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Abstract: The intense competition in the tourism sector increasingly pushes tourism destination
marketers to seek more effective promotional practices, so that they remain competitive and attract
more visitors. The fast expansion of the Internet and social media provides the opportunity
for destination marketers to approach potential tourists in a simple and cost-effective way.
While managing the official pages of destinations on social media, the basic question that arises
is the configuration of the content, and how attractive this content could be for potential tourists.
The purpose of this study is to investigate what elements of a destination, when displayed on
social media, could be attractive factors for tourists. Through the analysis of push and pull tourism
motivation factors in particular, this study focuses on the segmentation of the Greek market for
those traveling abroad and the emergence of the basic elements that could attract each segment
through social media. The respondents have been classified into four segments, according to the
motives that more greatly influence their desire to travel. This analysis also shows the important
relationships between these segments and the pull motivation factors on social media. The study
concludes with findings and suggestions that can contribute to the planning of an effective social
media marketing plan.
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1. Introduction

Tourism is one of the biggest industries with a significant contribution to the global economy
of more than 8.8 trillion dollars in 2018 [1]. The industry continues to grow almost every year.
International tourist arrivals increased worldwide, from 809 million in 2005 to 1.4 billion in 2018.
This number is expected to exceed 1.8 billion by 2030 [2]. However, in recent years, due to the intense
competition in every tourist service, it has been important for tourism service providers to find and
keep visitors in their destinations [3,4]. Therefore, researchers and tourist destination promoters pay
attention to methods and practices of attracting tourists to destinations and improving their destination
marketing strategy.

According to Fodness and Murray [5], before choosing a destination tourists spend a lot of
time searching for information, as tourism is a high-involvement service. Searching is defined as
the need for tourists to consult many different sources before making their decision in order to
make travel arrangements easier [5]. Information is often used to minimize the perceived risk and
the uncertainty associated with destinations that travelers do not know [6]. The destination image
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influences the perceived quality, satisfaction, consumer behavior, and willingness of the consumer to
choose [7]. For this reason, positive image destinations are more likely to be included and selected
in the decision-making process [7,8].

Usually, the choice among a set of alternative destinations is a complex process, influenced by
many factors and external sources of information. In the past, tourists mainly relied on commercial
sources to form an image for a destination before making their final decision [6]. Today, searching is
based on completely different methods and sources. Due to the high level of perceived risk involved
in traveling, tourists are driven to find more trustworthy sources, such as personal resources and word
of mouth (WOM). Litvin et al. [9] define WOM as “the communication between the consumers about
a product, service, or company, which is independent of commercial influence”. It has been shown
that positive WOM increases purchase intention by creating a valuable brand image and reducing the
risk that consumers perceive in selecting products [10].

Today, the spread of the Internet and social media allows tourists to make most of the travel
arrangements required before a trip. They can search for information about destinations, travel
offers, transportation, and accommodation, even seeing photos and videos from these destinations.
They can also compare prices and services. They can make their bookings and purchases of tourist
products and services; finally, they can suggest a destination through eWOM (electronic word of
mouth) [11]. By understanding the relationships between the characteristics of different social media
platforms and destination selection, businesses and tourism promoters can improve their efforts and
marketing strategies. For this to happen, it is necessary to examine the factors that influence the choice
of a destination through social media. Of great interest is the role of social media in the image of
a destination: how they are being used, by whom, what kind of content can be promoted through
these platforms, and how they could influence consumer behavior in terms of tourism products and
services [12].

This study is focused on examining the kinds of social media content that are more likely to be
attractive for potential tourists, to influence their destination choice, based on their motivation to
travel. Previous studies argue that motivation is what pushes people to travel and, at the same time,
what attracts them to specific destinations [13,14]. Several studies have been conducted in the past to
identify the push and pull factors that frame travelers’ motivation, as well as to understand how these
factors can be used to increase the effectiveness of marketing strategies [13,15,16].

The present study elaborates on the methodology of Oh et al. [17], according to which tourists can
be classified into different market segments based on their travel motivation. Segmentation helps to
predict the items that attract people to choose a particular destination. The purpose of this research
is to investigate whether the segmentation analysis based on push and pull factors could be applied
in the social media context; that is, we examine the influence of tourists’ motives to travel on their
preferences for travel information on social media, in the pre-travel phase. The study addresses the
following research questions. Is there a relationship between:

1. the push variable “knowledge/intellectual” and the pull variable “culture/history” (as presented
on social media);

2. the push variable “sports” and the pull variable “activity/sports” (as presented on social media);
3. the push variable “novelty/adventure” and the pull variable “activity/sports” (as presented on

social media);
4. the push variable “novelty/adventure” and the pull variable nature/outdoor (as presented on

social media);
5. the push variable “escape/entertainment/prestige” and the pull variable “safety/luxury”

(as presented on social media)?

The results of this study will highlight the relationships between different market segments and
different kinds of social media content for tourist destinations and may contribute in several ways
to the literature in terms of the use of social media in tourism marketing. (a) Our findings offer
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new insight into the use of social media as a business tool through which hospitality companies will
engage, support, and connect travelers. According to Leung et al.’s recent review [18], the tourism
business perspective of social media marketing is an under-researched area. (b) This study also gives
hospitality businesses new ways to deliver value to customers, by involving them in value co-creation
through the use of social media. (c) The role of social media has been neglected in the stream of
research on push and pull travel motivation. Extending this stream of research, the present study
sheds light on the interplay between tourists’ motives to travel to a destination and social media travel
content. (d) We also expand the literature on sustainable tourism by evaluating the importance of
different travel motives on the travelers’ preference for social media content that relates to the physical
environment (i.e., natural and outdoor environments). Although prior studies [19] have underscored
the role of social media in tourists’ intention to visit a rural touristic destination (i.e., a typical example
of sustainable tourism), they did not investigate the relationship between tourists’ motives to travel
and their attitudes toward the information about natural areas (i.e., wilderness and undisturbed nature,
national parks, forests, rivers) that is shared on social media.

