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Abstract. Health and wellness tourism is a new form of tourism in which people seek to experience a 
healthy lifestyle through tourism. From the perspective of demand side, this paper discusses the tourism 
motivation of health and wellness tourists, and based on a new tourism motivation model, studies the 
influence mechanism of pull motivation on revisit intention. The results showed that :(1) Pull motivation 
had a significant positive effect on revisit intention; (2) pushing motivation negatively moderates the 
relationship between pull motivation and revisit intention. 

1 Introduction 
As a new form of tourism, health and wellness tourism 
has become a new hot topic in academic circles. The 
National Health and Wellness Tourism Demonstration 
Base Standard (LB/T 051-2016) points out that health 
and wellness tourism is the sum of all kinds of tourism 
activities that make people reach a good state of natural 
harmony in body, mind and spirit through various means 
such as nourishing the body, nourishing the diet, 
cultivating the mind and caring for the environment. 
Domestic and foreign relevant research contents mainly 
include the study on the distribution and evaluation of 
health tourism resources[1-2] and the study on the health 
and wellness tourism industry and its development 
potential[3-5], mostly starting from the supply side and 
mainly focusing on qualitative research[6]. 

Travel motivation is an important mental state that 
encourages individual or group travel. Dann put forward 
the push and pull theory, arguing that "pull" refers to the 
factors that can attract tourists to a specific tourist 
destination. It emphasizes the benefits of a specific 
destination and belongs to external factors. "push", 
which is based on tourists, aims to meet the 
physiological and psychological needs of tourists and is 
an internal factor of tourists themselves[7]. Studies on 
tourism motivation at home and abroad mainly include 
the dimension of tourism motivation[8-11], the type of 
tourists based on tourism motivation[12-14], and the 
relationship between tourism motivation and destination 
image[8], recommendation intention[9] and revisit 
intention[15-18]. However, many studies simply use the 
push and pull theory to divide tourism motivation into 
push motivation and pull motivation, and then study the 
relationship between tourism motivation and other 
variables, and few involve the field of health and 
wellness tourism. Some scholars believe that there is 

only a simple correlation between push and pull 
motives[19], but Dann believes that push is logically prior 
to pull and will have an impact on pull[7]. Therefore, in 
the context of health and wellness tourism, the 
relationship between the push motivation and the pull 
motivation, and the influence on the intention to revisit, 
still need to be further discussed, so as to provide a 
theoretical basis for the market segmentation and 
marketing of health and wellness tourism destinations 
and the improvement of revisit rate, and promote the 
sustainable development of health and wellness tourism 
industry. 

Xu and Chan believe that in the context of natural 
tourism, pull motivation will affect tourists' 
recommendation intention, and push motivation plays a 
moderating role between pull motivation and 
recommendation intention[9]. Recommendation intention 
and revisit intention are both part of attitude loyalty, but 
they are different. The former emphasizes the possibility 
of tourists recommending a certain tourist destination to 
others, while the latter is the possibility of tourists 
themselves going to a certain destination again. The 
subjects of tourism are different, but in promoting the 
sustainable development of tourist destinations, the 
research on the intention to revisit is of great 
significance. Previous studies have found that tourism 
motivation can affect revisit intention and is an 
important predictor of revisit intention[15-18], and it is 
pointed out that among push and pull motivations, pull 
motivation significantly affects revisit intention[17]. 
Therefore, this paper proposes the following 
hypothesis(the hypothesis model is shown in Figure 1): 

H1: The pull motivation of health and wellness 
tourists has a significantly positive influence on revisit 
intention 
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H2: The push motivation of health and wellness 
tourists plays a moderating role between pull motivation 
and revisit intention 

 
Figure 1. Hypothesis model 

2 Research methods and data collection 
With reference to the tourism motivation related scale[17], 
a semi-structured interview was conducted on the people 
who had participated in health and wellness tourism, and 
the push and pull motivation items of health and 
wellness tourism were supplemented and improved to 
meet the research needs, Including 15 push motivation 
items and 15 pull motivation items. The scale of 
intention to revisit is based on the studies of Zhao, Luo[16] 
and Beckman[19], etc., and is modified according to the 

research needs. It consists of 4 items. The pre-survey 
was distributed by questionnaire from November 13 to 
20, 2020, 110 questionnaires were collected, and 90 
questionnaires were collected in Qingcheng Health and 
Wellness and Recreation Holiday Resort. A total of 200 
questionnaires were collected in the preliminary survey. 
According to the results of the survey, the items were 
deleted and optimized. The push motivation remained 11 
items, and the reliability coefficient was 0.836. 15 items 
of pull motivation, the reliability coefficient is 0.887; 4 
items of revisit intention, and the reliability coefficient is 
0.919; A formal questionnaire was formed by adding 
basic demographic information such as gender, age, 
education level, occupation and average monthly income. 
Formal investigation was conducted in the health and 
wellness tourism resort and health and wellness tourism 
town of Kunming, Panzhihua and Xichang respectively 
from November 25 to December 3, 2020. Random 
sampling survey was conducted on health and wellness 
tourists. 378 questionnaires were collected, 12 invalid 
ones were eliminated, and 366 were effectively collected, 
with an effective recovery rate of about 96.8%.Sample 
demographic characteristics are shown in Table 1. 

