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Abstract: The tourism industry is one of the most affected industries by the COVID-19 pandemic.
Understanding travel motivation is necessary for the tourism movement, even in the COVID-19
pandemic. Thus, this quantitative study aimed to explore travel motivation and its determinants. We
collected 181 samples through a web-based questionnaire survey of the Nepali people in January
and February 2021. The data were analyzed using a probit regression model through two different
travel companion perspectives, i.e., traveling with friends and traveling with family members. We
found that travel motivation, attributes, travel purpose, and transport mode preferences differed in
companion groups. Specifically, those who want to travel with friends are government employees,
20–29 years of age, set health and wellness purposes, choose the bike for transportation, are less
willing to visit homestay and agritourism, and want to travel for around one week. Those who plan to
travel with family members use the coach to travel, choose rural destinations, including villages, and
spend around two weeks. Based on these findings, we suggest that the Nepalese tourism destination
and public transport companies make tourism packages targeting the groups. Since both groups
showed interest in visiting rural destinations, we can say that tourism in rural destinations may
revive earlier than urban tourism after the pandemic. However, a low-risk travel environment should
be ensured for traveling to attract more tourists during and the post-disaster.

Keywords: COVID-19; crisis; motivation; Nepal; pandemic; probit; South Asia; tourism; travel;
travel motivation

1. Introduction

Due to the coronavirus (COVID-19) pandemic, the tourism industry lost over $4 trillion
worldwide [1]. International overnight tourist arrival was decreased by 73% (highest in
history) in 2020 and 72% in 2021 [2]. This trend in developing countries is much more severe
and faced the most considerable reduction in tourism arrivals (estimated between 60–80%)
in 2020 [1]. In order to revive the tourism industry in the earliest possible, it is necessary
to explore people’s travel motivation during a pandemic. Additionally, investigating the
factors influencing travel motivation, travel mode preferences, and travel companions
directly contribute to making the strategies for the travel industries and other stakeholders.

Tourism is sensitive and vulnerable to external and internal factors [3]. Every time
the international media spread the news about a destination, tourists immediately change
their travel plans; either they postpone or cancel their prescheduled travel plans [4]. If the
pandemic continues for a long time, it devastates the tourism supply chain, reduces signifi-
cant revenue, and causes liquidity issues [5]. Ultimately, small and medium-sized tourism
enterprises, tourism workers, and destinations are more vulnerable during pandemics [6].
Therefore, smooth tourist movement is necessary even in a crisis both for the travel industry
and destination sustainability. In the last 20 years of tourism history, regional and national
shocks greatly hampered international tourism arrival [7]. Terrorist attacks on 9/11 in
the twin tower in 2001, the SARS outbreak in 2003, the global economic crisis in 2009,
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and the MERS outbreak in 2015 are some of the major destructive incidents that impacted
international tourist arrival [8]. However, a COVID-19 pandemic that appeared in China
at the beginning of 2020 has significantly decreased the number of international tourist
arrival [2]. Just because of coronavirus, as of 18 May 2020, 100% of destinations worldwide
continue to have some travel restrictions, and 75% have closed their borders entirely [7].
No such restrictions were imposed in the tourism industry in history [9]. As of 5 July 2021,
in restriction report [10] mentioned that one-third of the travel destinations are partially
closed, and 36% are required to demonstrate COVID-19 negative test results and quarantine
requirements.

Further, vaccination increases travelers’ confidence; people like to travel where they
feel secure from virus infection (as of June 1, 2021) [10]. Nevertheless, different variants
appeared in the time being. The increasing number of infections worldwide raises public
concerns about whether current vaccines really work for the different muted viruses. The
virus mutation trends show the uncertainty of the complete settlement of coronavirus
within a short period. Recent muted virus Omicron affected the recovery trend, and
as of early 2022, some countries imposed travel restrictions [2]. Even after the booster
vaccinations, people are not secure from COVID-19. Therefore, people now have no
other option than to get used to COVID-19. Since we have to live with corona, the tourism
industry must also move together. Thus, we need to explore whether people prefer traveling
with corona and make strategies based on the factors that affect people’s travel motivation.

Although most destinations face traveling restrictions over time, the degrees of restric-
tions differ significantly region-wise. As of June 1, 2021, when 70% of all destinations were
closed in the Asia Pacific, only 13% and 20% were fully closed in Europe and the Americas,
respectively [10]. These resulted in a tourism reboot, plus 19% and 17% in America and
Europe [2]. Due to the time lag, people are getting used to the coronavirus. The progress in
vaccination and easing of travel restrictions in different destinations contributed to people
traveling using extra precautions than ordinary time. The progress in vaccination made
people travel using extra precautions than ordinary time [2]. Specifically, masking, sanitiz-
ing, PCR adverse reports, and vaccination certificates are essential requirements to travel
during COVID-19. Scholars from different countries investigated people’s willingness to
travel. For instance, an analysis of online ticket sales for seven provinces in China found
that people prefer to travel to nearby locations, especially local attractions, where they can
feel safe [11]. American tourists were more inclined toward backpacking and camping
trips in the wilderness areas because of the low level of fear of wilderness destinations [12].
Aebli et al. [13] found that multiple safety reasons determined tourists’ decision to book
domestic tours in the COVID-19 pandemic. Tourists avoid highly infected areas, prefer the
international tourists banned destinations, and choose the goal with a flexible cancellation
policy [13]. Thus, people may like traveling even in a pandemic if they are assured of their
travel safety.

