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Abstract 

Using the SOR paradigm, the current study aims to explore the direct 
effect of travel motivation on tourist satisfaction and eudaimonic 
well-being, as well as the indirect effect on destination loyalty,  
considering the moderating impact of intimacy. Based on 524 survey 
responses of tourists who visited Egypt and the UAE, the PLS-SEM was 
used for data analysis. It is revealed that travel motivation predicts 
tourists' satisfaction and eudaimonic well-being aspects, while the 
latter contribute to destination loyalty. Furthermore, it is revealed 
that intimacy has a significant moderating effect on the interactive 
relationships between satisfaction, eudaimonic well-being, and 
destination loyalty. Findings are of great value to travel planners, 
marketers, tour operators, and travel agencies in tailoring their travel 
packages and planning their marketing activities to focus on the 
meaningful experiences of travellers, thereby enhancing their 
destination loyalty. This study employs a multi-group analysis to 
highlight the differences in tourist perceptions of Egypt and the UAE 
regarding the study's variables. 

Keywords: Motivation, eudaimonic well-being, loyalty, satisfaction, 

intimacy, SOR. 

Resumo 

Utilizando o paradigma SOR, o presente estudo visa explorar o efeito direto 

da motivação de viagem na satisfação do turista e no bem-estar 

eudaimónico, bem como o efeito indireto na fidelidade ao destino, 

considerando o impacto moderador da intimidade. Com base em 524 

inquéritos a turistas que visitaram o Egito e os Emirados Árabes Unidos,  foi 

utilizado PLS-SEM para a análise dos dados. Os dados mostram que a 

motivação para viajar prediz a satisfação dos turistas e os aspetos do bem-

estar eudaimónico, enquanto estes contribuem para a fidelidade ao destino. 

Além disso, existe um efeito moderador significativo da intimidade nas 

relações interativas entre satisfação, bem-estar eudaimónico e fidelidade ao 

destino. As conclusões são relevantes para planeadores de viagens, 

profissionais de marketing, operadores turísticos e agências de viagens na 

personalização dos seus pacotes de viagem e no planeamento das suas 

atividades de marketing, para proporcionarem experiências significativas 

para os viajantes, e aumentarem a sua fidelidade ao destino. Este estudo 

realiza uma análise multigrupo para destacar as diferenças nas perceções 

dos turistas sobre o Egito e os EAU em relação às variáveis do estudo. 

Palavras-chave: Motivação, bem-estar eudaimónico, lealdade, 

satisfação, intimidade, SOR. 

 

1. Introduction 

The fierce competition among travel agencies to sell tourism destinations has prompted them to enhance their services in order to 

achieve tourist satisfaction (TS) (Elgarhy & Abou-Shouk, 2022). Park et al. (2019) define TS as emotional and cognitive responses 

toward a service that result from the fulfilment of a travel motivation. Travel motivation is a combination of needs and desires that 

influence the propensity to travel for tourism (Correia et al., 2013). It is a complex phenomenon since travellers in their visits 

respond to intrinsic cultural and socio-psychological needs. Cultural motives include visiting landscape, beaches, recreational areas, 

cultural attractions, seeking novelty, education and hospitality (Al-Okaily et al., 2023; Jönsson & Devonish, 2008), while socio-

psychological motives include social interaction, learning, nostalgia, excitement, adventure, and visiting friends and relatives 

(Gnoth, 1997; Mohsin et al., 2017).  

According to Al-Okaily et al. (2023), travel motivation is a significant contributor to tourist eudaimonic well-being (EWB). EWB refers 

to the process of attaining optimal psychological functioning and personal fulfilment (Lengieza et al., 2019). Tourists' EWB 

experiences positively affect both their satisfaction and loyalty. These experiences are correlated with recommendations made by 

travellers to return to the destination (Lee & Jeong, 2021; Tsai, 2021). EWB is therefore considered a key driver in enhancing tourist 
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satisfaction (TS) (Bagheri et al., 2023) and destination loyalty (DL) (Al-Okaily et al., 2023). Consequently, satisfied travellers are likely 

to recommend the destination to friends and members of their social network upon returning home (Meng & Han, 2018). Pestana 

et al. (2020) describe revisit intention as the tourist's motivation to experience the destination again in subsequent trips.  

Hence, a thorough investigation of travel motivation and EWB in literature studies reveals that integrating these concepts (i.e., 

travel motivations and EWB) improves TS and DL. For example, López-Guzmán et al. (2017) and Tang et al. (2022) found that travel 

motivation is a predictor of TS, while Saari et al. (2023) and Pomfret (2021) identified it as one important factor contributing to 

EWB. Bagheri et al. (2023), Al-Okaily et al. (2023), and Lee (2024) found that EWB significantly contributes to TS and DL levels. 

Sangpikul (2018) and Vassiliadis et al. (2021) found that TS is significantly contributing to DL. However, few studies have 

comprehensively measured these interactive relationships, particularly within cross-cultural or multi-destination contexts. 

Furthermore, while TS and DL have been widely studied, the role of travel motivations in developing EWB remains underexplored. 

These gaps are especially evident in comparative studies between culturally distinct destinations, such as Egypt and the UAE.  

Moreover, the associations among TS, EWB, and DL are influenced by additional moderating variables. Mansour (2021) confirmed 

the moderating effect of intimacy, demonstrating that a higher level of intimacy will result in a positive relationship between TS 

and DL. Wu et al. (2021) define intimacy as the degree of familiarity between customers and service providers. Once a business 

establishes a solid relationship based on trust, satisfaction, loyalty, and commitment, intimacy is formed (Lin et al., 2019). Trauer 

and Ryan (2005) and Coffey et al. (2024) claim that destination intimacy improves physical, mental, and emotional well-being, 

which in turn enhances tourist well-being and increases loyalty behaviours. Thus, this study integrates the moderation effect of 

intimacy on the relationships between TS, EWB, and DL. This effect could increase the power of association between TS, EWB and 

DL. 

