-
tion is measured: whether by the attributes relevant to its resources and
attractions, or the travelers’ personal sentiment and attachment to the
destination. The safe, secure and welcome image of a destination posited
to the travel public during and after any crisis plays a catalytic role in
attracting tourists back to rejuvenate the community (Zahari et al.,
2015). Our research has confirmed this finding, that is, the destination
image remains one of the top considerations that motivates air travelers,
as shown in the ANOVA and regression analyses.

This proposition was also proved by the variable “As long as I can fly
away, I do not care where the destination is” (Push 8) (3.43), which
received the lowest mean score among all statements. It demonstrated
that air travelers would not trade off their destination choice during the
crisis, although they might have very limited flexibility of movement
and were relatively constrained in destination selection. As Taiwanese
enjoyed relatively more freedom of movement until early 2021, they
have not encountered the so-called lock-down fatigue. The life-as-usual
rendered them to exercise more power in personal choices in their travel
behavior. Taiwanese carriers were also able to divert up to 80% of their
capacity to offshore destinations, which facilitated the consumers to
eventuate their travel.

5.2. Promotion and marketing deals Pull factor cluster has not stimulated
the travellers to the extent as it was anticipated

Marketing literature claim that consumers react to marketing and
promotion stimuli to satisfy their personal needs (Fam et al., 2019).
When border was closed in order to contain pandemic, numerous mar-
keting campaigns were launched by Taiwanese airlines and airports, and
vouchers and rebates for travel were issued to incentivise consumers’
spending to stimulate economic activities. However, the presumption
that air travellers would optimise the best deals and take advantage of
incentive schemes proved to be invalid, as evidenced by the lower mean
score for the “Promotion and marketing deal” Pull factor cluster (3.64).
It is apparent that the sampled participants were not motivated to travel
by redeeming the vouchers, nor were they impressed with the promo-
tional packages offered by the airlines, tour operators, or airports.

While it is beyond the scope of this research to establish and deter-
mine the effectiveness of corporate marketing campaigns and the
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government’s economic stimulus schemes targeting individual con-
sumers, it is worth investigating further to understand whether and to
what extent the airlines and airports have collaborated with destination
marketing organizations to jointly promote both air travel and desti-
nation choice, and how such campaigns could be aligned with the
destination image. Since the literature has documented the need for
targeted marketing campaigns for the travel public both during and after
the crisis to restore the destination image and to stimulate the travelers’
desire for travel, it would be worth extending the inquiry to measure the
effectiveness of the marketing campaigns developed by the airlines and
airports, as well as the economic measures proposed by the government.

5.3. The aviation-specific products and services Pull factor was not as
effective as other Pull factor clusters in inspiring air travelers

Airlines tend to market their augmented products such as “Frequent
Flyer Program”, “access to lounge”, and “enhanced flying experience” to
air travelers, in addition to selling a seat to entice them to fly. Re-
searchers such as Suzuki (2007) and Espino et al. (2008) have estab-
lished that price and frequent flyer programs are two of the key factors
determining the air travelers’ airline choice or loyalty. Dolnicar et al.
(2011) further observed that loyalty programs are strongly associated
with behavioral loyalty for business and frequent travelers, but not for
casual and leisure travelers.

Our research confirmed the claim of Dolnicar et al. (2011) by stating
that earning mileage, which is one of the prominent benefits of joining a
frequent flyer program, is not an effective selling point to leisure and
casual travelers. While this study does not generate any empirical evi-
dence to justify the rationale as to why aviation-specific products such as
earning mileage during a crisis are not comparable to other factors as a
travel motivator, the following observations could aid in explaining the
considerations. Firstly, the very short-haul offshore domestic flight of
less than 50 minutes, would not earn them much mileage anyway, and
hence they would not be bothered. Secondly, the mileage as an
augmented product is not as attractive as other core products that could
be traded off by leisure short-haul travelers.