COVID-19 pandemic has created and altered different trends in the tourism indus-
try. For example, Polish people use virtual glasses and experience different destinations
virtually [14]; real-time on-sight emotional experiences in China [15]. Many people travel
in order to get COVID-19 vaccination where they can quickly get it in the early stage of
vaccination [16,17]. However, some other tourism trends, like bleisure (businesss+ leisure)
travelers, were demotivated, scared, and anxious [18]. Different tourism trends and travel
motivations are somehow connected. Multiple factors contribute to determining travel
motivation. Out of them, traveling purpose and destination selection and its determinants
are considered more important than other factors to travel inspiration during COVID-19.
Either people make travel decisions if they feel safe traveling or are forced to travel for
work-related purposes [19]. The travel destination is already being fixed for those forced to
travel to work. But, for those who travel for other purposes destination is to be selected. The
reality is due to the travel restrictions throughout the world, people have fewer options to
choose from. Out of the best availability, domestic tourist destinations have been preferred
even in the COVID-19 pandemic than before in different countries because they do not
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need to follow any immigration restrictions on traveling within the country [3,13,20–23].
Because of the COVID-19, the same condition may not apply in different countries, and
other destinations have various countermeasures. Thus, people’s travel motivation may
have been affected differently in different destinations.

Travel motivation and related factors have been studied widely [4,24–33]. Travel
motivation during COVID-19 for ordinary work in Bangladesh [19], travel motivation
and psychological behavior in Australia [34], air travelers’ motivation in China [35], and
the relation between school breaks and international travel motivation in Germany [36]
were explored in different geographical locations. But the travel trends and motivation
might be different on different geographical bases. In other words, the travel motivation
for tourism purposes in developed and developing countries might be different due to the
different levels of carrying capacity, level of infrastructure, organization of the services and
mechanism, etc. Thus, the study on travel motivation and factors related to COVID-19
still demands further study because the muted virus and its short time affect people’s
perception. Travel motivation and tourism movement in a pandemic are directly connected.
Potential travel motivation is necessary to understand not only to prepare tourism strategies
during and post-COVID situations but also to contribute to destination sustainability. Thus,
this study aimed to explore (1) travel motivation and (2) its contributing factors to travel
during COVID-19.

Within the literature review section, multiple contexts that deal with travel motivation
in ordinary times will be presented. Regarding the travel motivation during COVID-19, Lin
and Zhang [35] studied Taiwanese air travelers’ motivation and revealed that destination
image and demographic features have a strong desire to travel. Similarly, Aebli et al. [13]
revealed that socio-psychological needs for mental well-being and social connectedness
are the major contributors to travel motivation among Western Australian people. Kim
et al. [37] and Çolakoğlu et al. [38] studied the safety and travelers’ decisions and found that
people feeling socially isolated motivated them to travel during the pandemic. Different
scholars mentioned that consumer behaviors changed because of COVID-19 [39,40]. There-
fore, we need additional confirmation on travel motivation, destination selection, and mode
preferences because internal and external environments can influence people’s perceptions,
and it changes with time being [13,27,39,40]. Based on the survey conducted in Nepal, this
study discusses travel motivation and factors contributing to it during COVID-19. Based
on the results, we present the policy implications.

In this study, we considered the Nepalese travel motivation during COVID-19 because
tourism is regarded as one of the major industries in Nepal [41] and faced similar problems
to other countries during COVID-19. Most of the tourism destinations in Nepal depend
on international tourists [42], but due to the COVID-19, tourist arrival is almost negligent.
Many international tourist-dependent tourism countries have no options but need to make
new strategies for tourism mobility. Nobody can guess when COVID-19 allows people
to travel freely everywhere and when it stops suddenly. China’s government imposed
a lockdown in Shanghai even in early April 2022, although many people completed full
vaccination [43]. Thus, the pandemic might not be over in a short period of time and
exploring travel motivation is beneficial for making strategies during crises like COVID-19
and traveling with corona. Even though the data for this study is collected from Nepal,
the implications can be implemented in Nepal and other countries, especially those with
similar backgrounds in the tourism industry.

2. Nepalese Tourism Industry

Nepal’s border remained closed for tourism and is a comparatively new phenomenon
compared to Western countries because the country was opened to the western world
in the early 1960s [44]. However, in 1949 the first permission was given to an American
doctor to lead a small party of mountaineers in the Everest region [45]. Then, from 1951
onwards, simultaneous permissions were given to mountaineers to different mountains
like Mt. Everest 1951 (submitted in 1953) and other mountains in Nepal [44–46]. After
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the Everest successful summit, the interest of western visitors in visiting Nepal further
increased. Now, the tourism industry is considered one of the Nepalese economy’s major
industries, providing direct and indirect contributions.

