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It has been pointed out that “marketing efforts by tourism suppliers which 
are directed primarily at persuading new visitors to try a destination may be 
entirely inappropriate for encouraging previous visitors to return” (Gitelson 
and Crompton 1984:201). It seems intuitively probable that motives that 
impel first-timers to select a destination are likely to be different from those 
which induce previous visitors to return. This was empirically verified by 
Gitelson and Crompton (1984), who reported that first-time visitors were 
more likely to be seeking variety and new cultural experiences, while return- 
ing visitors were more likely to be seeking relaxation. 

This research note reports differences in motives between repeat, first-time, 
and nonvisitors to the Lower Rio Grande Valley, located at the southern tip 
of Texas (USA). An estimated 81,000 “snowbirds” (tourists from the snowbelt 
regions) temporarily reside in the valley during the peak period of the winter 
season (Vincent and de 10s Santos 1989). These “Winter Texans” are retired 
people who lock up their homes in the midwestern states at the onset of the 
cold northern winter. They arrive in the Valley in mid-November, leave by 
mid-April, and stay an average of 16 weeks almost exclusively in recreation 
vehicle and mobile-home parks. 

The sample consisted of three different groups: nonvisitors who had never 
been to the Valley for winter vacations, but who had been identified by 
existing visitors as good prospects; first-timers, who had visited the Valley for 
the first time within the past year; and repeaters who had been coming to the 
area for 2 years or more. The respondents who completed the mail question- 
naire in each sample (with the response rates in parentheses) were nonvisitors, 
133 (36%); first-timers, 190 (69%); and repeaters 245 (85%). 

The initial pool of items was drawn from Driver’s (1977) set of scale items, 
with the selection of scales being guided by Crompton’s (1979) findings. These 
were augmented by items that emerged from personal interviews with tourism 
suppliers in the Valley and two independent panels of tourism professionals 
who reviewed and pretested the items. At the end of this process, the instru- 
ment consisted of 29 items. The instructional rubric at the top of the instru- 
ment read, “Below are possible reasons for coming to the Rio Grande Valley. 
For each statement, please circle the number that best reflects how important 
each item was in your decision to come to the Valley.” This was slightly 
amended on the nonvisitors’ questionnaire to reflect that they had not been to 
the Valley. Responses to each item were recorded on a jr-point scale, with 1 
indicating extremely unimportant and 7 indicating extremely important. 

The 29 items were factor analyzed using the principal components method 
with a varimax rotation. Five domains were identified on the basis of eigenval- 
ues which exceeded one (Table 1). The grand mean of items within each 
factor was calculated to facilitate assessment of the relative overall importance 
of the factors. Reference was made to the highest loadings and Driver’s (1977) 
set of scale items in developing the nomenclature for the five factors, which is 
shown in Table 1. Analyses of variance were undertaken on the standardized 
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Table 1. A Factor Analysis of Motive Items for the Rio Grande Valley of Texas 

Motive Domains 
Factor Factor 

Loading Mean 

Factor I: Escape from personal, physical, and social problems 
To help release some built-up tensions 
To give my body rest 
To get away from the usual demands of life 
To feel less tied down for a while 
To get away from crowded situations for a while 
To experience tranquility 
To help get rid of some anxieties 
To get away from crowds of people 
To enjoy the quietness and serenity there 
To have a change from my daily routine 
To relax physically 

Factor II: Social contacts 
To be with people of similar interests 
To be with my friends 
To be with people who enjoy what I do 
To do things with my companions 
Because the people there are considerate 

Factor III: Physical self, and intellectual enrichment 
To enrich myself intellectually 
To get exercise 
To explore and evaluate myself 
To improve my physical health 

Factor IV: Family togetherness and curiosity 
To help bring my family together more 
To visit relatives 
To enjoy the smells and sounds of nature 
Because I was curious to see the area 

Factor V: Temperature, exploration, and security 
Because the weather is warmer than my home 
To explore new and different things 
Because the temperature would be nice there 
To be where living is fairly safe 
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scoring coeffkients of each of the five factors to test for differences in motives 
between the three subsamples. A series oft tests were undertaken to identify 
the sources of these differences (Table 2). 