This study aims to investigate the direct effect of travel motivation on TS and EWB, as well as the indirect effect on DL. It measures 

the interactive relationships among travel motivation, TS, EWB, and DL and examines the moderating role of intimacy on the 

relationship between the latter variables (i.e., TS, EWB, and DL). This study offers practical implications that can assist marketing 

organisations, destination management, travel planners, policymakers, travel agents, and tourism service providers in emphasising 

the emotional fulfilment of the destination in their travel packages and services.  

2. Literature review and hypotheses   

Stimulus–Organism–Response Framework 

The SOR model emphasises that a stimulus can arouse an anticipated response via an organism's inner mechanisms (Kim et al., 

2018). This model highlights the organism's response to a stimulus, emphasising human dynamics (Lyu et al., 2021). The notion of 

stimulus and response is a component of both the behaviour and the environment (Pereira et al., 2023). An individual's 

psychological and emotional stability is affected by sudden changes in the tourism environment, which in turn will encourage 

changes in their behaviour (Karahan, 2025; Vatankhah et al., 2024). A stimulus is an external force that affects an individual's mental 

state (Fan et al., 2023). An organism is an internal process that occurs between a person's external stimulus and their eventual 

action, reaction, or response (Şahin & Kılıçlar, 2023). This study frames travel motivation as a stimulus. Relatedly, both tourist 

satisfaction (TS) and eudaimonic well-being (EWB) reflect the realisation of human potential, fostering personal growth and 

reinforcing psychological resources that support goal attainment—thereby offering insights into consumers' psychological and 

behavioural processes (Fan et al., 2023). TS, EWB, are examples of psychological rewards resulting from travel motivation (Fan et 

al., 2023; Mutanga et al., 2017). As for intimacy as an organism, it is an emotional state developed through interaction with a 

destination. Zheng et al. (2024) define intimacy as a sense of place-belonging to a destination. Cho (2021) sees intimacy as a form 

of place attachment that impacts TS and DL. Furthermore, previous studies have employed place attachment as a predictor of DL 

(Yuksel et al., 2010; Prayag & Ryan, 2011; Wang et al., 2023; Abou-Shouk et al., 2018). As a moderator, Cho (2021) found that the 

level of tourist intimacy with a destination would strengthen their satisfaction and loyalty to that destination. Balroo (2023) and 

Coffey et al. (2024) claim that intimacy is an accumulative emotion formed over time, increasing loyalty to a relationship and its 

destination.

Travel motivation and TS  

Motivation is the psychological needs and wants that influence, integrate, and direct a person's behaviour and activities (Mutanga 

et al., 2017; Uysal & Hagan, 1993). The concept originates from the notion of "motives," or inner mental states that prompt action 

(Gnoth, 1997; Mohsin et al., 2017). In the tourism context, motivation is a combination of needs and desires that influence travel 

behaviour (Correia et al., 2013). While extant studies (i.e., Crompton, 1979; Gnoth, 1997; Hsu & Huang, 2008; Mohsin et al., 2017; 

Uysal & Jurowski, 1994) have provided widely accepted definitions of travel motivation, there remains an ongoing debate about 

the relative influence of intrinsic (push) versus extrinsic (pull) factors. Intrinsic motivation (i.e., push factors) is a behaviour triggered 

through internal incentives that promote intrinsic happiness, which drives behaviour through rest, relaxation, social interaction, 
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learning, nostalgia, health and fitness, excitement, adventure, and visiting friends and relatives (Crompton, 1979; Gnoth, 1997; 

Mohsin et al., 2017). The pull factors are extrinsic motivations centred on destination attractiveness (i.e., climate, landscape, 

beaches, recreational areas, cultural attractions, hospitality, facilities, and perceptions and expectations) (Hsu & Huang, 2008; 

Jönsson & Devonish, 2008; Uysal & Jurowski, 1994).  

Based on the arguments above, the reasons behind travellers' motivation include the attractiveness of the destination, which 

encompasses both push and pull factors affecting tourists' behaviour (Correia et al., 2013; Parreira et al., 2021). Furthermore, travel 

motivation acts as an enabler of tourist satisfaction (TS), which is shaped by push and pull factors (Dunn Ross & Iso-Ahola, 1991) 

and reflects the fulfilment of tourists' desires and needs (Yoon and Uysal, 2005). Existing studies have shown that travel motivation 

enhances TS (Albayrak & Caber, 2018; Dunn, Ross, & Iso-Ahola, 1991; Lee & Hsu, 2013; López-Guzmán et al., 2017; Tang et al., 

2022). Despite the simple, direct impact of travel motivation on TS in prior studies, the current study looks at the dynamic role of 

travel motivation on post-travel behaviour (i.e., tourist satisfaction and well-being). Hence, the first hypothesis is formulated: 

H1. Travel motivation is predicting TS  

Travel motivation, EWB, and TS 

Travel motivation is also increasingly recognised as a key driver of tourists' EWB (Pomfret, 2021; Schwartz & Wrzesniewski, 2016). 

Originally, well-being refers to psychological flourishing and happiness in the context of positive psychology research (Ryan & Deci, 2001). 