Before the pandemic, the tourism industry contributed 7.8% to the national GDP in
2017; it is forecasted to contribute 8.2% in 2028 [47]. The tourism sector provided direct jobs
to 3.2% in 2017 and is expected to rise by 2.1% per anum [47]. Due to the lack of official
records of the Nepal government, we cannot present the tourism multiplier effect here.
Thus, tourism can be considered a crucial industry for Nepal. However, like other countries,
Nepal is also greatly affected by COVID-19, and international tourist arrival was almost
nominal after March 2020 [48]. In this context, Nepalese tourism destinations have no option
to depend only on domestic tourists. Even though Nepal is a tourist country, and its tourist
history has over 70 years, many tourism activities are still untapped [42]. Because of the
mountainous country, the major tourism activities in Nepal are mainly adventurous such as
mountaineering, trekking, hiking, rafting, jungle safari, water-related activities, etc. [44,49].
Nepal Tourism Statistics [41] disclosed that more than 16% of the international tourists
arrival were for trekking, and around 36% visited different conservation areas. Besides
mountaineering, trekking and hiking in Nepal are mostly famous in four destinations such
as Everest, Annapurna, Langtang, and Kanchanjunga regions [44]. Chitwan National Park
and Bardiya National Park are attracting more tourists for jungle activities [49].

Due to the no official record of the domestic tourists in Nepal, we cannot present the
data and economic contribution, but those who make travel plans mainly target adventures.
Additionally, two famous homestay villages (Ghalegaun and Sirubari in the western part)
are popular with domestic tourists, offering new tastes and services to the visitors [50].
Thus, a homestay signifies a tourism destination rather than just a cultural exchange center
for a stereotyped Nepali. In other words, visiting a homestay for a common Nepali person
signifies visiting either Ghalegaun or Sirubari. Pilgrimage and meditation are other popular
types of tourism in Nepal. From the ancient period, Nepali land is considered a good place
for meditation in the temples and caves in the hills, mountains, and the lower plain land
in the Southern belt. Foreign tourist arrivals in Nepal cover almost 15% of pilgrimage in
Nepal [41]; this data also includes the number of Yoga and meditation purposed tourists.
Although due to the lack of data on the exact number of tourists visiting for health and
wellness, the significant adventurers visit yoga and wellness centers during their visiting
Nepal.

3. Literature Review

Willingness to travel (WT) or travel motivation determines whether an individual
prefers visiting a particular destination. WT and travel motivation have been studied
widely in the tourism literature. WT is defined as a tool that helps understand people’s
travel choices and activities [51,52]. WT further pushes an individual to search for a desti-
nation where he/she can satisfy his own interests by taking a leisure trip [53–55]. Similarly,
travel motivation has been studied from multiple perspectives. Travel motivation for deter-
mining individual satisfaction [38,56–58], leisure participation [59], tourist decision and
consumption [60], and the role of safety-seeking and travel decision [37] are some of them.
In this study, travel motivation signifies travelers’ willingness to choose destination and
mode preferences to make their travel safe and pleasant while visiting a tourist destination.
Perceptions and attitudes can be changed in different contexts and times [13,27,39,40]. Thus,
this study picked up the travel motivation and factors related to COVID-19 for people’s
travel planning.

Travel planning is a system that supports people and goods to manage systemati-
cally [61]. Many articles on the travel planning process are introduced to an ordinary
situation in the destination because travel planning is done to avoid congestion spots,
especially during peak times [61,62]. Similarly, destination choices are made based on
a negotiation process between tourist attributes and destination characteristics [63]. In
the context of risk of travel, tourists make their destination choices based on their per-
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ceptions [64]. People simply cancel their travel plans if they perceive physical risks in
traveling to a destination [65]. Individual characteristics and preferences are crucial for
travel motivation and destination selection. Consequently, one should be careful about risk
factors while making a travel decision [64]. Traveling in the COVID-19 pandemic needs
additional care to avoid the risks.

Travel motivation is a part of the travel decision-making process, which consists of
determining where to go, why to go, how to go, with whom to go, and beyond. It addi-
tionally consists of a deeper understanding, summarizing growing actions, and confirming
individual and collective activities at the destination [24]. Sociodemographic, psychological,
travel aspects, and alternative destinations influence the travel decision-making process in
ordinary times [26,27]. Nevertheless, during the current pandemic, people have limitations
while selecting a specific destination. People need to choose a travel destination based
on their health risks and psychological risks that suit their aims to visit the destination
information on safety, pricing, and travel campaigns [28,29]. Based on the literature, we
can say that tourists who want to travel during COVID-19 also select the destination to feel
safer by minimizing the health and other risks. Because of the extended lockdowns, people
might have more stress than in ordinary times. In this base, we set our first hypothesis (H1)
for this study—travel motivation and the health and wellness purpose of traveling have a
strong connection—.

Travel motivation is affected by different factors. Media reports and sensations sig-
nificantly affect travel motivation in a specific destination [4,30,31]. Any negative news
about a destination pushes travelers to cancel their trips or postpone them next time [32,33].
Oppositely, sometimes mass media plays an essential role in awareness creation which
ultimately helps to motivate people to travel [25]. Therefore, we can say that personal risk
perception and external factors like mainstream media and social media directly contribute
to travel motivation.

Personal attributes and travel motivation also have a direct relationship. Specifically,
demographic factors such as gender, age, family life cycle, income, country’s level of devel-
opment, etc., greatly influence travel motivation [53,66–68]. Gender is a major influencing
factor in travel motivation, and travel patterns also vary between males and females in
ordinary times and pandemics [69]. For example, a study in Bangladesh found that male
people travel more than females just because of the nature of the job during pandemics [19].
Anwari et al. [19] further revealed that the males reduced their recreation travel but con-
tinued the work-related trips recommended by their offices even during the COVID-19
pandemic. Generalizing these study results, people can freely choose the destination based
on the destination attractiveness in normal conditions. However, during a crisis like the
COVID-19 pandemic, they have limited or no choice of destination [3,70].