The survey found no significant difference among the three groups on 
Factor I and no obvious explanation for the differences which emerged on 
Factor III (Table 1). Factor V had the highest factor mean. It was ranked 
as being significantly more important by first-timers than by repeaters or 
nonvisitors. Escaping from the cold midwestern winter to a warmer subtropi- 
cal climate appears to have been the determining motive for impelling first- 
timers to come to the Valley. Because they have no previous experience of the 
Valley’s weather, they are likely to generalize from their first visit and assume 
the weather they observe is typical. Thus, if the weather on their first visit is 
unusually bad, they are more likely not to return. In contrast, repeaters know 
from experience that the weather is consistently warm, and they are able to 
disregard one relatively bad winter as an atypical aberration. Nonvisitors may 
not yet have given serious thought to visiting the Valley. (It is only an idea 



366 RESEARCH NOTES AND REPORTS 

Table 2. Benefit Attribute Factors for the Lower Rio Grand Valley of Texas 

Factor Standardized 
Scoring Coefficients Mean 

Factors 
Nonvisitors First-timers Repeaters 
(n = 133) (a = 190) (a = 245) p 

Factor I: Escape from per- 
sonal, physical, and social 
pressures 

Factor II: Social contact 
Factor III: Physical self, and 

intellectual enrichment 
Factor IV: Family together- 

ness, and curiosity 
Factor V: Temperature, 

exploration, and security 

,115, - .049, - .032, .252 
- ,214, - ,076s ,178, ,001 

.151, - ,165, .054, ,004 

,190, .058, - ,143, ,002 

- ,037, ,121, - .077, .061 

Note: Means with the same letter are not significantly different. (Wailer-Duncan 
t-tests). 

and they are not yet involved or committed.) When this does occur, it seems 
probably that they will put as much importance on the weather as do lirst- 
timers. 

Nonvisitors and first-timers rated Factor IV as being significantly more 
important than did repeaters, but the mean decreased with the number of 
visits. Factor IV included items relating to family togetherness and curiosity. 
Nonvisitors and first-timers are likely to be more curious to see the area than 
repeaters whose curiosity motive has been satiated by previous visits. In terms 
of family togetherness, there may be some tendency for nonvisitors and lirst- 
timers who have never been to the Valley previously to make a special effort 
to contact relatives in the area. As the number of visits to the Valley increases, 
visitors are likely to attach less importance to such visits than they did on the 
initial visit. 

In contrast to the findings on Factors V and IV, repeaters rated Factor II 
“Social Contact” as being significantly more important than did the other two 
subsamples. The means increased with the extent of respondents’ experience 
with the Valley. It seems that as the number of visitors to the Valley increases, 
the social circle of friends and acquaintances widens, and the depth of existing 
social interrelationships is reinforced. The strengthening social ties make it 
less likely that repeaters will switch to another destination. The mean factor 
scores suggest that socialization is of major importance to repeaters, and they 
are unlikely to leave a place where they have strong social networks to go to a 
new destination where they have no such network in place. 

In conclusion, the desire to escape from the cold midwestern winter climate 
and to satisfy the curiosity motive by visiting the Valley were likely to be key 
factors in attracting nonvisitors and first-timers. However, for repeat visita- 
tion, these motives were not as important as socialization. It was important to 
these long stay visitors that they be socially well-integrated. 

Early studies in the tourism literature reported by Dann (1977) and Cromp- 
ton (1979) pointed out that a destination’s “pull” factors (the cultural benefits 
offered by its facilities, attractions, or people) were not necessarily the most 
useful for explaining choice of destination. They suggested that “push” factors 
(an individual’s social-psychological needs) may be more efficacious. The im- 
portance of the socialization motive to repeaters is consistent with Dann’s 
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(1977) finding that repeaters tended to be anemic tourists and Crompton’s 
(1979:418) observation that for some people, “trips were people oriented 
rather than place oriented.” 

Two generalizable implications appear to emerge from this study. First, it 
reinforces an earlier finding that “The distinctiveness of the repeater and 
non-repeater segments suggests that uniquely different marketing efforts tar- 
geted at each segment would be successful” (Gitelson and Crompton 1984: 
215). Second, much of the tourism industry appears to continue to operate 
primarily on the premise that pull factors are the key motivators and that 
people go on a vacation to do and see things. Many researchers appear to have 
tacitly endorsed this premise, and this has been manifested by the relatively 
substantial literature that has emerged on destination image and attributes. 
In contrast, there has been relatively little empirical work reported in the 
literature relating to push motives. The findings reported here suggest that 
this imbalance needs redressing. 0 0 
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An Ecotourism Assessment of Tortuguero, Costa Rica 

As the demand for nature-oriented tourism increases and the supply of 
natural resource amenities decreases, the need for understanding how to man- 
age ecologically valuable areas grows. Currently, efforts to manage these areas 
and plan for sustainable development are hampered by insufficient informa- 
tion (Boo 1990). This study offers an assessment procedure for existing tour- 
ism areas that provides information for managing culturally and ecologically 
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