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Abstract The paper attempts an inquiry on tourism motivation having examined
a random sample of 300 tourists after they have visited the Acropolis Museum of
Athens. The issue of tourism incentives and more specifically the push and pull factors
of tourism behavior were explored using quantitative method with questionnaires,
while the collected data were analyzed by SPSS. The results showed that expe-
riencing emotions, gaining meaningful experiences and opportunities for personal
improvement are among the moderate to very important motivations for travel, while
the experience of seeing the monuments and “real” objects themselves, the desire
for knowledge and acquaintance with different places and people are included to
very strong motivations. The members of the sample regarding pull factors degraded
physical activities and sports as well as nightlife and shopping, while, on the other
hand, cultural heritage, sights, archeological sites, and other cultural institutions,
like museums and galleries, attracted a very high percentage of interest. The data
were also analyzed in terms of gender, age, and educational level, in order to map
with more pluralism the tendencies and interests of the participants. The conclusions
are expected to contribute to a more efficient tourism planning in the future and to
achieve a greater degree of tourist satisfaction.
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1 Introduction

The main purpose of this paper is to make an approach to the issue of motivation
in Tourism, having as research field, the Acropolis Museum of Athens. The main
research questions that occupied this research were given below:

Which are the motivations for traveling and obtaining a tourism behavior—the
push factors (Question block C1).

By which criteria a person chooses a travel destination—the pull factors (Question
block C2).

More specifically, how important was for the tourist the visit to the Acropolis
Museum of Athens, in order to choose Greece as a travel destination (Question C3).

2 Literature Review

Motivation is a psychological element that guides individuals’ behavior and decisions
and has been given special consideration in relation to options regarding tourism and
other leisure activities. Although not all tourists can be homogenized in terms of a
consumer behavior, it is important for tourism management to understand how they
make decisions when choosing their travel destination and what kind of services and
products meet their needs in the best way (Heitmann et al., 2011).

In the beginning it was the need. As early as the middle of the twentieth century,
Abraham Maslow (1943) started to investigate the motives of human actions and
stated that they exist in order to meet human needs. When one need is met, individuals
seek to satisfy the next and continue to do so until the “self-realization”, a concept
introduced by Maslow (1954). The needs of people were organized in the well-known
Maslow Pyramid, with 5 (five) horizontal levels which actually expanded to seven
according to a review of the same theory. This indisputable finding, that behind the
motives lay fundamental human needs, has since been a solid theoretical background
for understanding this key issue.

Simkovd & Holzner’s research (2014: 661) attempted to link the levels of
human needs, with tourism, revealing how tourism responds to these needs. More
specifically:

1. The physiological needs of the first level for the support and maintenance of
life are related to gastronomy and the provision of accommodation in tourism.

2. The needs for security of the second level are very important in the field of
tourism. A calm and safe environment is a prerequisite for the tourism experience
and is determined by the friendly behavior, the sense of calm, the traditions, and
the degree of hospitality at the destination.

3. Social acceptance and self-esteem needs, characterizing the next two levels that
are linked to tourism with the tourist’s need to feel a member of the host society,
to develop relationships with the locals, to become accepted, familiar, and
“belonging”. At the same time, a person satisfies needs of self-esteem, through
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the sense of success from practicing social skills in an unfamiliar environment,
where the routine and comfort of everyday life is absent.

4. Finally, to the top of the pyramid lay the cognitive and aesthetic needs, the needs
for knowledge and aesthetic satisfaction, which are covered by understanding
the culture and history of a place, by learning the heritage and by enjoying
the arts and the beauty of the landscape or the structured environment in a
destination.

As the Ancient Romans have stated, the “primum vivere, deinde philosophare”
principle is also true in this case and so, another concept about human needs is
prominent, that of self-realization which corresponds to tourism with the need for
personal cultivation and development through travel, the feeling of inner fulfillment,
the meaningful experiences, and the unfolding of the personal potential through
various occasions.

Decision-making for destination selection according to some scholars consists of
five (5) stages (Kotler, 2010) and, first of all, is the recognition of the need. The
potential tourist feels a difference between his current situation and a desired one
for himself. After having the information that one needs about destinations from
various sources, such as family, neighbors, friends, newspapers, social networks,
and tourism fairs, a market intention begins to emerge. Choosing between similar
tourism products the person evaluates the alternatives, depending on the prevailing
needs of the consumer and the destination that may best meet these needs. The degree
of satisfaction results from the relationship between the consumer’s expectations and
the final intake of the product or service.

One of the main motivations for travel is the escape from the daily routine and
work, but also social needs for meeting other people and experiencing unusual and
unique events (Simkovd & Holzner, 2014). Tourist motivations are very important
factors for better communication with customers and support for tourism businesses.

The psychographic system of S. Plog (1974) attempted to explain the variation in
the popularity of tourist destinations, according to the different personality types of
tourists. Personality traits are what determine their travel patterns and preferences.
Having defined two types of personality at opposite ends, the dependable (or psycho-
central) type and the venturer (or other-central) type, with the intermediate-central
type in between, he created the Diagram of the Psychographic Positions of Desti-
nations (1972). The ideal position of the destinations was determined in the middle,
essentially in the position corresponding to the middle-central type of personality.