5.4. The safeguard measures cluster is a moderate Pull factor

The mean score of this factor cluster (3.83), which was just below
that of the Destination image (3.94), showed that sampled participants
accepted the existence of the safeguard measures introduced by both
airports and airlines during COVID. While independent studies by Har-
vard researchers demonstrate that the airflow design onboard an aircraft
is effective in removing contaminants to such a degree that flying re-
mains safe or is even safer than routine daily activities, such as going to
the grocery store (Muntean and Wallace, 2020), most empirical evi-
dence showed that air travelers were quite concerned about the spread
of the virus on board or on the ground (Sun et al., 2021). Regardless,
there are no studies to date that investigate the confidence of air trav-
elers in the effectiveness of COVID-safe measures. The literature has,
however, established the existence of a segment of travelers who are
resistant to external or internal crisis events, by demonstrating high
levels of risk propensity and resistance to change (Hajibaba et al., 2015;
Lamb et al., 2020).

5.5. The desire for self-realization/achievement Push factor cluster should
be satisfied as a priority despite the crisis

Self-realization/achievement is extensively recognized in the
tourism literature as one of the most important Push variables to moti-
vate the tourists. Consumers, through engaging in tourism activities,
experience self-realization which is regarded as achieving their life goal
(Sheldon, 2020). Our research also confirms this claim. It demonstrates
that self-realization is a primary goal that every consumer wants to
achieve, as long as the opportunity still exists. While traveling is one
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means of facilitating the self-realization, there might be other avenues
that the travel and tourism community could explore to make it easier
for travelers to achieve this life goal.

5.6. Flying experience is not yet a powerful selling point during crises

Flying experience has been one of the hottest topics recently. Both
airlines and airports have been working tirelessly to invest in improved
and new technologies, deploying new facilities, introducing new pro-
cesses, and improving operational procedures in order to enhance
travelers’ flying experience. Anecdotal evidence that commercial air-
lines’ “sightseeing flight to no-where” tickets were sold in 8 minutes
sparked speculation as to whether a sightseeing flight provided by a
regular public air transport operator is a tangible product and service
that can be marketed to the traveling public. Nevertheless, this result
showed that this proposition still needs more empirical evidence for its
validation.

A sightseeing flight is generally provided by general aviation (GA)
operators, such as helicopter operators, or other smaller aircraft oper-
ators. The flight is exercised above the scenic spot, allowing an exciting
flight experience in a different type of aircraft. The selling point of these
operators is the sightseeing from the air and flight experience. When a
destination, and self-realization/achievement, is associated with travel
decision-making, the flying experience itself is not sufficient to stimulate
travelers to take action regarding air travel. Flying experience perhaps
cannot yet be marketed as an independent aviation product to be pro-
vided by regular public air transport providers.

5.7. The needs of travelers with specific demographic features should be
satisfied during a crisis

Our ANOVA results also showed that air travelers with certain de-
mographic features were more inclined to respond to both Push and Pull
motives. These travelers were: 1) travelers under the age of 20 and
above 61, 2) retirees, 3) less frequent flyers with an average of less than
3 flights per annum, and 4) those whose annual income was less than US
$ 1000. Travelers under the age of 20 achieved higher average scores in
2 Pull factor and all 4 Push factor clusters, with the exception of one Pull
factor cluster: “Escape”. This can be interpreted as meaning that this
group of travelers, who are Generation Z, are more likely to be moti-
vated to travel by air during a crisis, provided that the promotional
campaigns, destinations and other safeguarding measures are designed
effectively to address their needs and requirements. Our study is one of
the first to establish that those belonging to Generation Z are equally
likely to be motivated to engage in air travel during a crisis.

Those aged above 61 also showed a strong desire to Escape and fly to
a destination, as evidenced by the higher average scores for these factors
in the ANOVA tests. In Taiwan, those who are above 60 are generally
retired or semi-retired. They have sufficient time and adequate financial
reserves that allow them to self-realize and do things of their own
volition (Wong and Musa, 2017). They choose to fly to their chosen
destination during a crisis in order to escape from their busy lives and
the high demands of work. This finding lends support to that of Ritti-
chainuwat (2007) and Walters et al. (2015) who observed that seniors
are more likely to be motivated by perceived values following a disaster.
The literature has also established that the age group consisting of re-
tirees has the strongest desire for air travel, thanks to their abundant
time availability, adequate financial wellbeing, and desire to enrich
their retired life (Wong and Musa, 2017). Airlines have seen steady
growth in travel demand from this group of consumers (Han et al., 2019)
and have collaborated with tour operators to design some tailor-made
travel packages to suit their needs.