It is a multifaceted concept that relates to social, emotional, physical, and environmental aspects (Vada et al., 2019a). Comprehending 

human well-being has drawn scholars' attention to the tourism environment (Pomfret, 2021). Fan et al. (2023) state that well-being 

consists of hedonic and eudaimonic aspects. Hedonic is associated with a visitor's subjective happiness, life satisfaction, enjoyment,  

comfort, and pleasure (Huta & Waterman, 2014; Rahmani et al., 2018), emphasising short-term positive emotions, as a result of enjoyable 

experiences (Al-Okaily et al., 2023), concentrating on one's satisfaction with life (Saari et al., 2023). In contrast, eudaimonic is associated 

with the importance of the tourist experience to achieving ideal psychological functions (Lengieza et al., 2019). Eudaimonia is a state of 

worthwhile and meaningful actions or activities characterised by several key features, including full engagement, autonomy, vitality, 

personal development, self-growth, and authenticity (Filep et al., 2022; Huta & Waterman, 2014; Rahmani et al., 2018). A travel agent can 

sustain long-term relationships with tourists if they can develop the concept of EWB (Lengieza et al., 2019). Critically, although studies of 

Al-Okaily et al. (2023), Saari et al. (2023), and Pomfret (2021) suggest a relationship between travel motivation and EWB, this connection 

remains theoretically underdeveloped and empirically fragmented. Addressing this gap, the current study seeks to examine how push and 

pull travel motivations influence EWB, thereby offering a more integrated understanding of the psychological benefits of tourism and 

proposing the following hypothesis: 

H2. Travel motivation is significantly affecting tourist EWB  

While engaging in specified activities, travellers tend to be satisfied with their holiday if they have meaningful experiences (Lee & Jeong, 

2021). From this perspective, the EWB is positioned not only as an outcome of travel but also as a key antecedent of TS (Al-Okaily et al., 

2023; Chen et al., 2016). However, this relationship remains theoretically nuanced. Despite the validation of prior studies (Bagheri et al., 

2023; Park & Ahn, 2022; Tsai, 2021) that have established a positive link between EWB and TS, there remains a need to empirically examine 

this relationship to provide a robust exploration of how EWB affects TS. Thus, H3 is formulated: 

H3. EWB is affecting TS 

TS and DL  

Based on Eid et al. (2019), TS is visitors' overall evaluation of their most recent experience with a tourism service. It is known as a response 

of travellers (Bagheri et al., 2023; Kim et al., 2009). Overall, TS refers to the degree of pleasure felt due to the tour's ability to satisfy one's 

desires, needs, and expectations (Choo et al., 2016). Travel research indicates that tourists' actual experiences with specific destination 

services are what ultimately determine their level of loyalty (Elgarhy & Abou-Shouk, 2022). Specifically, tourists feel satisfied and loyal 

when their cognitive and emotional needs are met (Al-Okaily et al., 2023). Consequently, satisfaction is typically comprehended to arise 

from a positive fit between the expectations and services rendered to visitors (Sangpikul, 2018).  

On the other hand, TS is a fundamental aspect of effective destination marketing, as it influences the decision to select a destination (Yoon 

& Uysal, 2005). Whereas revisit intention is a significant consideration for policymakers, destination marketing managers, travel planners, 

travel agencies, and tour operators (Chen et al., 2021), it is revealed that TS is an enabler factor for revisiting a destination (Kurniawan et 

al., 2023; Onat & Güneren, 2024). Tourism research has found that TS has a significant impact on DL (Bagheri et al., 2023), with a particular 

focus on revisit intentions to destinations (Choo et al., 2016; Kurniawan et al., 2023; Park et al., 2019; Vassiliadis et al., 2021). However, 

despite some scholars argue that satisfaction is a necessary enabler for loyalty, some others believe that it is not sufficient alone, and that 

factors such as destination image, perceived value, or emotional attachment could play mediating or moderating roles in this relationship 
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(Sangpikul, 2018; Yoon & Uysal, 2005), there is a wide acceptance in tourism research that TS is a predictor of DL. Accordingly, the fourth 

hypothesis is developed: 

H4. TS is predicting DL  

EWB, and destination loyalty  

EWB has emerged as a significant determinant of destination loyalty (DL) in recent tourism research. According to  Tsai (2021) and Al-Okaily 

et al. (2023), the positive EWB significantly contributes to a greater level of DL. Typically, key performance indicators for gauging EWB and 

visitor loyalty are the behavioural reactions of visitors towards a destination (Bagheri et al., 2023). However, EWB could indirectly affect 

DL through TS, where tourists' positive emotions (i.e., true happiness) about their experiences are more likely to increase their satisfaction 

and behavioural intentions to return to the destination (Fu & Wang, 2021). It is arguable that when travellers experience a state of EWB, 

it has a positive effect on their satisfaction and loyalty to the destination (Lee & Jeong, 2021; Tsai, 2021).  

Further studies reveal a direct effect of EWB on DL (i.e., Fan et al., 2023; Lengieza et al., 2019; Ritpanitchajchaval et al., 2023). For example, 

when travellers have a positive previous experience with EWB and travel, they are more likely to return to that destination. Revisitation 

could be a direct input from travellers to the tourism sector (Pestana et al., 2020). Tourism research indicates that EWB has a strong 

influence on DL (Al-Okaily et al., 2023; Bagheri et al., 2023; Tsai, 2021) and emphasises tourist revisit intention (Chen et al., 2021; Lee, 2024; 

Reitsamer & Brunner-Sperdin, 2015; Vada et al., 2019b). The present study explores the depth of the relationship between EWB and DL. 