Destinations move in the psychographic curve, depending on how well they ensure
the satisfaction of the initial motivation of tourists to travel to the specific destination.
The ignorance of the psychological data and the motivations of the tourists by the
planning and marketing of the tourism development in a destination can lead to
the gradual degeneration of the destination until its complete decline and often this
process which takes time to be completed is not perceived, except when it is too
late. In fact, Plog strongly expresses the concern that the inability to plan tourism
development in accordance with the psychological data of the personality of tourists
and the disproportion depending on the time and the cost invested by the tourist in
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relation to the offered experience result in the demotion of the importance of travel
in a person’ s life and the inevitable replacement by other activities, such as video
games and home entertainment series.

Satisfaction that people expect and which determines their tourist behavior,
according to Iso-Ahola (1982), is associated with two driving forces: Escape (escape)
and search (seeking). The element of escape refers to the fact that the person leaves
behind the daily environments in which he moves, the daily problems, the routine, the
stress, the tension, while the element of the search refers to the pursuit and acquisition
of rewards and benefits, such as obtaining knowledge, feeling emotions, acquisition
of social, athletic, and other skills (Iso-Ahola, 1982: 258).

Motivation for tourist behavior and satisfaction of needs are in an interactive
relationship and as Dann (1981) argued, to consider motivation as an unconscious
process and to study satisfaction detached from its motivations, is of little value.

Returning to the theory of Iso-Ahola, if on a case-by-case basis tourism is consid-
ered to be more of an escape activity than an activity of seeking and obtaining rewards
and benefits does not mean that this second weaker part of the comparison is less
important than the first. Also, as the same scholar points out, the opposite can happen,
giving the example that if one lives and works in the Bahamas, may not have a strong
motivation to escape, but may have a strong motivation for personal rewards and thus
travels to Greece, “To learn more about the history of the human species” (Iso-Ahola,
1982: 258). Then, the second factor acts as a “threshold” for the realization of the
journey and vice versa.

The two main factors of escape and search (escaping and seeking) have both
personal and interpersonal dimensions which the individual is called to manage in
his attempt to decide what is most important for his journey. He can also escape from a
close personal environment or a wider and interpersonal environment, such as family,
friends, co-workers, and can claim purely personal or interpersonal rewards, such as
with old friends in a new environment or young people, friends in an old environment,
or with family, etc. He may also choose to travel with a group of strangers, in order
to satisfy the need to escape from the everyday environments of the familiar persons.

The components of escape-search are present in every leisure activity (Iso-Ahola,
1982: 312-13) and tourism in particular (Iso-Ahola, 1982). The way in which the
individual chooses and accepts one or the other factor or both, as primary causes and
purposes for the journey, determines the choice of specific plans and behaviors to
achieve the goals (Iso-Ahola, 1982: 260).

Finally, a very interesting theory is that of Crompton and Mc Kay (1997),
presenting the incentives for tourism, as a combination of push and pull factors,
where the internal motivations are considered as push factors and the external stimuli,
that make a person willing to travel, are considered as pull factors.

In conclusion, tourism is a dialectical process between push and pull factors, in
order to achieve the optimization of meeting the needs, as individuals strive for the
best result and for a form of social interaction through travel. It simultaneously
provides a way out of something and the ability to seek out some experiences,
transforming the escape from a simple escape into a constructive and complex action.
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3 Methodology

The research was conducted with a quantitative methodology and as a method of
data collection a questionnaire (Appendix 1) was used, which was distributed to a
random and representative sample of 300 foreign tourists in the months of June to
September 2019, at the exit of the Acropolis Museum of Athens (Cohen, 2007). In the
questionnaire used in this survey, a five-point Likert scale was used with appropriate
verbal matching of the answers (1—Not at all, 2—slightly, 3—moderately, 4—much,
and 5—Very much).

That means, low values (lower than 3) correspond to a disagreement, median
values (close to 3) correspond to a neutral view, and high values correspond to an
agreement (greater than 3) with the attitude expressed by the corresponding question.
In the present study, the push and pull theory (Crompton & Mc Kay, 1997) was taken
into account. As far as the motivation is considered to be the internal impulse, which is
investigated by the C1 block of questions, the C2 block of questions are considered as
factors of attraction, from an external stimulus. The relationship between motivation
and criteria even restores and researches the relationship between the two blocks of
questions (C1-C2), in exploring which element attracts the individual the most as
an external stimulus (the pull factors), when the individual is motivated internally by
specific needs (the push factors).

The data were analyzed with appropriate statistical software (IBM SPSS version
25). In this work, besides the descriptive statistics presented as mean value = standard
deviation for each variable, parametric and non-parametric tests were conducted.
More specifically, the means’ equality test was used for one, two, or more than two
samples (t-test and ANOVA test), as the sample size is sufficiently large, although
the variables are of ordinal scale. In any case, the corresponding non-parametric
one-sample Wilcoxon signed rank test, Mann—Whitney U test, and Kruskal-Wallis
test were used to confirm the above results. Especially, in the case of more than two
samples, the robust tests of equality of means by Welch and Brown-Forsythe were
conducted, in the cases that the test of homogeneity of variances failed. All pairwise
comparisons were conducted by using Bonferroni or Tamhane’s T2 adjustment.