Our finding provides more convincing empirical evidence that these
two age groups have the greatest potential to purchase air travel prod-
ucts even during a crisis. Those in Generation Z are keener, more dy-
namic, and more curious to step out of their comfort zone, while seniors
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are more mature in every sense with the capacity to deal with pro-
spective contingencies. Their desire to travel is not dampened during a
crisis, but they are instead committed to planning or executing their
travel plans. This result indicates that more targeted travel products
could be developed to better suit and satisfy their needs.

The other two groups of travelers, i.e., those who traveled less than 3
times per annum before COVID and those whose monthly income is less
than US$ 1,000, have achieved higher average scores than the rest of the
respondents in all 7 factor clusters, indicating that all Pull and Push
factors have a very positive influence on their travel motivation. This
implies that these groups of travelers have a strong travel desire, which
could not be satisfied during the crisis-free time, due to their financial
constraints. When circumstances change where a more affordable travel
product is available, they will take advantage to satisfy their travel
needs. While understanding the travel needs of lower income consumers
is beyond the scope of this research, it is an issue worth investigating
further in future studies in order to have a better understanding of the
needs of these segments of the market.

5.8. Relationship between Push and Pull factors

The incumbent literature has provided little discussion on the asso-
ciation between the Push and Pull factors, which is one of the knowledge
gaps that this research has aimed to address. Our regression analyses
reveal that there is a significant relationship between all 4 Pull factor
clusters and the “Escape” Push factor. Particularly worth noting is that
three of the Pull factors, which include: 1) “Promotion and marketing
deals”, 2) “Safeguard measures”, and 3) “Aviation-specific products and
services”, are significantly associated with the “Flying experience” Push
factor. Among them, “Aviation-specific products and services” has the
most significant influence on the “Flying experience” Push factor.

This finding indicates that travelers will align aviation-specific
products and services with their flying experience. Such an interpreta-
tion of “Flying experience” implies that travelers will go to aviation
service providers to determine and justify to what extent the products
and services they receive will affect their travel experience. This result
indirectly proves that travelers will have a great flying experience when
they perceive the high quality of aviation-specific products and services.
It implies a need for the aviation service providers to develop a better
understanding of the air travelers’ perception of the flying experience to
ensure that a seamless and hassle-free flying experience can be made
available to travelers.

Last but not least, three of the Pull factor clusters, which are 1)
“Promotion and marketing deals”, 2) “Safeguard measures”, and 3)
“Destination”, are significantly associated with the “Self-realization/
achievement” Push factor. Among them the “Destination” Pull cluster
has the strongest influence. This result reinforces one of the findings of
this paper revealed by the ranking of the mean value, as well as other
researchers such as Lu et al. (2016) in that consumers engage in travel
and tourism activities in an attempt to demonstrate their self-realization
and achievement. Destination image, reputation and associated features
significantly affect travelers’ perception and judgment of their
self-realization/achievement.

6. Conclusion, theoretical contribution and implications for
industry

This paper has sought to investigate travelers’ motivation during a
crisis by applying a Push and Pull factor model. It has aimed to identify
the factors that would motivate consumers to engage in air travel during
crises such as COVID, and further determine which factors are more
influential. It has also attempted to establish whether there exist any
variations among travelers with different demographic features when
responding to Push and Pull motives and further determine whether the
Push factors have any influence on the Pull factors. 760 valid responses
were collected in Taichung International Airport in late October 2020
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with Cronbach alpha value, ANOVA and regression analyses being
conducted. Some of our findings reinforce the propositions already
documented in the literature while others shed new light and make a
novel theoretical contribution to the literature.

6.1. Theoretical contribution

Firstly, we have applied the Push and Pull factor model to the air
travel motivation scenario, which has not so far appeared in the existing
literature. In this endeavor, new constructs associated with aviation-
specific products and services, marketing promotions and government-
initiated stimulus schemes have been developed in the context of
COVID-19, which have then been tested accordingly. The efforts have
theoretically advanced the Push and Pull factor model, which could be
replicated and further tested in future studies that aim to investigate air
travelers’ motivation. Secondly, the relationship between the Push and
Pull factors has been tested, which is the first attempt of its kind in ac-
ademic research in the domain of travel and tourism motivation. The
establishment of the relationship between the Push and Pull factors will
assist in explaining how the external stimuli exert an impact on con-
sumers, and how consumers’ internal desires and needs will respond to
the external forces. The established relationship also serves as empirical
evidence that demonstrates that travel motivation can be transformed
into travel demand, which is the foundation of the legitimate existence
of the airline industry. Thirdly, we have produced more empirical evi-
dence to understand the travel motivation of consumers during a crisis
that has affected the global aviation industry. This has filled a void in the
current literature which predominately focuses on tourism motivation
with a crisis affecting the destination. Hence, we are extending travel
motivation during a crisis to the aviation context.