Accordingly, the fifth hypothesis is formulated: 

H5. EWB affects tourist loyalty towards destinations 

The moderation of destination intimacy 

The relationship between TS, EWB, and DL is complex and may require further exploration to examine the effects of specific mediators 

and moderators (Sangpikul, 2018; Yoon & Uysal, 2005). Despite the growing attention, intimacy remains an underexplored moderator in 

tourism behaviour models. Intimacy refers to the closeness, bonding, and emotional connectivity that create the experience of warmth 

(Bügel et al., 2011). Tourism intimacy concerns the sense of place-based belonging tourists encounter through their interactions in their 

destination (Zheng et al., 2024), as a close physical, mental, and social association (Trauer & Ryan, 2005), including their personal 

relationships, post-vacation passion, and TS (Coffey et al., 2024). Empirical research by Zheng et al. (2024) and Simoni (2014) revealed that 

travellers with a deep emotional attachment to a specific destination are more likely to have positive experiences and feelings about the 

destination and feel satisfied with it. It is anticipated that a visitor's level of intimacy with the destination will positively impact their 

satisfaction and desire to revisit (Cho, 2021). Visitors feel attached to a place when they are highly satisfied with it; thus, the attachment 

feeling towards a destination increases the intimacy level towards it (Zheng et al., 2024).  

Intimacy is a reliable indicator of the quality of the product-service provider relationship (Shafiee et al., 2020). It is a reciprocal relationship 

that fosters a feeling of belonging (Garrouch & Ghali, 2023; Shafiee et al., 2020). Furthermore, intimacy is the sentimental and intimate 

connection travellers have with a place, frequently due to favourable experiences (Zheng et al., 2024). A visitor's intention to return to a 

destination increases when they have an emotional bond with the place and feel place-attached (Wang et al., 2023). According to Ananda 

and Abrian (2024), revisit intention is a facet of loyalty behaviours. The emotions of intimacy that accumulate over time contribute to 

revisit intention and the formation of long-term relationships with destinations (i.e., loyalty) (Balroo, 2023; Cho, 2021; Coffey et al., 2024; 

Wang et al., 2023). According to Zheng et al. (2024), intimacy is a significant enabler of revisit intention. 

On the other hand, tourism destinations are adopting an intimacy strategy to tailor their services to meet more precise customer needs, 

which is expected to lead to long-term loyalty (Bügel et al., 2011). Building on that, tourism, hospitality, and travel firms strive to meet 

customers' real needs and expectations through positive customer communication and intimacy strategies (Can et al., 2022; Lin et al., 

2019; Yim et al., 2008). Prior studies by Yim et al. (2008), Åkesson (2022), Mulia et al. (2021), and Tabrani et al. (2018) found a positive link 

between intimacy and loyalty. Mansour (2021) supported the moderating effect of intimacy, demonstrating that a higher level of intimacy 

will result in a positive relationship between satisfaction and loyalty. Thus, this study posits intimacy as a key moderating variable, 

intensifying the effects of both TS and EWB on DL: 

H6. Intimacy moderates the link between TS and DL. 

H7. Intimacy moderates the link between tourist EWB and DL. 

Research framework 

This section is often considered the most important part of a research paper because it most effectively demonstrates your ability 

Adapting the SOR framework, the interactions between tourist motivations, satisfaction, EWB, and loyalty in literature models were 

partially integrated to develop a cohesive framework to measure the interactive effect of these concepts on DL (Al-Okaily et al., 

2023; Tsai, 2021; Yoon & Uysal, 2005). Based on the theoretical base of the SOR paradigm, frequently used in travel and tourism 
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research (Fan et al., 2023; Pereira et al., 2023; Şahin & Kılıçlar, 2023; Vatankhah et al., 2024). The current study applies tourist 

motivation as a stimulus, with TS, tourist EWB, and intimacy as variables, and DL as a response (Figure 1). 

Figure1. The research conceptual model 

 

3. Research method 

Measures 

Five variables were adapted and combined from previous research. Six items were used to evaluate travel motivation (Albayrak & 

Caber, 2018; Al-Okaily et al., 2023; Ryan & Glendon, 1998). EWB is measured by eight items (Fan et al., 2023; Wang et al., 2021). 

TS was assessed through five items (Bagheri et al., 2023; Eid et al., 2019; Elgarhy & Mohamed, 2023), while DL is measured by three 

items (Elgarhy & Abou-Shouk, 2022; Bagheri et al., 2023; Kurniawan et al., 2023). Finally, intimacy was measured using five items 

(Balaji et al., 2016; Bügel et al., 2011; Yim et al., 2008). Each attribute is assessed using a five-point agree-disagree scale. To address 

validity concerns, the questionnaire was piloted among 50 tourists; their feedback was revised and considered for the final version. 

Academics proficient in Arabic and English created and designed the survey initially, then translated it and made revisions in both 

languages. Next, a comparison was made between the original and translated texts. The two versions did not differ significantly 

from one another. 

Sampling, data collection and analysis 

Data are gathered from visitors to Egypt and UAE tourism destinations between May and September 2024. Out of 360 

questionnaires distributed to visitors in Egypt, 320 valid surveys were returned, while 204 out of 250 forms were returned from 

visitors to the UAE destination. Both online and offline surveys were conducted to collect data from target respondents 

conveniently in museums, heritage and archaeological sites, hotels, and other tourist attractions with the help of friends and 

acquaintances in these tourist settings. Informed consent was obtained from all participants before they participated in the study. 