2. Literature Review

2.1. Social Media and Consumer Behavior

The way tourists seek information about destinations, plan their trips, make reservations, and
share their travel experiences has completely changed with the contribution of the Internet [20,21].
In recent years, social media, blogs, and websites have increasingly replaced traditional sources,
providing tourists with a large amount of information and allowing them to share experiences more
interactively [22]. Especially with the development of social media platforms, users can now learn
about others’ experiences and publish content such as comments, text, photos, or videos [12,22].
They are also able to find information before their trip, to support their destination choice, the travel
planning process, and decisions on accommodation, activities, restaurants, and attractions [21].

Travel experiences are intangible services, as they cannot be assessed before consumption.
Thus, recommendations from other people have a great influence on potential tourists, often greater
than the advice of official tourism websites [23]. Electronic word of mouth or—advice from friends
on the Internet is often ranked as the most important source of travel information before purchasing
a tourist service [21]. User comments and posts not only have the potential to increase or decrease
the number of visitors but also to develop expectations for tourist destinations [24]. A study by
Prebensen et al. [25] shows that in the process of consuming one tourist service, there are causal
relationships between travel motivation, tourist satisfaction, and motivation to communicate with
other tourists through the eWOM process. She suggests that destination marketing organizations
(DMOs) and tourism businesses should encourage tourists to share and narrate their experiences
through social media platforms.

Social media have fundamentally changed the way tourists seek, see, trust, and create their own
content about tourism service providers [26]. Tourists are now able to create and share a huge amount
of information and content that contributes to the positive or negative image of a tourist experience.
This phenomenon is called user-generated content (UGC) [27]. Wang et al. [28] found that when tourists
share travel experiences through social media, their friends can “see” and “live” their experiences
without being physically with them.

Tourists’ constant connectivity to social media, through smartphones, offers new opportunities
for tourism providers to target markets in real time based on their locations [29]. During their travels,
tourists tend to express their feelings on social media, to find tourism information about sights to
see, events to attend, and destinations to travel to, as well as to co-create value and experience with
tourism providers. They also post small emotional stories about their experiences (i.e., storytelling),
share content on social media that indicates their satisfaction or disappointment with the destination
experience (i.e., triggers), express their attitudes through their likes on tourism brands (i.e., amusement),
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and create active posts and comments about the destination (i.e., reaction) (i.e., the Storytelling, Triggers,
Amusement and Reaction—STAR—model) [30]. Tourists who can be characterized as “daily life
controllers” and “social media addicts” in particular tend to be frequently involved with their social
media contacts and maintain a high level of social media presence when traveling [31].

Hence, today’s travel companies adopt a social context mobile (SoCoMo) marketing approach
by collecting and analyzing any information that can characterize the situation of a tourist; that is,
external contextual information, such as location, season and time, political and social environment,
emergencies, weather, and internal contextual information, such as likes, emotional status, goals,
and topics of interest [32]. They invest in customer-dominant logic-based ecosystems that provide
hyper-personalized and beyond-automated experiences, enhancing tourists’ engagement with a tourism
brand and improving quality of life for both tourists and residents in smart tourism destinations [33].

According to Kim and Tussyadiah [34], the tourist experience is not only based on the activities
taking place at the destination, but also on whether tourists are dreaming about a future trip, planning
and/or collecting information for it, or recalling previous travel experiences. This study clearly shows
that travelers are not only passive consumers who can only accept information; they are also creators,
editors, and distributors of information [12,35]. Travelers create their own destination material mainly
through comments, photos, and videos. This type of non–promotional communication has a great
influence on destinations’ image, often greater than the communication of the DMOs. The Internet has
changed consumers’ behavior in the tourism industry, as well as the behavior of promoters of tourism
destinations. Manap and Adzharudin [36] highlight the importance of the Internet in the development
of a destination, arguing that social media is one of the major destination promotion tools.

2.2. Social Media Content and Destination Marketing

For online destination marketers, it is very important to understand the role of the type,
quantity, and—mainly—all the creative elements that constitute the content displayed on social
media. Mariani et al. [37] show that visual content, such as photos and videos, is the type of content
that generates the most comments and user engagement. The significant relationship between visual
content and user engagement confirms that tourists (or potential travelers) using social media platforms
are attracted by images of the sights and destinations they are planning to visit. Previous studies also
support the strong relationship between tourism and visual content generation [38]. During recent
years, DMOs have fully recognized the need for displaying more visual content on their official social
media pages [39].

A plethora of studies has investigated the role of visual content and its importance in consumer
behavior [40]. Photographs are a means of “capturing” reality [41]. According to Albers and James [42],
“photographs are the means that allow people to connect with visual images and make them their own”.
From a marketing perspective, photographs are the practice of selecting and modifying what will
be communicated to the public and then changing and further editing what is finally published [43].
From the traveler’s point of view, photographs are a popular way of communicating their personal
travel experiences and the way the image of a destination is perceived [44].