The sample consists of 167 women (55.67%) (Fig. 1) and the respondents’ age
distribution is presented in Fig. 2, where it is observed that as age increases, the
corresponding percentage decreases and majority of respondents belong to the age
group of 20 to 30 years old. Most of the respondents are university graduates (54.33%)
while 25.00% of the sample have a master’s or doctoral degree. In addition, 19.00%
of the sample have completed secondary education and 1.67% have completed a basic
education (Fig. 3). The sample consists of private employees at a rate of 37.00%;
students at a rate of 21.67%; civil servants at a rate of 11.67%; and the rest are
entrepreneurs, freelancers, and others (Fig. 4). Majority of visitors come from Europe
and America (Fig. 5). Some of the countries of origin where the sample comes from
are Germany, Italy, Turkey, Ukraine, etc. (Appendix 2).
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4 Results

Respondents had a high degree of agreement in various attitudes expressed by ques-
tions included in blocks C1, C2, and C3 of the questionnaire used. More specifically,
for questions of block C1, the averages per question are given in Fig. 6 in ascending
order.

It is observed that the respondents had a significant degree of disagreement with
the attitudes: «To obtain prestige and social status» (not at all to slightly agreement)
(1.78 £ 1.11, t = —9.025, p < 0.01) and «To have a healing experience that help me
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recover, after a difficult period or trial in my life» (slightly to moderate agreement)
(2.58 £ 1.34, t = —5.440, p < 0.01).

Respondents had a neutral view (moderate agreement) on attitudes, as: «To live
adventurous or even risky experiences and feel like an explorer» (2.88 4+ 1.22, t =
—1.657, p = 0.099) and «To give meaning to my life» (3.10 &= 1.28),t = 1.354,p =
0.177).

In addition, respondents had a significant degree of agreement (moderate to much)
in the following seven (7) attitudes (i.e., mean value greater than 3): «To live mean-
ingful experiences that will enable me to understand my deeper self» (3.19 £ 1.29),
t=2.550, p = 0.011); «To escape the boredom of everyday life and routine» (3.22 £+
1.24,t=3.087, p = 0.002); «To give myself the ability to be «transformed» through
unprecedented and unique experiences» (3.49 £ 1.15, t = 7.353 p < 0.01); «To relax
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Fig. 6 Mean values of Cl group’s questions. Red color corresponds to questions expressing
disagreement (mean value statistically significant lower than 3—p < 0.01). Orange color corre-
sponds to questions expressing neutral attitude (mean value non-statistically significant different
than 3—p > 0.10). Blue color corresponds to questions expressing agreement (mean value statisti-
cally significant greater than 3—p < 0.01). Green color corresponds to questions expressing high
agreement (mean value statistically significant different than 3—p < 0.01)
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and calm in quietness and nature» (3.53 £ 1.05, t = 8.729, p < 0.01); «To interact
with the local people» (3.64 £ 0.97, t = 11.457, p < 0.01); «To collect moments and
not things, as I do in my country of origin» (3.67 £ 1.14,t = 10.318, p < 0.01); and
«To feel emotions, like surprise, inspiration, harmony, freedom, love» (3.78 % 1.09,
t=12.390, p < 0.01).

Finally, respondents had a statistically significant very high degree of agreement
with three (3) attitudes (mean value greater than 4, i.e., much to very much agree-
ment): «To view specific monuments, museums, works of art, cultural heritage» (4.03
+ 1.07, t = 19.693, p < 0.01); «To satisfy my quest for knowledge and first-hand
information» (4.04 & 0.90, t = 19.896, p < 0.01); and «To learn about different
places and people» (4.34 £ 0.79, t = 29.120, p < 0.01). The aforementioned results
of parametric tests are in line with those of non-parametric controls (Appendix 3).

As regards the gender, women (3.35 £ 1.23) had a higher mean value than men,
in the attitude described by the statement «To escape the boredom of everyday life
and routine» (3.05 £ 1.23) (t = —2.097, p = 0.037) (Table 1). Similarly, women
(3.90 £ 1.11) had a higher mean value than men in the attitude «To feel emotions,
like surprise, inspiration, harmony, freedom, love» (3.62 £ 1.05) (t = —2.225,p =
0.027) (Table 1). Women also (4.44 £ 0.79) had a higher mean value than men in
the attitude «To learn about different places and people» (4.20 & 0.81) (t = —2.624,
p = 0.009) (Table 1).

As regards the age, respondents with age from 20 to 30 years (3.21 + 1.25) had
a higher mean value in attitude «To live adventurous or even risky experiences and
feel like an explorer» than respondents with age greater than 51 years (2.43 £ 1.28)
as well as than respondents with age from 41 to 50 years (2.66 + 0.92) (Fig. 7)
(Appendix 4—F = 6.985, p < 0.01).

Similarly, respondents with age from 20 to 30 years (3.41 4 1.27) had a higher
mean value in attitude «To live meaningful experiences that will enable me to under-
stand my deeper self» than respondents with age greater than 51 years (2.69 £ 1.30)
(Fig. 8) (Appendix 4—F = 4.624, p = 0.004 < 0.01). Once again, respondents with
age from 20 to 30 years (3.69 £ 1.09) had a higher mean value in attitude «To relax
and calm in quietness and nature» than respondents with age greater than 51 years
(3.13 + 1.06) (Fig. 9) (Appendix 4—F = 4.637, p = 0.003).