Age relates to travel motivation, destination selection, and travel mode preferences.
For example, compared to younger people, people aged 65 and older are more likely to
travel for health or educational purposes and more concerned about personal safety both
getting to the destination and at the destination for automobile travel [71,72]. New York
Times [73], published on 13 March 2020, mentioned that young people do not care about
the virus, are confident, and fly within even in the pandemic. Forbes [74] (12 July 2020)
also noted similar results that young adults like to travel during COVID-19. A survey
conducted on 6121 respondents worldwide, 77% of them between 18 and 34, revealed
that 64% have already started planning their next trip [75]. UNCTAD [76] mentioned that
young people and backpackers are willing to travel more than old-aged people even in a
pandemic. Based on this background, we set the hypothesis (H2)—young people prefer
traveling during the COVID-19 pandemic as well—.

Travel motivation and means of travel have direct connections, but travel mode
preferences during COVID-19 have changed before the pandemic. Tourists avoid large
public transport and prefer using small vehicles made for limited people or family purposes
not only for daily life but also for tourism purposes [70,77]. For instance, more than
30 million people used cruises in the year before COVID-19 [78]. After the pandemic,
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people less preferred cruises because of the closed environments and outbreaks of infectious
diseases. Oppositely, small vehicle usage not only for daily life but also for tourism purposes
is growing during pandemics [70,79]. For instance, more people use private cars to trip
to Poland and the UK [70,80]. The bike-sharing option became more attractive and vital
for the safety of COVID-19 in Greece [81]. In China, people avoid public vehicles and use
bikes while visiting tourist destinations [82]. A study from Spain found that the willingness
to use bike-sharing or kick scooter-sharing increased by more than two-thirds comparing
the pre-COVID period [83]. Bike and public transport were explored as complementary to
mobilizing tourists in the urban environment of the USA [79]. From these findings, we can
say those small vehicles are critical and more preferred as a travel mode during COVID-19.
In the case of Nepal, people may use small vehicles while traveling where possible.

To sum up, travel motivation and the connection between attributes are investigated
in the tourism literature; however, it is not fully explored, particularly in the pandemic
situation. Thus, we investigate the Nepalese travel motivation during the pandemic.

4. Research Methodology
4.1. Data Collection

As the main objective of this study is to explore the travel motivation of the potential
tourist and its determinants, we conducted an internet-based questionnaire survey known
as a convenience sampling technique for data collection. Due to the effects of COVID-19,
convenience sampling was the best option for us because an in-person survey was not
permitted. Therefore, we could not approach those who have no internet access. However,
the authors gave utmost effort to prevent common method errors. We requested earlier
respondents to recommend other potential participants for this survey to make more
representative samples on age groups, professions, gender, etc. Then, we approached and
follow-up them individually.

A questionnaire set was prepared in google forms. The link was sent through the
emails, posted on different SNSs platforms like Facebook, and requested the participants
to fill the survey sheet within 15 days starting from 29 January 2021. We gave a brief
description at the beginning of the questionnaire and did not limit any quota based on
age, gender, profession, location, etc. The responses were collected voluntarily and anony-
mously. We used SNSs as a survey tool to collect the data, which is quite useful for
developing countries where SNSs are considered for both entertainment and mode of
communication. Sample collection from different destinations is complex in developing
countries due to weak infrastructure and underdeveloped systems; SNSs make it easier
to reach the target audience. Further, participants were also requested to share the link
with their friends as well. Thus, this survey adopted a convenience snowball sampling
method for the data collection. An Internet-based questionnaire survey has been widely
used in the tourism industry [70,84–86], especially with COVID-19; it is helpful to avoid
the restrictions and quarantine requirements [34]. Moreover, it is cost-effective and can
have diversified samples in a short period [84–86].

At the survey time, the COVID-19 infection peaked at the first wave on 21 October 2020
(5743 of seven days average and total active infection is 45,200), and it started falling [87].
On 25 January 2021, 339 new infections of COVID-19 on seven days average and 2324
total active cases. In the meantime, the COVID-19 infection in other western countries
worsened [87]. From these data, we can say that Nepalese people were slowly getting used
to coronavirus, and the government gradually removed restrictions.

Regarding the survey contents, we developed it based on the literature. Most of the
contents are in Figure 1. Specifically, we asked whether the participants preferred traveling
during COVID-19, what are their preferences on travel purpose, mode selection, destination
choice, travel companions, lengths of stay, etc. (Table 1).
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Figure 1. Factors related to travel motivation.

Table 1. Attributes of the respondents.

Item Samples % (Frequency)

Gender Male = 75.7% (137), Female = 24.3% (44)

Age >19 = 1.1% (2), 20–29 = 50.8% (92), 30–39 = 29.8% (54), 40–49 = 12.2%
(22), 50< = 6.1% (11)

Education background Junior high school = 5% (9), high school = 21% (38), university
graduates = 44.8% (81), Postgraduates = 29.3% (53)

Travel during pandemic Yes = 30.4% (55), no = 47.5% (86), maybe = 22.1% (40)

Profession

Private company worker = 24.9% (45), government
employees = 8.8% (16), part-timers = 6.1% (11), students = 22.1%

(40), retired = 2.8% (5), temporary working in foreign
countries = 12.2% (22), unemployment = 4.4% (8), housewife = 2.2%

(4), entrepreneur = 13.3% (24), others = 3.5% (6)