According to Hall [43], photography has an important role in the tourism industry, as visual
communication can trigger the imagination and can influence consumers without even seeming to
do so. Albers and James [42] attempted to study the relationship between tourism, nationality, and
photography. According to them, travel photos not only determine what tourists see and how they see
it but also how they perceive what they see. They argue that there are two essential elements in a photo:
its content and its composition. The content refers to all the elements that have been included in a
photo. The way these elements are linked together and presented to the viewer is the composition of
the photograph.

In the tourism industry, the purpose of visual content is to create a good perception of the tourist
destination. User-generated images will be generated, discussed, and disseminated to social media
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through the “silent” word of mouth model. In other words, digital photography and video, as provided
by social media, are symbols of the reality and experience of users as travelers [45].

Given the intangible features of traveling that tourists cannot experience beforehand, visual
content is a key tool for tourism businesses. Thus, they publish visual content on various online
platforms to promote destinations and provide tourists with a virtual experience of both the destination
and the tourist service in total [46]. Visual features have an important role in the pre-traveling
experience of tourists and therefore in decision making. Content such as videos and photos is a kind of
authentic experience and provides visual insights into destinations and tourist services.

Analysis of the DMOs’ posts on Facebook has also shown that evening posts lead to higher user
engagement as the number of posts is smaller (and therefore a post is more visible), and users also
spend more time on Facebook during this time of the day [37]. Previous research also shows that users’
engagement is greater during the weekends. Besides, engagement seems to be maximized when the
daily frequency of postings is low; that is, few quality posts lead to higher engagement. The length of
a post can also have an impact on the engagement since posts of about 200 characters result in the
highest user engagement.

Prior studies have also highlighted the importance of comments and online reviews of products
and services. Given that the travel service is usually related to the experience, online reviews are
a valuable source of information for travelers [47]. These reviews can positively or negatively affect the
demand for a tourist service. According to Collie [48], 69% of the plan that tourists make before a trip
is determined by online reviews from previous visitors. Available online reviews are greater in number
for hotels or restaurants, and fewer for sightseeing or activities at a destination. Although they are all
tourism-related experiences, they could differentiate as services [47]. Specifically, the overall quality
of hotels can usually be assessed and predicted by their stars, which are defined by a specific and
objective framework. On the other hand, many of the basic elements of a destination do not have
a similar rating system. A frustrating tourist attraction can cause more disappointment than a meal at
a restaurant. Therefore, tourism marketers need to understand how online reviews can influence the
choice of destination.

Apart from the type, timing, and length of the content posted on social media, the most significant
aspect for marketing experts is considered to be the topic of the content, which means all the creative
elements that either portray or describe a feature of a destination. Specifically, what exactly are these
elements that seem to be more appealing to potential tourists, and could stimulate their interest
while they are on social media looking for travel content, or doing something completely different?
Every day, there are millions of destination-related social media posts coming from destination
promoters and businesses, and even more from the travelers themselves who share their experiences
online. Indeed, other visitors’ posts often create a desire for other potential tourists to visit the same
place. The content of these posts includes everything a visitor can experience in a destination, including
landscapes, sights, activities, food or drink, local products, events, and so on. Anything that is part of
the tourist experience can be shared on social media.

The elements of the content that could attract potential tourists depend on many factors. One of
the most important variables explaining consumer behavior is motivation [49]. All individuals are
different, and so are the factors that motivate them. Their personality, lifestyles, past experiences,
demographics, and perceptions determine the factors that motivate them. In the field of destination
social media marketing, content that motivates and influences potential tourists is a key issue.

2.3. Push and Pull Travel Motivation

Tourism motivation is only one variable that explains tourist behavior; however, it is considered
one of the most important factors, because it constitutes the impulse and the force behind each kind of
behavior [15]. Many researchers have explored travel motivation, approaching various areas such
as sociology and psychology [15,50]. Maslow’s motivational theory [51], modeled as a pyramid of
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hierarchical needs, was widely applied in the tourist literature in the early studies that examined
tourism motives.

Many scientists tried to modify empirically Maslow’s model. A generally accepted analysis of
tourism motivation is based on push and pull factors [13,14]. This analysis argues that people travel or
they need to travel because they are pushed by their internal forces. At the same time, they are attracted
to the external characteristics of a destination when making their destination choice. Pull factors
include tangible resources that determine the attractiveness of the destination, such as landscapes,
beaches, and historical resources [16]. On the other hand, most of the push factors are intangible, or
they express the internal desires of travelers; for example, the need for relaxation, adventure, prestige,
and so on.

Crompton’s [15] early study attempted to identify the motivation of leisure traveling that affects
the choice of destination by defining a conceptual framework of push and pull factors. From his research
nine motives arose. Seven of them were classified as socio-psychological motives or push motives:
escape, exploration of self, relaxation, prestige, regression, enhancement of kinship relationships, and
facilitation of social interaction. The other two, novelty and education, were characterized as cultural
motives or pull motives. Crompton [15] concluded that destination has a significant impact on travel
behavior and suggested that socio-psychological motivation needs to be taken into consideration for
the development of tourism products and promotion strategies.

Many researchers attempted to develop alternative frameworks for push and pull motivation.
According to Caber and Albayrak [52], previous studies on tourist motivation could be divided
into three categories. The first group is mainly focused on personal motivations that lead people
to specific behaviors [50], and also on how the demographic characteristics of a group are related
to motivational differences [53]. For example, Yuan and McDonald [13], based on the concept of
push and pull, were focused on motives for traveling abroad. Research data were collected from
Japan, France, West Germany, and the United Kingdom. They determined five push factors (escape,
originality, prestige, relationship enhancement, and relaxation/hobby), as well as seven pull factors
(budget, culture/history, wildlife, ease of travel, cosmopolitan environment, and hunting). Originality
was distinguished as the most important push factor for holidays abroad. In the second group, studies
showed the relationships amongst motivation and other variables, such as customer satisfaction and
behavioral intention [54,55].