The collected responses are analysed using PLS-SEM via WarpPLS software. PLS-SEM is an advanced technique for analysing 

complex models that include mediations and moderations, and is frequently used in tourism research (Abou-Shouk et al., 2024b; 

Abou-Shouk et al., 2021; Abou-Shouk & Eraqi, 2015; Abou-Shouk et al., 2023; Abou-Shouk et al., 2024a; Salah & Abou-Shouk, 2020). 

The scale's construct validity is estimated using the AVEs ≥ 0.50 rule, and estimates of ≥ 0.7 are considered to guarantee reliability. 

Table 1 shows that 57.7% of respondents are females, while 42.3% are males. Of the respondents, 38.2% are aged between 26 and 

35 years, 22.8% are between 36 and 45 years, 19.1% are between 18 and 25 years, 12.9% are between 46 and 55 years, and 7% 

are 56 years or older. Additionally, 65.6% of respondents are single, 32.2% are married, and 2.2% are divorced. Regarding education, 

49.1% hold a high school degree, 37.5% have completed a university bachelor's degree, and 13.4% have a postgraduate 

qualification. Regarding the annual income, 43.6% earn less than $25,000, 33.8% earn between $25,001 and $50,000, 13.2% earn 

between $50,001 and $75,000, 6.4% earn between $75,001 and $100,000, and 3% $100,001 and above. As for the trip purpose, 

40.1% of respondents visited cultural and heritage sites, 37.7% travelled for leisure and holidays, 12.3% travelled for business, and 

9.9% visited friends and relatives. For travel patterns, 28.2% of respondents prefer to travel alone, 35.8% travel with friends, 18.9% 

travel with family, and 17.1% travel in an organised tour. Regarding the number of visits, 55.2% of respondents travel once a year, 

29.9% travel twice a year, 9% travel three times a year, and % 5.9% travel more than three times a year. Finally, regarding the 

length of stay, 38.2% of the respondents stayed between 1 and 2 days, 22.8% stayed between 3 and 4 days, 19.1% stayed between 

5 and 6 days, and 7% stayed for seven days or more. 
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Table 1. Demographic data 

 

4. Research findings 

The measurement model 

Finings revealed AVE values for all dimensions greater than 0.50, indicating that convergent validity exists (Table 2). Cronbach's 

alpha and composite reliability values exceed the threshold of 0.7, and thus the scale is reliable. The VIF values of all dimensions 

display values less than 3, which means there are no serious multicollinearity problems. 

Table 2: validity and reliability of the scale 

 

Indicators Loading 

Travel motivation: CR=0.908, CA=0.878, AVE=0.623, VIF=2.485 

To uncover new places 0.820 

To grow my knowledge 0.816 

To be with others 0.769 

To enhance my imagination 0.847 

To acquire a sense of belonging 0.744 

To challenge my capabilities 0.733 

TS: CR=0.934, CA=0.911, AVE=0.739, VIF=3.169 

The destination meets my needs 0.805 

I made a wise decision by choosing to travel to this destination. 0.874 

I believe that making a purchase of this destination tour was the right choice 0.872 

I would say that I have enjoyed experiencing this destination 0.877 

Overall, I am satisfied with visiting the destination 0.867 

EWB: CR=0.939, CA=0.925, AVE=0.657, VIF=3.113 

EWB helps me develop independence and self-determination 0.838 

EWB helps me establish relationships that are satisfying, trustworthy, and warm with others 0.792 

EWB helps me have a positive view of myself 0.820 

EWB helps me believe that the past and present have significance 0.825 

EWB helps me grow greatly as an individual 0.853 

EWB helps me feel a sense of competence and mastery in environmental management 0.840 

EWB helps me increase my overall life satisfaction 0.774 

EWB helps me contribute to my overall happiness 0.732 

DL: CR=0.909, CA=0.849, AVE=0.769, VIF=3.176 

I would speak positively about the destination  0.823 

I would encourage friends and relatives to visit the destination  0.912 

I would revisit the destination in the future  0.893 

Intimacy: CR=0.962, CA=0.951, AVE=0.836, VIF=1.314 

I enjoy my experience at this destination. 0.911 

I have a warm and comfortable feeling when visiting this destination 0.940 

I experience great happiness with visiting this destination 0.941 

I get the impression that this destination genuinely cares about my intimacy 0.886 

I feel like this destination has a deep understanding of who I am 0.892 

Note: CA; Cronbach's alpha, CR: composite reliability. 

 
Demographics Respondent’s profile (%) Demographics Respondent’s profile (%) 

Gender Male 57.7 Trip purpose Business  12.3 

Female 42.3 Leisure/holidays  37.7 

Age 18 - 25 19.1 VFR  9.9 

26 - 35 38.2 Visiting cultural & heritage 
sites  

40.1 
36 - 45 22.8 

46 - 55 12.9 Travel 
composition 

Alone  28.2 

56 and above 7.0 Family members  18.9 

Marital status Single 65.6 Friends  35.8 

Married 32.2 Organized tour  17.1 

Divorced  2.2 Number of visits Once  55.2 

Educational 
background 

High School 49.1 Twice  29.9 

Bachelor 37.5 3 times  9.0 

Postgraduate  13.4 More than 3 times  5.9 

Annual income Below 25.000 $ 43.6 Length of stay 1 – 2 days  6.3 

25.001 – 50.000 $ 33.8 3 – 4 days 11.9 

50.001 – 75.000 $ 13.2 5 – 6 days 33.1 

75.001 – 100.000 $ 6.4 7 days or more  48.7 

Above 100.000 $ 3.0    
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The discriminant validity of the scale is confirmed as the square root of AVEs for all constructs exceeds the inter-construct 

correlations (Table 3).  

