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Abstract
Many reasons tempt tourists, instigating researchers to analyse 
their motivations in choosing a destination matching their 
self-emotional persuasion. Some destinations arouse interest 

destination’s competitive advantage. The study intends to 

satisfaction, thus generating potential loyal tourists; various 
dimensions of tourist motivations lead to the decision-making 
for the tourist, and major factors are the destination’s attributes 
and the destination’s perceived image. Any destination to 
sustain itself in the competitive tourism market has to evolve 

a peaceful environment, festivals and events, eco-tourism 
natural trails, and climatic conditions are crucial in attracting 
tourists to Kanyakumari—motivations like. Natural sceneries, 

Sunrise and Sunset, attractive beaches, and Vivekananda rock 
are concrete competitive attributes of the district. The study 
further suggests managerial insinuations that can improve the 

Keywords: Tourist Motivations, Destination attributes, Tourist satisfaction, 
Destination Loyalty, Destination Competitiveness.  

1. Introduction
Tourists consume experiences at a destination. These experiences are the 
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effective use of resources makes the destination more appealing to tourists; 
destination stakeholders continuously modify and upgrade resources to 

destination is motivated to spend time and money exploring the destination. 
The impetus to travel to any destination is to contribute to the economic 
development of the stakeholders at the destination. (E., 1989; D. G. Pearce & 

(LaTour & Peat, 1979)

of relative perception in tourism is based on experience or exposure to the 
features of the destination.(Escobar et al., 2020; Tse, 2014). The previous 

has been the major contributor to predicting destination loyalty.(Gursoy et 
al., 2014; Papadopoulou et al., 2023)(P. L. Pearce & Lee, 2005). The construct 
of loyalty has three pillars. (Gursoy et al., 2014), namely destination image  

(Baloglu & McCleary, 1999). 

Tourist motivations, destination competitiveness, satisfaction, and 

of visiting any destination. Motivation refers to the factors internal and 
external to the tourists, the former comprising aspects of socio-psychological 
needs, available high disposable income, and excessive free time and later 

amenities that provoke the tourist to select for travel. Added to these is the 
destination’s competitive advantage that promotes the loyalty parameter. 
Nurtured by the tangible and intangible attributes and the experience 
gained by the tourists, they are induced to pay repeat visits.  Beyond the 
motivations and competitiveness, there are other mediating demographic 
and sociocultural parameters, such as annual income, gender, marital status, 
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including repeat purchase, duration of visit, and sources of information, that 
play a substantial role in the decision-making process. 

destination competitiveness that leads to overall satisfaction, and the loyal 
behaviour of tourists visiting Kanyakumari, the district of Virgin Princess.  

2. Literature Review & Conceptual Framework 
All research is built on the theoretical and empirical background of the 

present study revolves around tourism motivations, the destination’s 
competitiveness, satisfaction through experiences and repeat purchases or 
loyalty. Tourist Motivation is the psychological factor that induces behaviour 

as emotional stimuli by (Correia & Moital, 2009)that make them behave 
according to situations. The study on tourist motivation started in the 1970s, 

deciding stages for a destination pertains to the individual preferences, 
and the perception of the value the individual gives to the attributes any 

for landscape features motivate exotic destinations.  Several ideologies have 

2.1. Motivation

literature studied in Sociology, Psychology, Anthropology, Management, 

is identifying the reason for their travel and selecting any destination(Gnoth, 
1997). Multiple theories have also interpreted motivation in tourism and 

1977); authors like (E., 1989; Iso-Ahola, 1982) have also developed theories 

the motivation for tourists and the model of the push and pull factor, and 
the approach and avoidance paradigm (Hall & Pearce, 1982). Etc. Motivation 
has been examined from both tourist and destination perspectives. These 
interpretations have been successful in providing valuable insights into 

sought or realised, and expectancy-based theories. (Snepenger et al., 2006; 
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purchase of the travel. 

2.2. Competitiveness
The sense of competitiveness at a tourist place promotes destination 

and develop the destination. This includes strategies and investments 

effectively(Buhalis, 2000; Streimikiene et al., 2021).  Competition helps 
identify core areas of progress to increase the value and capacity of the 

supply chain of the destination, improving economic, environmental, and 
infrastructural output(Mazanec et al., 2007; Poon, 1993). Competitiveness 
helps develop solutions for radical problems, thus involving more strategic 

factor in delivering competitiveness to tourist destinations, leading to the 

Hence, competitiveness becomes a crucial economic indicator in destination 
development. 

2.3. Satisfaction

al., 2009). It also considers the individual’s prior beliefs, thus providing critical 
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destination(Saayman et al., 2018); the post-purchase perception is then 

the tourist’s assessment of subsequent beliefs and destination interaction(A. 