Studies in the third group examined how motivation could be used for market segmentation.
Oh et al. [17] investigated the relationship between push and pull factors for those traveling abroad,
using the method of canonical correlation analysis. In their survey, conducted in Australia, a sample
of 1030 people were asked to evaluate 30 push and 52 pull tourism motivation factors on a Likert
scale. Then, by grouping the above items, the most important stimulation variables (or factors)
were formed. Six push variables were formed: knowledge/intellectual, sports, novelty/adventure,
entertainment/prestige, kinship/social interaction, and escape/rest. From the pull items, five
variables were formed: cultural/historical, safety/upscale, activity/sports, nature/outdoor, and
inexpensive/budget. Oh et al. [17] showed that travelers could be classified into delineated variates
based on the motives that push and attract them. Combining push and pull variables, four major
variates emerge that determine the market segments, depending on each segment’s interests, as follows:
activity/sports seekers, safety/comfort seekers, culture/novelty, and luxury seekers. Tourists that
classified in different segments appear to be more attracted by different pull factors. Thus, understanding
the different needs that tourists have in each of the above segments is essential for the effectiveness of
marketing strategies.

Moreover, Baloglu and Uysal [16] attempted to describe market segments as a function of
the motivation factors for traveling abroad with a sample of 1212 respondents from Germany, by
using canonical correlation analysis. Their research confirmed the importance of the relationship
between push and pull factors; they found four different market segments, based again on the needs
of each segment: sports/activity seekers, novelty seekers, urban-life seekers, and beaches/resort
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seekers. Significant relationships between push and pull elements arose again but there were some
differences from Oh et al.’s [17] findings, demonstrating that different samples can yield different
results. According to the conclusions of this survey, market segmentation helps tourism businesses
and organizations to create more successful marketing strategies and promotional actions.

Several related studies have been conducted during recent years in the same field [56–58],
for different tourism services [59] or groups with different characteristics. Pesonen [60] combined
segmentation approaches, namely motivation and benefit segmentation, and the segment of online rural
tourists in Finland. Using cluster analysis on tourists’ motivations, four rural tourist segments were
found: social travelers, wellbeing travelers, home region travelers and family travelers. Li et al. [61]
surveyed Chinese outbound tourists; using canonical correlation analysis, they segmented them
into three groups with an overlapping segment: entertainment/adventure seekers, life-seeking
experience/culture explorers, and relaxation/knowledge seekers. The survey of Whyte [62] examined
the onboard and onshore attributes of a cruise vacation and identified market segments, measuring the
importance of the relationship of push and pull factors in the decision-making process of cruise travelers.
The market segmentation of seniors was also an interesting application of push and pull motivation, as
this is a heterogeneous group, with great purchasing power and lifestyle-oriented entertainment and
enjoyment of leisure time. Understanding the importance of this group to the tourism industry, Alén
et al. [63] found five market segments according to the behavioral variables analyzed.

3. Research Hypotheses

All the above studies on the analysis of push and pull factors refer to the tangible pull factors
provided by a destination and could be perceived by a traveler during their visit to this destination.
What has not yet been investigated is whether this analysis could be applied in the case where the
pull factors are being displayed on social media and presented to potential tourists before their trip,
something that we will examine in this study.

Based on a previous literature review on travel motivation factors and mostly on the research of
Oh et al. [17] for those traveling abroad, the relationships we expect to emerge between push and pull
elements displayed on social media are as follows (see also Figure 1):
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Hypothesis 1 (H1). There is a positive relationship between the push variable “knowledge/intellectual” and the
pull variable “culture/history” (through social media).

Hypothesis 2 (H2). There is a positive relationship between the push variable “sports” and the pull variable
“activity/sports” (as presented on social media).
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Hypothesis 3 (H3). There is a positive relationship between the push variable “novelty/adventure” and the pull
variable “activity/sports” (as presented on social media).

Hypothesis 4 (H4). There is a positive relationship between the push variable “novelty/adventure” and the pull
variable “nature/outdoor” (as presented on social media).

Hypothesis 5 (H5). There is a positive relationship between the push variable “escape/entertainment/prestige”
and the pull variable “safety/luxury” (as presented on social media).

4. Methodology

4.1. Research Methodology Overview

In this paper, a quantitative analysis was applied to identify and present the relationships between
Greek market segments and social media pull factors. Primary data were collected via questionnaires
that were filled in by 221 people, from 6 to 26 June 2019. The statistical analysis of the responses
includes both descriptive and inferential statistical analyses and was performed with the SPSS program
(v.23). Greece was chosen as the context of the study because it is a country that depends heavily on
tourism. Tourism accounts for 12.1% of GDP, and 20.8% of the total Greek economy, while it provides
846,200 jobs (21.7% of total employment) [64]. There are about 8 million (74.9%) active social media
users in Greece [65], whereas more than one fourth (25.8%) of Greeks use the Internet to buy tourism
services [66]. A plethora of studies on tourism has been carried out in Greece [67–69], offering a stable
basis for the analysis of push and pull tourism motivation factors in the social media context.