6.2. Implications for industry
Our findings have the following implications for the industry.

1

—

Travelers with special demographic features such as those who
belong to Generation Z, seniors, and low-income or less frequent
travelers have a stronger desire for air travel, which is not necessarily
satisfied in crisis-free circumstances. In the event that the destination
image is perceived to be safe, the air travel is more affordable, and
the safeguard measures are in place and effective, these groups of
travelers will be motivated to action to realize their travel dream.
Airlines, airports and destination organizations need to pay more
attention to the travel needs of these segments, and to act either
collaboratively and/or individually in designing and developing
tailor-made travel products and services to stimulate and satisfy their
needs.

“Aviation-specific services and products” are closely associated with
the perception of “flying experience”. This requires both airlines and
airports to review their service provisions to determine what im-
provements can be made and at what point in the air travel process.
“Promotion and marketing deals” launched by airlines and airports
during a crisis need to be tailor-designed to motivate travelers to
engage in air travel. Further market research is needed to establish
the specific needs of segments and determine to what extent they can
work collaboratively with destination organizations to promote both
their services and destinations.

Stimulus packages such as coupons, vouchers, and rebates for travel
introduced by government agencies are not effective in stimulating
consumers to use them for air travel. Since the pandemic, the
vouchers and rebates for travel provided by various Taiwanese
businesses have only been available online, rather than the hard-
copy coupons which are more tangible and easier to redeem, with
the exception of promotion by airlines and those related to hotel
accommodation. The majority of Taiwanese consumers prefer having
hard-copy coupons instead of merely resorting to online redemption.
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This raises an interesting question for airlines and airports: Do they
need to work more closely with government agencies to design
enticing deals to allow the use of coupons? Do they need to consider
providing hard-copy coupons instead of an online redemption
scheme to invite consumers to engage in air travel? Or do they need
to provide more tailor-made incentives to stimulate the demand for
air travel?

6.3. Future research opportunities

We suggest the following future research opportunities. The first area
of interest is to look at the travel motivation (Push element) of those
consumers with special demographic features, for example, Generation
Z, who have grown up with technology and are much younger than
Generation Y, as well as low-income consumers and less frequent trav-
elers. Much attention has been paid to frequent flyers and business
travelers, and some attention needs to be directed to these segments. A
second area of research interest is to investigate the effectiveness of
marketing and promotion deals (the Pull element) launched by airlines
and airports during a crisis, provided that air travel is operational. While
a vast amount of literature has discussed the effectiveness of marketing
strategies and promotions by airlines and airports in a non-crisis oper-
ational environment, there is little empirical evidence to discuss the
marketing and promotion work and how effective they are during a
crisis. This can be further expanded to investigate the prospects and
effectiveness of collaborative marketing initiatives (the Pull element)
between airlines, airports and destination businesses during a crisis
when air travel is accessible, in order to determine how travelers can be
motivated by a combination of marketing forces.

A third area is to assess the effectiveness of government policies
designed to stimulate consumer spending on air travel and tourism at
large (a Pull element). During the recent pandemic, a wide array of
stimulus schemes in different formats have been introduced by gov-
ernments, with a view to encouraging consumers to fly with airlines to
engage in tourism activities and boost the economy. However, it has yet
to be established whether such policy initiatives have been effective.
More empirical evidence will help the government make informed
public policy decisions. Last, but not least, studies can be conducted in
other markets to test the Push and Pull variables that this research has
identified and further establish the association between the Push and
Pull factors. These prospective studies could in turn help test the prop-
ositions and preliminary findings that travel motivation could be
transformed into travel demand, but could be subject to different con-
ditions in different markets.
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