In addition, respondents with age from 31 to 40 years (4.07 &= 1.07) had a higher
mean value in attitude «To collect moments and not things, as I do in my country
of origin» than respondents with age from 41 to 50 years (3.84 £ 0.89) (Fig. 10)
(Appendix 4—F = 5.050, p = 0.002).

As regards education, respondents with postgraduate studies (4.27 £ 0.78) had
a higher mean value in attitude «To view specific monuments, museums, works of
art, cultural heritage» than respondents with basic and secondary education (3.84 +
0.99) (Fig. 11) (Appendix 5—F = 4.985, p = 0.015). In the contrary, respondents
with postgraduate studies (2.41 + 1.02) had a lower mean value in attitude «To live
adventurous or even risky experiences and feel like an explorer» than respondents
with basic and secondary education (3.10 & 1.36) (Fig. 12) (Appendix 5—F = 7.860,
p < 0.01). In addition, respondents with postgraduate studies (2.76 £ 1.19) had a
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lower mean value in attitude «To give meaning to my life» than respondents with
university education (3.21 £ 1.21) (Fig. 13) (Appendix 5—F = 5.486, p = 0.005).

In the case of questions of block C2, the corresponding mean values per question
are given in Fig. 14 in ascending order. It is observed that the respondents had a
significant degree of disagreement in the attitudes «Sporting and physical activities
in general» (slightly to moderate agreement) (2.59 £ 1.05, t = —6.774, p < 0.01)
and «Possibilities of night entertainment and recreation» (2.82 & 1.07, t = —2.905,
p = 0.004).

Respondents also had a neutral view of attitudes in question «Shopping and local
market» (i.e., moderate degree of agreement) (2.92 + 1.13,t=—1.275,p =0.203). In
addition, respondents had a significant degree of agreement(i.e., mean value greater
than 3, meaning agreement moderately to much) on attitudes «Low cost of goods and
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services» (3.13 & 1.06, t = 2.183, p = 0.029); «Easy transportation» (3.31 &+ 1.07,
t = 5.085, p < 0.01); «Safe socio-political situation at destination» (3.40 £ 1.13,t
= 6.163, p < 0.01); «Gastronomy and local cuisine» (3.58 + 1.05, t = 9.490, p <
0.01); «Friendly environment and inhabitants» (3.68 4+ 0.97, t = 12.254, p < 0.01);
«Cultural heritage, History and Sights (Museums, Archaeological Sites, Galleries,
etc.)» (3.83 £ 0.97, t = 14.770, p < 0.01); and «Natural environment and climate
(sea, sun, mountain, snow, forests, etc.) (3.98 £ 0.95, t = 18.026, p < 0.01).

As regards the gender, men and women have the same degree of agreement and
disagreement in all the attitudes expressed by the questions of the second block.
As regards the age, respondents with age from 20 to 30 years (3.59 £ 1.09) had
a lower mean value in attitude «Cultural heritage, History and Sights (Museums,
Archaeological Sites, Galleries, etc.)» than respondents with age from 31 to 40 years
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(4.04 £ 0.77) and respondents with age greater than 51 years (4.02 £ 0.85) (Appendix
4—F = 4.758, p = 0.003 < 0.01). In addition, respondents with age greater than
51 years (2.32 £ 1.09) had a lower mean value in attitude «Possibilities of night
entertainment and recreation» than respondents with age from 20 to 30 years (3.06
4 0.95) and with age from 31 to 40 years (3.05 £ 1.15) (Appendix 4—F = 9.220,
p <0.01).

As regards educational level, respondents with postgraduate studies (4.17 & 0.95)
had a higher mean value in attitude «Cultural heritage, History and Sights (Museums,
Archaeological Sites, Galleries, etc.)» than respondents with basic and secondary
education (3.058 £ 0.92) and respondents with university education (3.76 + 0.96)
(Appendix 5—F = 4.758, p = 0.003 < 0.01).
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Fig. 14 Mean values of C2 group’s questions. Red color corresponds to questions expressing
disagreement (mean value statistically significant lower than 3—p < 0.01). Orange color corresponds
to questions expressing neutral attitude (mean value non-statistically significant different than 3—
p > 0.10). Blue color corresponds to questions expressing agreement (mean value statistically
significant greater than 3—p < 0.01)
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In the question “How important motivation was the visit to the Acropolis Museum
for choosing Greece as a destination?”, the corresponding mean value is greater than
the median, i.e., 3, (3.57 £ 1.30, t = 7.731, p < 0.01) expressing a moderate to much
degree of agreement. The 56% of the participants answered that they considered the
visit to the Acropolis Museum, for choosing Greece as a destination, as an important
motivation from much to very much (Fig. 18).

As regards age, respondents with age from 20 to 30 years (3.34 &= 1.40) had a
lower mean value in attitude «<How important motivation was the visit to the Acropolis
Museum for choosing Greece as a destination?» than respondents with age greater
than 51 years (4.02 &+ 1.02) (Fig. 19) (Appendix 4—F = 4.375, p = 0.005 < 0.01).
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5 Conclusions

In conclusion, push factors (Crompton & Mc Kay, 1997) that are related to experi-
encing emotions, creating memories, having meaningful experiences, and also expe-
riences with transformative power to self are included in the middle to high ranking
of the requests and needs of the people who took part in the research. At the same
level of importance is also the need to interact with other people at the destination.
The strong need to escape from boredom has been confirmed, a kind of escaping
everyday life, as has been defined in Iso-Ahola’ s theory (1982) about the two main
factors of “escaping” and “seeking” and also the need for calm and relaxation.