4.2. Measures

The questionnaire used in this research was created and distributed online to the participants.
It was designed based on the study of Oh et al. [17], using 18 push and 18 pull items for those traveling
abroad. The items for push travel motivation were evaluated on a Likert scale with values from 1
(not at all important) to 5 (very important) (Table 1).

Table 1. Tourism motivation push items.

Push Items Mean S.D.

Escaping from the ordinary 4.27 0.84
Seeing as much as possible 4.26 0.90

Getting a change from a busy job 4.10 0.98
Seeing and experiencing a foreign destination 4.05 0.90

Entertainment and recreation 3.99 0.93
Learning new things, increasing knowledge 3.97 0.94

Experiencing new and different lifestyles 3.73 1.00
Being daring and adventuresome 3.67 1.07

Tasting different food/flavors 3.54 1.14
Traveling to historically important places 3.43 1.08

Finding thrills and excitement 3.24 1.14
Being free to act the way I feel 3.21 1.32

Narrative of travel experiences after the return 3.07 1.31
Indulging in luxury 2.96 1.24

Being physically active 2.55 1.15
Going to places friends haven’t been 2.14 1.25
Watching sports games and activities 1.94 1.16

Participating in sports 1.82 0.93

The research participants were asked to evaluate how important each item is for them when
they are thinking about taking a trip abroad. Regarding the pull items, they were asked to evaluate
how important it is for them to see content about each item on social media when they search for
destinations and leisure trips online (Table 2).
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Table 2. Tourism motivation pull items.

Pull Items Mean S.D.

Outstanding scenery 4.26 0.82
Exotic atmosphere 3.88 1.00

Culture different from my own 3.87 0.94
Beaches for swimming and sunbathing 3.85 1.06

Traditional food/local cuisine 3.74 1.08
Local festivals and events 3.70 1.03

National parks, forests, rivers 3.57 1.08
Large and modern cities 3.51 1.13

Historical and archaeological sites 3.47 1.12
Wilderness and undisturbed nature 3.21 1.18

Amusement or theme parks 3.19 1.07
Museums and art galleries 3.14 1.22
High-quality restaurants 3.02 1.17

Nightlife and entertainment 3.01 1.07
Shopping malls 2.95 1.26
Luxury hotels 2.84 1.22

Outdoor activities such as hiking/climbing 2.69 1.04
Water sports 2.42 1.07

The sections of the questionnaire are as follows:

1. The first section is mainly about the respondents’ preferences regarding the type of social media
content that affects their opinion about destinations, and which social media platforms they
consider most important in their search for travel and destinations.

2. The second contains the 18 push items that constitute people’s motivation to take a leisure trip.
The items were selected from Oh et al.’s [17] push factors: knowledge/mentality, escape/rest,
fun/prestige, sports, and novelty/adventure.

3. The third section focuses on the 18 pull items displayed on social media, which attract tourists
to choose a destination. The above items were selected from Oh et al.’s [17] pull factors:
culture/history, nature/outdoors, sports/activities, and safety/luxury. The present study includes
only the pull items that could be used on social media to promote a destination.

4. The fourth and final section of the questionnaire lists the demographic characteristics of the sample.

We carried out a pilot study before implementing the main study. A sample of ten experts was
asked to read and complete the questionnaire and then comment on the overall picture, understanding,
and process of completing the questionnaire. Corrections were then made where necessary to ensure
that the questionnaire was clear and understandable.

4.3. Sample

The survey involved a total of 221 people and took place in the period from 6 to 26 June 2019.
The demographic profile of the participants in this research is presented in detail in Table 3.

Table 3. Demographic profile of the sample (N = 221).

Demographics Frequency Rate %

Sex
Male 92 41.6

Female 129 58.4
Age

18–30 166 75.1
31–40 33 14.9
41–50 12 5.4

Over 51 10 4.5
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Table 3. Cont.

Demographics Frequency Rate %

Education
Secondary 19 8.6

Higher 108 48.9
Postgraduate 86 38.9

PhD 8 3.6
Professional Profile

Entrepreneur 8 3.6
Freelancer 30 13.6

Private sector employee 116 52.5
Public sector employee 15 6.8

Student 38 17.2
Retired 1 0.5

Unemployed 13 5.9
Number of Trips Per Year

Less than one 5 2.3
One 46 20.8
Two 71 32.1

Three to five 79 35.7
More than five 20 9.0

Total 221 100.0

From a total of 221 participants, 129 (58.4%) identified themselves as female and 92 (41.6%) as
male. Most of the respondents were less than 40 years old. Overall, 75.1% of the sample represent the
first age group (18–30) while only 14.9% of the sample are in the 31–40 age group. The respondents
were more likely to have higher or postgraduate education, with a percentage of 48.9% and 38.9%,
respectively. Finally, participants were more likely to take up to 2 trips per year (32.1%), or 3–5 trips
per year (35.7%).

5. Results and Discussion

According to previous studies [16,17], the push factors represent the segmentation of a market.
Thus, the respondents were classified into four main segments according to their travel motives.

These segments are defined as follows:

(1) “Knowledge/intellectual”: The participants in this segment tend to put priority on the
enhancement of their knowledge during their vacations, and the experience of a new culture and
traditions, also by visiting historical places.

(2) “Novelty/adventure”: The main characteristic of the people in this segment is that they seek
originality, new and fresh experiences, and to have an adventure during their vacation.

(3) “Escape/entertainment/prestige”: This section includes those who seek comfort, luxury, relaxation,
and fun during their vacation.

(4) “Sports”: This segment concerns people who want to be physically active during their vacations
and to attend or participate in sports activities.