Purpose of visit *

Visiting new destinations = 69.5% (66), because of work = 23.2%
(22), wellness = 10.5% (10), VFR = 37.9% (36), relaxation = 26.3%
(25), event participations = 28.4% (27), to play game = 4.2% (6),

pilgrimage = 15.9% (15), others = 3.3% (3)

Types of vehicles * Private care = 36.8% (35), rental car = 30.5% (29), Coach/bus = 36.8%
(35), plane = 49.5% (47), motorcycle = 28.4% (27), others = 8.5% (8)

Place to
visit/destinations *

Mountains = 54.7% (52), village/rural areas = 57.9% (55), big
cities = 20% (19), lakes = 8.4% (8), others = 23.3% (22)

Accommodation
Hotel = 51.6% (49), guesthouse/airbnb = 30.5% (29),

homestay/agritourism = 15.98% (15), VFR homes = 35.8% (34),
campsites = 15.8% (15), others = 10.5% (10)

Travel companions Alone = 16.8% (16), with lover = 7.4% (7), with friends = 46.3% (44),
with family members = 65.3% (62), with co-workers = 20% (19)

Source: Authors’ survey, 2021. VFR = visiting friends and relatives. * Multiple selections. Sample size: 181.
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4.2. Descriptive Statistics

A total of 181 complete responses were received. Over half of the respondents were
between 20 and 29 (50.8%), followed by 30–39 (29.8%). Regarding the profession, private
company workers were 24.9%, and students were 21.1%. The female and male combination
was 24.3% and 75.7%, respectively. More respondents were young in this survey because
young people and students are more active in SNSs than older people in Nepal. Due to
the lack of proper statistical records, it is hard to say how many young Nepali people
travel in a year. However, international tourists’ arrival below 45 years of age was 58%
in 2019 [41]. These statistics disclose that more tourists in Nepal are young. Regarding
gender, equal opportunities and priorities were offered for both males and females during
the survey, but male respondents were more. University graduates were 44.8%, but the
national average as of 2011 is 10.2% junior high graduates, 6.4% are high school graduates,
2.8% are university graduates, and master’s graduates are only 0.9% of the total literate
population [88]. The destination preferences, mountains (54.7%), and village/rural areas
(57.9%) were the most targeted areas during COVID-19. Similarly, only 20% of respondents
were planning to travel to big cities. It depicts that people target more to travel natural
areas during COVID-19. A significant number of people’s travel purpose was to visit
new destinations (69.5%). The majorly preferred travel mode is plane (49.5%) followed by
private car and coach both were 36.8% each. A detailed description of the data is presented
in Table 1.

4.3. Model Estimation and Data Analysis

We set the explained variable for this study as travel motivation based on the objective.
Travel motivation was originally mapped into three categories, i.e., definitively willing to
travel, not willing to travel, and not sure (maybe). However, we integrated ‘not willing to
travel’ and ‘not sure’ at the analysis stage because we wanted to see the clear difference
between straightforward travel motivations and otherwise. Thus, the explained binary
variable for this study is travel motivation (yes = 1, otherwise = 0).

Next, we tested the significant connection between explained and explanatory vari-
ables using Chi-square/Fisher’s exact test. The details of the statistical relationship between
the variables are presented in Table 2.

Table 2. Relationship between travel motivation and other variables (Chi-squared/Fisher’s exact test
undertaken).

Variables
Travel Motivation

Yes No TR

Government employee (yes = 1, no = 0) 62.50 27.27 ***
Travel with friends (yes = 1, no = 0) 59.09 21.17 ***

With family member (yes = 1, no = 0) 58.06 15.97 ***
Age between 20–29 years (yes = 1, no = 0) 31.52 29.21 ns

Use bike to travel (yes = 1, no = 0) 59.26 25.32 ***
Public bus/tourist coach (yes = 1, no = 0) 60.00 23.29 ***
Travel for around 1 week (yes = 1, no = 0) 60.71 24.84 ***

Travel for around two weeks (yes = 1, no = 0) 63.64 28.24 **
Travel for health and wellness (yes = 1, no = 0) 60.00 28.65 **

Homestay/agritourism as a tourism destination (yes = 1, no = 0) 20.00 31.33 ns
Travel in rural destination including villages (yes = 1, no = 0) 59.65 16.94 ***

Source: Authors survey 2021. Notes: *** and ** are 1% and 5% significant level, ns = not significant. Sample size:
181.

The data analysis was conducted from two perspectives. We used the whole sample
(181) to explore the connection between travel motivation and other explanatory variables
in Model A. However, we removed the number of students from the primary sample and
analyzed the data in Model B. We tested the results by excluding students, assuming that
Nepalese students’ travel behavior might also affect by limited income opportunities [89].



Sustainability 2022, 14, 7165 9 of 17

In model A, we incorporated factors related to individual travel motivation traveling either
alone or with friends (excluding family members) perspectives. We included personal
travel motivation (including family members) in Model B. Although the results were not so
different, we kept both models to do meaningful discussion throughout the paper.

We use the probit regression model to analyze the data. The model for travel motiva-
tion can be written:

Travel motivation = f (vector of determinants factors of travel motivation during COVID-19)

In general, travel behavior is typical and varied based on its various characters. For
example, who travels, why, with whom, how, where to travel, etc., make travel motivation
different (Figure 1). We supposed that a travel motivation during the COVID-19 pandemic
is affected by three vectors, i.e., attributes, travel purpose and destination location, duration
of travel, and means of transport (Table 3). In each vector, different explanatory variables
are included.