Three factors marked a very high percentage of agreement in the questionnaire’s
statements and are related to the desire to see the authentic monuments and works
of art, to satisfy the thirst for knowledge and to get to know different places and
peoples. The data of ANOVA analysis on the special preferences of the respondents
according to gender, age, and educational level showed that women responded more
positively than men to factors such as experiencing emotions, escaping the boredom
of everyday life, and the desire to acquire knowledge.

As far as it concerns the pull factors (Crompton & Mc Kay, 1997), the visitors of
Acropolis Museum in our sample were not attracted by activities such as sporting
and physical activities, nor by nightlife possibilities, and also they had a neutral
attitude on shopping and local market opportunities. On the contrary, they were
moderately to much attracted by specific socio-economic factors, such as the safe
social environment, the friendly behavior of the residents, the low cost of goods
and services, and the easy transportation. They were strongly attracted by cultural
heritage and natural environment and these attitudes through the ANOVA analysis
appeared uniformity between men and women, regarding the grade of agreement of
the research participants.
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Experiencing emotions is a significant motivation for traveling. Emotions like
pleasant surprise, proximity, feeling of “belonging”, contemplative mood, emotional
involvement with the locals during the stay in a destination. The last years many
researchers have dealt with the examination of the role of emotions in tourism expe-
rience and the possibility of measurement (Bigné & Andreu, 2004; del Bosque &
Martin, 2008; Hosany & Gilbert, 2010; Kim et al., 2012; Yuksel et al., 2010; Wirtz
et al., 2003). In tourism, emotions arise as a result of evaluating the experience in
relation to the goals, motivations, or interests of tourists. In the laws of emotion
formulated by Frijda (1988), when something does not respond to the interests and
concerns of a person, it ceases to concern the tourist or give any pleasure (Bigné &
Andreu, 2004).

Tourism produces voluptuous experiences (Alistair, 2006), which include adven-
ture, challenge, escape and fun (Otto & Ritchie, 1996), and happiness (Gretzel et al.,
2006; Floyd & Wooldridge, 1997). Imagination, emotions, and fun are central to
voluptuous experiences (Holbrook, 2006) and positive and pleasurable emotions are
the most important components of tourism experiences (Tung & Ritchie, 2011).

The search for meaning, in the sense of a deeper revelation of truths about life
and self, through contact with culture and arts has an important place along with
emotions. As Baumeister (1991: 3) have stated, “every person with his energies builds
the meaning of his life. He can dedicate his life to his children, his work, his religious
faith or his garden “. It could be added that traveling constructs a meaning to life, for
persons who are seeking for experiences that help them realize their true self. As the
results have showed, a “moderate” to “much” agreement has been pointed out for the
statements about living meaningful experiences and be transformed by traveling and
experiencing tourism. This is very relevant to what Mc Cannell (1973) implied with
his theory about regarding tourism as a modern pilgrimage in the request of more
authentic ways of existence. According to J. Rieger and Jensen (2011), journey is
strongly related to the meaning of life and also the divine. In this sense, the journey
is closely linked to the person’s effort to give meaning to his life and from this arises
the necessary inclusion of these parameters in any tourism planning attempted.

In the modern world, the gap of values seems to be a considerable obstacle in
obtaining a sense of meaningful life and leaves humans exposed to an existential
agony, as the values they have embraced during their life seem limited constructions,
instead of having characteristics of universality and timelessness. Thus, death is not
only the end of a person’s life but also the end of the values he has embraced during
his lifetime (Baumeister, 1991: 6). Individuals not only find meaning in the social
and cultural environment in which they live (Baumeister, 1991: 23), but also in other
places and societies, as Cohen (1979) has showed in his phenomenology of tourism
experience.

Familiarity with values of universal importance, such as democracy or the ideals
emanating through art, gives persons a chance to overcome limits and obtain a sense
of “belonging” to something bigger and wider than their limited everyday life. May
be that explains why the visit to the Acropolis Museum has achieved the high score
of 56%, as an important and significant motivation from much to very much, for
choosing Greece as their traveling destination.
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In her interesting research, Vazeou-Nieuwenhuis (2018) showed that the ability of
the persons to travel mentally to faraway times and places increases people’ s desire to
search for their lives’ meaning. Especially museums not only give a chance for mental
traveling, but make it their main role. Through the real objects and remnants of the
past, the historical information, and the museological guidance, visitors may realize
that their life stories include more than what is happening in their everyday reality.
As Burgelman (2000) has referred “space and time determine our position in the
universe” and these key concepts of traveling through time and space are about to be
accessible to man, thanks to information and communication technologies. Yet, new
experiences are planned based on an alternative model of tourism development and
cultural tourism, such as innovative cultural tours in the city of Athens, (Sarantakou &
Xenitellis, 2019).

These findings are consistent with other studies that cite spiritual pursuits and the
need for enrichment with knowledge as important motivators for leisure in general
(Beard & Ragheb, 1983) and vacations in particular (Crompton, 1979; Rubenstein,
1980). In recent years, academics have shown particular interest in understanding the
characteristics of the tourism experience (Morgan et al., 2010. Ritchie & Hudson,
2009; Tung & Ritchie, 2011; Wang & Pizam, 2011). Also, the use of Internet is not just
a tool for more tourist information, but contains platforms of alternative experiences
and a variety of technological products related to tourism and the reception of culture
which bring significant changes to tourism consumption and tourism enterprises
(Tsartas et al., 2016; Kavoura & Katsoni, 2013). Future research regarding these
issues will certainly enlarge the present theoretical frameworks on tourism motivation
and advance their applications to tourism planning and development.