We used Cronbach’s alpha to assess the internal consistency reliability of these factors. Table 4
shows that the alpha coefficient is greater than 0.70 for all the push factors. Moreover, the results do
not indicate that any of the items should be deleted to increase the value of Cronbach’s alpha. Table 5
shows the pull travel motivation factors; namely, culture/history, activities/sports, nature/outdoor, and
safety/luxury. The pull factors in this study represent the content being displayed on social media
platforms, for the promotion of destinations. Cronbach’s alpha is greater than 0.70 for all the pull
factors, ensuring the internal consistency reliability of the variables, while it appears that none of these
factors will be improved if any of the items are deleted.
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Table 4. Push travel motivation factors.

Push Factors Cronbach’s
Alpha Corrected Item Cronbach’s Alpha if

Item Deleted

Knowledge/Intellectual 0.74
Experiencing new and different lifestyles 0.52 0.69

Seeing and experiencing a foreign destination 0.53 0.69
Learning new things, increasing knowledge 0.65 0.64

Tasting different food/flavors 0.42 0.73
Traveling to historically important places 0.44 0.72

Novelty/Adventure 0.79
Being daring and adventuresome 0.55 0.76

Escaping from the ordinary 0.55 0.77
Finding thrills and excitement 0.75 0.66
Being free to act the way I feel 0.59 0.75

Escape/Entertainment/Prestige 0.70
Entertainment and recreation 0.34 0.69

Narrative of travel experiences after the return 0.57 0.61
Seeing as much as possible 0.40 0.66

Going to places friends haven’t been 0.41 0.67
Getting a change from a busy job 0.41 0.67

Indulging in luxury 0.48 0.65
Sports 0.78

Participating in sports 0.75 0.58
Being physically active 0.58 0.74

Watching sports games and activities 0.54 0.78

Table 5. Pull travel motivation factors.

Pull Factors Cronbach’s Alpha Corrected Item
Cronbach’s

Alpha if Item Deleted

Culture/History 0.78
Museums and art galleries 0.58 0.73
Local festivals and events 0.52 0.75

Historical and archaeological sites 0.64 0.71
Culture different from my own 0.58 0.73
Traditional food/local cuisine 0.37 0.78

Outstanding scenery 0.50 0.75
Activities/Sports 0.72

Water sports 0.37 0.70
Nightlife and entertainment 0.48 0.68

Beaches for swimming and sunbathing 0.46 0.68
Outdoor activities such as hiking/climbing 0.39 0.70

Amusement or theme parks 0.42 0.70
Exotic atmosphere 0.54 0.66

Large and modern cities 0.37 0.70
Nature/Outdoor 0.74

Wilderness and undisturbed nature 0.59 -
National parks, forests, rivers 0.59 -

Safety/Luxury 0.83
High-quality restaurants 0.66 0.79

Luxury hotels 0.75 0.70
Shopping malls 0.66 0.79

Four two-step hierarchical regression analyses, with push motivation factors as independent
variables, demographics (i.e., sex, age, and education) as covariates, and pull motivation factors as
dependent variables, were conducted (Table 6). These models explain the relationships between
tourists’ push motivations to travel and the types of content they want to view on social media
(i.e., pull factors).

The beta coefficients in Table 6 indicate the variability of each dependent variable (pull factors)
that could be explained by each independent variable (push factors). The values of R2, Adjusted
R2, and F for each model also show what percentage of the variability of the dependent variable is
explained by the independent variables, as well as the level of significance.

The four models are statistically significant at the 5% level. The model for the pull variable
“culture/history” interprets 44% (R2 = 0.44) of its variability, 42% (R2 = 0.42) for “activities/sports”, 22%
(R2 = 0.22) for “nature/outdoors” and 28% (R2 = 0.28) for “safety/luxury”.
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Table 6. The effect of push travel variables on pull travel variables displayed on social media.

Pull Variables Culture/History Activities/Sports Nature/Outdoor Safety/Luxury

M1 M2 M1 M2 M1 M2 M1 M2
Control Variables

Sex 0.14 * 0.04 0.01 0.02 −0.08 −0.09 0.07 −0.01
Age −0.04 0.05 −0.28 *** −0.16 ** −0.12 −0.03 0.04 0.06

Education 0.12 0.14 ** 0 0.07 −0.02 0.03 0.07 0.1

Push Variables
Knowledge/Intellectual 0.6 *** 0.16 ** 0.24 *** 0.03
Novelty/Adventure 0.01 0.18 * 0.15 −0.06
Escape/Entertainment/Prestige 0.12 0.17 * 0.07 0.59 ***

Sports −0.1 0.35 *** 0.22 *** −0.05

R2 0.04 0.46 0.08 0.44 0.02 0.24 0.01 0.31
Adjusted R2 0.02 0.44 0.06 0.42 0.01 0.22 0 0.28

F 2.84 * 25.39 *** 5.94 *** 24.01 *** 1.48 9.80 *** 0.7 13.40 ***

Note: Betas refer to standardized regression coefficients prior to entry. * p < 0.05, ** p < 0.01, *** p < 0.001.