2.4. Loyalty 

efforts to convince consumers to visit any destination. A good marketing 

(Cohen et al., 2014; McKercher & Guillet, 2011) By offering the consumer 
tourism product features they look for, namely Novelty, Authenticity, 

that it induces the consumer to try the product, here if the product exceeds 
the pre-purchase expectation (Kotler & Armstrong, 2021), then the consumer 

to their preferences.

revisit or recommend the destination, it is considered tourism loyalty.(Astari 

the tourists and visitors. This total satisfaction depends upon the sum of the 
experience of all the tangible and intangible products the destination offers 
tourists. The overall experience provided by a destination cannot be from a 
single source but a conglomeration of stakeholders like the host community, 
government sector, various tourism businesses, linked industries, and 

(Dayunan, 2022)the overall experience of the tourist customers, if favourable, 
leads to higher satisfaction levels and guides their intention to repurchase. 
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satisfaction pertains to services, facilities, communication, infrastructure, 
safety and security, and ease of entry into a nation offered by the government 
and other stakeholders.  

The argument of (Kassean & Gassita, 2013)Stresses on destination’s 
service quality, its attractiveness, and its cultural attributes like religion 

the other hand, (Douglas et al., 2023; Juvan et al., 2017; Papadopoulou et 

political climate, social features, excellent accommodational establishments, 
acceptable exchange rates, and reputation of the destination build the image 

mouth on tourist attractions’ pricing form a base for arousing the intention 

indirectly refers to the competitive advantage displayed by the destination. 

the expectation of tourists relies on the internal and external variables they 
experience in the place of visit. 

motivations, destination image, tourist satisfaction, destination loyalty, and 
destination competitiveness are interrelated.

Figure 1:

3. Research Objective
The general objective is to study the travel motivations, destination loyalty, 
and destination competitiveness of Kanyakumari, the district of the Virgin 
Princess of Tamil Nadu, located at the southernmost tip of the Indian 

the destination. Kanyakumari explores the various dimensions of tourist 
motivations leading to the tourists’ visit to Kanyakumari, the destination 

individually on travel motivation, destination attributes, destination 
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competitiveness, a

loyalty of Kanyakumari. Thus, it enables the researchers to study the travel 

to contribute to the theory of tourism. 

the government can take the necessary action to make it a popular tourism 
destination in India. It is expected to improve the image of Kanyakumari. 

the spirit of the tourists and the stakeholders at all levels to bring about the 

destination attributes/ competitiveness, and destination loyalty. Since the 

motivations and destination qualities, leading to destination loyalty (Cape 

integrate policies for the overall enhancement of Kanyakumari to increase 
tourists’ loyalty to visiting Kanyakumari. 

4. Research Methodology 

4.1. Research Setting 

domestic tourist arrivals and eighth place in terms of foreign tourist arrivals 

Chennai data. Kanyakumari is an excellent destination for leisure recreation, 
fun, and cultural and religious activities peaceful environment, festivals 
and events, eco-tourism natural trails, medical facilities, sports facilities, 

the destination and handicrafts and souvenirs. Therefore, both natural and 

people and the service providers, the role of the government in promoting 
Kanyakumari as a tourist destination,

4.2. Research Design

Travel Motivation, Travel Satisfaction, and Destination Loyalty; all these 
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factors contribute to the overall tourism development at the destination. 
The data for the research is

responses from the tourists visiting the district. Structured questionnaires 

collecting tourists’ demographic and socioeconomic characteristics also 
collected responses based on (Thong et al., 2023) related to their perception 

and amenities available at the destination and their revisit intention or 
their chances of recommending the destination to friends, family and 
acquaintances.

4.3. Research Method

unlikely” and 7 indicating “very likely”, the study used (Albayrak & Caber, 

destination competitiveness, motivation to visit, satisfaction and loyalty 

the application of SPSS 18. 

5. Findings and Results
The parameters of study tourist motivations, destination competitiveness 

the tourists belong. Motivations differ according to the gender, age, marital 

Therefore, und

More than half of respondents 69(57.5%) possessed graduation and post-
graduation degrees, 28(23.3%) pro

1 lakh and 60,000 and 1 
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5 lakh and above, 21(17.5%) tourist respondents 
3 lakhs and 5 lakhs and 16(13.3%) unemployed students 

tourists, and 22(18.3%) are foreign tourists.  

loyalty has been analysed by taking nationality and the visit frequency to 
establish logical connotations.

Hypothesis 1: 
and nationality in deciding to travel to Kanyakumari. 

Hypothesis 2: 
and occupation for touring Kanyakumari. 

Hypothesis 3: 
and nationality for travelling to Kanyakumari. 

Hypothesis 4: 
and learning, Achievement, and Escape are independent.

Hypothesis 5: Destination Competitiveness, Nightlife and entertainment, 

amenities, Activities, Shopping, and cleanliness are independent. 