Table 3. The square root of AVEs and inter-variable correlations 

Constructs TM TS EWB DL IN 

TM (0.789)     
TS 0.651 (0.860)    
EWB 0.751 0.786 (0.810)   
DL 0.687 0.781 0.792 (0.877)  
IN 0.143 0.189 0.178 0.157 (0.914) 

The discriminant validity of the scale is further confirmed through the HTMT values, which are all less than the cutoff of 0.90 (Table 4).  

Table 4. HTMT2 ratios 

Constructs TM TS EWB DL 

TS 0.730    
EWB 0.839 0.854   
DL 0.800 0.871 0.868  
IN 0.174 0.191 0.170 0.168 

The structural model 

Figure 2 illustrates the causal relationships between the research latent variables. It is revealed that travel motivations significantly 

influence TS (β = 0.14, p < 0.01, H1) and EWB (β = 0.76, p < 0.01, H2). It accounts for 57% of the variation in the EWB. This means 

that travel motivation has a large effect on the EWB. Additionally, it is revealed that TS is predicted by EWB (β = 0.68, p < 0.01, H3). 

The two constructs, travel motivation and EWB, explain 63% of the variance in TS. Furthermore, DL is significantly influenced by TS 

(β = 0.44, p < 0.01, H4) and EWB (β = 0.42, p < 0.01, H5). TS and EWB explain 84% of the variance in DL. Additionally, intimacy 

moderates the relationships between TS and DL (β = 0.31, p < 0.01, H6) and between EWB and DL (β = 0.25, p < 0.01, H7).  

Figure 2. The structural model 

 

Regarding the moderation effect, Figure 3 shows that intimacy strengthens the relationship between TS, EWB, and DL, supporting 

H6 and H7. The moderation plot indicates that intimacy significantly moderates the effect of TS and EWB on DL. Specifically, the 

relationships between TS and EWB and DL are stronger when tourists report high levels of intimacy with the destination.  

Figure 3. The moderation plots 
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Multi-group analysis 

This study compares the perceptions of visitors to Egypt and the UAE. Multi-group analysis is used to highlight the variations 

between the two categories of visitors (Table 5). The results highlight the significant differences in the perceptions of the two visited 

countries. These differences may be attributed to the distinct tourism offerings, cultural contexts, and branding strategies of each 

destination. For example, Egypt's heritage and cultural tourism appeal may foster deeper emotional and identity-based connections 

(eudaimonic well-being). At the same time, the UAE's focus on luxury, innovation, and entertainment may drive hedonic 

motivations and immediate satisfaction. Recognising these variances is crucial for destination management organisations and 

policymakers, as it enables them to develop targeted marketing strategies, tailor visitor experiences, and design policies that align 

with the unique expectations of their respective tourist segments.  

Table 5. Multi-group analysis according to the visitor's country 

Samples  Egypt-UAE 

Constructs Paths  Std. Er. Sig. 

Travel motivation → TS 0.16-0.19 0.088 0.016 

Travel motivation → EWB 0.73-0.77 0.079 <0.001 

EWB → TS 0.66-0.72 0.080 <0.001 

TS → DL 0.18-0.89 0.084 <0.001 

EWB → DL 0.80-0.20 0.083 0.008 

Intimacy moderation (satisfaction-loyalty)  0.31-0.15 0.087 0.042 

Intimacy moderation (EWB-loyalty) 0.26-0.15 0.081 0.032 

5. Discussion of findings 

Given the intense competition among destinations to enhance TS and EWB, Egypt and the UAE strategically differentiate 

themselves by capitalising on tourists' travel motivations to cultivate a favourable destination image. However, existing research 

reveals a notable gap in understanding the extent to which travel motivations contribute to the development of positive TS and 

EWB. The current study aimed to quantify and investigate the effect of travel motivation on tourists' satisfaction, EWB, and DL 

when visiting Egypt and the UAE, considering the moderating role of intimacy.  

In this respect, an integrated structured model is developed based on the SOR framework to measure the interactions between 

tourist motivations, TS, EWB, and DL. Travel planners, policymakers, legislators, travel agents, and tourism service providers 

increasingly aim to enhance their marketing effectiveness by improving the quality and diversity of tourist experiences offered, 

thereby fostering DL. Such improvement may help motivate tourists and improve their EWB, TS, and DL. 

The findings show that travel motivation (β = 0.76) is a very important factor in increasing tourists' potential EWB, followed by TS 

(β = 0.14). Meanwhile, tourists' EWB (β = 0.68) emerges as a significant predictor of TS. Additionally, tourist satisfaction (TS) 

significantly contributes to enhancing potential tourists' DL, followed by EWB (β=0.25). On the other hand, intimacy enhances 

potential tourists' decision-making indirectly by positively influencing their trust in the service (TS, β=0.31) and emotional well-

being (EBW, β=0.25).  

These findings align with the assumptions of the SOR paradigm, as commonly applied in tourism research, including the work of 

Fan et al. (2023); Pereira et al. (2023); Şahin and Kılıçlar (2023); and Vatankhah et al. (2024), who assert that when travel motivation 

is conceptualised as a stimulus—characterised by high expectations related to needs and desires—it influences tourists' propensity 

to engage in travel behaviour, thereby enhancing tourism-related outcomes. Consequently, destination marketers, policymakers, 

and trip planners can leverage this understanding to refine their marketing and planning strategies, ultimately strengthening DL as 

the response.  

When tourists have strong motivations to travel, these motivations reflect high expectations and a need to satisfy personal desires. 