The two-step regression analysis with the pull factor “culture/history” as the dependent variable
reveals two statistically significant relationships. It appears that tourists’ education level influences
the pull factor “culture/history”. The higher their level of education, the more likely they are to be
attracted and influenced by social media content related to historical or cultural topics (Beta = 0.14,
p < 0.01). There is also a positive relationship between the push factor “knowledge/intellectual” and
pull factor “culture/history” (Beta = 0.6, p < 0.001). Thus, H1 is supported. This is in line with previous
studies [16,17], showing that tourists who look for opportunities to increase their knowledge and
satisfy their intellectual needs want to experience a culture that is different from their own and visit
historic old cities. The present study extends previous research by revealing that this exact market
segment searches for cultural and historical content on social media before traveling internationally.

The two-step regression analysis with the pull variable “activities/sports” as the dependent
variable uncovers a number of relationships. Interestingly, but not surprisingly, the older a person is,
the less likely they are to be influenced by social media content related to sports activities (Beta = 0.16,
p < 0.001). The findings also indicate that the push variable “sports” has a positive relationship with the
pull variable “activities/sports” (Beta = 0.35, p < 0.001). This supports H2. Prior studies also support
this relationship [16], highlighting that tourists who want to stay fit during their vacations are attracted
by destinations that offer sports activities. The push variable “novelty/adventure” also positively
influences the pull variable “activities/sports” (Beta = 0.18, p < 0.05). Hence, H3 is supported. In their
study, Oh et al. [17] found that the novelty seekers market segment has a high overlap with the sports
seekers segment; they look for adventure and intense thrills during their holidays, in order to escape
from their everyday life. In the same vein, the present study demonstrates that both market segments
are being attracted by information about sports activities in social media. Two more push variables,
“knowledge/intellectual” (Beta = 0.16, p < 0.001) and “escape/entertainment/prestige” (Beta = 0.17,
p < 0.05), have a positive effect on the pull factor “activities/sports”. It appears that social media
content which focuses on activities and sports could attract tourists from all segments of the market,
a result that is inconsistent with prior findings from the tourism literature [17]. This may be attributed
to the growing interest in exercise and sports, as well as the trend of sharing fitness data through social
media [70]. Nowadays, tourists are intensely interested in fitness advice and techniques, searching for
fitness centers, a fundamental component of the contemporary hospitality experience [71]. Hence, it is
reasonable for them to be attracted by social media content for sports activities.

The two-step regression analysis with the pull variable “nature/outdoor” as the dependent variable
shows that, contrary to H4, the relationship between the push factor “novelty/adventure” and the pull
factor “nature/outdoor” is not statistically significant (Beta = 0.15, p > 0.05). Traditionally, Greeks are
used to traveling domestically rather than abroad [72]. Most tourists in Greece are interested in relaxing
and sunbathing on a beach under the sun, visiting archaeological sites, studying the history of the
Ancient Greek civilization, meeting local communities, and eating traditional food [73]. Few could be
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characterized as “explorers” with an urge to experience outdoor adventures in natural areas abroad.
This could explain why H4 is not supported. Furthermore, it appears that both the push variables
“knowledge/intellectual” (Beta = 0.24, p < 0.001) and “sports” (Beta = 0.22, p < 0.001) have a positive
relationship with the pull variable “nature/outdoor”. It seems that especially Greek tourists who
want to widen their knowledge and cover their intellectual needs seek social media content about
natural outdoor areas. According to Baloglu and Uysal [16], even though the push variable “sports”
and the pull variable “nature/outdoor” do not represent the same market segment, they have a close
relationship. The “instagrammability” of a physical location is considered the most important factor
for millennials in choosing a holiday destination. This may lead many young Greek tourists who try
to stay fit on their holidays to prefer natural areas that offer opportunities for both hiking/jogging
and photo-shooting.

The last two-step regression analysis with the pull variable “safety/luxury” as the
dependent variable found a statistically significant relationship only between the push variable
“escape/entertainment/prestige” and the pull variable “safety/luxury” (Beta = 0.59, p < 0.001). Thus, H5
is supported. This result is in line with Oh et al.’s [17] study, which found that luxurious hotels and
destinations are more appealing to tourists who seek entertainment, relaxation, and prestige.

6. Conclusions

This study extends prior research by examining whether push motivation factors can predict the
type of content that different market segments prefer on social media (i.e., pull factors). The findings of
the present study indicate that most of the relationships between push and pull factors supported by
the previous literature are also verified for social media tourism pull factors. Only one of the research
hypotheses was rejected, whereas some new relationships emerged.

In particular, for the pull variable “culture/history”, there is a positive and statistically significant
relationship with the push variable “knowledge/intellectuality”, as well as with the education control
variable. This means that social media content that focuses on local events, culture, traditional elements,
and historical sites is more likely to attract consumers belonging to the “knowledge/intellectual”
segment and those who have high educational background.

The pull variable “activities/sports” has a statistically significant positive relationship with all four
segments; that is, with all the push variables. Hence, social media content that emphasizes beaches,
opportunities for sports or outdoor activities, and opportunities for entertainment and fun is more likely
to attract tourists from all the four segments, but at a different level of intensity. As hypothesized, the
push variable “sports” has the strongest relationship with the pull variable “activities/sports”, a result
consistent with previous literature [16,17]. In a similar way, there is a positive relationship between the
push motivation variable “novelty/adventure” and the pull variable “activities/sports”. Furthermore,
two new relationships emerged in our study, among the push variables “knowledge/intellectual”,
“escape/entertainment/prestige” and “activities/sports”. These findings reveal that social media can
attract all four Greek market segments by offering tourists to participate in outdoor activities, such as
hiking/climbing and water sports, as well as in nightlife and entertainment activities.