In attributes, we incorporated government employees’ travel with friends and families
because we suppose that the regular income of government employees facilitates travel.
People prefer to travel within their close circles and to whom they can feel secure from
infection. For instance, people may feel safe while traveling with family members or friends
in a closed circle. Similarly, the young generation (20–29) is also included in the model
because popular international bodies and literature discovered that young people travel
more during COVID-19 (See Section 3).

To travel purposes, we included health and wellness in the model based on the
assumption that people focus on improving immunity to cope with the COVID-19 virus.
We incorporated rural villages and homestay & agritourism in the model for the destination
selection. We kept agritourism and homestay as tourist destinations because Nepalese
people consider them as a destination. Since people were stacked at home due to extended
lockdowns, they might search for open spaces in the rural villages. Further, community-
based homestay/agritourism is growing in many destinations, and domestic tourists prefer
to visit before COVID-19.

For the means of transport and duration of touring, we included bike and coach and
travel around one week and around two weeks, respectively. We considered bike and coach
in the model because many young people ride a bike in Nepal, and only two people can
ride a single bike, reducing infection possibilities. The second option for traveling is using
a coach in a group over two. Regarding the travel duration, hiking and trekking are more
prevalent in Nepal, and most rural Nepal tour/trekking destinations consume time [90].
Thus, we incorporated around one week and more time into the model.

We tested the connection between travel motivation and other variables like gender,
income, etc. However, in this study, we could not find a significant relationship. The data
analysis was performed in Stata 16.1 SE.

5. Results and Discussions

We obtained adjusted R-square = 0.2690, Prob > F = 0.0000 in Model A and adjusted
R-square = 0.3230, Prob > F = 0.0000 in Model B, which means the explained variable
and explanatory variables included in both models are fitted well. We also checked the
variance inflation factor using OLS and found nothing serious in both models. Further, the
explanatory variables’ correlation was smaller than 0.8, meaning no problems. We also
checked the robustness of both models to confirm if any concerns remain. However, neither
in coefficients nor in significant levels in both models, there were no such big differences.
Thus, the model we developed is fitted well. All the explanatory variables had significant
connections with the travel motivation during COVID-19. In order to understand the
effects of each variable on travel motivation, we also calculated the marginal effects in
both models and presented them together with the results in Table 3. In this study, our 1st
hypothesis (H1)—travel motivation and health and wellness purpose of traveling have a
strong connection—and second hypothesis (H2)—young people prefer traveling during
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the COVID-19 pandemic as well—has been accepted at a 1% significant level in Model B
and Model A, respectively (Table 3). The other individual results presented in Table 3 are
discussed below.

Table 3. Estimation results of the travel during COVID-19 from a probit regression model.

Variables

Model A Model B

Coeff. Z-Values Marginal
Effects Coeff. Z-Values Marginal

EffectsOrdinary Robust Ordinary Robust

Attributes (Who, with whom)
Government employee (yes = 1, no = 0) 1.004 *** 2.59 2.64 0.377 ** 0.7110 * 1.72 1.72 0.291 *

Age between 20–29 years (yes = 1, no = 0) 0.7488 ** 5.50 2.80 0.285 ***
Travel with friends (yes = 1, no = 0) 1.173 *** 4.49 4.46 0.423 ***

With family member (yes = 1, no = 0) 0.6638 ** 2.05 2.22 0.135 *
Purpose and destination (Where, why)

Travel for health and wellness (yes = 1, no = 0) 1.304 *** 2.84 2.76 0.485 **
Agritourism as a tourism destination

(yes = 1, no = 0) −0.982 ** −2.28 −2.07 −0.232 ***
Travel in rural destination including villages

(yes = 1, no = 0) 0.7422 ** 2.46 2.50 0.227 **

Duration and means of transport (How, how long)
Use bike to travel (yes = 1, no = 0) 0.608 * 1.95 1.71 0.221

Public bus/tourist coach (yes = 1, no = 0) 0.9441 *** 2.96 2.93 0.159 ***
Travel for around 1 week (yes = 1, no = 0) 0.844 *** 2.81 2.60 0.311 **

Travel for around two weeks (yes = 1, no = 0) 1.9807 *** 2.85 2.66 0.285 *
Constant −1.200 *** −7.53 −8.05 −1.7076 *** −6.03 −8.43

Sample size 181 141

Notes: *** p < 0.01, ** p < 0.05, * p < 0.1 significant level. Source: Authors’ survey, 2021.

Government employees and travel motivation during COVID-19 had a significant
connection (1%). It is the highest contributor for Model B and 3rd contributor for Model A
in marginal effect calculation. This result suggests that government employees will travel
more during COVID-19. It has multiple reasons behind it. First, government employees
have fixed incomes, which is a primary reason for traveling. The salary of government staff
does not affect by a natural or artificial disaster. Second, the Nepal government introduced
a policy to travel compulsorily for its employees. At the province level, they started in
2019, and throughout the country, the central government declared a ten-day complete
paid travel holiday package for all employees in 2021 [91]. Based on these findings, we can
say that the government policy on tourism movement during COVID-19 is on the way to
its implementation.