As a result, they activate internal cognitive and emotional processes which increase the likelihood of actual travel behaviour and 

positively influence post-travel outcomes. Such outcomes include TS and EWB, which affect a tourist's intention to revisit a 

destination and recommend it to others. If tourists' motivations are effectively triggered and satisfied, their emotional and 

psychological connection to the destination strengthens, leading to greater loyalty. 

To enhance destination performance, trip planners should identify and leverage factors that influence tourists' propensity to travel, 

particularly those associated with push and pull motivations. Pull factors—representing extrinsic motivations such as the appeal of 

cultural attractions, scenic landscapes, beaches, and recreational areas—play a critical role in destination choice. Likewise, push 

factors—reflecting intrinsic motivations such as the desire for rest, relaxation, social interaction, and nostalgia—should also be 

considered when designing tourism experiences. This result is concurrent with prior research by Albayrak and Caber (2018), López-

Guzmán et al. (2017), Tang et al. (2022), and Al-Okaily et al. (2023), who found that travel motivation is a significant contributor to 

TS.  
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Additionally, the results display a strong correlation between travel motives and EWB. This suggests that travel motivation serves 

as a primary driver of tourist behaviour and acts as a significant contributor to overall well-being. This reinforces the idea that 

tourism is not merely a leisure activity but also a meaningful avenue for psychological enrichment. Specifically, when novel and 

purposeful travel motives drive individuals, they are more likely to engage in experiences that foster their EWB.  

This result highlights the importance of designing travel experiences that extend beyond mere entertainment to foster deeper 

psychological engagement and fulfilment. Trip planners and destination marketers should innovatively utilise EWB and deploy 

strategies that emphasise eudaimonia and the tourist experience to achieve optimal psychological functioning, including vitality, 

autonomy, personal development, self-growth, and authenticity. These findings align with those of Al-Okaily et al. (2023), Saari et 

al. (2023), and Pomfret (2021), who have validated the correlation between travel motivation and tourist EWB. This suggests that 

tourists driven by novel motivations are likely to experience psychological benefits through their engagement with the destination.  

The findings show a direct relationship between EWB and TS (Al-Okaily et al., 2023). This suggests that engaging in meaningful and 

purposeful activities at a destination contributes to a successful eudaimonic experience. This experience promotes deeper 

psychological functioning and enhances one's overall life satisfaction and happiness. 

Engagement in specific types of activities and varying levels of involvement can significantly contribute to a meaningful eudaimonic 

experience. Such engagement fosters independence, self-determination, and the formation of satisfying, trusting, and emotionally 

warm connections with others—factors that enhance overall life satisfaction and happiness. Participating in destination-based 

activities further promotes psychological functioning. Consequently, EWB emerges as a key antecedent of enhanced TS. Positive 

responses toward the destination, along with the fulfilment of expectations, strengthen the intention to revisit and generate 

favourable word-of-mouth. This conclusion is supported by recent studies that have validated the positive relationship between 

tourists' EWB and TS (i.e., Bagheri et al., 2023; Park & Ahn, 2022; Tsai, 2021). 

Additionally, the results showed a strong correlation between TS and DL (Bagheri et al., 2023). DL is a critical outcome variable for 

tourism stakeholders, particularly marketing managers and travel planners, as it reflects tourists' long-term commitment and 

emotional attachment to a destination. TS is an enabler factor of DL. When tourists are satisfied with their overall experience, they 

are more likely to develop trust, emotional intimacy, and a high perceived value toward the destination. Accordingly, satisfied 

tourists are more likely to recommend the destination to others—including friends and relatives—revisit it in future travel plans, 

and express favourable opinions about their experience. This finding aligns with the results of Park et al. (2019), Vassiliadis et al. 

(2021), and Kurniawan et al. (2023), who confirmed the crucial connection between TS and DL. 

Furthermore, it is revealed that if respondents believe the services offered promote EWB, they may eventually become devoted 

customers. This reinforces our findings, indicating that higher levels of tourists' EWB are associated with stronger behavioural 

responses. Positive emotional experiences not only enhance TS but also strengthen behavioural intentions, such as the desire to 

revisit and increased loyalty toward the destination. This result is consistent with previous findings of Al-Okaily et al. (2023), Bagheri 

et al. (2023), and Tsai (2021), who highlighted the strong connection between tourist EWB and DL. 

Finally, this study measures the moderating effect of intimacy on the link between TS, EWB, and DL. The findings show that intimacy 

strengthens the impact of TS and EWB on DL. The sense of intimacy contributes to memorable vacation experiences, fosters 

personal relationships, and leads to greater post-trip passion, satisfaction, and loyalty. It fosters a sense of place-based belonging 

among travellers, emerging through their physical, mental, and social interactions with the destination, and resulting in unique 

vacation experiences, meaningful personal connections, heightened post-vacation passion, and greater satisfaction. This result is 

also supported by Mansour (2021) and Åkesson (2022), who demonstrate that a greater level of intimacy is associated with a 

positive relationship between TS, EWB, and DL. To enhance potential TS and encourage return intentions, travel agencies and 

destination marketers should implement innovative strategies that foster a sense of intimacy among tourists and highlight their 

role in cultivating deep emotional bonds with the destination. In doing so, feelings of attachment are likely to strengthen tourists' 

perceived intimacy with the place. This is consistent with the results of Cho (2021), Wang et al. (2023), and Zheng et al. (2024), who 

verified the strong correlation between travellers who have a deep emotional connection with a destination and their likelihood of 

having pleasant experiences and feelings about it, as well as the desire of revisitation, resulting in a sense of attachment and DL. 