For the pull variable “nature/outdoor”, two positive and statistically significant relationships with
the push variables “knowledge/intellectuality” and “sports” were discovered: social media content
that emphasizes wildlife, parks, and woodland is more likely to attract tourists belonging to the two
aforementioned segments. Interestingly, these findings are not supported by the literature in which
tourists who wish to experience adventures appear to be attracted by wilderness, undisturbed nature,
forests, and rivers.

Finally, the pull variable “security/luxury” has a positive and statistically significant relationship
only with the push variable “escape/entertainment/prestige”; social media content that illustrates
luxury hotels, restaurants, and malls is more likely to attract tourists who are motivated by safety and
luxury. The relationship between the two variables is in line with the findings of previous research.
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7. Managerial Implications

This study provides important policy and managerial implications to social media managers of
tourist destinations and hospitality businesses. It offers valuable guidelines for a successful social
media marketing strategy that will address the needs and preferences of specific target groups. In the
present study, the Greek market was segmented into four different groups: “knowledge/intellectual”,
“novelty/adventure”, “escape/entrainment/prestige” and “sports”.

Specifically, participants in the “knowledge/intellectual” segment seem to regard social media
content related to a destination’s culture and history as more attractive. Thus, a social media strategy
targeting this segment should include elements such as historical sites, local events, traditional food,
and beautiful scenery. They are also attracted, to a lesser extent, by content about nature, outdoor
activities, and sports. Therefore, elements related to undisturbed nature, parks, beaches, water sports,
theme parks, or any kind of sports could also be used in social media campaigns for this segment.

The “novelty/adventure” seekers segment includes people who seek originality, new experiences,
and adventure from their vacation. For them, social media content related to outdoor activities
and sports seems to be the most attractive. Tourists in the “escape/entertainment/prestige” segment
perceive social media content that is related to safety and luxury as the most attractive, such as luxury
hotels, restaurants, and malls. To a lesser extent, this segment is influenced by outdoor activities and
sports content. The “sports” lovers segment also want to participate in sports and to be physically
active during vacations. An effective social media strategy for them should focus not only on outdoor
activities and sports but also on the destination’s natural elements.

The present study also shows that Greek tourists, regardless of their push motivation for
tourism, place significantly greater importance on social media content about destinations that offer
entertainment, fun and sports activities: they are attracted by social media content which emphasizes
water sports, outdoor activities such as hiking/climbing, beaches for swimming and sunbathing,
amusement or theme parks, exotic atmosphere, large and modern cities, nightlife and entertainment.
Hence, tourism marketing managers should consider the content about activities and sports as
an integral part of their tourism organizations’ social media page.

Furthermore, when a tourism marketing manager intends to promote undisturbed natural
destinations or national parks, forests, and rivers to Greek tourists, “knowledge/intellectual” and
“sports” seekers are the two most appropriate target customer segments for them. These two Greek
market segments appear to be the most susceptible to social media content focusing on the different
types of sustainable tourism. Their lifestyle and perceptions of health, wellness, and fitness seem to
match social media pages which illustrate physical areas and outdoor activities.

In general, a successful matching of push and pull motives is essential for an online marketing
strategy in destination areas to effectively design promotional campaigns. These guidelines could help
the destinations’ social media managers who target Greek tourists so that they can present the most
attractive aspects of a destination and positively influence tourists’ behavior and their decision making.

8. Limitations and Future Research

The present research has been conducted under standard constraints, which are important to
be mentioned and should be taken into consideration. The first limitation is related to the sample
of the survey, as our sample is more concentrated around the young age group (18–30). As already
mentioned, this age group represents the majority of social media users, but a different distribution of
the sample may give different results. The research was also conducted for the Greek market, so the
sample includes tourists who live in Greece. Different populations could be segmented in a different
way, formatting dissimilar market segments or push factors.

A second limitation that should be mentioned at this point is the selection of the pull items
displayed on social media. The selection of these elements was based on previous studies in which
they represented tangible elements that could be found in a destination. In our case, these elements
represent content on social media, which is displayed in order to promote a destination. It would be
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quite interesting for future studies to also include a qualitative research method focused on social
media content for destinations, in order to define more pull items that could also form more or different
pull factors.

Moreover, the use of social media big data in the investigation of relationships between market
segments and social media is a very motivating research area. Even if big data generated across social
media sites has created numerous opportunities for bringing more insights to decision makers, only a few
studies on big data analytics have demonstrated support for strategic decision making [74,75]. It will
be of great interest, for example, to examine digital tourism experiences, through several longitudinal
case studies of various destinations in Greece [76].

Another interesting research area will be the examination of the effect of social media on the
attractions of natural areas. According to Luque-Martínez, Faraoni and Doña-Toledo [77], natural
areas are a tourism asset of immense importance. Nature tourism is a market niche with very specific
characteristics, which is very common in Greece. In their study [77], behavioral patterns on Twitter and
Facebook were addressed to identify profiles. The authors proved that this information was useful for
benchmarking to compare the profiles or clusters according to their social network activity. A similar
study carried out by Pino, Peluso and Met [78] examined a sample of tweets posted on the official
Twitter pages of the same region’s main tourism promotion agency. The results identify features that
may increase the effectiveness of social media managers’ promotional efforts and highlight differences
across the two platforms. Joo, Seok and Nam [19] investigate how tourists’ use of social media can
affect their behavior, especially in sustainable tourism. They concluded that, “If marketers were to
focus more on encouraging the sharing of tourism experiences, this could aid sustainable tourism
growth” [19]. Thus, it would be interesting for future research to investigate the different segmentation
procedures that successfully work in different social media promoting natural areas.
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