About Hypothesis 1

43(35.8%) of the tourist respondents, 28(23.3%) for fun, 20(16.7%) for religious 

came for rest and relaxation, 26(26.5%) for fun, and 18(18.4%) for religious 

have got negligible responses, accounting for 6(6.1%), 4(4.1%) and 2(2.0%) 

2(9.1%). None of the foreigners had come for study trips and visiting friends 
and relatives. Thus, it is inferred that the culture of Kanyakumari highly 
motivated foreigners to visit the destination, and this motivation does not 

Hypothesis 2,
freedom of 24 and a P value of .051 of the Chi-square tests of association, 
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and occupation of the tourists. Majority 36(30.0%) of the respondents are 
business men, 32(26.7%) employed under private sector, 28(23.3%) self-
employed, 16(13.3%) public sector, and 8(6.7%) students. It is further noted 
that the majority, 12(42.9%) of the total 28(23.3%) self-employed tourists, 
visited Kanyakumari for relaxation, 7(25.0%) for fun, and 15(20.3%) for 
religious reasons. Thus, it is inferred that Kanyakumari’s rest, relaxation 
and fun attributes motivated self-employees and business people to reduce 

employees, indirectly contributing to their loyalty to the destination. 

Considering Hypothesis 3

nationality of the tourists determines the frequency of visits to a destination 
because the closer a destination is to the place of origin of the tourists, the 

Table 1: Chi-Square Test

Hypothesis Chi-Square value Df P Value
1 36.612 6 .000
2 36.318 24 .051
3 11.932 4 .017

and learning, achievement, escape and affordability are checked for 

minds.  Hypothesis 4

that of above mentioned multiple independent variables. 
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considering the inaccuracy present in the model, the prediction of the variable 

room for rejecting the null hypothesis. Therefore, the investigation advocates 
that the motivational aspects positively relate to loyalty. 

experiencing and learning, affordability, escape and merry-making, do not 

Table 2: Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate

1 .440a .193 .150 4.19532

Learning, Achievement, Escape

Table 2:

Learning, Achievement, Escape, b. Dependent Variable: Loyalty

Table – 2a: Correlation
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The correlation matrix analysis indicates that only some observed 

achievement and loyalty, given the Pearson values as r=.362, .316, and .333, 

it is inferred that except for the variable affordability, the other variables play 

Apart from the tourists’ motivations, the competitive advantage of the 
destination that arouses interest in visiting is essential. Therefore, to test 
the variables of destination competitiveness and their respective cause and 
effect relationship is analysed through multiple regression analysis on the 
variables of Nightlife and entertainment, Monuments of Kanyakumari, 

investigation. The results of multiple regression analysis are depicted in 

competitiveness. It is revealed from the table that attributes like activities 

in that order. The other variables, facilities and amenities, monuments of 

Kanyakumari as a destination. 
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observed relationships are very strong. The most substantial relationship 

found, given the Pearson values as r=.414, .419, .411, and .426, respectively. 

competitiveness except for the variable monuments, natural scenery, nightlife 
and entertainment, and shopping and cleanliness. Therefore, the other 

Table – 3: Model Summary

a. Predictors: (Constant), Night life & Entertainment, Monuments of Kanyakumari, 

Table – 3:

a. Predictors: (Constant), Nightlife & Entertainment, Monuments of Kanyakumari, 

b. Dependent Variable: Destination Competitiveness

Table – 3a:

a. Dependent Variable: Destination Competitiveness
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and claims their repeated purchase, making them loyal, an outcome of their 

motivations and the demographic variables nationality and occupation, 

Experiencing and learning, Achievement, and Escape. Simultaneously, The 
results from Hypothesis 5
upon the attributes of nightlife entertainment, monuments of Kanyakumari, 
natural scenery, culture, facilities amenities, activities, shopping, and 
cleanliness experienced that develops a sense of satisfaction amidst the 
tourists motivating them to increase their number of visits and thus all the 

various dimensions of tourist motivations, destination competitiveness of 
the district that leads to the overall satisfaction of the tourists and identifying 

visiting the district of Virgin Princess – Kanyakumari. 

6. Conclusion and Discussion

agents or others since they are loyal to the destination. The level of loyalty 

to visit the destination. Kanyakumari is undoubtedly an ideal spiritual and 

such as maintaining good health, balancing stress, and getting mental peace 

bath in the sea, horse riding, ferry rides, and meditating in the Vivekananda 
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fun attributes of Kanyakumari motivates self-employees and business people 

sector employees indirectly contributing to their loyalty to the destination. 

tourists than male tourists. Middle-aged tourists are found to be more loyal 

so loyal that they motivate the tourists to visit the destination so that they 
too can enjoy all the attractions and attributes of Kanyakumari.

The destination competitiveness of Kanyakumari, the virgin district, 
should be promoted by the media as a destination for all seasons, as the 

competitive advantage is beach tourism, and domestic and international 

beaches should be open for everybody to sunbathe. The district is reachable 
only through surface transport, and to improve its competitive advantage, it 

and drop the tourists, reducing travel time and distance and enhancing the 

to the Virgin Princess district. The destination has to increase the number 

of stay. 

The government should make an immense effort to market the 

the internet and making the most out of it. Policy decisions should be made 

level of satisfaction.

Figure 2: Destination Loyalty Model
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