Table 1. Demographic characteristics 

category project frequency % category project frequency % 

Gender Male 136 37.2 Occupation Employees of government 
agencies or institutions 19 5.2 

 Female 230 62.8  
Enterprise employees or 
individual industrial and 
commercial households 

65 17.8 

Age 20 years old and 
below 7 1.9  Student 13 3.6 

 21-35 80 21.9  Retirees 199 54.4 
 36-50 53 14.5  Others 70 19.1 
 51-65 85 23.2     
 65 years old above 141 38.5 Average 

monthly 
income 

3,000 RMB and below 82 22.4 

Education 
level 

Junior high school 
and below 81 22.1 3,001-6,000RMB 196 53.6 

High school or 
technical 
secondary school 

104 28.4  6,001-10,000RMB 72 19.7 

 College or 
undergraduate 166 45.4  More than 10,000 RMB 16 4.4 

 Master's degree 
and above 15 4.1     

 

3 Results and discussion 

3.1 Reliability and validity analysis 

The reliability test showed that the overall reliability 
coefficient of the push-pull motivation scale was 0.866 
and 0.876, respectively, and the reliability coefficient of 
the revisit intention scale was 0.951, indicating that the 
reliability of the scale was good. The validity test 
showed that when the item SFI6 with the cross load 
greater than 0.4 was deleted, push motivation 
KMO=0.844, χ2=1761.113, df=55, Sig. =0.000; pull 
motivation KMO=0.897,χ2=2321.350, df=91, Sig.=0.000;  
revisit intention KMO=0.849, χ2=1536.605, df=6, Sig. 

=0.000. KMO values of all scales were greater than 0.8, 
reaching the Butler significance test level of sphericity, 
and the scale construction validity was good. 

3.2 Regression analysis 

In this paper, after standardizing the data of independent 
variables, moderators and dependent variables, the 
hypothesis was verified through hierarchical regression, 
as shown in Table 2. In Model 1, pull motivation was 
used as the independent variable and revisit intention 
was used as the dependent variable for regression. The 
standardized coefficient was 0.633 and the R2 change 
was 0.401, both reaching the significance test level of 
0.001, indicating that pull motivation had a significant 
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positive effect on revisit intention and had a strong 
predictive effect, supporting Hypothesis 1. In Model 2, 
based on Model 1, push motivation (potential 
moderating variable) was added into the independent 
variable, and the R2 change was 0.001, which showed no 
significant increase. On the basis of Model 2, Model 3 
added the interaction term of push and pull motivation to 
the independent variable. At this time, the R2 change was 
0.022, which showed a significant increase. The 

adjustment effect of push motivation was significant, 
which supported Hypothesis 2. The standardized 
coefficient of the interaction term of push and pull 
motivation shows that push motivation negatively 
moderates the relationship between pull motivation and 
revisit intention, that is, the predictive effect of pull 
motivation on revisit intention weakens with the increase 
of push motivation, as shown in Figure 2. 

Table 2. Hierarchical regression results 

Model Variable Standardization 
factor T value P value R2 change F change Significance of 

F change 
1 Pull motivation 0.633 15.613 0.000 0.401 243.757 0.000 
2 Pull motivation 0.650 12.953 0.000 0.001 0.325 0.569 
 Push motivation -0.029 -0.570 0.569    

3 Push motivation 0.594 11.506 0.000 0.022 13.846 0.000 
 Push motivation -0.072 -1.420 0.156    

 Pull motivation 
*Push motivation -0.173 -3.721 0.000    

Note: The dependent variable is intention to revisit. 

 
Figure 2. The moderating effect of motivation 

 

4 Conclusions 
Focusing on the field of health and wellness tourism, this 
paper studies the influence mechanism of pull 
motivation on revisit intention based on the new tourism 
motivation model. The research results are as follows :(1) 
pull motivation has a significant positive effect on revisit 
intention; (2) push motivation has a negative moderating 
effect on the relationship between pull motivation and 
revisit intention. 

From the perspective of demand side, according to 
the push and pull theory, this paper identifies the push 
and pull motivation of health and wellness tourism, and 
studies the relationship between it and the intention to 
revisit. The research on tourism motivation is extended 
to the field of health and wellness tourism, and based on 
previous models, the moderating effect of push 
motivation between pull motivation and revisit intention 
is verified. In contrast, in this paper, the dependent 
variable is the revisit intention, suggests the moderating 
role of the push motivation not only exists between pull 
motivation and recommendation intention, also exists 

between pull motivation and revisit intention. This paper 
expands the application scope of this model, fills in the 
existing theoretical framework and empirical research 
gaps of health and wellness tourism to some extent, and 
provides a theoretical basis for the market segmentation 
and marketing of health and wellness tourism destination, 
as well as the improvement of tourists' revisit rate and 
the enhancement of sustainable development ability. 
Future research can be based on this model to verify the 
relationship between push and pull motivation and other 
variables in more research fields, and further test the 
applicability of this model. 
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