Appendix 1: Questionnaire

A. Demographic characteristics

A1. Sex
A1.1 Man A1.2 Woman
A2. Age group
A2 A22 A23 A24 A25

(20-30) (31-40) (41-50) (51-60) (61 and above)
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A3. ion level
A3.1 A3.2 A3.3 A34
Basic education Secondary education University education Postgraduate studies
A4. Work situation
A4l Ad2 A43 Ad4 A4S A4S A4T A48
State Privat Part- Business Freelanc Stud Retir Unemplo
employ e time man er ent ed yed
ee emplo emplo
yee yee
A5. Country of origin:
C. General Inquiry on Tourists’ motivation
C1. What motivates you to travel?
To what extent do the following statements apply to you?
Please rate all of the following incentives, from 1-5. ! 2 3 4 5
’ Notat | Slightly | Moderately | Much Very
all much

C1.1 To escape the boredom of everyday life and routine.

C1.2 To learn about different places and people.

C1.3 To satisfy my quest for knowledge and first hand information.

C1.4 To view specific monuments, museums, works of art, cultural heritage.

C1.5 To have a healing experience that help me recover after a difficult period or|

trial in my life.

C1.6 To live meaningful experiences that will enable me to understand my

deeper self.

C1.7 To obtain prestige and social status.

C1.8 To relax and calm in quietness and nature.

C1.9 To live adventurous or even risky experiences and feel like an explorer.

C1.10 To collect moments and not things, as | do in my country of origin.

C1.11 To feel emotions, like surprise, inspiration, harmony, freedom, love.

C1.12 To interact with the local people.

C1.13 To give meaning to my life.

C1.14 To give myself the ability to be «transformed» through unprecedented and
unique experiences.
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C2. When you choose a destination, which are the criteria?

743

Please rate all of the following criteria, from 1-5.

To what extent do the following statements apply to you?

1
Not at all

2
Slightly

3
Moderately

Much

5
Very much

forests, etc).

C2.1 Natural environment and climate (sea, sun, mountain, snow,

Sites, Galleries, etc.)

C2.2 Cultural heritage, History and Sights (Museums, Archaeological

C2.3 Possibilities of night entertainment and recreation.

C2.4 Sporting and physical activities in general.

C2.5 Gastronomy and local cuisine.

C2.6 Shopping and local market.

C2.7 Friendly environment and inhabitants.

2.8 Safe socio-political situation at destination.

C2.9 Low cost of goods and services.

C2.10 Easy transportation.

C3. How important motivation was the visit to the A

Museum for ct

Greece as a

P!

C3.1 C32
Not at all Slightly

C3.3

C34
Much

C35
Very much
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Appendix 2: Frequency Table—Country of Origin

Frequency Percent Cumulative Percent

AFGHANISTAN 1 0,3 0,3
ARGENTINA 4 1,3 1,7
AUSTRALIA 19 6,3 8,0
AUSTRALIA 1 0,3 8,3
AUSTRIA 1 0,3 8,7
BELGIUM 5 1,7 10,3
BRAZIL 14 4,7 15,0
BULGARIA 1 0,3 15,3
CAMBODIA 1 0,3 15,7
CANADA 9 3,0 18,7
CHILE/USA 1 0,3 19,0
CHINA 2 0,7 19,7
COLOMBIA 5 1,7 21,3
CROATIA 3 1,0 22,3
CYPRUS 2 0,7 23,0
DENMARK 2 0,7 23,7
EGYPT 3 1,0 24,7
FRANCE 15 5,0 29,7
GERMANY 32 10,7 40,3
GREECE 1 0,3 40,7
HOLLAND 1 0,3 41,0
ICELAND 2 0,7 41,7
INDIA 3 1,0 42,7
IRAN 2 0,7 43,3
IRELAND 3 1,0 44,3
ISRAEL 6 2,0 46,3
ITALY 27 9,0 55,3
JAPAN 3 1,0 56,3
KAZAKHSTAN 1 0,3 56,7
KOREA 2 0,7 57,3
MALAYSIA 1 0,3 57,7
MALTA 2 0,7 58,3
MEXICO 3 1,0 59,3
NETHERLAND 4 1,3 60,7
NEW ZEALAN 4 1,3 62,0
POLAND 2 0,7 62,7
PORTUGAL 4 1,3 64,0
REPUBLIC O 1 0,3 64,3
ROMANIA 1 0,3 64,7
RUSSIA 4 1,3 66,0
SCOTLAND 1 0,3 66,3
SICILY 1 0,3 66,7
SLOVAKIA 1 0,3 67,0
SOUTH AFRI 2 0,7 67,7
SPAIN 23 7,7 75,3
SYRIA 2 0,7 76,0
TURKEY 6 2,0 78,0
UK 33 11,0 89,0
UKRAINE 3 1,0 90,0
USA 30 10,0 100,0
Total 300 100,0
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Appendix 3: Nonparametric Tests—One Sample