Young people (20–29) and travel motivation were explored as significant (5%) and
the second greatest contributor to marginal effects in Model B. Not surprisingly, this result
discloses that young people prefer traveling more during COVID-19, which was our second
hypothesis. There are multiple reasons behind this result. First, young people want to
accept challenges, and even in the COVID-19, young and backpackers were explored as
major travelers during COVID-19 [76]. Second, due to the border closers, people do not
have the opportunity to travel to foreign countries during a pandemic. The trend of youth
participation in the domestic tourism market in developing countries increased before the
pandemic, which does not require a significant amount of money. For instance, Baniya &
Paudel [20] studied Nepalese domestic tourists’ travel behavior and found that around
89% of the total domestic tourists were young (21–30). Bangladeshi young tourists (20–30)
were explored as major contributors to the domestic tourism industry [22]. A similar trend
was observed in Malaysia and India [21,23]. Thus, the young people who have no choice
but to travel during COVID-19 prefer traveling to domestic tourism destinations.

Travel with friends and travel motivation was significantly connected at 1%, and it
is the second contributor in terms of marginal effects in Model A. Similarly, travel with
family members and travel motivation was significant at 5% and 6th contributor in Model
B. These results suggests that those people who want to travel either with friends or family
members will travel more during COVID-19. This may be because of the low risk of virus
infection while traveling with the people of the closed circle than traveling with unknown
people. Close friends and family members clearly know each other’s travel history, giving
them peace of mind.
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Travel purpose (health and wellness) and travel motivation are connected significantly
at 1% and are the highest contributor to marginal effect calculation in Model A. This result
suggests that our 1st hypothesis—travel motivation and health and wellness purpose of
traveling have a strong connection—has been accepted and clarified that health is the
tourists’ major concern to traveling during the pandemic. People are afraid of COVID-19
and want to increase their immunity power through traveling.

The destination preferences (homestay and agritourism) were connected at 1%, and
5th contributor in marginal effects calculation in Model A. These results suggest that those
who travel with friends less prefer to visit agritourism and homestays during COVID-19.
There are multiple reasons behind this finding. One of them is not having distributed
agritourism in rural Nepal [42]. This result is opposite to Roman et al. [70], who found
agritourism was the main attraction during COVID-19 in Poland. If community homestays
are well prepared by bonding through social networks and conveying a message that
they are ready and willing to host tourists, they can overcome such a crisis [92]. Rural
destinations, including rural villages and travel motivation, had a significant connection
(5%) and 4th contributor in marginal effects calculation. Specifically, those who want to
travel with family members prefer more travel to rural destinations, including rural villages.
UNWTO [2] predicted similar results as the new tourism trend in 2022 would be open-air,
nature-based, and rural tourism in a nearby home. The cause behind this result is that most
of the popular tourist destinations in Nepal lie in rural areas, and visiting rural destinations,
including villages, helps to distance from the city crowds and gives them peace of mind
from the virus contagion. Secondly, rural areas are peaceful, and people are more nostalgic
while visiting those destinations.

Besides attributes, travel purpose, and destination selection, the next important step
is to decide the travel mode. Regarding the means of transport to the Nepal people,
while traveling during COVID-19, we statistically explored those bikes and coaches are
the primary means of transportation in Nepal at 1% and 5% in model A and Model B,
respectively. When people prefer to travel with friends, they love to use bikes (Model A).
However, when people include family members as their travel companions, simply a bike
is insufficient. Thus, they might have decided to use the coach to transport (Model B).

The selection of bikes to travel with friends has multiple reasons. First, using a bike
to travel during the COVID-19 pandemic helps maintain social distancing and cheap and
convenient means of transport to travel the rural destinations where the public vehicle
is not readily available. Second, bikes are more preferred means of private vehicle in
Nepal for daily life. Among the number of registered vehicles, bikes are much bigger in
numbers than other types of vehicles. The latest data published by the Department of
Transport Management [93] (as of February 2019) shows that 2530722 bikes were registered,
whereas the number of car/jeep/vans ware 237,658 and buses was 49,318. Third, due to
the COVID-19, people would like to travel within their close circle due to virus infection. A
review study on family relationships and travel found that traveling with family members
felt secure and increased travel bonding [94]. This result is consistent with the previous
literature. Roman et al. [85] explored that people prefer traveling with family and friends
during COVID-19 in Poland. Different scholars in different countries revealed similar
results. Bike-sharing options became more attractive and important means of travel during
the pandemic in Greece [81]; Chinese tourists also preferred bikes when possible to travel
during the pandemic [82]; Bike-sharing was increased by two-thirds in Spain [83]. From
this supporting literature, we can say those small vehicles are critical to travel during
the COVID-19 pandemic. For the coach selection, people might have the second-best
option of means of transport during COVID-19. Having a good car for an average-income
person in Nepal is like a dream. Rental cars are available, but they are a bit expensive
for ordinary people. People might have chosen the coach as a means of travel due to the
cost-effectiveness. More people can travel using single vehicles, and relatively folding
coaches are more comfortable traveling on Nepalese roads than small vehicles.
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We found two different results connected with travel motivation at a 1% significant
level (Table 1). Those who prefer to travel with a friend use bikes and travel for around one
week at 1% (Model A), whereas those who travel with family members and use a coach as
a means of transport prefer traveling for around two weeks at 1% (Model B). It reveals that
people who want to travel for about one week will travel more during COVID-19. This
result is directly linked with Nepalese infrastructural level, geography, peoples’ preferences,
etc. Nepal is a mountainous country, and short trekking courses in rural areas are popular
with young people. Due to the risk of traveling in the urban areas, people prefer traveling
in less crowded areas like rural villages and mountains (Table 1). The popular trekking
routes in Nepal are normally from 5 to 8 days long [90]. Because Nepali young people
either go biking or trekking, it takes time to explore those destinations.