6. Conclusions and implications  

The current study aims to investigate the influence of travel motivations on TS and EWB, and further examines the effects of TS 

and EWB on DL, incorporating intimacy as a moderating variable. Based on data collected from tourists visiting Egypt and the UAE, 

it is revealed that travel motivation is a primary predictor of both TS and EWB, while the latter constructs affect DL. It is found that 

intimacy positively moderates the relationships between TS and EWB, as well as between TS and DL. The integrated findings 

highlight that beyond surface-level enjoyment, tourists' deeper emotional and psychological engagement—particularly through 

intimacy—amplifies the effects of TS and EWB on their loyalty behaviour. This suggests that loyalty is not merely a function of 
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satisfaction or meaningful experiences alone, but also of the emotional closeness and sense of belonging cultivated during travel. 

Before delving into the theoretical and practical implications, it is important to note that this study contributes to a more nuanced 

understanding of how emotional connection can serve as a critical lever for destination loyalty. 

Theoretical implications 

Although previous studies have examined the relationships among travel motivation, TS, and EWB, the present research advances 

the literature by simultaneously assessing the influence of travel motivation on both TS and EWB, while also evaluating the impact 

of EWB on TS. Additionally, it explores the effects of TS and EWB on DL. This comprehensive model offers a nuanced understanding 

of the interactive causal relationships among travel motivation, TS, EWB, and DL. A key contribution of the study is the inclusion of 

intimacy as a moderating variable, assessing its role in strengthening the associations between TS, EWB, and DL. Grounded in the 

SOR paradigm, the study presents an integrated model that provides deeper insight into how these constructs interact to enhance 

DL, particularly in terms of revisitation intentions and positive word-of-mouth. Empirical validation was conducted using data from 

tourists visiting two leading Arab destinations: Egypt and the United Arab Emirates (UAE). Furthermore, multi-group analysis 

revealed variations in the strength of relationships across these two contexts, highlighting how each destination uniquely 

contributes to TS and the attainment of EWB. 

Practical implications 

The research model has revealed the significance of travel motives as an antecedent of TS and EWB. Travel motivation is a crucial 

factor for destination marketers, travel planners, tour operators, and travel agencies. Clearly identifying the travel motivation of 

tourists generates specific segments of travellers with different desires and needs. The clear definition of each segment enables 

the design of customised tourist activities and patterns that meet their needs, ultimately leading to an increase in their satisfaction 

level. Travel planners and marketers should conduct motivation-based market research to classify tourists into distinct segments—

such as cultural seekers, wellness travellers, or adventure tourists. This enables the design of customised activities and travel 

experiences that align with each group's desires and expectations, ultimately increasing their satisfaction. 

They will also benefit from these segments by building and addressing their marketing efforts to target specific segments and using 

suitable innovative means and channels of marketing to reach potential travellers. The EWB of tourists primarily refers to the 

meaningful experiences they achieve through their travel. This will not be achieved unless travel planners and marketers have a 

detailed understanding of travel motivation, enabling them to design these unique experiences. They need to develop meaning-

centred experiences to enhance EWB. 

Marketers must go beyond promoting superficial attractions. They should focus on crafting authentic, reflective, and 

transformative experiences (e.g., local cultural exchanges, heritage storytelling) that align with the specific motivations of their 

target segments. These experiences foster deeper emotional engagement and improve overall satisfaction. 

They need to care about the marketing content and how it should focus on meanings and translate it into unique experiences to 

attract the target segment of travellers. They have to create emotionally resonant marketing content that emphasises the personal 

growth, emotional fulfilment, and purpose associated with the destination experience. Instead of generic promotion, content 

should illustrate how travel could appeal to their psychological and emotional expectations.  

Furthermore, the findings indicate that EWB is a key determinant of TS. When marketers and travel planners address the 

psychological and emotional dimensions of the tourist experience—particularly by emphasising meaningful and fulfilling 

activities—tourists are more likely to experience a sense of satisfaction and perceive their travel goals as successfully achieved.  

When tourists are satisfied and have meaningful experiences, they become more loyal to destinations; their likelihood of 

revisitation or recommending the destination to others increases. Marketers need to leverage post-trip reflections to build DL. 

Tourists who feel fulfilled and emotionally connected are more likely to revisit and recommend the destination. Marketers should 

collect and showcase testimonials, reviews, and emotional feedback that highlight how a trip enhanced visitors' life satisfaction or 

well-being. These narratives can serve as trustworthy branding assets, reinforcing the destination's image as meaningful and 

transformative. 

Findings revealed that intimacy has a substantial impact on the relationships between TS and EWB, as well as DL. Marketers and 

travel planners should promote intimacy to strengthen loyalty intentions. Findings show that intimacy moderates the effect of TS 

and EWB on destination loyalty. Travel planners should emphasise this in both experience design and marketing. Strategies may 

include offering personalised guest services that demonstrate attentiveness and care, creating small-group experiences to foster 

deeper connections, and using language and imagery that convey emotional warmth and comfort. These psychological aspects help 

increase revisit intentions and repeat travel.   
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Limitations and future research  

This study focused on travel motivation, TS, and EWB of tourists without providing a detailed classification of travel motivations 

and exploring how different types of motivation could improve TS and EWB levels. It has also not focused on the demographics of 

travellers and how they affect their DL. Future research is encouraged to investigate these limitations for a deeper understanding 

of their impact on TS and DL. A qualitative investigation is also required for a deeper understanding of the concept of the EWB of 

tourists, including how it is formed and how it affects other dimensions of the travel experience and DL. A further limitation is the 

use of convenience sampling, due to the difficulty of accessing tourists using probability sampling, which may affect the 

generalizability of the study's findings.  
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