Hypothesis Test Summary
. Null Hypothesi Test
The median of C1.1 - To escape the One-Sample
1  boredom of mgﬂiay life and Wilcoxon Signed
routing. equals 3. Rank Test
The median of C1.2 - To leamn about  One-Sample
2 different places and people. equals  Wilcoxon Signed
3. Rank Test
The median of C1.3 - To satisfy my  One-Sample
3 quest for knowledge and first han Wilcoxon Signed
information. equals 3. Rank Test
, The median of C1.4 - To view \?v':'rsmpé? ;
works of art, cultural heritage. 1eoxon Signw
equals 3. Rank Test
The median of C1.5 - To have a
5 healing experience that help me %‘:E‘DS:‘;RP&? nad
recover after a difficult period or trial o2 5079% 519
in my life. equals 3. el
The median of C1.6 - To live
6 meaningful experiences that will {,J\Ple'sampé? d
enable me to understand my deeper Ra'.ﬁ??g'; gne
self. equals 3.
The median of C1.7 - To obtain Cne-Sample
7 grestige and social status. equals ~ Wilcoxon Signed
A Rank Test
The median of C1.8- To relax and One-Sample
8 calm in quietness and nature. Wilcoxon Signed
equals 3. Rank Test
Ihaferrﬂf.ﬂm %f,%:,'a?.' 'ﬁ‘;ﬁ;m Cne-Sample Retain the
9 xperiences and feel like an E‘:L‘fﬁ‘;ﬁ"“’d nu“oihesis
explorar, equals 3. P :
The median of C1.10 - To collect COne-Sample
10 moments and not things, as | doin  Wilcoxon Signed
my country of onigin. equals 3. Rank Test
The median of C1.11 - To feel Cne-Sample
11 emotions, like surprise, inspiration, Wilcoxon Signed
harmeny, freedom, love. equals 3. Rank Test
The median of C1.12 - To interact G ne-Sample
12 jth the local people. equals 3. \schkoﬁ;S'smd
- 5 One-Sample Retain the
The median of C1.13 - To give x
13 h f Wilcoxon Signed null
meaning to my life. equals 3. Rank Test 9 hypothesis.
The median of C1.14 - To give
myself the ability to be COne-Sample
14 «transformeds through Wilcoxon Signed
unprecedented and unique Rank Test
experiences. equals 3.

Aodie einie 1

es are disp

¥ g

yed. The significance level is .05.
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Hypothesis Test Summary
. Null Hypothesis Test Sig. Decision
The median of C2.1 - Natural
. . One-Sample
environment and climate (sea, sun, : ;

1 mountain, snow, forests'(etc}. \ﬁ'\::::::%;t&gnad -000 71

equals 3.
The median of C2.2 - Cultural |
: k - One-Sample
heritage, History and Sights : ;
g use?ums. Archaeolo f?:al Sites, av:g:kox_rgl;t&gnad 000 §
alleries, etc.) equals’3.
The median of C2.3 - Possibilities of One-Sample |

3 night entertainment and recreation.  Wilcoxon Signed 004 null
equals 3. Rank Test hyp
The median of C2.4 - Spotting and ~ One-Sample

4 physical activities in general. equals Wilcoxon Signed .000 ||
3 Rank Test |

5 The median of C2.5 - Gastronomy \?\:':Iec- OS;";I'FSI? ned 000 |
and local cuisine. equals 3. Rank Test 9 .

: : One-Sample Retain the
The median of C2.6 - Shopping and :

6 Wilcoxon Signed 260 null
local market. equals 3. Rankc Tost > hypothesis.
The median of C2.7 - Friendly One-Sample

7 environment and inhabitants. equals Wilcoxon Signed .000 ||
3. Rank Test
The median of C2.8 - Safe socio- One-Sample

8  political situation at destination. Wilcoxon Signed .000 ||
equals 3. Rank Test |

: One-Sample |
The median of C2.9 - Low cost of :

& goods and senvices. equals 3. \é\::;:ko%rslt&gﬂed L i

4o The median of C2-10 -Easy \%‘ﬂ' i%“;psl? o oo B
transportation. equals 3. Rank Test 9 % |
The median of C3- How important

11 Motivation was the visit to the &i:ﬁ'i%"g%? ned 000
Acropolis Museum for chaosin? Rank Test 9 -

Greece as a destination? equals 3. ~ank Te

Asymptotic significances are displayed. The significance level is .05.

Hypothesis Test Summary
Null Hypothesis Test Sig.  Decision |
The median of C3- How important
Eoiivatlipn‘was the \fn;ll to the 3&7:?31’3%?@“
Greece as a destination? equals 3. Rank Test

Asymptotic significances are displayed. The significance level is .05.
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Appendix 4: ANOVA Tests, Robust Tests of Equality

of Means and Nonparametric Tests as Regards Age
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Kr
Robust uskal
Test of A | Tests of Equality | Wallis Multiple
i NOVA of Means Test i
Ch
Levene w Bro i-
Statistic F elch wn- Square Bonferroni or
Mean + p- (p- p- Forsythe p- Tamhane
Question Age St.Dev value) value) | value) | (p-value) | value) (p-value)
20-30 3.41%
(129) 1.27
31-40 3.29%