In summary, travel motivation and its determinants are different with whom to travel,
where to go, and how to travel. Here, we found that Nepalese tourists who want to travel
with friends use bikes, and the travel duration is shorter than those who plan to travel with
family members. Those who wish to travel with family members and go to rural villages
prefer using a coach as transportation.

6. Theoretical Contribution

We examined the travel motivation of Nepalese people during COVID-19 in the Asian
context. Based on the data collected in January and February 2021, we conclude that people
are motivated to travel even during the pandemic if they feel secure while traveling. Thus,
this study adds value to the theory by exploring the travel motivation during COVID-19
and the research method by using the SNSs as a research tool in the tourism literature.

We created the travel motivation model based on the travel companions. Specifically,
we supposed that the degrees of travel motivation and its determinants are based on
the travel companions, i.e., traveling individually with friends or in groups with family
members. This study statistically found significant differences in travel mode selection,
destination preferences, and travel duration. The relationship between elements is related
to who travels, why and where to travel, and how and how long to travel. Using the
probit model, we could ground our hypotheses that travel during COVID-19, health-related
factors have connections, and young people travel more during a pandemic. In other
words, this study confirmed the relationship between attributes, travel purpose, and mode
preferences with travel motivation.

Regarding the research methodology, we used SNSs as a survey tool to collect the
data, which is important for developing countries because SNSs are for entertainment and
communication. In developing countries where mainstream means of communication are
expensive for the local people and hard to get contact numbers. However, using SNSs
makes getting in touch at a low cost possible. Thus, the stakeholders can also use SNSs to
promote their travel business.

7. Policy Discussion

We found that government employees and young people are motivated to travel
more during COVID-19 in Nepal. The government already has a travel vacation policy
for its employees, and government employees are motivated to travel even in COVID-19.
The different destinations can grab this opportunity to host government employees as
tourists. However, the government should not only offer the policy to their employees; they
should monitor the procedure by developing guidelines for travel destination selection. For
instance, we found homestay and agritourism were less favored to visit. The government
should encourage employees to stay in the homestay and agritourism during their visits.
Furthermore, most government employees may also choose popular tourism destinations
that ultimately are less productive for tourism diversification and expanding destinations.
There should be a limited quota for each popular destination, and more number employees
should promote to travel to less popular tourism destinations. Government offices can use
lots or a rolling basis to decide when an employee can choose a destination for their visit.
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The government subsidies to ordinary travelers can contribute significantly to tourism
destination selection in the less favored destination [95]. Countries that do not have travel
packages for their employees can also encourage their employees to visit less popular
tourist destinations in multiple ways like paid vacation, discounted coupons, etc. The
method may contribute to reviving the tourism industry in different crises.

Concerning the purpose of traveling, people who want to visit with friends travel
for health and wellness purposes. These people less preferred agritourism or community-
based homestays during COVID-19, which is inconsistent with [70], who found agritourism
was the main priority of Polish travelers. Oppositely, those who travel with the family
members travel for around two weeks and like to visit rural destinations, including rural
villages. This result is consistent with the UNWTO [2] projections. We can say that people
in closed circles want to travel to different rural destinations in this base. The news analysis
of eight countries showed similar results, including France [96]. Tourists who like to spend
a long time may choose trekking and Yoga centers in Nepali contexts. Therefore, combined
packages of wellness centers located in different rural destinations and tour/trekking
trails can develop family/friends targeted travel packages. Those packages may include
adventure and health-wellness packages of one to two weeks, focusing on young people
and government employees.

Regarding the transport mode preferences, those who want to travel with friends are
interested in using bikes and prefer spending around one week. These are fully consistent
with the previous literature explored in different countries [70,79–82]. In contrast, those who
select their family members as travel companions will choose public transport, specifically
coach, and spend around two weeks in the travel destinations. If the travel company or
tourism destination can make a combined package with public transport company like in
the developed countries would be beneficial [97]. However, the low-risk travel environment
should be ensured.

In this study, we found young travelers are motivated to travel more in the hills and
mountains during COVID-19, which is beneficial for developing countries like Nepal,
where adventure tourism is the main tourist attraction. Youths are important for tourism
resilience in Nepal during and post COVID-19 era. This finding also confirmed the liter-
ature [20,21,23,76]. We can say that nature-based and adventure tourism in developing
countries will revive earlier from this base. Thus, the policymakers should give the first
target to promote nature-based tourism in developing countries.

8. Limitations and Further Direction

This study has some limitations as well. A limited sample size was collected through
convenience sampling techniques, and only those who have access to the internet and
SNSs are incorporated. This study failed to accommodate the opinions of comparatively
old-aged people with no access to SNSs and compare the different opinions between
urban-originated vs. rural-originated. Further, it is the fact that more respondents in
this survey were young which might bring biased results. These limitations should be
eliminated in further studies. To address these issues, future studies should be based
on on-site interviews captured by professionally trained interviewers taken at random
during different days/sites/times over several peaks and non-peak tourism seasons. The
quota sampling technique can be used to generate diversified samples. Then, comparing
the results with this study would be interesting. Although different variants of novel
coronavirus have been detected, the COVID-19 vaccination might affect travel motivation
during COVID-19. These factors should also be considered in future studies.
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