C1.6 - To live (55) 1.29
meaningful experiences 41-50 313¢ a. 4 46
that will enable me to (53) 1.23 624 444 33 12. (20-30)>(51-)
understand my deeper 269% 0.392 (0. ( (0.0 756 (p=0.005)
self. 51- (62) 1.30 (0.759) | o004) | 0.005) 04) (0.005) (Bonferroni)

20-30 3.69%
(129) 1.09

31-40 3.67%
(55) 0.96

41-50 3.45%

C1.8- To relax and (53) 0.89 4. 4 4.9 13. (20-30)>(51-)
calm in quietness and 3.13% 0.958 637 .358 38 364 (p=0,003)
nature. 51-(62) 1.06 (0.413) (0.003) | (0.006) | (0.002) (0.004) (Bonferroni)

20-30 3.21%
(129) 1.25

31-40 285%
(55) 1.15

€1.9 - To live 41-50 2,66 % 6. (20-30)>(41-50)
adventurous or even risky (53) 0.92 985 6 74 18. | (p=0.008) & (20-30)>(51-)
experiences and feel like 243 % 4,129 529 54 656 (p=0.001)
an explorer. 51- (62) 1.28 (0.007) (<0.01) [ (<0.01) | (<0.01) | (<0.01) (T:

20-30 3.75%
(129) 1.08

31-40 4.07
(55) 1.07

C1.10 - To collect 41-50 3.36 %
moments and not things, (53) 1.09 5, 5 49 15, (31-40)>(41-50)
as | do in my country of 343t 1,392 050 ,037 70 446 (p=0.005)
origin. 51-(62) 1.21 (0.245) (0.002) | (0.002) | (0.002) | (0.001) (Bonferroni)

20-30 3.59%
(129) 1.09
31-40 4.04

C2.2 - Cultural (55) 0.77 (20-30)<(31-40)
heritage, History and 41-50 3.96% (p=0.011) &
Sights (53) 0.88 a. 4 5.4 13. (20-30)<(51-)
Archaeological Sites, 4.02+ 7.732 758 484 73 364 (p=0.021)

ies, etc.) 51- (62) 0.85 (<0.01) (0.003) | (0.005) [ (0.001) | (0.004)
20-30 3.06
(129) 0.95
31-40 3.05%
(55) 1.15 (20-30)>(51-)
41-50 258% (p<0.01) &

Cc23- ibilities of (53) 1.03 9. 8 8.6 25. (31-40)<(51-)
night entertainment and 232 2423 220 .816 72 152 (p=0.001)
recreation. 51- (62) 1.09 (0.066) (<0.01) | (<0.01) | (<0.01) (0.013) (Bonferroni)

20-30 3.34%
(129) 1.40
31-40 3.47%

C3- How important (55) 1.12
motivation was the visit to 41-50 3.72¢%
the poli for (53) 1.31 4. 5 4.7 1. (20-30)<(51-)
choosing Greece as a 4.02 % 5.436 375 .203 88 664 (p=0.001)
destination? 51-(62) 1.02 (0.001) (0.005) | (0.002) | (0.003) | (0.009) (Tamhane)
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Appendix 5: ANOVA Tests, Robust Tests of Equality
of Means and Nonparametric Tests as Regards Education

Te
st of Robust Krus
Homog A | Tests of Equality | kal Wallis Multiple
eneity | NOVA of Means Test (o] i
Le
vene Br
Statisti W | own-
c F elch Forsyt Chi- Bonferroni or
Mean * (p- (p- (p- he (p- Square Tamhane
Question i St.Dev value) | value) | value) | value) | (p-value) (p-value)
C1.4-To Basic & Secondary
view specific education 384t
(62) 0.89
Uni ity i 3.99% (Postgraduate
works of art, (162) 0.94 0, 4. 4, 4, studies)>(Basic &
cultural Postgraduate studies 427 % 218 234 993 542 8,23 Secondary education)
heritage. (75) 0.78 (0,804) | (0.015) | (0,008) | (0,012) | 8(0,016) (Bonferroni) (0.017)
Basic & Secondary (Postgraduate
education 3.10% studies)<(Basic &
C1.9-To (62) 1.36 Secondary education)
live University education 3.02+ (0.0
adventurous (162) 1.19
or even risky 7, (Postgraduate
experiences 3, 860 9, 7, studies)<(University
and feel like Postgraduate studies 241% 167 476 702 16,4 education) (<0.01)
an explorer. (75) 1.02 (0,044) | (<0.01) | (<0,01) | (0,001) | 56 (<0,01) (T
Basic & Secondary
education 295%
(62) 1.47
University education 331% (Postgraduate
C1.13-To (162) 1.21 3. 5. 5. 5. studies)<(University
give meaning Postgraduate studies 276 % 002 486 862 071 10.3 education) (0.005)
to my life. (75) 1.19 (0.051) | (0.005) | (0.004) | (0.007) | 95 (0.006) (Bonferroni)
C2.2- Basic & Secondary (Postgraduate
Cultural education 3.58 % studies)> (Basic &
heritage, (62) 0.92 Secondary education)
History and University education 3.76% (0.001)
Sights (162) 0.96 &
(Museums, (Postgraduate
Archaeologica 0, 7. 7. 7. studies)>(University
| Sites, Postgraduate studies 417 % 052 480 582 643 13.3 education) (0.006)
Galleries, etc.) (75) 0.95 (0.950) | (0.001) | (0.001) | (0.001) | 64 (0.004) (Bonferroni
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